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This paper examines the value of geographic segmentation for a 
regional ski resort in New England. Customers from different 
user groups were surveyed along with a list of inquiries and a 
purchased list, and grouped according to their area of origin. An 
ANOVA was performed to determine if there wen: differences in 
altitudes and trip behaviors between the segments. It was 
concluded that geographic segmentation offers good insight into 
market potential and service design. 
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lratrcldiuction 
'Phere are many public and private resorts throughout the world 
that compete on regionai, national and international levels. It is 
important for these resorts to determine their respective trading 
areas so they can identify the competition and determine the 
proper marketing strategies. For example, a resort in New 
England should know whether it is competing only with the other 
resorts in the area or with resorts throughout the country, or even 
the world. Many family resorts find themselves competing with 
DisneyWorld in Orlando, Florida no matter where they are 
located. Identifying a resort's trading area includes the 
identification of the target market profile and infomation on trip 
behavior. These additional characteristics will enable the resort to 
de t emhe  the mobility of the target market, and the likelihood 
that members of that market would travel outside the region. 

The proper identification of a resort's trading area would also 
provide the Firm with the ability to enlarge its market by w i n g  
some of the areas that show potential. That is, the resort may 
notice that there is a .segment of customers that visit from a 
geographic region that is not a major focus of its marketing 
program. As a result, more resources could be used to target that 
market in the event that other, perhaps closer, markets are 
becoming saturated. However, marketing research is necessary in 
order to determine the particular wants and needs of the travelers 
in these untapped markets. It could be a big rnjstake to use the 
same pnarketing program ?o attract all market segments. 

BacHcgroaand 
Market segmentation is an important element of marketing 
strategy. Segmentation is the process of dividing large 
heterogeneous populations into smaller homogeneous subsets. 
llhis strategy allows a firm to choose the subsets, or target 
markets, that best fit the organization's goals and 
prductslserviccs by developing an apprise markcdng mix for 
each segment, Certain criteria must be met in order for 
seg~mentation to be at1 effective strategy (Mason and Ezell 1993): 

3) measurability - segments must be identifiable anG measurahie 
in nmbcrs and in purchasing power, 

4) acmssibiiity - it rnust be pssihle tcr reach the segrneiits with 
the piomotiun mix, and 

5 )  reliability - segrnents should exhibit adequate strihilliy over 
time. 

If any of these criteria are not mek then it  i s  aot advisable for the 
firm to use a segnrerltatior! stcategy . 

Segmentatior~ strategies are particulariy helpful in the travel 
industry (Bojanic 1992; Savalgi. Thomas $r Kau 1992: 
Showmaker 19'14). There are five hasic me?hods that can he used 
by marketing managers to segment consumer markets (Kcirl 
1989). These methods can be categoriz~d as gmgraphic, 
demographic, psychographic. behavioral, mtf benefit segrricil- 
tation. However, there i s  some debate as to wtlerhdr hotels are 
putting too much emphasis on rnnaket segincntation rather Char1 
using a rnass maketing approach (Del Rosso 1992). It is argued 
that segmantation is a less efficient and, in sirrne cases, Less 
efditctive approach to marketing. Flowever, ski resorts stiiil rely 
heavily on market segmentation as a mearts to optirnkze the use of 
resources and maximize sales and rcvenues (Walcircap lCf9 1 ). 

Cjeogaphic segmentation is very wpular and efficient irr Lhe 
tourism and hospihlity industries because geographic sub- 
markets exist in most countries ((.;nrreau 1981 : VmHove 1989). 
The most popular forms of geogaphic segn~entation are: regions; 
population size of cities, counties or states; population density: 
and climate. I1 is very cornrnon in tourism and travel to cortcen- 
trab markcting efforts in a few gmgraphical markets rather than 
to spread resources into mimy cour~eries anaar  regions. Accord- 
ing tct Vanit!ove (1380). the two most i m ~ ) r h n r  variables for 
geographic segrncntarioi~ are the regional brc&down and the city 
size or degree of urbanization of a popuXatian. 

Kegionaf marketing focuses not only on the shifting of consumers 
geogral>hically. hut also on the diffemnms in their potiuct 
pmferences based on where they live. T l ~ c  goal is to devc!op 
marketing plans to reflcct specific area differences in taste 
preferences, perwived needs, or interests. For example, segment- 
ing a hotel's market based on zip code origin of the guests is a 
very useful way to identify those areas that deserve the heaviest 
concentration of marketing resources. 'l%e geographic segmenta- 
tion, or trading area anmlysis, could be coupled with a survey of 
attitudes, interests and opinions of the consunlers so that a 
marketing ~ o g r a r n  can be developed for each target marker. 

Ski resorts tend to have two basic inarkets: day use guests and 
overnight guests. It is irnpxtant for the resc~rrt to manage the 
customer mix so that it can benefit from the daily frequency of 
day use guests as weit as the greater profit potential from 
overnight guests. Day use guests will tend to be the Iwal market 
and the overnight guests come frcm regional and national! 
international markets. New England ski resorts seem to draw 
most of their market share for overnight guests Ram regional 
markets (Anonymus 1992; BciXinson 1993). 

Prarpcbsg, of the Study 
The burpose of this study is to utilize this approznch for a resort, to 
determirne its ability to effectively segment the market. First. 
consue r s  will be segmented into gwgraphic regions based on 
the state and/or counrry of origin. Zip codes would provide more 
detailed information that would be usefuii in targeting pomotions 
but the siu: of the sample requires aggregation for analysis 
purpses. The next step i s  to evaluate consumer differcraws 
between regions based on demographics, psychographics mind 
attitudeslprefcrenws. As a resutt, the rex~st can mrasider various 
growth strategies and evduate thein on tbeix merit%. 

I )  differential response - segments shouid respond differently to 
some aspectrs) of the marketing strabgy, 

2) substantiality - the size of the segment must be large enough 
tr3 warrant special attention, 



M e t f a d  
fm w e d  in this study is a ski resort in New England. 1Be 

is b o w n  for its exceptional family pgrauns. Tlae sample 
for the study consisted of three major groups: 1) past guests of the 
~m 2 )  p p b  who inquired about :he resort. and 3) names 
obtehad from a purchased list of potential ski enthusiasts. The 
smalinp. frame used for the study was the resort's entire database 
of cisto&ers. inquiries for the pait three years, and nanes on a 
ombase  list of potentid skiers acquired from a reaiond direct 
hair d a t a .  'Ibis resulted in a t o d o f  appmximat~:'iy 2 3 , W  
households fmm throughout the United States and Canada. T%e 
en&e ppulation was included in the survey and had the 
oppofiuo~r~r to respond. 

The respondents were mailed a seK- 
that covered current pmgrms and tested ideas and concepts for 
new programs. In addition, the questionnaire had a detailed 
section for gathering information on the demographics of the 
sample. The geographic segmentation was done by state where 
there was adequate density, and then by U. S. regions (other New 
England, Mid-Atlantic and other U.S.) and a segment for 
Canadians. The states that were worthy of separate treatment 
were: Connecticut, Massachusetts, New Jersey and New York. 
This resulted in eight separate geographic regions. The 
brekdown by region is presenred in  Figure 1.  

Massachusetts 

Qther U.S. 
7% 

Mid-Atlant 

1 1 8  

New Jersey 
17%~ 

FCunr. I. Semple dislributivn by region. 

Tho overall respnse rate for the swvey was approximately 20%. 
however. it vnried by segment from the mid-teens for the 
pup'ch~se &P ta the upper twenties for the past guests. The 
nmlysis by gmgaphic region iarcitaded the 2,981 ~ s p n d e n t s  out 
of the 4 . 4 0  total respndcn& who pmvidcd addresses (which 
wew opbonal but necessay for the drawing for a free weeknd 
kcenlive). Tbh: profiles of the respndents based on 
demogrnphics and geographic reginn wcre compared with the 
recards maintained by the resort and i t  was concluded that they 
were not significantly different. Therefore, nunresponse bias 
s k u M  not be a major p r ~ b k m .  

Raarl(s 
The ~ s u l b  of the survey can be group4 into four major 
categories: I )  basic programs and activities, 2) fitness and 
exercis fsssilitaes, 3) lodging facilities, and 4) skiing activities 
arnd faciLltEes. Mean ratings of preferences for programs, 
ameniGes and services were obtained for each of the geogaphic 
regions and &en tested for statistical significance using analysis 
of variaoce (ANOVA). The ANOVA resitlts wcre further 
anaifyzed using the Duncm mean sepmation test to deitrrnine 
which means were significantiy different from which other 
mems. PiJd of the results: for the study a p p a  in Table I .  

Bask Prc~mms and Activities 
One of the significant findings in this section was &at 
respondents from the 'Qther U.S." region tended to rate the 
children's pnlgrams lower Lhan the other regions bur rated h e  
other aclivitics relarivelv high. lhe resrxmdznts from the "New 
England" region rated &niG options A d  shopping relatively tow 
cnmpared with other regions. The "Canada" region tended to rate 
nonski activities lower than most other regions. Overall, the most 
distinguishing attributes in this section were children's programs 
and dining options. 

Fitness and Exercise Facilities 
The most important attributes in this section were pool facilities 
and hot tubJspa. In facC the pool and hot tub facilities rated third 
and fourth, respectively, in terms of overall innportance. The 
'Canada'kegion rated the p o l  and tennis facilities higher than 
most of the other regions. Respondents from the 'Y)ther U.S." 
region tended to rate most of these activities low. This would 
seem to indicate that they are most concerned about skiing rather 
than nonskiing activities when vacationing in the winter. 



Sonski Activities 

Condominiums 

Childre;n's Ifissons 

Number of Vscations 
Nurnber of C:tiid&en 

scale: 7="extmmely appealing" to l="not at all awding"  
* significrurt at the .05 Ievel. 

Mgtng  FacUlitles 
CondoMnium were rated as the most iEnplortant type of lodging 
facility for the overall sample, and i t  was rated as the second 
kghest of all the attsibutes in terms of hptjrtance. TKe least 
preferrerf type of lodging was the hfislitory style. The "Canada" 
mgi:ion and most of the ;New England regions rate maid semi= 
;and hotels nr?iativeIy low. In con&=& tbe "New York'" and 'Other 
1l.S." region tend to rate hotels and motels higher than the rest of 
$he sample. 

SkBimg AddQBm and E%asllftler; 
This k the most impportant section of attributes because the main 

se d ntre vamtiorn datination choice is to ski. %e most 
hpo-t &Gng attribute was having quality skiing mnditicms. hn 

facf this attribute was rated as having the most importance in 
choosing a vacation destination. The "Massachusetts" and "New 
Jersey" regions rate the children's ski lessons higher in 
hportanee than UK other regions. The "Massachusetts" and 
"Qther New EnglanB" regions also rate adult ski lessons, access 
to slopes, and evening skiing relatively bwer than the o&er 
regions. This is p b a b l y  due to the fact that most of the 
respndentq in k s e  regiorns ski with some reguiarity and rue not 
as concerned about attribubs relating to extra ski time and 
inrpmving adult skiing ability. Hjor example, tPle "Other U.S." 
region rates acwss la slop a& evening s%ikg relatively higb 
and lessons and quafity of skiing codillons relatively tow. 
Finally, the: "Mid-hamtic"' region rates adult and chifdren's 



bssons lower than the other ~egions and tends to rate f k  otih&T 
awbutes h this section higher than the other regom. 

Trip IPeHavlor 
Ihe nlnrnber of ski vacations in a ycar for the different sgiom 
ranged fron 1.98 to 2.33. The regions that take ski vacations with 
the highest frequency a: "other New England" (2.33). "New 
Yar%" (2.28). and "New Jersey" (2.22). Those regions with tbe 
lowest frequency are: "other U.S." (1.98) and "Connecticut" 

(2.M). The avennge nuonber of chilaen pis seghns m g &  from 
1.45 to 1.9% Tht mgims with the bighe& a w r ~ w  are 
Tonnecticuo" (1.95) and "othes New EngllnneP (1.94). ah+ 
~ g i o o s  with the bwest averages are "othar U.S." (1 .Q5), 
'Canada"' (1.71) and "Mid-Aaantic" (1.73). Hbalty, Figure 2 
hllustaates the dirferences in hip budgets between the regions. 
Tbose regions f w k r  away tend to have higher bdgets for skiing 
vacations, primarily due to transportation oos& and length of say, 

]&lean Travel Budget by ~ e ~ h o n L  

Massachusetts Conneericut Other NE New York New Jersey Mid-Atfantic Other U.S. Can- 

R g m  2. Mean travel budget by region. 

GoneBusiom 
Linking the survey atwibutes with the geographic regions 
provided some new insights into the marketing of a resort. The 
resort has done an excellent job of studying current trends in its 
markets and predicting future trends. The resort is seen as an 
innovator in family ski vacations but the other resorts in New 
England are attempting to copy the successful elements of its 
pxograms. Therefore, it is incumbent upon the management of the 
resort to stay abreast of major trends and changes, and to continu- 
ally seek to be their fmt to develop new programs and new 
markets. E x d i n g  new market segmentation app~oaches and 
strategies inre necessary in order to pursue new markets or refine 
OM market straregies. Linking survey preference infornation with 
different gwgaphic markers does show promise. 

The findings of the study suggest some areas for future 
development. 'lhe closer markets, or regions, seem to have placed 
a water  eqhas i s  on the farrrily atnosphere and chnbn's  
p g m s .  P e e n n o r e ,  a resort which heavily targets families 
witb young chg&en may find a reshictive geogra&ic market. 
Families pobably prefer to travel only so fa* with chilldren in 

tow. Although not reported here, the househo1dshost ppular 
competitive winter vacation options were most highly represented 
from ski resorts within New England. Convasely, the more 
distant markets were most mncerned about tHe slrihg coditions 
and the basic mcc~mnodations. The resort could "unbundle" its 
all inclusive package te, allow more "a la carte" selections. ' h e  
major reasons for people not visiting the resort are price and 
locatioddistance. Travelers &at place less value on f d y  
p g r b g  can find a more suitable package to fit then; needs. 
However, mmagement must be willing to depart fmm the current 
theme of the resort and be prepared to support this decision 
throughout the long Brm. 

'8he Canadian market offers stgong opprtunitie fm this resOrt in 
the future. In general, &ey ~ F C  ba5ic skiers I m h g  for a good 
value. At the p e s n t  t h e  they are pleased with tbe plragr: but 
they must be monitod so that my nekssargt changes can be 
impkmenged in a timely fahion. This would also suggat &sat hebe 
resort develop some type of strategy to 'k&unnc%ler"' the p k a g e  
compomrr& at =me fume date. M a y  of the o h r  New bglakld! 
resorts are not as familiar with tbz C m d a  market 4 do 30t 



C m d a  mm]ice& can 
ronrfitims in the United S-. 

abe trading area for this resod is definitely regional at this point 
(the C a n d i m  visitors are within a 300-mile radius). That is not to 
my it will not change in the future, either out of necessity or 
design. It is important for the resofl to decide if it wants to 
mraintain the smaller family atmosphere or " c o m m e r c i W  like 
other ski resorts in New England. The resort needs to decide if it 
can maiintain this status with the present offering and the present 
markets. If growth is a god of the firm, then it must decide 
m o n g  four major strategies: market penemtion, 
developnenk market hvelopnent a d l o r  d i v m i e :  The 
msults of this study are uaful in evaluating the fmt three 
strakgies, especially market &velopment. 

In this study only the preferences for programs, amenities and 
setvices were addressed by geographic mgions. However, 
addieiond insights can be gained as suggested by Mason and 
EzeU (1993) by examininglmonitoring: a) the willingness to visit 
the acea a the resort (a measure of iikely responsiveness); b) tbe 
changing sizes of the.& different regionid m&kets over time (a 
measure of sostdlinabilitv): c) the demonraDhic  tributes - 
k a m e .  education and I;;df&sional staks 1 a measuxe of 
meesurability); d) the media preferences or how individuals 

about the attraction or resort (the accessibility measure); 
and e) the stability of the geographic market segments over time 
(the reliabiliQ mmsure). Furthemore, a measure of efficiency 
may be useful by determining the return on investment of 
geogapbic segmentation. 

There are some Wtations associated with this study. As with 
any sample, there are questions involving response bias and 
m m s p n s e  bias. However, in this study the sampling frame 
inc luW a large portion of the overall population and there was a 
s u b s ~ t i a l l y  lmge response pool. These two factors should help 
to minimize these biases, which were analyzed to some extent by 
wwpasing the characteristics of the sample with the charackris- 
tics of the popula(ion. Nonsampling e m r  muld also have 

as i t  relates to mail surveys. Respnkn t s  were aked to 
interpret the queseionnaire and complete it in an uncontPoiled 
environment The questionnaire was psetested in order to 
m i n ~ a a  reliability and validity problems. Rndly, the general- 
bb i l i t y  of a survey c m  always be questioned. Tbe reseachers 
i n & n W  this study to he an example of a procedure &at cauld be 
used by any frmr. The results an: only applicable to this parricular 
resort, md to some enterre to other ski resorts in New Englmd. 

Rndly, the linking of other dimensions to geographic segments 
does show promise hem. l k s e  dimensions ehouid be helpful to 
maeation and park resource managers. both public and private, 
as wc enbr  into a nrore comperitive tourisin maaketplace. When 
an agency seek to expand its market beyond it current regional 
trade are& i t  i s  worthwhile to examine the preferences and 
difdcrences of mow distant markets. Implementation of this 
sgpmach and careful monilionrig over time will help to determine 
the sucmss crf such appoaches. 
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