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I. Executive Summary

How many visitors came to the Globe-Miami Region between October 1995 and September 1996?

260,000 visitors came to the region

What was the economic impact of these visitors?
$13.6 million in expenditures in the Globe-Miami region
$21.2 million in sales revenue impacts in the Globe-Miami region
634 jobs directly and indirectly resulted from visitor spending

$1.4 million total tax revenues at the state, county and city level
- $ 732,000 for the State of Arizona
- $ 323,000 for Gila County
- $ 349,000 for the Cities of Globe and Miami

Where did these visitors come from?

45 percent were from other parts of Arizona
20 percent from other Western states

14 percent from Central states

8 percent from Southern states

7 percent from Eastern states

6 percent from other countries

Why were visitors in the area?

Visitors had many different reasons for being in the region. The following were some of
the primary reasons given:

16 percent passing through the area

15 percent to visit Roosevelt Lake

14 percent to visit Tonto National Monument
11 percent to visit family and friends

7 percent to visit historical sites or museums

What percent of visitors stopped to see major local attractions?

59 percent saw Roosevelt Lake

44 percent saw Tonto National Monument

35 percent saw historic downtown Globe-Miami
28 percent saw Besh-Ba-Gowah

17 percent saw Boyce Thompson Arboretum

8 percent saw Cobre Valley Center for the Arts
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What were visitors main leisure activities while in the region?

75 percent were doing general sight-seeing
54 percent visited historic areas

33 percent took photographs

28 percent visited museums

22 percent went shopping

What was the age distribution of visitors to the Globe-Miami region?

7 percent were under 18 years of age (versus 26 percent of U.S. population)
13 percent were 18 to 35 years of age (versus 27 percent of U.S. population)
43 percent were 36 to 59 years of age (versus 30 percent of U.S. population)
37 percent were 60 years of age or older (versus 17 percent of U.S. population)

What were the major conclusions of this study?

This study was a benchmark for the Globe-Miami region as it begins a serious expansion
in travel and tourism. Over 175 new hotel rooms have been added and the Apache Gold
Casino and Resort has opened since the study was completed.

Overnight visitors should be the focus of tourism promotion and development efforts in
the region in order to increase average expenditures per visitor.

Avrizona markets are especially good markets to target; promotion in these markets should
emphasize the advantages of overnight stays.
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The Globe-Miami Region
Travel and Tourism Study was
conducted as part of the
ACERT Rural Tourism Devel-
opment Program and Arizona
Cooperative Extension’s Com-
munities in Economic Transi-
tion (CET) Program. The ob-
jectives of the study were to
learn more about visitation to
the communities of Globe and
Miami and to surrounding ar-
eas and to learn more about
rural tourism in general. The
study benefitted from tremen-
dous cooperation and assis-
tance from the Globe-Miami
Chamber of Commerce, assis-
tance from local businesses
and from several local survey
coordinators who stayed in
close contact with the busi-
nesses and distributed some
of the surveys themselves.
The study was funded with
state and federal CET funds
and the survey design and
analysis were conducted at
the University of Arizona.

The survey methodology and
the survey instrument are pro-
vided in Appendices A and B
for the interested reader. The
results are based on a survey
of visitors, not a census and
hence, there is some sampling
error associated with the num-
bers presented. This sampling
error increases when the data
is broken into subgroups.
Generally, most results pre-
sented for the entire sample
are within +/- 5 percent of the
real figure.

The biggest challenge in this
study has been estimating to-
tal number of visitors, since a
large percentage of visitors to
Globe do not spend the night
in the community. The esti-
mates presented here are
based on visitor count infor-
mation from a variety of
sources and information from
the survey concerning how
many local attractions were
visited. A more detailed de-
scription of the procedure
used is provided in Appendix
A. A total of 923 completed
visitor questionnaires are the
basis for this report.

This study of Globe-Miami
Region visitors is an important
benchmark because towards
the end of the study period, the
region began to experience in-
creases in visitation. The region
is rich in historical, cultural and
natural resources. The commu-
nity of Globe-Miami offers in-
teresting shopping and dining
opportunities. Globe-Miami
has also become a regional
trade center for many small
communities in the area. The
Apache lii Day Festival and the
Historic Home Tour are no-
table events in the Globe-Mi-
ami. The addition of three
new hotels and a casino re-
sort will boost the number of
modern hotel rooms available
by more than 175 rooms,
while the charming bed and
breakfasts, restored vintage
motor lodges and developing
ranch recreation activities in

Il. Introduction

the region will continue to de-
light visitors by providing
unique historic and cultural
experiences.

Some of the results presented
in this report are broken out
by three distinct seasons:

shoulder season - Sep-
tember, October, No-
vember and Decem-

ber.

peak season - January,
February, March,
April, May

low season - June, luly,
August

Seasonal results are only re-
ported when there are a suffi-
cient number of observations
per season and when there
are significant seasonal differ-
ences in the data. The period
covered is October, 1995
through September, 1996. All
data analysis was conducted
with data sets broken out for
these three seasons.

Results are also broken out by
specific types of visitor. The
three main classes of visitors
examined are:

Overnight  visitors-
people who spent one
or more nights in
Globe-Miami.

Day trip visitors- people
who were only in
Globe-Miami for the
day and received a
survey in the Globe-
Miami region.
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Roosevelt visitors- people
who received a survey
at Tonto National
Monument or Roose-
velt Lake Visitor Center
or the Roosevelt Lake
Marina. These data do
not include most of the
people engaged in ac-
tivities such as boating
and camping at
Roosevelt Lake.

The expenditure and eco-
nomic impact data is pre-

sented for total visitors and for
the three main types of visitor
listed above. Visitor and trip
characteristic data is presented
in separate chapters for over-
night, day trip and Roosevelt
visitors. For readers who wish
to compare key trip and visitor
characteristics across visitor
types, summary tables are pro-
vided in Appendix C. Evalua-
tions of local attractions, lodg-
ing, restaurants, shops and the
community are presented only
for total visitors.

Throughout this report refer-
ence is made to the Globe-Mi-
amiregion. This is basically the
Southern half of Gila County.
It includes the Roosevelt Lake
area to the northwest down to
San Carlos Lake to the south-
east (see Figure 1). The com-
munities of Globe and Miami
anchor the region and provide
the bulk of lodging, eating and
shopping venues in the region.
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Approximately 260,000
people visited the Globe-

I11. Visitor Numbers and Expenditures

Table 1. Number of Visitors to the Globe-Miami Region

Miami region between
October 1995 and Sep-

tember 1996 (Table 1).
Fifty-six percent of these
visitors came during the
peak season. Over half of
them were visitors to the
Tonto National Monument
or the Roosevelt Lake/

Tonto National Forest Visi-

Percent

Shoulder Peak Low Total of total

Overnight 18,000 36,000 16,000 70,000 27%
Leisure 5,000 8,000 4,000 17,000 7
Business 13,000 28,000 12,000 53,000 20
Day trip 14,000 10,000 11,000 45,000 17
Roosevelt 25,000 99,000 21,000 145,000 56

Total 57,000 145,000 48,000 260,000 100%

tor Center. While the fig-
ures for the overnight visi-
tors and Roosevelt visitors
are quite reliable, the esti-
mates for day trip visitors
are less so because of the
lack of adequate mecha-
nisms for counting visitors
at key attractions in the City
of Globe. A door counter
has been installed at the
Chamber of Commerce Visi-
tor Center and counters are
recommended for the Art
Center and Besh Ba Gowah.
Although day trip visitors
and Roosevelt visitors (most
of who are not spending the
night in the region) are es-
timated to be 73 percent of
total visitors, they account
for only 34 percent of esti-
mated expenditures (see
Table 1 and Figure 2).

Total visitor expenditures to
the Globe-Miami region were
estimated to be approxi-
mately $13.6 million dollars
for the October 1995 to Sep-
tember 1996 period. Spend-
ing by overnight business
travelers was estimated to be

Figure 2. Total Expenditures by Type of Visitor

\

Roosevelt (26%) (]
($3.5 million)

Overnight leisure (15%)
($1.9 million)

Day trip (8%)

($1.1 million)

AN

over half of this amount (Fig-
ure 2). Visitors to the Tonto
National Monument and/or
Roosevelt Lake Visitor Center
spent another quarter of this
amount. Free and indepen-
dent travelers or leisure visi-
tors to Globe-Miami who ei-
ther stayed overnight or spent
the day contributed 23 per-
cent of this amount.

Overnight business (51%)

($6.5 million)

Half of the total expenditures
made by visitors occurred
during the peak season from
January through May 1996
(Table 2). The amount spent
by visitors each month of the
shoulder and low season were
very similar at just under $1 mil-
lion per month, while expendi-
tures per month in the peak av-
eraged almost $ 1.4 million.
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Table 2. Total Visitor Expenditures in the Globe-

Miami Region by Season The leading expenditure

categories were lodging,
accounting for 27 percent of

Season Amount Percent  Amount/month the total, restaurants (24
— — percent) and retail and other

(in millions) (in millions of $) (23 percent). Estimated ex-

Shoulder $3.7 28% $0.94 penditures by all categories
Peak 7.0 51 1.38 are included in Figure 3.
Low 2.9 21 0.96 The most popular retail and
other expenditures were on

Total $13.6 100% $1.13 fees, donations and admis-

sion, souvenirs and books.
The percent of all visitor
parties making specific re-
tail and other expenditures
is presented in Table 3.

Figure 3. Expenditure in the Globe-Miami Region
by Category

Retail and other (27%)

Average expenditures per
($3.7 million)

Lodging (27%) party and per visitor are bro-
A\ ($3.7 million) ken out in Table 4. The av-
erage expenditure of the
overnight visitor on a per
person per day basis was
over two times that of day
trip and Roosevelt visitors.
On a per party per trip ba-
sis, overnight visitor expen-
ditures were over 4.5 times
that of other visitors. This
and the fact that over two-
Grocery (12%) thirds of current tourism
($1.7 million) revenues come from over-
night visitors, illustrates
quite clearly why there is

Table 3. Percent of Visitor Parties Making Specific strong interest in focusing

Retail and Other Expenditures marketing and tourism de-
velopment resources on the

\
\
A
\
\
\
\
\
1
A |

Gasoline (10%)
($1.3 million)

Restaurant (24%)
($3.2 million)

overnight visitor to the re-
Overnight Day trip Roosevelt Total gion. g
Fees, donations A dit
and admission  41% 46% 41% 420 | VErage expenditures per
Books 22 17 29 24 party trip and person da_ly
Apparel 17 7 3 8 are presented_ by season in
Sc?upvenirs 20 34 35 a1 Table 5. While overnight
Crafts 12 16 10 12 visitors in the peak season
Art 6 7 3 5 spent slightly more than in
Toiletries 17 3 8 9 the shoulder and low sea-
Other 11 8 6 8 son, day trip and Roosevelt/
Antiques 6 5 0 3 Tonto visitors had higher av-
Cloth/quilting supplies 1 2 1 1 erage expenditures in the
Snacks 5 3 1 1 shoulder season.
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When visitors were in the cit-
ies of Globe or Miami varied
by type of visitor. Overall, the
largest percent of visitors
were in the cities from 10 a.m.
to 3 p.m. (Table 6). However,
the largest percent of over-
night visitors were in the cit-
ies from 6 p.m. through 9
p.m., while heaviest visitation
for day trip and Roosevelt/
Tonto visitors was during the
midday period.

While the average overall trip
length of visitors to the region
was almost 13 days, they
spent less than 2 days in the
Globe-Miami region (Table 7).
One-third of all overnight visi-
tors spent one day or less in
the Globe-Miami region, com-
pared to 98 and 91 percent
of day trip and Roosevelt visi-
tors. The average visitor had
been to the Globe-Miami re-
gion four or five times before
in the previous two years.
Seventy-two percent of all
visitors planned to return. The
highest percent planning to
return was among the over-
night visitors.

Table 4. Average Expenditures in the Globe-Miami

Region by Visitor Type
(in dollars)

Expenditure

category Overnight Day trip Roosevelt Total
Per party per trip:
Lodging $113 $0 $8 $38
Restaurant 69 14 19 33
Grocery 31 3 15 18
Gasoline 25 4 10 13
Retail and other 73 44 17 38
Total $311 $65 $69 $140
Per person per day:
Lodging $18 $0 $3 $10
Restaurant 11 5 7 9
Grocery 5 1 5 5
Gasoline 4 2 3 3
Retail and other 12 14 6 10
Total $50 $22 $24 $37

Table 5. Average Expenditures in the Globe-Miami

Region by Season

(in dollars)
Shoulder Peak Low
(Sept.-Dec) (Jan.-May)  (June-Aug.)
Per party trip:
Overnight $244 $336 $344
Day trip 78 55 40
Roosevelt 112 49 91
Per person day:
Overnight 43 53 49
Day trip 32 18 17
Roosevelt 49 16 34

Table 6. Percent of Visitors in Globe-Miami at
Different Times During the Day

Overnight  Day trip  Roosevelt  Total
All day 42% 11% 5% 16%
4-7 a.m. 74 15 6 27
7-10 a.m. 69 21 20 34
10 a.m.-noon 59 57 41 50
Noon-3 p.m. 56 72 39 52
3-6 p.m. 66 30 28 39
6-9 p.m. 78 13 11 30
9 p.m.-4 a.m. 72 15 5 26
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Table 7. Trip Characteristics of Globe-Miami Region Visitors

Overnight  Day trip Roosevelt  Total

Average days in Globe area 5.07 0.25 0.43 1.66
Average total trip length (days) 12.9 9.2 14.9 12.9
Average times visited Globe-

Miami region 4.1 5.9 4.1 4.6
Average people per party 24 2.7 2.8 2.7
Percent planning to return 79% 77% 66% 72%

Percent staying one day or
less in area 35% 98% 91% 78%
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The 1993 IMPLAN input-out-
put model for Gila County was
used to estimate the jobs and
income that are attributable to
visitor spending in the Globe-
Miami region.

An input-output model is a
simple model of all sectors of
the economy and is used fre-
quently for economic impact
analysis. The impact results
presented here consist of
three basic components, the
direct effects or how visitor
expenditures translate directly
into jobs and income and the
two components of the mul-
tiplier effect. The first com-
ponent is called indirect ef-
fects and consists of how a
visitor expenditure ripples
through the local economy as
businesses that serve visitors
purchase services from other
local businesses (for example,
from laundry services, food
wholesalers, accountants,
banks, and other goods and
service providers). These pro-
viders in turn make purchases
from other local businesses.
Hotels, restaurants and gift
shops and the businesses they
buy from, also purchase
goods and services from out-
side of the local economy (in
this case, the county). This
represents leakage out of the
local economy. The second
component of the multiplier
effect is called the induced or
consumption effect. It con-
sists of the expenditures by
local employees at hotels, res-

IV. Economic and Fiscal Impacts

taurants, gift shops and gas
stations and the businesses
that they buy from. For ex-
ample, employees may pur-
chase food, clothing and other
goods and services within the
county. A Type Il multiplier
rather than the IMPLAN Type
Il multiplier was used in esti-
mating the induced impacts in
this study.

The economic impacts on Gila
County of visitor expenditures
in the Globe-Miami region are
presented in Table 8. The in-
direct and induced impacts
occur mostly in Globe and
Miami while at least a quarter
of the direct impacts occur at
Roosevelt Lake and Tonto Na-
tional Monument. Visitor ex-
penditures of $13.6 million
result in total sales revenue
impacts of $21.2 million in the
region. From this sales rev-
enue impact, $9.4 million is
total income impact or the
amount that is paid to em-
ployees and to business own-
ers. The direct total income
impact is $5.5 million. Visitor

spending in the region results
in 634 jobs, of which 494 jobs
are direct effects. The job im-
pacts, like most available
employment figures, are not
full-time equivalents, but
rather a mixture of full-time
and part-time jobs. The job
numbers are fairly high be-
cause of the number of part-
time jobs in restaurants, ho-
tels, and other retail shops.
Most jobs at the Apache Gold
Casino are not included in this
figure. The Casino only began
operating from its new resort
site after the survey was com-
pleted.

Visitor spending in the Globe-
Miami region generated
$348,700 in tax revenues for
the Cities of Globe and Miami,
$322,600 for Gila County and
$732,000 for the State of Ari-
zona. In other words, visitor
spending in the Globe-Miami
region is responsible for over
1.4 million dollars in tax rev-
enue generated for state and
local governments. Fiscal
impacts are the state and

Table 8. Economic Impacts of Visitor Spending in
the Globe-Miami Region

Sales Total Employment
revenues income jobs
(million $)  (million $)
Direct $13.6 $5.5 494
Indirect and induced 7.6 3.9 140
Total $21.2 $9.4 634
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local government revenues
that are generated either di-
rectly by visitor spending, or
induced through the income
created through visitor spend-
ing. These fiscal impacts are

presented for the cities of
Globe and Miami (together),
Gila County and the State of
Arizona in Table 9. These es-
timates were reached using
the fiscal impact model devel-

oped by Horn and Charney for
Gila County and Globe-Miami.
A more detailed description of
the model is available from
the authors on request.

Table 9. Fiscal Impacts of Visitor Spending in the

Globe-Miami Region
(in thousand $)

Direct Induced Total
State revenues (retained by the state)
Income tax $ $126.8 $126.8
Sales tax 348.8 100.1 448.9
Highway User Revenue Fund 121.8 23.1 144.9
Vehicle license tax 6.6 6.6
Property tax 4.8 4.8
Total state revenues 470.6 261.4 732.0
Gila County revenues
State shared sales tax 42.9 17.2 60.1
State shared Highway
User Revenue Fund 81.1 17.6 98.7
Vehicle license tax 4.4 4.4
Property tax 35.2 35.2
County sales taxes 98.2 26.0 124.2
Total Gila County revenues 222.2 100.4 322.6
Cities of Globe and Miami revenues
Urban revenue sharing 15.2 15.2
State shared sales tax 0.2 12.9 13.1
State shared Highway
User Revenue Fund 34.2 11.2 45.4
Vehicle license tax 2.0 2
Property tax 17.3 17.3
City sales tax 107.2 40.4 147.6
City bed tax (5 % in Globe) 108.1 108.1
Total Globe and Miami revenues 249.7 99.0 348.7
Total tax revenues $942.5 $460.8 $1,403.3
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Targeting overnight visitors is
an important part of the
Globe-Miami Tourism Au-
thority’s strategy to focus on
‘valued added’ tourism. Value
added tourism is any form of

V. Overnight Visitor Profile

Globe/Miami is one of
their destinations.
Another 56 percent
indicate that other
parts of Arizona are
their destination

Table 10. Origin of Overnight
Visitor Parties

tourism that attempts to en-  (Table 11). Only Percent
hance a visitors’ experience in  about 12 percent are Arizona 38%
order to increase the amount  on extended trips to Phoenix 13

of money a visitor spends in  more than one or two Tucson 12

the community. Encouraging  states. About 37 per- Other Arizona 13
overnight stays is one of the  centindicate that they California 8
most effective ways to add  are in the area to see Rest of West 18
value. Increasing the number  a specific local attrac- South 11
of ‘for fee’ attractions and ac-  tion. out

tivities and offering ‘for fee’ Central 13
tour services are other ways. ~ Overnight visitors in- | East !
To effectively market to these  dicate awide range of | International except Canada 5
visitors, it is important to un-  reasons for being in Canada 2
derstand who they are and  the region. The most | 15¢g) 100%
what they like to do. During  commonly listed are

the study period, most over-  to visit historical sites,

night visitors were in the to see friends and

Globe-Miami region on busi-  family, for business, Table 11. Destinations of

ness or to work. Often these
visitors spent extended peri-
ods of time in the region and

few of them responded to this  Table 12 provides the Percent
survey. The following results  percent indicating
reflect primarily a profile of  one of the listed rea- | Globe-Miami 24%
more leisure oriented over-  sons as the primary Other Arizona 22
night visitors. purpose of their trip. Phoenix 21
White Mountains/
Thirty-seven percent of all ~ While overnight visi- Mogollon Rim 7
overnight visitors are from  tors are in the region, Roosevelt/Tonto 6
Arizona (compared to 65 per-  they engage in a vari- Western states 4
cent of all day trip and ety of activities. Top- California 4
Roosevelt visitors). Overone-  ping the list of activi- USS. and International 3
quarter come from other ties is sight-seeing -
Western states and seven per- (72 percent), visiting SOl_Jthwestern states 3
cent are international visitors historic sites (55 per- | United States 2
(Table 10). cent), visiting muse- [ New Mexico 2
ums (32 percent), tak- Total 100%
Almost one-quarter of the ing pictures (32 per-

overnight visitors indicate that

and to pass through
the region on the way
to somewhere else.

cent) and shopping

Overnight Visitor Parties

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96

13




Table 12. Primary Reason for Overnight Table 13. Activities of Overnight
Visitors to be in Globe-Miami Region Visitor Parties
Percent Activity Percent
To visit friends and family 21% General sight-seeing 72%
Business or work related 15 Visit historic areas 55
Just passing through the area 15 Visit museums 32
To v!s!t R_oose_velt I__ake 7 Take photographs 32
To visit historical sites or museums 7 ShooDi
o i pping 31
To visit Tonto National Monument 6 Hike/walk/iob 21
Outdoor recreation 6 i ]
To attend a festival or event 4 Buy antiques 19
To visit Besh-Ba-Gowah 2 Buy/see art 14
To follow the Old West Highway 2 Camp 13
To raft the Salt River Canyon 2 Wildlife/bird watch 12
To learn about American Indians 2 Attend festivals/events 10
On the way to the White Mountains 1 Star gaze 10
To visit Boyce Thompson Arboretum 1 Picnic 10
Other 11 Fish 7
Rock hound 7
Table 14. Attractions Visited by Swim/water sports 6
Overnight Visitor Parties Boating 5
4-Wheel 3
Percent Hunt 3
Histori s Golf 2
istoric Downtown Globe-Miami 48% )
Roosevelt Lake 45 Bicycle 2
Besh-Ba-Gowah 36 Eat at area restaurant 1
Tonto National Monument 31 Ride horses 1
National forest/wilderness area 27 Visit friends and family 1
Antique and specialty shops 27 Other 9
Globe-Miami Chamber Visitor Center 19
Apache Gold Casino 15
Boyce Thompson Arboretum 15 R_oosevelt Lake, Besh B_a Gowabh, Tonto Na-
Cobre Valley Center for the Arts 15 tlon_al Monument, antique shops and the
Gila County Historical Museum 12 National Forest (Table 14). These attrac-
San Carlos Lake 9 tions are a mix of historic and outdoor sites.
San Carlos Apache Cultural Center 6 o ]
Old West Sheriff’s Museum 3 The visitor parties that do come to the re-
Other 13 gion include many couples without chil-
dren, friends, business associates and rela-
tives traveling together. Children repre-
(31 percent) (Table 13). The  sent a very small percent of current overnight visitors (Table
strong historic interests of ~ 15). This is again evident in the age distribution of visitors in
overnight visitors indicate one ~ Figure 4. Almost half of all overnight visitors are in the 36 to 59
of the strengths of Globe-Mi-  year old group, another quarter are 60 years of age or older,
ami as a visitor destination. while only eight percent of all visitors are under the age of 18.
The most popular attractions ~ The most commonly listed interests of the overnight visitors
for overnight visitors include  are history, outdoor recreation, photography, books, shopping,
historic downtown Globe,  Music, conservation/ecotourism, gardening and antiques. A
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Table 15. Relationship of Table 16. Interests of
Overnight Party Members to Overnight Visitors
Survey Respondent
Percent
Percent History 55%
Spouse 3204 Outdoors_- hikir_lg, _
Friends 20 camping, climbing 48
Business associates 15 Photography 42
. Books 40
Other relatives 13 Shopping 36
Children 6 Music 34
Tour group members 5 Conservation/
Lone traveler 4 ecotourism 34
Other 5 Gardening 31
Antiques 29
Crafts/art 25
Figure 4. Age Distribution of Overnight Visitors Gourmet food o4
50 . Rocks/geology 21
1 Fishing 19
1 Health and fitness 18
40 Golf 13
| Religion 13
| Water sports 12
~ 30 S0% Star gazing/astronomy 12
c 0 27% :
g 26% Boating 11
s ] Collections 11
20 13% Gaming 11
Computers 10
Skiing 10
— | Hunting 10
Movies 8
Riding horses 8
N N N Team sports 4
Under 18 18-35 years 36-59 years 60 and over Video games 2
Age Flying 2
Other 10
. Overnight visitors VA U.S. population
Table 17. Modes of Trans-
porta[t)l:':i:: ?):le::'iﬁh;r‘i/:)s"or Table 18. Percent of Overnight
Parties with U.S. and Foreign
Citizen Members
Percent
Own car 63% Percent of parties
Rental car 22 with members
Airplane 12 "
own RV . LJ.S._Cltlng 9(())%
Rental RV 3 oreign citizen 1
Other 12
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complete list is presented in
Table 16. The strong interests
in history and the outdoors are
reflected in overnight visitor ac-
tivities and the attractions they
chose to visit.

Virtually all visitors to the re-
gion come via car, truck or RV.
However, 12 percent of all visi-
tors have also flown during part
of this trip (Table 17). Most of

the visitors indicating other
modes of transportation, bor-
rowed a vehicle from a friend
or family member.

Figure 5 shows the distribu-
tion of income of overnight
visitors. The median income
range is $40,001 to $60,000.
One-fifth of all visitors have
household incomes of over
$80,000 per year.

Approximately 10 percent of
all overnight visitor parties
contain one or more members
who are foreign citizens (Table
18). In addition, about eight
percent of all overnight visi-
tor parties include one or
more members who are His-
panic (Table 19). Approxi-
mately 93 percent of all visi-
tor parties include Caucasian
or white members.

Figure 5. Household Income Distribution of Overnight Visitor Parties
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Percent

15

17%

17%
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14470

: 11%
10
]
.
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$15,000 or  $15,001-
less $30,000

$30,001-
$40,000

$40,001-
$60,000

$60,001-
$80,000

$80,001-
$100,000

Over
$100,000

Household Income

Table 19. Race and Ethnicity of
Overnight Visitors

Percent of parties
with members
White 93%
Hispanic 8
Black 1
American Indian 3
Asian 2
Other 2
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Almost half of all day trip
visitor parties are from Ari-
zona (Table 20). Other West-
erners are another 19 per-
cent. In addition, about 14
percent of all day trip visi-
tors are winter visitors to
Arizona. Over one-fifth of
day trip visitors mention that
the Globe-Miami region is
their main destination on this
trip. Twenty-eight percent
of day trip visitors are
headed for Phoenix (Table
21).

The most commonly cited
primary reason for being in
the Globe-Miami region is
because day trip parties are

VI. Day Trip Visitors

Table 20. Origin of Day Trip
Visitor Parties

Table 21. Destinations of
Day Trip Visitor Parties

passing through
the region, are go-
ing to visit Besh-
Ba-Gowah or want
to visit historical
regions and muse-
ums (Table 22).
Fewer day trip than
overnight parties
indicate they are in
the region to visit
family and friends.

The most popular
activities of day trip
visitor parties is
general sight-see-
ing, visiting histori-
cal regions, visiting
museums, shop-
ping and photog-
raphy (Table 23).
This is very similar
to the major ac-
tivities of over-

Percent
Just passing through the area 19% Activity Percent
10 V!S!: ﬁ.eih'.B a—IGfiwah ﬁ General sight-seeing ~ 68%
TO V{‘:_" dls ?”C? SII €s or mtjseums . Visit historic areas 51
Boq end ates I\k/a (I)rte(\j/en 5 Visit museums 35
Business or work relatec 5 || shopping 28
0 VISItITiends and family Take photographs 21
To visit Boyce Thompson Arboretum 5 B :
o uy antiques 14
To visit Roosevelt Lake 4 BUV/
To visit Tonto National Monument 4 Hyssee art_ 14
To raft the Salt River C ) Attend festivals/events 9
O rait the sait River L.anyon Hike/walk/job 7
Outdoor recreation 2 Picni
On the way to the White Mountains 2 lemie 6
. . Wildlife/bird watch 6
To learn about American Indians 2 C
. amp 4
To follow the Old West Highway 1
To visit Apache Gold Casi Rock hound 3
0 VISIt Apache 0id L.asino ! Eat at area restaurant 3
To visit Cobre Valley Center for the Arts 1 .
Fish 2
Other 14
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Table 22. Primary Reason for Day Trip

Visitor Parties Trip to the

Globe-Miami Region

Percent Percent
Arizona 47% Phoenix 28%

Phoenix 24 Globe-Miami 19

Tucson 8 White Mountains/

Other Arizona 15 Mogollon Rim 9
California 6 Roosevelt/Tonto 3
Rest of West 13 Other Arizona 23
South 6 California 5
Central 16 Western states 5
East 8 United States 2
International except Canada 1 New Mexico 2
Canada 4 Southwestern states 2
Total 100% U.S. and International 1

Total

Table 23. Activities of Day
Trip Visitor Parties in the
Globe-Miami Region




night visitors. However, day
trip visitors indicate they are
hiking or walking much less
frequently than overnight or
Roosevelt visitors.

The favorite attractions of
day trip visitors are Besh-Ba-

Table 24. Attractions Visited by Day
Trip Visitor Parties on this Trip

Gowabh, historic downtown
Globe-Miami, Roosevelt
Lake, antique and specialty
shops and Boyce Thompson
Arboretum (Table 24). The
Arboretum is significantly
more popular with day trip
than with overnight visitors.

Day trip parties, like
overnight parties,
contain few children

Percent

(Table 25). Many are

Besh-Ba-Gowah

Historic Downtown Globe-Miami

Roosevelt Lake
Antique and specialty shops
Boyce Thompson Arboretum

Globe-Miami Chamber Visitor Center 19

Tonto National Monument

Cobre Valley Center for the Arts

Apache Gold Casino

National forest/wilderness area
Gila County Historical Museum

San Carlos Lake
Old West Sheriff’'s Museum

San Carlos Apache Cultural Center

Other

traveling with their
44% | spouse, with friends
42 or with other rela-
30 tives. Day trip visi-
29 tors tend to be older
24 on average than
overnight visitors.
18 Half of all day trip
14 visitors are 60 years
11 of age or older (Fig-

10 ure 6).

9

6 The most popular
3 interests of day trip

2 visitors are history,
13

books, outdoor recreation,
shopping, antiques, pho-
tography, crafts and art
(Table 26). They are signifi-
cantly more interested in
antiques, art and crafts than
overnight visitors.

Virtually all day trip visitors
came to the region in their
own car or a rental car (Table
27). Only eight percent
rode an airplane during this
trip compared to 12 percent
of overnight visitors. Seven
percent used an RV on this
trip compared to 10 percent
of overnight visitors.

The median income range
for day trip visitors is also
$40,001 to $60,000 per
household per year (Figure
7). However, only 12 per-
cent have incomes over
$80,000 per year compared
to 20 percent of all over-
night visitors.

Figure 6. Age Distribution of Day Trip Visitors

Table 25. Relationship 60
of Day Trip Party ] 5000
Members to Survey 50 .
Respondent 1
] 41%
40+
Percent -
e |
S 1
Spouse 35% e 30 26% 7%
Friends 24 o 1
Business associates 1 20
Other relatives 16 1
Children 6 ]
Tour group members 7 10+ . ]
Lone traveler 4 1 4% 5%
Other 8 0 N N N
Under 18 18-35 years 36-59 years 60 and over
Age

. Day Trip Visitors
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Table 26. Interests of Day
Trip Visitor Parties

Figure 7. Household Income Distribution of
Day Trip Visitor Parties

Percent 35
History 59% 30 200
Books 46 |
Outdoors - hiking, 25 ]
camping, climbing 44 1
Shopping 42 1 21%
Antiques 37 E 20
Photography 36 e 0
Crafts/art 36 & 154 L 15%
Gardening 33
Music 31 101
Conservation/ 1 70
ecotourism 26 1 6% 506
Religion 20 5i
Gourmet food 19 ] [
Rocks/geology 17 0? : [
Golf 16 $15,000 $15 001- $30 001- $40 001- $60 001- $80,001- Over
Health and fitness 13 orless $30,000 $40,000 $60,000 $80,000 $100,000 $100,000
Gaming 13
Fishing 13 Household Income
Computers 11
Collections 10
Movies 8
E%ﬁggghorses ; Table 27. !VlOdGS of Table 28. Citizenship of
Skiing 7 Transportation of Day Day Trip Visitor Parties
Water sports 6 Trip Visitor Parties
Star gazing/astronomy 6 During :
Hunting 6 this Trip Perce_nt of parties
Team sports 4 with members
Video games 3
Flying 3 Percent U.S. citizen 93%
Other 11 own car 73% Foreign citizen 7
Rental car 20
Airplane 8
Table 29. Race and Own RV 6
Ethnicity of Day Other 4

Trip Visitors

Percent of parties
with a member

White 93%
Hispanic 3
Black 3
American Indian 3
Asian 2
Other 1
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Seven percent of day trip visitor parties include one or
more members who are foreign citizens compared to
10 percent of overnight parties (Table 28). There tend
to be fewer parties with Hispanic members among day
trip parties than among overnight visitors (Table 29).
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Almost half of all Roosevelt/
Tonto visitors are from Ari-
zona, nearly a quarter come

VII. Roosevelt/Tonto Visitors

Table 30. Origin of Roosevelt/
Tonto Visitor Parties

Table 31. Destination
of Roosevelt/Tonto
Visitor Parties

from the Phoenix region Percent

(Taple 30). leg the day trip Percent

visitors, Phoenix and other Arizona 48% -

places in Arizona are more Phoenix 24 Phoenix o 21%

likely to be their destination Tucson 8 Globe-Miami 16

than the Globe-Miami or Other Arizona 16 Roo_sevelt/TonFo 16

Roosevelt/Tonto region (Table California 7 White Mountaln_s/

31). Rest of the West 10 Mogollon Rim 11
South 8 Other Arizona 22

The primary reasons for being Central 14 Sogthwgstern states 3

in the region are to visit East 7 Cal_|forn|a 3

Roosevelt Lake (24 percent) or International except Canada 3 United States 3

to visit Tonto National Monu- Canada 3 \’<|Veste|:\;ln s_tates i

ment (23 percent) (Table 32). ewMexico

The 15 percent who indicate Total 100% | | u.s. and International 1

they are just passing through Total 100%

the region is the same as the
percent of overnight visitors
who indicate they are just
passing through.

Table 33. Activities of Roosevelt/

Tonto Visitor Parties

Roosevelt/Tonto visitors enjoy Activity Percent
general sight-seeing, visiting General sight-seeing 81%

historic sites, taking photo- Visit historic areas 55
graphs, hiking or walking and Take photographs 39
visiting museums while in the Hike/walk/job 24
region (Table 33). Not surpris- Visit museums 23
ingly, the most popular attrac- Picnic 15
Shopping 15
Table 32. Primary Reason for Wildlife/bird watch 12
Visiting Roosevelt/Tonto Area Camp 10
Fish 6
Percent Swim/water sports 4
— Buy antiques 3
To visit Roosevelt Lake 24% Star gaze 3
To visit Tonto National Monument 23 Boating 3
Just passing through the area 15 Buy/see art 3
To visit friends and family 8 Bicycle 3
Business or work related 7 Rock hound 3
To visit historical sites or museums 5 4-Wheel 3
Outdoor recreation 3 Hunt 2
Other 13 Other 8
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Table 34. Attractions Visited by
Roosevelt/Tonto Visitor Parties
During this Trip

Table 35. Relationship of
Roosevelt/Tonto Visitor
Party Members to
Survey Respondent

Percent
Roosevelt Lake 82% Percent
Tonto National Monument 65 Spouse 32%
National forest/wilderness area 29 Friends 26
Historic Downtown Globe-Miami 23 Business associates 1
Besh-Ba-Gowah 16 Other relatives 17
Boyce Thompson Arboretum 15 Children 11
Globe-Miami Chamber Visitor Center 10 Lone traveler 4
Apache Gold Casino 9 Other 8
Antique and specialty shops 9
San Carlos Lake 8
Gila County Historical Museum 3 spouses, friends and other
San Carlos Apache Cultural Center 2 relatives (Table 35). Overall,
Old West Sheriff’'s Museum 2 children are still only seven
Cobre Valley Center for the Arts 1 percent of all party members.
Other 7 The Roosevelt-Tonto parties

contain more over 60 year old
members than overnight visi-
tors but less than the

Percent

Figure 8. Age Distribution of Roosevelt/Tonto Visitors day trip visitors (Fig-
45—, ure 8).
1 41%
40 39% The top interests of
1 Roosevelt-Tonto
35 . :
] visitors include out-
30] 30% door recreation,
] 26% 2/ % photography, his-
25 tory, books, shop-
201 ping and music
(Table 36). They are
154 much less inter-
101 ested in antiques
1 7% than either the day
51 trip or overnight
oj N | | visitors.
Under 18 18-35 years 36-59 years 60 and over
Age Roosevelt/Tonto

visitors also rely pri-
marily on cars for
transportation. About
six percent of all

. Roosevelt/Tonto Visitors

U.S. population

22

tions for these visitors are
Roosevelt Lake, Tonto Na-
tional Monument, National
forests and wilderness re-
gions, and historic downtown
Globe-Miami (Table 34).

Roosevelt/Tonto visitor parties
contain slightly larger num-
bers of children than the other
two groups. Although, gen-
erally the traveling compan-
ions of the respondents are

parties rode an airplane dur-
ing this trip (Table 37).

Nineteen percent of Roose-
velt/Tonto visitor parties have
household incomes of over
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Table 36. Interests of
Roosevelt/Tonto Visitors

Percent

Outdoors- hiking,

camping, climbing 59%
Photography 53
History 49
Books 43
Shopping 35
Music 33
Gardening 31
Conservation/

ecotourism 30
Health and fitness 22
Crafts/art 21
Golf 21
Fishing 21
Gourmet food 21
Boating 19
Religion 18
Antiques 16
Water sports 15
Computers 13
Rocks/geology 13
Hunting 11
Skiing 11
Gaming 11
Team sports 9
Star gazing/astronomy 9
Movies 9
Collections 6
Video games 6
Riding horses 4
Flying 1
Others 8

Table 39. Race and
Ethnicity of Roosevelt/
Tonto Visitors

Percent of parties
with members

White 96%
Hispanic 3
Black 0
American Indian 3
Asian 3
Other 1
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Figure 9. Household Income Distribution of
Roosevelt/Tonto Visitor Parties
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Table 37. Modes of
Transportation Used by
Roosevelt/Tonto Visitor

Parties on this Trip

Percent
Own car 67%
Rental car 22
Own RV 9
Airplane 6
Other 5

$80,000 per year and 25 percent
with incomes of $30,000 or less
per year (Figure 9). It is fairly
common to see visitor parties at
all levels of household income
when looking at outdoor recre-
ation regions like Roosevelt Lake
and Tonto National Monument.

Table 38. Citizenship of
Roosevelt/Tonto Visitors

Percent
U.S. citizen 94%
Foreign citizen 6

Only six percent of all Roosevelt
parties have one or more
members who is a foreign citi-
zen (Table 38). These visitors
parties also are slightly less
diverse in terms of ethnicity
and race (Table 39).

23

Over
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VIII. Visitors’ Evaluations and Travel Information Preferences

Visitors to the Globe-Miami
region like the friendly
people, scenery, small
town feeling and history of
the region. These are the
most frequently cited as-
pects of the region that visi-
tors like although the rank-
ing varies between the
types of visitors (Table 40).

Sixty-two percent of all visi-
tors have suggestions con-
cerning how the region can
be improved (Table 41).
However, there are many
different opinions about
what should be done. The
most commonly indicated
suggestions are to provide
maps of the region, de-
velop a mining view point,
improve road signs, clean
up the town and provide
more public restrooms.

Overnight visitors have the
largest number of respon-
dents indicating that they
could not find something
that they wanted to buy or
do while they were in the
Globe-Miami region (Table
42). The items or activities
that visitors look for are ex-
tremely diverse.

Most visitors rate local ac-
commodations in the very
good to excellent range
(Table 43). Visitors are most
impressed with the ser-
vice, value and cleanliness
of local accommodations.
The biggest concerns of

Table 40. What Visitors Like About the

Globe-Miami Region

Overnight Day trip Roosevelt Total

(percent)
Friendly people 65% 56%
The scenery 62 45
Small town feeling 59 54
The history of the place 49 55
The climate 44 28
Quiet, peaceful place 41 27
Mining town feel 22 26
Cleanliness 16 12
Other 7 8

32%
52
29
39
24
26
14
10
4

55%
53
51
50
33
32
23
13
7

Table 41. Suggestions Made by Visitors for Improving

the Globe-Miami Region
(percent)

Overnight Day trip Roosevelt Total

Total responding with concerns  70% 56%
Maps of the area 26 21
Mining viewpoint 24 18
Improve road signs 17 12
Clean up town 14 11
More public restrooms 16 12
Better access to viewpoints 11 9
Later store hours 15 5
More parking 7 5
More picnic areas 8 6
Improve customer service 3 1
Other 23 16

61%
20
16
16
14
11
13
9
10
5
4
18

62%
23
20
14
13
13
11
9
7
7
2
19

Table 42. Percent of Visitor Parties that Could

Not Find What They Wanted

Day trip Roosevelt

Overnight
Could not find 17% 13%
Found 70 74
No answer 13 13

11%

74
15
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visitors are with the noise level
and the choice and variety of ac-
commodations in the region.

of operation, and service fairly
high. The lowest ranked areas
are having segregated smok-
ing and non-smoking areas,

modations or restaurants
(Table 45). Visitors are most
positive about the service at
shops and most critical of the

The ratings for restaurants tend  the restrooms, and the decor.
to be slightly lower overall but still
in the very good range (Table 44).

Visitors rate value, days and hours

appearance of buildings and
the choice and variety of mer-
The ratings for shops are  chandise.

slightly lower than for accom-

Region attractions
are rated more posi-

Table 43. Ratings of Accommodations in the Globe-Miami Region tively overall than

(percent) accommodations,

Excellent Very good Good Fair Poor ;Ef)t;su ?Tgfl e Zg)d
Choice/variety of accommodations  27% 31% 28% 11% 3% | Visitors give attrac-
Cleanliness 35 33 22 7 2 tions high marks for
Service 41 33 19 6 1 parking areas, ser-
Value 36 30 20 11 2 vice, and mainte-
Decor/furnishings 30 30 20 11 2 nance of the attrac-
Heating/cooling 27 34 26 10 2 tion. The two areas
Noise level 29 28 25 13 5 that have the most

fair to poor ratings
are the availability of
unique gifts and the

Table 44. Ratings of Restaurants in the Globe-Miami Region accessibility of the

(percent) attraction.

Excellent Verygood Good Fair Poor The most common

Choice/variety of food 18% 35% 34% 11% 2% way for visitors to
Cleanliness 19 38 34 8 1 haye h_egrd of Globe-
Service 21 41 28 8 2 Mlaml is throu_gh
Decor 17 32 35 15 2 friends and family,
Value 24 38 31 5 2 guide books and
Hours/days of operation 22 38 35 6 2 brochures (Table
Restrooms 16 30 37 14 3 47). The other cat-
Noise level 16 34 33 9 3 egory is al_so quite
Segregated smoking area 23 26 26 13 12 high and includes
large numbers of

people who indi-
cated that they
have lived in Ari-
zona all their lives
and have always

Table 45. Ratings of Shops in the Globe-Miami Region
(percent)

- known about the

Excellent Very good Good Fair Poor | 5opa Miami region.

Choice/variety of merchandise 18% 27% 36% 17% 2% Day trip visitors and
Cleanliness 18 29 39 12 2 Roose-velt visitors
Appearance of displays 18 29 39 12 2 are more likely to
Appearance of building 16 30 36 15 4 have heard of the re-
Service 26 34 33 6 1 gion through a bro-
Value 19 31 40 9 2 chure than over-
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night visitors. Roosevelt Table 46. Ratings of Attractions in the Globe-Miami Region

visitors are more likely to (percent)
have heard of the region
through a guide book than Excellent Very good Good Fair Poor
?c:/rim'ght or day trip visi- Quality_ of displays/views  35% 42% 19% 3% 1%
' Entertainment value 29 41 23 5 2
. o Cleanliness 34 37 22 6 1
YZT;/Ieoonn g]reércth”upr'evslsgﬁ Maiptenance of attraction 37 36 20 5 2
letters, staff at visitor SerV|ce_ . 37 38 21 3 !
newsle b ’k d quid Accessibility 31 36 23 7 3
Al L o @ om o5
ters for Fhe)i/r travel informa- Hou_rs/dz?lys of op_eratio_n 31 37 25 > !
tion (Table 48). The most Availability of unique gifts 21 3% 28 11 3
highly preferred ways of
receiving travel informa-
tion are through written Table 47. How Visitors First Learned About
materials or through talking the Globe-Miami Region
to knowledgeable staff (percent)
(Table 49).
Overnight  Day trip Roosevelt Total
Friends and family 37% 37% 39% 37%
Guide book 20 18 25 20
Brochure 10 16 15 14
Roadside signs 9 10 11 10
Newspaper article 4 8 9 7
Don’t remember 6 6 11 7
Magazine 3 5 6 5
Newspaper ad 2 3 4 3
Travel agent 2 1 1 1
Other 37 33 22 33

Table 48. Types of Travel Information Used on this Trip

(percent)

Overnight Day trip Roosevelt Total
Maps 55% 40% 64% 50%
Brochures and newsletters 49 37 32 40
Staff at visitor center 29 26 44 30
Books and guides 31 17 27 24
Displays at visitor center 24 19 38 24
Tours or interpretive programs 7 9 11 9
Video tapes 5 7 6 6
Audio tapes 1 1 4 1
Computer programs 1 0 1 0
Other 20 12 7 14
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Table 49. How Visitors Prefer to Receive Travel Information

(percent)

Overnight Day trip Roosevelt Total
Written material 73% 65% 70% 69%
Video or computer program 11 12 19 13
Activities | can do myself 40 33 36 36
Self-explained exhibits 36 32 45 36
Staff to talk to 46 49 50 48
Audio programs on cassette 3 6 9 5
Talk/lecture/slide show 15 18 30 19
Other 5 3 4 4
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In addition to looking at visi-
tors by whether they were
staying overnight, visiting the
Globe-Miami region on a day
trip or were visiting the
Roosevelt-Tonto region, it is
also possible to split the data
into other market or visitor
segments. Five such seg-
ments are presented here.
The first is called “big spend-

IX. Profiles of Specific Types of Visitors

ers” and consists of all visitor
parties with per person per
day expenditures of more
than $50. The second, is
called “Besh” and consists of
all visitor parties that visited
Besh-Ba-Gowah during their
trip. A third important group
of visitors are those who indi-
cate that one of their three top
reasons for being in the region

is to visit historic sites. These
are called “historic”. Likewise,
“outdoor” are visitors who in-
dicate that outdoor recreation
is one of their top three rea-
sons for coming to the region.
The last group is called “win-
ter” and consists of winter visi-
tors who are living in Arizona
for more than one month of
the year. These groups are not

Table 50. General Characteristics of Specific Visitor Groups

Big Besh
spenders visitors Historic Outdoor Winter Total

Number of observations 186 308 261 109 123 923
Percent of total visitor parties 16% 28% 30% 15% 14% 100%
Average days in Globe-Miami region 1.4 15 1.4 2.3 2.1 1.4
Average total trip length (days) 12.3 12.8 10.8 13.6 26.1 129
Average number of trips to region 7.5 5.2 4.1 8.2 3.9 4.6
Average number of people per party 1.9 2.6 2.6 2.4 2.8 2.7
Percent overnight in Globe 35% 36% 30% 17% 7%  27%
Percent planning to return 87% 75% 77% 83% 85%  72%
Expenditures in Globe-Miami region (in dollars)

Per person day $111 $44 $39 $37 $37  $37

Per person trip $163 $79 $60 $76 $98  $52

Per party trip $292 $174 $139 $202 $221  $140
Percent of total expenditures

made by this group 33% 33% 29% 21% 22% 100%
Age distribution (percent)

17 or younger 3% 7% 7% 8% 1% 7%

18-35 years old 17% 14% 15% 24% 4% 13%

36-59 years old 47% 45% 40% 36% 30% 43%

60 years or older 33% 34% 38% 32% 65%  37%
Income distribution (percent)

$30,000 or less 17% 23% 22% 29% 29% 24%

$30,001-$60,000 49% 47% 44% 34% 52% 41%

Over $60,000 35% 31% 34% 36% 19% 35%
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mutually exclusive. The same
visitor party could be included
in several segments. For ex-
ample, a visitor party might
qualify as a Besh, historic, and
winter visitor. The total cat-
egory describes all visitors to
the region as one group.

Table 50 presents a summary
of many of the general char-
acteristics of these visitors.
Big spenders and historic visi-
tors tend to spend fewer days
on average in Globe than
other visitors. Winter visitors
are on the longest overall trips
while historic visitors are on
the shortest trips. Outdoor
visitors and big spender visi-
tors have taken the largest
number of trips to the region
in the past two years. Big
spenders tend to have the
smallest average party size
while winter visitors have the
largest average size.

Big spenders and outdoor visi-
tors are the most likely to have
spent time overnight in the
Globe-Miami region and they
are also the most likely to in-
dicate that they plan to return
to the region. The visitors with
the lowest per person per day
expenditures are outdoor and
winter visitors. However, his-
toric and outdoor visitors have
the lowest per party per day ex-
penditures, while historic and
Besh visitors have the lowest per
party per trip expenditures.

Winter visitors have the old-
est age profile, while outdoor
visitors have the youngest.
Even outdoor visitors tend to
be older on average than the
general U.S. population. Out-
door visitors have the highest
percent of parties in the lower
household income category
(tied with winter visitors) and
the most in the highest in-

come category (followed by
big spenders and historic visi-
tors).

Large shares of all visitor types
engage in general sight-seeing
(Table 51). Historic and Besh
visitors are most likely to visit
historic regions and museums.
Historic and outdoor visitors
have a slightly higher percent-
age of members who are tak-
ing photographs. Big spend-
ers and historic visitors are the
most likely to be shopping
during their trip, while almost
half of the outdoor recreation
visitors hike or walk. Outdoor
visitors are more likely than
other visitors to engage in ac-
tivities such as picnicking,
wildlife and bird watching,
camping, fishing, star gazing
and hunting, but they are less
likely than the others to look at
and buy art, or to be attending
festivals or events.

Table 51. Major Activities of Specific Visitor Groups
(percent)
Big Besh
spenders visitors Historic Outdoor Winter Total
General sightseeing 73% 76% 85% 71% 83% 75%
Visiting historic areas 56 77 83 48 59 54
Picture taking 31 30 38 39 30 33
Visiting museums 29 49 57 33 31 28
Shopping 42 27 32 16 27 22
Hiking/walking/jogging 16 21 17 47 15 19
Picnicking 7 11 11 21 13 12
Buying antiques 23 11 18 11 13 10
Wildlife/bird watching 12 13 10 22 10 10
Camping 7 7 8 36 10 9
Looking at/buying art 17 12 18 5 10 8
Attending festivals/events 14 9 12 4 10 6
Fishing 5 3 1 19 5 5
Swimming/water sports 3 1 3 11 2 4
Star gazing 5 4 3 16 7 4
Hunting 3 2 0 12 0 2
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Roosevelt Lake is the most
popular attraction among all
visitors, winter and outdoor
visitors, while historic down-
town Globe-Miami is the most
popular attraction among big
spender and historic visitors
(Table 52). Outdoor visitors
are less likely to visit Besh-Ba-
Gowah, Boyce-Thompson Ar-
boretum and Cobre Valley
Center for the Arts than the
other visitors, but more likely
to visit national forest and wil-
derness regions. All but the
outdoor visitors are more
likely to visit Cobre Valley Cen-
ter for the Arts than the aver-
age visitor to the Globe-Miami
region. And all of these seg-
ments are more likely than the
average visitor to stop in at
the Globe-Miami Chamber of
Commerce Visitor Center. The

antique and specialty shops are
particularly popular among big
spender and historic visitors.
Besh and winter visitors show the
most interest in Boyce Thomp-
son Arboretum.

Interests of the different visi-
tor segments, like the activi-
ties and attractions visited,
tend to vary somewhat be-
tween visitor types (Table 53).
Overall, history is the top in-
terest for all but the outdoor
visitors, who rank outdoor
recreation as their top inter-
est. Outdoor recreation is the
second highest interest for the
remaining segments. Photog-
raphy is most popular among
outdoor visitors. Besh visitors
show the most interest in
books. The winter, big spender
and historic visitors all indicate

strong interests in shopping.
Outdoor visitors are highly in-
terested in conservation and
ecotourism compared to the
other segments. Big spenders
show the strongest interest in
antiques.

These tables can be very help-
ful to the individual who wants
to target one of these specific
types of visitors. The tables
provide information about
who these visitors are and
what they like to do. The table
as a whole can be useful for
comparison purposes in dis-
covering which segments are
most interested in specific ac-
tivities and attractions. The
tables are useful when trying
to decide which group is most
appropriate to target in spe-
cific marketing campaigns.

Table 52. Local Attractions Visited During Stay

(percent)
Big Besh

spenders visitors Historic Outdoor Winter Total
Roosevelt Lake 44% 48% 48% 59% 59% 59%
Tonto National Monument 32 36 38 38 46 44
Historic Downtown Globe-Miami 56 53 52 39 49 35
Besh-Ba-Gowah 41 100 49 28 34 28
National forest/wilderness area 26 24 24 45 26 24
Antique and specialty shops 41 27 35 15 25 19
Boyce Thompson Arboretum 21 32 25 12 31 17
Globe-Miami Chamber Visitor Center 20 23 23 21 20 15
Apache Gold Casino 18 13 10 10 15 11
Other 12 9 12 18 13 10
Cobre Valley Center for the Arts 14 17 22 9 13 8
San Carlos Lake 14 8 7 11 9 7
Gila County Historical Museum 12 14 18 9 8 7
San Carlos Apache Cultural Center 8 6 7 4 5 3
Old West Sheriff’'s Museum 5 2 5 0 3 2
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Table 53. Interests of Specific Groups of Visitors

(percent)
Big Besh
spenders visitors Historic Outdoor Winter Total
History 62% 72% 73% 42% 62% 54%
Outdoor recreation 42 58 51 78 38 53
Photography 40 44 45 50 40 44
Books 36 50 49 44 42 43
Shopping 39 35 39 22 43 39
Music 32 34 35 30 30 33
Gardening 34 36 37 22 24 32
Conservation/ecotourism 32 38 34 46 24 31
Crafts/art 31 27 36 21 30 27
Antiques 42 29 34 12 31 25
Gourmet food 22 21 23 20 15 24
Fishing 18 15 13 30 18 22
Golf 18 13 18 15 23 19
Health and fitness 15 16 17 23 19 18
Religion 12 16 19 11 15 17
Rocks/geology 23 20 22 19 23 16
Boating 11 7 8 21 8 13
Gambling 12 10 10 10 11 13
Water sports 9 7 7 17 7 13
Hunting 9 6 5 18 3 11
Computers 9 10 8 17 6 10
Movies 8 7 10 10 7 9
Snow skiing 5 4 6 17 3 9
Star gazing 11 9 10 21 7 9
Collecting 18 9 10 8 7 8
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Between October, 1995 and
September, 1996, a survey of
visitors to Globe-Miami was
conducted by the University of
Arizona Cooperative Exten-
sion. During that period, ap-
proximately 260,000 people
visited the area. They spent
approximately $13.6 million.
This spending resulted in
$21.2 million in total sales
revenue impacts in the com-
munity and 634 full-time and
part-time jobs. Tax revenues
generated through visitor
spending added over $1.4
million to state and local gov-
ernment revenues. The Cit-
ies of Globe and Miami re-
ceived just under $350,000,
Gila County received nearly
$325,000 and the State of
Arizona received $732,000 in
tax revenue as a result of visi-
tor spending.

Tourism is an avenue for eco-
nomic diversification. There is
also an important opportunity
here to turn visitors to Globe-
Miami into ambassadors for
the area’s mining, agriculture
and natural resource based in-
dustries. Survey results show
that visitors want to learn
more about mining and ranch-
ing. An interpretive display
at the reclamation/ revegeta-
tion project in Claypool, for
example, has tremendous po-
tential for educating the urban
public on mining and ranch-
ing as well as becoming an
ecological tourist attraction for
the community.

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96

X. Summary and Conclusions

The Globe-Miami area s rich in
historical, cultural and natural
resources. The community of-
fers interesting shopping and
dining opportunities. Globe-
Miami has a tremendous loca-
tion advantage over other ru-
ral Arizona communities. It lies
on U.S. 60/70, one of the
state’s major east-west high-
ways. It is within a two hour
drive of both Tucson and the
Phoenix valley. Itis the princi-
pal gateway to the White
Mountain recreation areas.
With the addition of three new
hotels (with 175 rooms) and
the Apache Gold Casino and
Resort during 1996, it is ex-
pected that tourist activities
and impacts will continue to
grow.

Globe-Miami appears to be in
the midst of a major rediscov-
ery. Things are happening. A
Chamber of Commerce Tour-
ism Authority has been
formed, with impressive ini-
tial results. It is an opportune
time for the community to
come together to set direction
for tourism development in the
Globe-Miami area.

This study provides informa-
tion on visitor demographics
that should be helpful to local
decision makers in assessing
different directions and devel-
oping a tourism strategy that
benefits the community. When
survey results are compared
with national trends, the follow-
ing conclusions might be drawn:

Conclusion #1: All tourists
are not the same. Globe-
Miami should target high
value customers.

Survey results show that cer-
tain visitors contribute more to
the local economy than oth-
ers. Survey results show that
one-thirds of all tourist expen-
ditures in the Globe-Miami
community is made by just 16
percent of the visitors. These
“big spenders” stay in Globe
on average three times longer
than other visitors and spend
five times as much. The aver-
age “big spender” spends
$111 per person per day in the
community compared to only
$22 per person per day for the
average day visitor. Globe
may wish to target its tourism
development and marketing
program to such high value
customers.

Compared to the average visi-
tor these “big spenders” are
more likely to:

e stay over night;

* spend less time in the
community (1.4 days)
than visitors interested in
outdoor recreation (2.9
days) and other overnight
visitors (1.7 days);

* visit downtown Globe, lo-
cal antique and specialty
shops and to engage in
shopping;

* be collectors (of antiques,
art, rocks and minerals,
quilts);
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¢ attend local festivals;

be 40 to 60 years of age;

be of medium income

($30,000-$60,000); and

* make return visits to the
community. They had
been to Globe-Miami 7.5
times over the past two
years compared to 4.6
times for the average visi-
tor. Since most people
learn about Globe-Miami
by word of mouth. These
“big spenders” can be-
come tremendous ambas-
sadors for the community.

Other research conducted in
Arizona indicates that high
value tourism segments in-
clude:

* History enthusiasts.

* Foreign visitors.

* Bird watchers.

* Agricultural tourists.

* Visitors who demand
unique, authentic, life en-
riching experiences

Conclusion #2: Visitor ex-
penditures occur largely in
the community where the
visitor spends the night.
Getting visitors to stay over
night through the packaging
of overnight visitor experi-
ences provides an opportu-
nity to significantly increase
the economic impact of
tourism on the Globe-Miami
community.

Approximately 73 percent of
the current visitors to Globe-
Miami are day trip visitors.
Most are in the community for
four hours or less. While day
trippers represent three-
fourths of all visitors, they ac-
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count for only 34 percent of
total visitor expenditures. It
is important to note that 69
percent of the visitors to
Globe-Miami are spending at
least one night away from
home during their trip, but
less than 30 percent are
choosing to stay in Globe.

The average overnight visitor
spent $311 per party per trip
in the Globe area, whereas the
average day tripper spent
$65. The average daily ex-
penditure of an overnight visi-
tor is over two times that of a
day tripper. Lodging alone
accounts for 27 percent of all
visitor expenditures, and
where people stay overnight
is also where they tend to eat
breakfast and dinner, engage
in evening activities and shop.
Whereas overnight visitors
spend $69 in restaurants and
$31 on other food items, day
trippers only spend $17 on
food. Also, overnighters are
more likely to purchase gaso-
line in the community, spend-
ing three and a half times as
much on fuel as day trip visi-
tors on a per person per day
basis. In short, the longer visi-
tors stay in the community,
the more they spend.

Compared to day trippers,
overnight visitors are more
likely to:

* be younger (under 60);

* have an interest in wild-
life and bird watching;

¢ visit Roosevelt Lake, the
Tonto National Monument
and National Forest areas;

¢ be from out-of-state;

* have a higher than aver-
age household income;

* have friends and family
in Globe-Miami;

* be in the cities of Globe-
Miami between 3-9
p.m.; and

* be looking for evening
activities.

Day trip visitors also benefit
the community. While their
spending is significantly less
than for overnight visitors, a
larger portion (65 percent) of
the total spending done by
day trip visitors is for retail
items. Twenty-eight percent
engage in shopping; 14 per-
cent come to buy antiques
and a similar number come
to buy/see art. Over half of
all day trippers are 60 years
of age or older, and are typi-
cally of lower income. The
Boyce Thompson Arbore-
tum is significantly more
popular with day trip than
overnight visitors. One-fifth
of the day trip visitors indi-
cate they are “just passing
through the area” on their
way to somewhere else.

Conclusion #3: Visitors are
taking more frequent,
shorter vacations, closer to
home. Globe-Miami has
an opportunity to provide
overnight get-aways for
Phoenix and Tucson resi-
dents.

Nationwide, short vacations
presently account for 80 per-
cent of vacation travel. Av-
erage length of trip is two
to four days, often includ-
ing a weekend. Average
distance traveled in 75 to
100 miles. Thirty-eight
percent of the current over-
night visitors to Globe-Miami
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and 47 percent of its day trip
visitors are from Arizona.

Conclusion #4: Visitors are
coming to Globe-Miami for
a variety of reasons. This
diversity provides for a
stronger, more stable tour-
ist economy.

Tourists report the reasons
they are visiting Globe-Miami
include:

* sight-seeing; seeing a
mining town in operation;

¢ relaxation;

 visiting historic and pre-
historic sites;

e visiting museums;

* shopping;

e outdoor recreation;

» wildlife and bird watching;

¢ Native American culture;

e eating in local restaurants;

e art;

» festivals and special
events;

* rock hounding;

* boating and water sports;

* hunting; and

e gambling.

The most popular local attrac-
tions are: historic downtown
Globe, Roosevelt Lake, Besh-
Ba-Gowah and the Tonto Na-
tional Monument.

Visitor responses indicate that
certain businesses are emerging
as significant visitor attractions
in their own right. These in-
clude antique shops, unique
lodging facilities, certain eat-
ing establishments, art, quilt
supply, rock and mineral and
other specialty shops. These
establishments are frequently
mentioned in very positive
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terms by visitors, with many
indicating these businesses
are the main reason for their
trip to the area. Globe-Miami
must continue to develop
such “local treasures” to be
competitive with other tour-
ist communities.

Over a quarter of all visitor ex-
penditures in Globe-Miami
are for retail items. Forty-one
percent of all visitors pur-
chased souvenir and gift
items. The average expen-
diture per visitor to Globe-
Miami is a phenomenal $52
per trip, despite the fact that
most visitors are on day trips.
This is higher than what has
been found in other rural Ari-
zona communities, and may
be attributable to the quality
of shopping opportunities in
the community.

In short, Southern Gila County
is not a one attraction region.
In contrast to many tourist
communities where most visi-
tors are there for one purpose,
e.g., to view the site of an his-
toric gunfight or to stay over-
night before entering the
Grand Canyon, people are
coming to the Globe-Miami
region for a number of differ-
ent reasons. This diversity
provides for a stronger, more
stable tourist market.

Conclusion #5: The Roose-
velt/Tonto visitor is an im-
portant component of the
Globe-Miami Region tourist
market.

Fifty-six percent of all visitors
surveyed through this study
are visitors to Roosevelt Lake

and the Tonto National Monu-
ment. These two attractions
are strong draws for visitors
to the area. These visitors
have the following character-
istics:

* Most are day trippers,
spending an average of
.43 days in the Globe-Mi-
ami area.

e Their most popular ac-
tivities are general sight-
seeing, followed by walk-
ing/hiking.

* Twelve percent engage in
bird watching.

e Only 10 percent camp or
engage in fishing or a wa-
ter sport.

* Sixty-five percent visit the
Tonto National Monu-
ment.

* Only 23 percent go as far
as downtown Globe.

* Thereisalarge concentra-
tion of visitors from both
the high and low end of
the income scale.

e Visitors who come to the
area specifically for out-
door recreation (camping,
fishing, boating) tend to
spend more time (an av-
erage of 2.9 days) but
spend less money in the
community ($37 per day)
than other visitors.

It is important to note that 45
percent of Globe-Miami’s
overnight visitors include
Roosevelt Lake in their visit;
31 percent include the Tonto
National Monument. Includ-
ing a trip to Roosevelt Lake
and the Tonto National Monu-
ment into the itinerary of
Globe-Miami visitors is one
way of extending their visit
into an overnight.
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Conclusion #6: Increasingly,
today’s visitors are experi-
ence seekers. They are no
longer content to be mere
sight-seers. Globe-Miami
has many opportunities for
developing experiential ac-
tivities for visitors.

Today'’s travelers want unique,
authentic, life enriching expe-
riences. They want to be in-
volved. They want to learn
about things. “Education” is a
key motivation in tourism to-
day. Historic places are in-
creasingly popular. “Ecologi-
cal” vacations are the fastest
growing travel segment, to-
day. Outdoor and nature are
hot. Unique, ethnic and gour-
met food items are sought.
Gardening is the nation’s #1
past time. The Globe-Miami
area has tremendous potential
in responding to these market
trends. Visitors are now com-
ing to the area for such experi-
ences.

Following is a profile of the in-
terests of current overnight
visitors. These interests indi-
cate future market demand:

e 55 percent want to learn
more about local history;

* 48 percent are hikers and
outdoor enthusiasts;

e 42 percent are photogra-
phers;

* 34 percent are interested
in music;

» 25 percent are art lovers;

* 40 percentare active readers;

e 34 percent are conserva-
tion oriented/ecotourists;

* 31 percent are gardeners,
many with interests in
desert plant materials and
landscaping;
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* 24 percent are interested
in ethnic and gourmet eat-
ing/cooking;

e 21 percent would like to
know more about local
geology, rocks and min-
erals;

* 18 percentare in to health
and fitness.

Conclusion #7: Aging baby
boomers will drive the tour-
ism market in the next de-
cade.

The over 50 population ac-
counts for 80 percent of all
leisure travel in America to-
day. The baby boomer gen-
eration is now graduating their
children from high school and
college. As they approach
and pass 50, they will be fo-
cusing more on relaxation,
travel and life enriching expe-
riences, and will have the dis-
posable income to do it.
Tomorrow’s senior citizens
will differ from today’s. More
experiential activities will be
demanded.

Almost half of all overnight
visitors to Globe-Miami are in
the 36 to 59 year age group,
another quarter are 60 years
of age or older. Children cur-
rently represent a very small
percent of current overnight
visitors.

ences. Six percent of the cur-
rent visitors to Globe-Miami
are from Europe and Canada.
More important, 10 percent of
Globe-Miami’s overnight visi-
tor parties include members
who are foreign citizens.

There is an opportunity in Gila
County to develop farm/ranch
recreation by inviting paying
guests on to area ranches.
Working ranches have a
strong attraction to both do-
mestic and international visi-
tors.

Conclusion #9: Intra-state
promotion provides Globe-
Miami its greatest opportu-
nity for expanding visitors to
the community.

Conclusion #8: The “Old
West” is very popular with
foreign visitors.

German/European visitors are
particularly interested in the
Old West. They are looking
for “real” western experi-

Close to half of the current
visitors to Globe-Miami are
Arizona residents. An addi-
tional 14 percent are Phoenix
area winter visitors. Fifty-six
percent of the overnight visi-
tors and 64 percent of the day
trip visitors indicate that the
destination of their trip is
Phoenix or another Arizona
location. Most out-of-state
visitors make their decision to
visit Globe-Miami after they
arrive in Arizona. Thus, the
promotion of Globe-Miami in
local and in-state media is an
effective strategy for attract-
ing both residents and out-of-
state visitors to the commu-
nity.

Less than 10 percent of all visi-
tors indicate they first learned
about Globe-Miami through a
newspaper or magazine ar-
ticle. Thisis already changing
as the community has begun
an aggressive promotional
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campaign targeted to the Tuc-
son and Phoenix market.

Over 20 percent of present
overnight visitors are in
Globe-Miami to visit friends
and family. Local residents
should not be overlooked as
important tourist ambassadors
for the community. It is es-
sential that local residents be
kept abreast of visitor attrac-
tions and tourism develop-
ment activities.

Guide books are also an effec-
tive way to reach prospective
visitors. Twenty percent of
current visitors indicate they
first learned about the com-
munity through a guide book.
Specialty guidebooks for
birders, history enthusiasts,
foreign visitors, etc. will re-
ceive increasing use.

Any promotional campaign
should encourage overnight
visitation, e.g., “Stay in (rather
than visit) Historic Globe; Ex-
perience Arizona’s Golden
Age.” The community needs
to develop and substantiate
the overnight appeal of
Globe-Miami, and then effec-
tively articulate it to others.

ter season. This drops to $.95
million per month during the
summer and fall seasons. Per
person and per party expendi-
tures by overnight visitors dur-
ing the summer months equal
expenditures during the peak
winter months. Per person and
per party expenditures by
Roosevelt visitors actually in-
crease in the summer and fall
season. The problem is num-
ber of visitors.

The number of day trip visitors
actually increase during the
summer and fall season (3,500
per month) compared to the
winter season (2,000 per
month). Per person and per
party expenditures by day trip
visitor drop dramatically in the
low season, however. This may
be attributable to Roosevelt
Lake visitors who include a trip
into Globe-Miami during their
stay.

Conclusion #11: Word-of-
mouth is the primary way
visitors find out about Globe-
Miami. Customer service is
key to keeping and attracting
visitors.

Conclusion #10: Tourism in
Globe-Miami is currently
seasonal in nature. Commu-
nity promotion and special
events should focus on the
off season.

Over half (56 percent) of the
visitors to Globe-Miami are
coming during the winter
months of January through
May. $1.38 million per month
is spent in Globe-Miami by
visitors during the peak win-
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Close to half of the visitors to
Globe-Miami indicate they
learned about the community
from family and friends and
word-of-mouth contacts.
Globe-Miami has the opportu-
nity to convert current day trip
visitors into return overnight
visitors through customer ser-
vice. Every effort should be
made to turn current visitors
into community ambassadors
for tourism development.

The average visitor to the
Globe-Miami area has been to

Globe four or five times before
in the previous two years.
These repeat visitors should
be utilized as ambassadors for
the community.

Motel managers indicate that
50-80 percent of their current
occupancy is overnight pass-
through traffic, and business
travelers. There is an oppor-
tunity to extend their stay in
the community for leisure pur-
poses or to encourage a re-
turn trip with other family
members. The availability of
information about local attrac-
tions and activities in local
lodging places should not be
overlooked.

Visitors indicate that what they
like most about Globe-Miami
is the friendly people and the
small town feeling. They also
like the history of the place,
the mining town feel, the cli-
mate and the quiet, peaceful-
ness of the community. They
are also complimentary of the
service they received at the
Chamber of Commerce and
the Tonto National Monument
information centers.

Once they reach the commu-
nity, visitors indicate they pre-
fer to receive their information
through written materials,
talking with others and inter-
pretive displays.

Suggestions for improving
customer service include:

* better maps of the area
(the Chamber has created
and distributed regional
and Globe-Miami maps in
the community (see Fig-
ure 1 and Appendix D);

* better directional signhage;
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mining overview and in-
terpretation;

more and cleaner public
restrooms;

later store hours;
community clean-up;
photo spots, i.e., where to
get the best picture;
improve decor at local mo-
tels;

offer unique merchan-
dise/souvenirs in retail
stores, more variety and
improve appearance of
displays and buildings;
cleaner restrooms, im-
prove decor and offer seg-
regated smoking areas in
local restaurants;

* increase availability of
unique souvenirs for sale
at local attractions.

Visitors are pleased with the
service received, cleanliness
of lodging, eating and retail
establishments, and the
quality of local attractions.
Foremost, visitors feel that
they get value for their
money.

In conclusion, it is a particu-
larly exciting time for the
Globe-Miami community.
Business and community
leaders have an opportunity
to come together and stra-

tegically set the direction of
tourism in the community.
Whether Globe-Miami be-
comes an overnight destina-
tion or only a place that
people pass through on their
way to somewhere else is
largely the choice of local
civic and business leaders.
Likewise, the promotion of
local attractions is not
enough. The tourism rela-
tionship must result in trans-
actions at the cash register
if the community is to ben-
efit. This requires the devel-
opment and maintenance of
quality attractions and visitor-
oriented businesses.
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The results presented in this
report are from a mail survey
of visitors to Globe. Surveys
were distributed at local at-
tractions, lodging, restaurants
and retail shops. Local mer-
chants, staff at attractions, and
a local research associate dis-
tributed the surveys to visitors
on randomly selected days. Of
the approximately 1,965 sur-
veys distributed, 923 were
returned. The overall re-
sponse rate was approxi-
mately 47 percent. A copy of
the survey instrument follows
in Appendix B.

The estimates of overnight
visitors is based on occupancy
rates, break outs between
commercial and leisure trav-
elers, and total room numbers
supplied by a number of re-
gion hotels. These numbers
were used to estimate total
number of room nights. Sur-
vey data on the average num-
ber of people per overnight
party were used to estimate
total visitors. Average expen-
ditures on a per person basis
were used along with the visi-
tor numbers to estimate total
expenditures by visitors. The
total expenditure estimate for
the room nights located in the

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96

Appendix A. Survey Methodology

City of Globe during the study
were compared to the esti-
mated hotel revenues from
the five percent hotel tax col-
lected by the city during this
period. The two estimates
were found to be within five
percent of each other.

The estimates of Roosevelt
and Tonto visitors is based on
visitor counts at both locations
and on information from the
survey concerning what per-
cent of these tourists visited
both locations. Roosevelt visi-
tor numbers were used as a
base, then the percent of
Tonto visitors that did not visit
Roosevelt times total Tonto
National Monument visitor
numbers were added to the
Roosevelt numbers. Both the
Tonto National Forest Visitor
Center and Tonto National
Monument have good sys-
tems in place for estimating
visitor numbers. However,
the Tonto National Forest/
Roosevelt Lake numbers do
not include people coming to
recreate at Roosevelt who did
not stop at the visitor center.

Estimating day trip visitors to
Globe-Miami was much more
difficult, and the numbers pre-

sented are less reliable than
for the other two categories.
Visitor count data were avail-
able from the Chamber visitor
center, Cobre Center for the
Arts and Besh-Ba-Gowah. We
subtracted out that portion of
leisure visitors who stayed
overnight and Roosevelt visi-
tors who indicated that they
stopped at the Chamber visi-
tor center from total visitor
center numbers. We then di-
vided the remaining number
of visitors to the Chamber by
the percent of day trip visitors
who indicated that they had
visited the Chamber visitor
center. The total Chamber
visitor center numbers were
too low in the shoulder sea-
son to account for all the over-
night and Roosevelt visitors
who indicated that they
stopped there. To correct this,
we assumed that the share of
total visitor center numbers
attributed to day trip visitors
in the other two seasons, was
the same as for the shoulder
season. The Chamber visitor
center has installed a door
counter and future estimates
of visitor numbers are ex-
pected to be more compre-
hensive and accurate.
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18. If you did not receive this survey at your place of lodging, can you please tell us where you
stayed?

19. How would you rate local restaurantsifc(e the appropriate choige

excellent very good good fair poor
Choice/variety of food 5 4 3 2 1
Cleanliness 5 4 3 2 1
Service 5 4 3 2 1
Decor 5 4 3 2 1
Value (quality for amount paid) 5 4 3 2 1
Hours/days of operation 5 4 3 2 1
Restrooms 5 4 3 2 1
Noise level 5 4 3 2 1
Segregated smoking area 5 4 3 2 1

20. Are these ratings for a specific restauraitfo O yes. If yes, which one:

21. How would you rate local retail shops in the Globe-Miami arga®e(the appropriate choige

excellent very good good fair poor
Choice/variety of merchandise 5 4 3 2 1
Cleanliness 5 4 3 2 1
Appearance of displays 5 4 3 2 1
Appearance of building 5 4 3 2 1
Service 5 4 3 2 1
Value (quality for amount paid) 5 4 3 2 1

22. Are these ratings for a specific shdpto O yes, if yes, which shop:

23. How would you rate any of the local attractions:

excellent very good good fair poor
Quality of displays/views 5 4 3 2 1
Entertainment value 5 4 3 2 1
Cleanliness (include restrooms) 5 4 3 2 1
Maintenance of attraction 5 4 3 2 1
Service 5 4 3 2 1
Accessibility (ease of locating) 5 4 3 2 1
Parking 5 4 3 2 1
Hours/days of operation 5 4 3 2 1
Availability of unique gifts 5 4 3 2 1

24. Are these ratings for a specific attractiaho 0 yes, if yes, which attraction:

25. What did you like best about the Globe-Miami arezt®edk all that apply
O small town feeling O cleanliness O quiet, peaceful place
O friendly people 0 mining town feel O the history of the place
O the scenery O the climate
O other, please describe:

26. What suggestions do you have for improving the Globe-Miami acrek(all that apply
O improve road signs O provide maps to the area
0 keep stores open later O clean up town
O provide more parking O improve how businesses treat customers

0 provide better access to viewpoints O provide more picnic areas
O provide better access to places to observe mining provide more restrooms
O other, please describe:

27. How did you first learn about Globe-Miaméhéck all that apply

O through friends or family

O through a travel agent

O through roadside signs

O through a newspaper article
O through a brochure

O through newspaper ads

O through a magazine:other, please describe:
0 through a guide book

0 don’t remember or are not sure

O other, please describe:

28. Which of the following information sources did you use during your visit to the Globe-Miamidreek @ll that apply
O brochures, newsletters 0 maps
0 books, guides 0 video tapes
0 computer programs O displays at visitor center
0 staff at visitor center [ tours or interpretive programs
O audio tapes O other, please describe:

29. Which of the following ways of providing information would you prefet¢k all that apply
0 written material O staff to talk to
O video or computer program [ audio programs on cassette
O activities | can do myself O talk/lecture/slide show
0 self-explained exhibits O other, please describe:

30. Which terms best describe the interests of members of your phegk(@ll that apply
O history buff 0 video game fan

O antique collector 0 shopper

O rock hound, amateur geologist O outdoors person- hiker, camper, climber
[ conservationist, nature or eco tourist O golfer

O angler/fishing O hunter

00 gourmet, cooking or eating O book lover

0 music lover

0 movie aficionado

O religious

O craftsperson or artist

O like to gamble

0 star gazer, amateur astronomer
0 horseman or woman

O gardener, flower lover

O other:

00 water sports enthusiast

O boating enthusiast

[ team sports enthusiast

0 skier, snow

O flight fiend: pilot, skydiver, hang glider
O photographer

0 computer enthusiast/ hacker

0O collector of:

0 health & fitness enthusiast

31. Check the category that best describes your family’s before tax income:
____a.lessthan $15,000 _____e.$60,001-80,000
____b.$15,001-30,000 ___ f.$80,001-100,000
____ €. $30,001-40,000 _____g.over $100,000
____d. $40,001-60,000

32. Would you describe members of your party etseck all that apply

0 White 0 Asian or Pacific Islander 0 American Indian
0 African American O Hispanic 0 Other

33. Are there international visitors in your parfyho O yes If yes, from where:

34. Was the person or people who completed this survey male female both.

Thank you very much for participating in this survey!
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Appendix C. Summary Tables

Table C1. Origin of Visitor Parties
(percent)

Overnight Day Trip Roosevelt  Total
Arizona 37% 47% 48% 45%
West except Arizona 26 18 17 20
South 11 6 8 8
Central 13 16 14 14
East 7 8 7 7
International 7 5 6 6

Table C2. Destination of Other Globe-Miami Area Visitor Parties

(percent)
Overnight Day Trip  Roosevelt  Total

Phoenix 21% 28% 21% 23%

Globe-Miami 24 19 16 19

Roosevelt/Tonto 6 3 16 11

White Mountains/

Mogollon Rim 7 9 11 10
Other Arizona 22 23 22 22
Table C3. Primary Reason for Visit to Area
(percent)
Overnight Day Trip  Roosevelt Total

Passing through 15% 19% 15% 16%
Visit Roosevelt Lake 7 4 24 15
Visit Tonto National Monument 6 4 23 14
Visit friends and family 21 5 8 11
Visit other local attractions/events 10 19 6 10
Business or work related 15 6 7 9
Visit historical sites or museums 7 11 5 7
Visit Besh-Ba-Gowah 2 15 0 4
Outdoor recreation 6 2 3 4
Other 12 16 8 11
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Table C4. Activities on this Trip

(percent)

Overnight  Day Trip Roosevelt  Total
General sight-seeing 72% 68% 81% 75%
Visit historic areas 55 51 55 54
Take photographs 32 21 39 33
Visit museums 32 35 23 28
Shopping 31 28 15 22
Hike/walk/job 21 7 24 19
Picnic 10 6 15 12
Buy antiques 19 14 3 10
Wildlife/bird watch 12 6 12 10
Camp 13 4 10 9
Buy/see art 14 14 3 8
Attend festivals/events 10 9 1 6
Fish 7 2 6 5
Rock hound 7 3 3 4
Star gaze 10 1 3 4
Swim/water sports 6 0 4 4
Boating 5 0 3 3

Table C5. Attractions Visited on this Trip

(percent)

Overnight  Day Trip Roosevelt Total
Roosevelt Lake 45% 30% 82% 59%
Tonto National Monument 31 18 65 44
Historic Downtown Globe-Miami 48 42 23 35
Besh-Ba-Gowah 36 44 16 28
National forest/wilderness area 27 10 29 24
Antique and specialty shops 27 29 9 19
Boyce Thompson Arboretum 15 24 15 17
Globe-Miami Chamber Visitor Center 19 19 10 15
Apache Gold Casino 15 11 9 11
Cobre Valley Center for the Arts 15 14 1 8
San Carlos Lake 9 6 8 7
Gila County Historical Museum 12 9 3 7
San Carlos Apache Cultural Center 6 2 2 3
Old West Sheriff’'s Museum 3 3 2 2
Other 13 13 7 10
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Table C6. Age Distribution of Visitors
(percent)

Overnight  Day Trip Roosevelt  Total

Under 18 8% 4% 7% 7%
18-35 years 19 5 12 13
36-59 years 48 41 41 43
60 and over 24 50 39 37

Table C7. Interests of Visitor Parties

(percent)
Overnight Day Trip Roosevelt Total
History 55% 59% 49% 54%
Outdoors- hiking, camping, climbing 48 44 59 53
Photography 42 36 53 44
Books 40 46 43 43
Shopping 36 42 35 39
Music 34 31 33 33
Gardening 31 33 31 32
Conservation/ecotourism 34 26 30 31
Crafts/art 25 36 21 27
Antiques 29 37 16 25
Gourmet food 24 19 21 24
Fishing 19 13 21 22
Golf 13 16 21 19
Health and fitness 18 13 22 18
Religion 13 20 18 17
Rocks/geology 21 17 13 16
Boating 11 7 19 13
Water sports 12 6 15 13
Gaming/gambling 11 13 11 13
Hunting 10 6 11 11
Computers 10 11 13 10
Skiing 10 7 11 9
Movies 8 8 9 9
Star gazing/astronomy 12 6 9 9
Collections 11 10 6 8
Team sports 4 4 9 7
Riding horses 8 7 4 6
Video games 2 3 6 5
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Table CS. Modes of Transportation of Visitor Parties During this Trip

(percent)
Overnight Day Trip Roosevelt  Total
Own car 63% 73% 67% 68%
Rental car 22 20 22 22
Airplane 12 8 6 8
Own RV 7 6 9 7
Other 16 4 5 8

Table C9. Household Income Distribution of Visitor Parties
(percent of all visitor parties)

Overnight Day Trip Roosevelt  Total
$15,000 or less 3% 6% 3% 4%
$15,001-$30,000 17 21 22 20
$30,001-$40,000 14 16 14 14
$40,001-$60,000 30 29 24 27
$60,001-$80,000 17 15 17 17
$80,001-$100,000 11 7 9 9
Over $100,000 9 5 10 9

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96




@
-
2]

=
=

(i

=
&

S

=

<~

a

2

=
=
S
-
=

<

«— 96/9 sdingd “7

SOTIVI NVS

J|DIS 0) UMDP JON

suiny ojgand
yemoo-eg-ysag

GILA PUEBLO
CAMPUS

=z

xs
o
PN
0 =
<
w <

SLY 3y} JO Isiua)d
AslleA 21000 N

% 50

pue

121005 [eol0ISIH
Aunog ejio

20J8WWOD
JO Jaqureyd

~
<

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96



dold3adns

IS 0) UMDIp JON

96/9 vddnig T

‘aAy uojbullieH

"8AY 199ds0.d

asnoyunod

wor

Y 1S 1w §

2

e S

<& N S
0 9]
o

1S 48)8WS

IWYiw

Ry iny Y #eBingsuey)
g UOAUED 191019
.

Jgould 1S pPUC

ESE o)
< aden |\ R
15 alden % oo
=
[
Q) $ 2 T pysney
S § &
N i
s oS
S -, o
@ g sua®®
20
28
EX| nause ROOSEVELT LAKE
e
=
§.<
8

h11)
puv|pry

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96




96/9 g 7 g
2
JIDIS 01 UMDIp JON £%
6.0
20
%
%3
I &
— 93
SOTHVO NVS 30
suiny ojgand
Oem:.mm Uemoo-eg-ysag
S
Y
&
Sfpafny

e

B3
el
i

S

15 aldew

SpunoI9 Jreq Kuno)

SHY 3y} 0 JalaD

N B
fairen 21900 /] o, %, ony uoibuser
2,
% a2y,
0N, 1) ¢
f [ sﬁumt ‘any 10adsold B
S A J @%& AR
o S asnoyuno; » RV
W /® oy £ 2%
\S 2
2
E %
BN < 3 %
/s
U]
4, Ty <
? 2\ eAM
7 ol
Q) ® B P\
A% 5%
2
A . © / 2 )
h31) suapivy A, S
PR 3
£ S A Yy S
5 R
puviply 1y R R 15 s
191908 [BONOISIH JendsoH Ayunwwoy” ’ sl 3 5
funod eio Kallep 21qod bl 2 3 s
pue 3 9 8 maﬂ H
20/3WW0Y o q 3| §
sghmy, 10 Jaquieyd u W vm g
® o\ jooups 5 O\ E i A 15 Uouew
A 2 ,mu\ YBIH ey )2

hi1y
punipI =

@3
P
Q
o
%]
m
2
@
ul
q
s
A
m

%,

(@)
<

doldadns

mwyiw

TRAVEL AND TOURISM IN THE GLOBE-MIAMI REGION 1995-96







