2016 Brand Perception Study
Prepared by:

Project Overview
PURPOSE
The purpose of conducting the St. Johns County Brand Perception Research was to provide decision
makers with a better understanding of how the destination brand is perceived both across the market
place and relative to its competitors.

TARGET AUDIENCE
The St. Johns County Brand Perception Research was conducted among a professionally managed panel
of residents living in the Atlanta, Tampa, Orlando and Raleigh DMAs. Respondents were screened to
ensure they were 18 years of age or older, travel for leisure purposes and are one of the principal travel
planners in their household.
SAMPLE
A total of 804 respondents were interviewed for this study, providing for a maximum margin of error
of +/-3.5% at a 95% confidence interval—considered very good by industry standards.
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Executive Summary

Strong Market Potential
▪ Nine in ten travelers are familiar with the St.
Augustine/Ponte Vedra area, and nearly threequarters (74%) of travelers across the target market
are potential visitors. Half have visited the area and
21% of these past customers have visited in the past
two years. Additionally, nearly one-quarter have
considered visiting, but have yet to do so.

▪ This market potential is excellent and exceeds the
competitive set average of 67%. Extrapolated across
the 5.8M traveler households in the target markets
(80% of the 7.2M households are travelers), there is
an ample pool of target prospects consisting of more
than 4.3M travel households—and as many as 1.4M
considerers.
▪ St. Augustine/Ponte Vedra is also top of mind among
travelers. The area ranked fourth in mentions of
destinations that come to mind when thinking of
overnight or weekend getaways.
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Brand Equity Exceeds Competition
▪ Those familiar with St. Augustine/Ponte Vedra have an
excellent opinion of the area with 80% describing it as
positive or very positive—significantly* higher than the
competitive set average of 70% and the H2R Norm**
for destinations of similar size (57%). The area is
considered the most relevant among competitors
(78%), and three-quarters (73%) say it is a preferred
destination they would consider visiting.
▪ St. Augustine/Ponte Vedra also has a strong Net
Promoter Score of 55%, significantly higher than the
destinations in the competitive set as well as the H2R
Norm (38%). Two-thirds (66%) of visitors are Brand
Promoters, meaning they are likely to recommend the
area to friends and family. This is more than 10 points
higher than the H2R Norm (55%).
▪ More importantly, intent to visit the area in the next 12
months is very strong at 51%, also significantly higher
than both the competitive set and the H2R Norm (33%).
*Throughout this presentation, the word “significant” indicates a statistically significant change.
**The H2R Norm is comprised of past studies conducted among similar sized destinations.
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Area Offers Historical Escape
▪ History plays a large role in travelers’ perception of the
area. In unaided, open-ended comments, nearly one in
five (17%) used “historic” or “historical” to describe the
area. Likewise, travelers used other positive descriptions
such as “beach,” “fun” and “beautiful.”
▪ Among aided descriptors, travelers selected “historical”
(71%), “relaxing” (70%) and “beachy” (68%) as the traits
that best describe the area. The same was true for
Millennials and Gen X, while Boomers are slightly more
likely to describe the area as “walkable” and “cultural”
(as well as “historical”).
▪ Those who recently visited St. Augustine/Ponte Vedra
were motivated to visit by their desire to have a fun
experience (88%), get away from the stress of everyday
life (82%) and spend time with/reconnect with loved
ones (82%).
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Brand Strengths Abound
▪ St. Augustine/Ponte Vedra has numerous brand
strengths – including a variety of things to do, a safe and
wholesome environment, unique local restaurants, a
variety of clean hotels and easy navigation.
▪ Other strengths include diversity or enabling travelers
to do something they can’t do everyday in their
hometown, the opportunity to have fun and learn
something too and providing a consistent quality
experience.
▪ Only two unmet needs surfaced when evaluating
attribute satisfaction against relative importance—
affordability and fresh new experiences. The area
attracts a slightly wealthier visitor ($77.1K) which is
$6.3K more than non-visitors across the target market.
And, likewise, while travelers think the area offers
something out of the ordinary, they do not necessarily
see the St. Augustine/Ponte Vedra area offering a new
or fresh experience each time they visit.
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Travelers Associate Area with Shopping
▪ Despite history playing a large role in travelers’
perception of the area, one-quarter (26%) indicated
that shopping is the image they most associate with the
area, while 21% selected beaches and 17% selected
attractions. Both Millennials (23%) and Boomers (32%)
feel that shopping best represents the area while Gen X
associate it somewhat more strongly with beaches
(24%).
▪ If St. Augustine/Ponte Vedra were a person with human
qualities, it would be perceived by most travelers as
being a high-end mom under 50, who is laid back and
holds an advanced secondary education. Millennials
and Gen X have a similar vision, while Boomers are
more likely to picture a woman over 50 with no kids at
home.

▪ “Florida’s Historic Coast” was the most appealing
market position/description, and by significant margins.
All consumer segments rated this position the highest.
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Barriers to Visitation
▪ Non-visitors say their biggest barriers to visiting the
area are having other places they prefer to visit, not
knowing enough about the area to make an informed
decision and being inconveniently located/too far away.
▪ When testing the validity of these stated barriers by
evaluating their relative correlation with intent to visit,
non-visitors’ list of derived barriers were considerably
different (as is frequently the case). True barriers
include a lack of interest in historic attractions, not
offering enough to keep children entertained and being
too expensive.

▪ Likewise, lapsed visitors (those who have visited but
not in the past 2 years) indicated the hurdles
preventing their return were primarily having other
places they prefer to visit, “been there, done that” and
not thinking about it when planning trips. Conversely,
the top derived hurdles included a bad experience
there in the past, not enough good restaurants and not
enough quality lodging.
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Thoughts to Consider
▪ Travelers provide ample market potential. St. Augustine/Ponte Vedra has a large market
opportunity among travelers in the Atlanta, Tampa, Orlando and Raleigh markets. Nearly threequarters (74%) of this audience are a valid prospect, with 24% considering but not visiting yet.
Market potential is also strong among Millennials at 71%. Compared to the older generations,
Millennials are slightly less likely to have visited the area already, but 26% are considerers. As
Boomers begin to age and travel less, converting these Millennials will be key moving forward.
▪ “Florida’s Historic Coast” is the preferred market position. St. Augustine/Ponte Vedra’s brand is
deeply rooted in history. This word (history) landed at the top of both unaided and aided
descriptors – travelers also said the word “beach” comes to mind when thinking of the area. Using
both historic and coast in the market positioning statement captures how travelers already
perceive the area.
▪ Showcase additional experiences. While “history” may be the overarching brand, history alone
may not be enough of a motivator for some travelers who are looking for a fun and relaxing
experience. The biggest derived barrier among non-visitors was lack of interest in historical
attractions. Some consideration should be given to supporting the overarching brand in mass
market efforts, but also showcasing everything St. Augustine/Ponte Vedra has to offer in digital
content “sniper” efforts featuring things such as shopping, restaurants and the beach. Doing so
would enable St. Augustine/Ponte Vedra to leverage the strength of the umbrella brand while
helping to attract some of these non-visitors and bring back lapsed visitors.
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Brand Awareness Measurements
+ Top of Mind Destinations
+ Familiarity
+ Visitation
+ Market Potential
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BRAND AWARENESS SUMMARY

2.5% Unaided Brand Awareness

21% Recent Visitors

90% Aided Brand Awareness

29% Lapsed Visitors

24% Considerers
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The St. Augustine/Ponte Vedra area is top
of mind among travelers, ranking fourth in
(unaided) awareness.

Q6: When you think of overnight or weekend getaways, which destinations first come to mind?

Destination – Any Mention

%

1.

Beach

5.9%

2.

Orlando, FL

5.2%

3.

New York

3.9%

4.

St. Augustine/Ponte Vedra, FL

2.5%

5.

Savannah, GA

2.4%

6.

Disney World/Land

2.3%

7.

Las Vegas

2.2%

8.

Myrtle Beach, SC

2.1%

9.

Ashville, NC

1.6%

10.

Key West, FL

1.4%

11.

California

1.1%

12.

Hawaii

1.0%

13.

Chattanooga

0.9%

14.

Clearwater Beach, FL

0.9%

15.

Charleston, SC

0.9%
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RESPONDENT BASE: ALL RESPONDENTS | N=804

Aided brand awareness is also quite strong at 90%, ranking
third within the competitive set.
% Familiar with Destinations

Familiar
90%

Savannah, GA

96%

Charleston, SC

95%

St. Augustine/Ponte
Vedra, FL

Not
Familiar
10%

Williamsburg, VA

Annapolis, MD

90%

87%

78%
Competitive Set Average: 89%

Q12: Please indicate your awareness and prior visitation of the following areas for leisure purposes.
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RESPONDENT BASE: ALL RESPONDENTS | N=804

St. Johns County’s market potential (74%) among both visitors and
considerers is larger than average in the competitive set (67%).
75%

79%

74%
65%

32%

31%

24%
24%

40%
30%

19%

29%

30%

16%

13%

5%
Annapolis, MD

Charleston, SC

Visited in the Past 2 Years

31%
19%

21%

Savannah, GA

St. Augustine/Ponte
Vedra, FL

Visited, Not in the Past 2 Years

Q12: Please indicate your awareness and prior visitation of the following areas for leisure purposes.

9%
Williamsburg, VA

Considered Visiting, Never Have
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RESPONDENT BASE: ALL RESPONDENTS | N=804

More than one-quarter of Millennials have considered visiting St.
Augustine/Ponte Vedra, while Boomers are much more likely to have
visited.
St. Augustine/Ponte Vedra Market Potential by Generation

71%

74%

79%
19%

26%

25%

21%

24%

24%

25%

Millennials (21-35)

Gen X (36-51)

Visited in the Past 2 Years

Visited, Not in the Past 2 Years

Q12: Please indicate your awareness and prior visitation of the following areas for leisure purposes.

44%

16%
Boomers (52+)
Considered Visiting, Never Have
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RESPONDENT BASE: RESPONDENTS BY GENERATION| N=766

Extrapolated across the number of traveler households in the target
market, 75% of the market place equates to 4.3M target traveler
households.
Market Potential in Target Markets*

=500k Traveler Households in Target Market

Recent Visitors: 21% | 1.2M HHs

Lapsed Visitors: 30% | 1.7M HHs

Considerers: 24% | 1.4M HHs

*Market potential is defined as the combination of recent visitors, lapsed visitors and considerers in the target market.
Q12: Please indicate your awareness and prior visitation of the following areas for leisure purposes.
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RESPONDENT BASE: ALL RESPONDENTS | N=804

Brand Equity and Loyalty Measurements
+ Opinion

+ Net Promoter Score

+ Relevance

+ Intent to Visit

+ Differentiators
+ Preferred Destination
+ Agreement Statements
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Travelers’ opinion of the area (80%) is significantly stronger than the
competitive set and the H2R Norm (57%).
% Positive/Very Positive Opinion
80%

80%

74%

70%

70%
Competitive Average

48%

Annapolis, MD

Charleston, SC

Savannah, GA

Q13: Please indicate to what degree your opinion of these destinations is positive or negative.

St. Augustine/Ponte
Vedra, FL

Williamsburg, VA
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RESPONDENT BASE: FAMILIAR WITH DESTINATIONS | N=VARIES BY DESTINATION

Travelers consider St. Augustine/Ponte Vedra the most relevant
destination to them among the competitive set.
% Somewhat/Very Relevant

69%

74%

78%
62%

65%
Competitive Average

43%

Annapolis, MD

Charleston, SC

Savannah, GA

Q14: Please indicate how relevant each of these destinations are to you. By relevance, we mean
how appropriate a destination is for you to visit for your personal situation. The more appropriate,
the higher you would rate it.

St. Augustine/Ponte
Vedra, FL

Williamsburg, VA
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RESPONDENT BASE: FAMILIAR WITH DESTINATIONS | N=VARIES BY DESTINATION

While members of each generation consider the area relevant to their
interests, older travelers tend to have the most positive opinion.
% Positive/Very Positive Opinion

Millennials (21-35)

Gen X (36-51)

Boomers (52+)

% Somewhat/Very Relevant

75%

Millennials (21-35)

81%

86%

Q13: Please indicate to what degree your opinion of these destinations is positive or negative.
Q14: Please indicate how relevant each of these destinations are to you.

Gen X (36-51)

Boomers (52+)

77%

79%

78%
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RESPONDENT BASE: GENERATIONS AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=691

Travelers most associate St. Augustine/Ponte Vedra with being
historic and unique. Although, unique is the only characteristic
where the area is strongest among competitors.

Annapolis, MD

Charleston, SC

Savannah, GA

St.
Augustine/Ponte
Vedra, FL

Historic

47%

57%

57%

56%

68%

Romantic

10%

37%

40%

39%

15%

Authentic

36%

44%

48%

44%

42%

Unique

33%

38%

43%

46%

35%

Cultural

28%

40%

42%

39%

45%

Q15: We would like to know whether or not you associate the following characteristics with each
destination listed. Please move horizontally across the columns and consider the destinations one
at a time. Select all of the characteristics that apply to each destination.

Williamsburg, VA
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RESPONDENT BASE: FAMILIAR WITH DESTINATIONS | N=VARIES BY DESTINATION

Boomers and Gen Xers are more likely to associate the area with
being historic. Millennials, on the other hand, gave a much higher
rating for romantic compared to the other generations.

Associations with
St. Augustine/Ponte Vedra, FL…

Millennials
(21-35)

Gen X
(36-51)

Boomers
(52+)

Historic

46%

51%

74%

Romantic

45%

37%

33%

Authentic

44%

42%

48%

Unique

48%

44%

46%

Cultural

41%

34%

41%

Q15: We would like to know whether or not you associate the following characteristics with each
destination listed. Please move horizontally across the columns and consider the destinations one
at a time. Select all of the characteristics that apply to each destination.
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RESPONDENT BASE: GENERATIONS AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=691

Nearly three-quarters of travelers identified St. Augustine/Ponte
Vedra as a preferred destination.
% Preferred Destination

St. Augustine/Ponte Vedra
Preferred
destination,
one of many
considered
73%

St. Augustine/Ponte
Vedra, FL

73%

Savannah, GA

71%

Charleston, SC

Never visit
3%

66%

Williamsburg, VA

Only consider
if no
convenient
alternative
available
24%
Q16: Please select the statement that best aligns with how you feel about visiting each destination
in the future.

Annapolis, MD

57%

39%
Competitive Set Average: 62%
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RESPONDENT BASE: FAMILIAR WITH DESTINATIONS | N=VARIES BY DESTINATION

St. Augustine/Ponte Vedra is a destination area travelers tend to
have a strong affinity toward.

Annapolis,
MD

Charleston,
SC

Savannah,
GA

St. Augustine/
Ponte Vedra, FL

Williamsburg,
VA

I have a strong affinity toward
this destination

8%

19%

27%

32%

15%

I love this destination and would
miss it if it went away

4%

23%

28%

32%

13%

I would recommend this
destination to a friend

4%

22%

27%

31%

16%

Q18: Please select the destination that best aligns with each statement below.
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RESPONDENT BASE: FAMILIAR WITH DESTINATIONS | N=VARIES BY DESTINATION

Net Promoter Score
Net Promoter Score (NPS) is a measurement tool used across industries to evaluate net consumer
satisfaction using a single point of accountability. Given the importance of social media and positive word of
mouth advertising, it is mission critical that destinations monitor their level of brand advocacy and the NPS
is considered one of the best tools for doing so.

“How likely would you be to recommend each of the following destinations to your friends and
family members?”

NEUTRAL

0 1 2 3 4 5 6 7 8 9 10
DETRACTORS

PROMOTERS

Net Promoter Score = (% Who are Promoters) – (% Who are Detractors)

Developed by Satmetrix, Bain & Company, and Fred Reichheld in The Ultimate Question
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St. Augustine/Ponte Vedra has an excellent Net Promoter Score of 55%,
significantly higher than the competitive set and H2R Norm (38%).
Annapolis, MD

47%

Charleston, SC

53%

Savannah, GA

30%

Promoters (9-10)

28%

23%

27%
Neutrals (7-8)

Q19: How likely would you be to recommend each of the following destinations as an overnight or
weekend getaway to friends and family members?

36%

17%

66%

55%

19%

28%

61%

St. Augustine/Ponte Vedra, FL

Williamsburg, VA

25%

Detractors (0-6)

11%

50%

11%

55%

18%

37%

40%
Competitive Set Average
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RESPONDENT BASE: VISITORS TO EACH DESTINATION | N=VARIES

Gen X is most likely to recommend the area to friends/family, but
each generation yields comparatively strong Net Promoter Scores.
St. Augustine/Ponte Vedra NPS by Generation

Millennials (21-35)

67%

Gen X (36-51)

21%

72%

Boomers (52+)

63%

Promoters (9-10)

Neutrals (7-8)

Q19: How likely would you be to recommend each of the following destinations as an overnight or
weekend getaway to friends and family members?

21%

24%

12%

55%

7% 65%

13%

50%

Detractors (0-6)
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RESPONDENT BASE: VISITORS TO ST. AUGUSTINE/PONTE VEDRA BY GENERATION| N=601

Intent to visit St. Augustine/Ponte Vedra is significantly higher
than the competitive set, and higher the H2R Norm (33%).
% Probably/Definitely Intend to Visit
51%
44%
39%
33%

38%
Competitive Average

25%

Annapolis, MD

Charleston, SC

Savannah, GA

Q17: Please indicate how likely you are to visit each of the following leisure destinations in the
next 12 months.

St. Augustine/Ponte
Vedra, FL

Williamsburg, VA

30
RESPONDENT BASE: FAMILIAR WITH DESTINATIONS | N=VARIES BY DESTINATION

While Boomers have a more positive opinion of the destination,
it is Millennials and Gen Xers who are driving intent to visit.
Intent to Visit by Generation
56%

58%

38%

Millennials (21-35)

Gen X (36-51)

Q17: Please indicate how likely you are to visit each of the following leisure destinations in the
next 12 months.

Boomers (52+)
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RESPONDENT BASE: GENERATIONS AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=691

Brand Perception Measurements
+ Familiarity with County Names

+ Brand Statements

+ Unaided/Aided Descriptors

+ Brand Strengths and Weaknesses

+ Emotional Drivers
+ Change in Perception
+ Consideration
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Focus on St. Augustine/Ponte Vedra
▪ In the previous sections we
reported results on how travelers
rated St. Augustine/Ponte Vedra
within its competitive set. This
approach measures how the brand
is positioned and perceived within
the marketplace and how it is
differentiated from competitors.
▪ In the following sections, travelers
responded to questions about St.
Augustine/Ponte Vedra only,
which helps clarify consumers’
perceptions of the destination’s
brand.
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The destination of “St. Johns County” is not as recognizable as St.
Augustine or St. Augustine Beach.
% Awareness of Destinations
93%

91%
75%
63%

St. Augustine, FL

St. Augustine Beach, FL

Q20: Please indicate your awareness and prior visitation of the following areas for leisure
purposes.

Ponte Vedra, FL

St. Johns County
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RESPONDENT BASE: AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=726

Those familiar with St. Augustine/ Ponte Vedra use positive terms to
describe the area. Words such as “historic” and “beach” were used
most often.
Describe St.
Augustine/Ponte Vedra,
FL

Q21: What word(s) first come to mind when you think of St. Augustine/Ponte Vedra, FL?

Historic/Historical

17.2%

Beach

12.3%

Fun

5.5%

Beautiful

3.9%

Old

3.5%

Sun/Sunny

2.5%

Good

2.4%

Fort

2.3%

Nice

1.4%

Great

1.3%
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RESPONDENT BASE: AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=726

Millennial and Gen X travelers think historical, relaxing and beachy are
the traits that best describe St. Augustine/Ponte Verde. Boomers were
more likely to select historical, walkable and cultural.

71%

70%

68%

Historical

Relaxing

Beachy

Q22: Which of the following traits best describe St. Augustine/Ponte Vedra, FL? Please select all
that apply.
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RESPONDENT BASE: AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=726

Travelers agree that St. Augustine/Ponte Vedra offers a wide variety of
arts/culture/history and the ability to have fun and learn.
% Describes Very Well/Perfectly
Offers a wide variety of arts/culture/history activities to enjoy
Offers ability to have fun and learn something too
Has unique local restaurants with good food and atmosphere
Allows me to do something I can't do on an everyday basis in my own hometown
Offers a variety of clean hotels in convenient locations
Has a safe and wholesome environment
Has a variety of things to do for each member of the family
Provides a consistent quality experience every time I visit
Is easy to get around
Has a variety of outdoor recreational activities available
Creates those rare, wonderful moments I may remember for the rest of my life
Is affordable, doesn't break the bank
Offers new experiences each time I visit
Offers a variety of different festivals and events throughout the year
Easy to find parking close to the places I want to visit
Offers great entertainment and nightlife
Has quality sports venues available for club/traveling teams to utilize
Q23: Please rate how well the following attributes describe the St. Augustine/Ponte Vedra, FL area
as a travel destination.

71%
70%
68%
67%
67%
66%
65%
64%
64%
62%
61%
56%
55%
53%
52%
50%
35%

Breakouts by Generation
yielded similar results.
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RESPONDENT BASE: AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=726

Visitors are motivated or inspired to visit the area to have a fun
experience, relax and reconnect with friends/loved ones.

88%

82%

82%

Wanted to have a
fun experience

Wanted to get away from
the stress of everyday life
for a few hours

Opportunity to spend time
together and reconnect
with friends/loved ones

Q33: Please indicate how important the following issues were in motivating or inspiring you to visit
the St. Augustine/Ponte Vedra, FL area on your most recent visit.
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RESPONDENT BASE: RECENT VISITORS| N=171

Nearly one in four have heard people talk about the area often or very
often, and over one-third view the area more favorably than they did six
months ago.
Frequency of Hearing People Talk
About St. Augustine/Ponte Vedra

Change in Perception in Last 6 Months

1%

64%

35%

24%
Very often/Often

Somewhat/Much less favorable

Q30: In the past 6 months, how often have you heard people talking about St. Augustine/Ponte
Vedra, FL?
Q31: How has your perception of St. Augustine/Ponte Vedra, FL changed in the past 6 months?

Hasn't changed

Somewhat/Much more favorable
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RESPONDENT BASE: AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=726

One-third of travelers are very likely to consider St. Augustine/Ponte
Vedra first as a travel destination.
% Agree/Strongly Agree

Likelihood to Consider First
Probably
would not
10%

May or
may not
21%

Definitely would
not
2%

St. Augustine/Ponte Vedra, FL is a
name I trust
Definitely
would
37%

St. Augustine/Ponte Vedra, FL always
delivers on their promise

69%

61%

St. Augustine/Ponte Vedra, FL is the
perfect place for me/my family to visit

Probably
would
30%

I can't imagine a world with out St.
Augustine/Ponte Vedra, FL

Q24: When looking for a destination to travel to, how likely are you to consider St. Augustine/Ponte Vedra, FL first?
Q25: Please indicate how much you agree or disagree with the following statements about St. Augustine/Ponte
Vedra, FL.

66%

55%
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RESPONDENT BASE: AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=726

Millennials believe St. Augustine/Ponte Vedra delivers on their promise
and are most likely to consider the area first compared to older
generations.
Millennials
(21-35)

Gen X
(36-51)

Boomers
(52+)

St. Augustine/Ponte Vedra, FL is a name I trust

69%

68%

71%

St. Augustine/Ponte Vedra, FL always delivers on their promise

66%

58%

58%

St. Augustine/Ponte Vedra, FL is the perfect place for me/my family to visit

65%

73%

62%

I can't imagine a world with out St. Augustine/Ponte Vedra, FL

59%

57%

49%

75%

66%

% Agree/Strongly agree…

% Probably/Definitely would consider St. Augustine/Ponte Vedra, FL first

Q24: When looking for a destination to travel to, how likely are you to consider St. Augustine/Ponte Vedra, FL first?
Q25: Please indicate how much you agree or disagree with the following statements about St. Augustine/Ponte Vedra,
FL.

56%
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RESPONDENT BASE: GENERATIONS AWARE OF ST. AUGUSTINE/
PONTE VEDRA| N=691

Each of St. Johns County’s attributes has
been analyzed and segmented into four
buckets in the chart to the right. This
analysis evaluates the relative importance of
each element of the brand alongside
visitors’ satisfaction with each attribute as it
relates to St. Johns County.

High

SATISFACTION

Identifying Brand Strengths
and Unmet Needs

The resulting analysis illustrates which
elements of satisfaction are most important
by plotting each characteristic into one of
four quadrants.
Low

Secondary Strengths

Strengths

Low importance, yet high
satisfaction. An important attribute,
whether or not visitors and
prospects realize it.

High importance and high
satisfaction. Important in every way
to visitors and prospects.

Low importance and low
satisfaction. Unimportant in every
way to visitors and prospects.

High importance, but low
satisfaction. Your visitors and
prospects believe it to be important,
but are not having that need met.

Inconsequential

Unmet Needs
IMPORTANCE

High
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St. Augustine/Ponte Vedra has numerous strengths compared to
unmet needs.

SATISFACTION

High

Secondary Strengths

Strengths

• Has a variety of outdoor recreational activities available
• Offers a wide variety of arts/culture/history activities to enjoy

•
•
•
•
•
•
•
•
•

•
•
•
•

• Is affordable, doesn't break the bank
• Offers new experiences each time I visit

Offers great entertainment and nightlife
Easy to find parking close to the places I want to visit
Has quality sports venues available for club/traveling teams to utilize
Offers a variety of different festivals and events throughout the year

Has a variety of things to do for each member of the family
Allows me to do something I can't do everyday in my own hometown
Offers ability to have fun and learn something too
Creates rare, wonderful moments I remember for the rest of my life
Has a safe and wholesome environment
Has unique local restaurants with good food and atmosphere
Offers a variety of clean hotels in convenient locations
Is easy to get around
Provides a consistent quality experience every time I visit

Unmet Needs

Of Lesser Significance
Low

IMPORTANCE

Q23: Please rate how well the following attributes describe the St. Augustine/Ponte Vedra, FL area
as a travel destination.

High
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Brand Identity Measurements
+ Image Association
+ Personification
+ Market Positions/Descriptions

04

The image that travelers most associate with St. Augustine/Ponte Vedra
is shopping, followed by beaches.

Shopping – 26%

Attractions – 17%

Golfing – 7%

Beaches – 21%
Outdoors – 11%
Live Music
Festival – 6%
Q27: Please select the image below that you most associate with the St. Augustine/Ponte Vedra,
FL area.
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Millennials and Boomers were most likely to select the shopping image,
but Gen X was slightly more likely to select beaches.

Attractions

Shopping

Beaches

Millennials (21-35)

23%

21%

19%

Gen X (36-51)

21%

24%

15%

Boomers (52+)

32%

18%

18%

Q27: Please select the image below that you most associate with the St. Augustine/Ponte Vedra,
FL area.

46
RESPONDENT BASE: GENERATIONS AWARE OF ST. AUGUSTINE/PONTE VEDRA| N=691

The personality of the St. Augustine/Ponte Vedra area is a younger
mom who earns $50k+ and has an advanced secondary education.

Male

42%

58%

Female

Under 50 years old

51%

49%

Over 50 years old

Has kids

52%

48%

No kids at home

Earns less than $50k

39%

61%

Earns more than $50k

Blue collar worker

42%

58%

White collar worker

Laid back
No college education

57%

Physically active

43%
27%

73%

Q26: Below you will see a variety of attributes that may or may not reflect the "personality" of the
St. Augustine/Ponte Vedra, FL area as a travel destination. Please select only one box per row. For
example, select either "Male" OR "Female" but not both.

Advanced secondary education
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Personification by Generation
▪ Millennials and Gen X yielded
results very similar to the overall—a
younger mom who earns $50k+ and
has an advanced secondary
education.

Millennials & Gen X

Boomers

▪ Boomers rated similarly, except for
two key areas: age and kids at
home. This group views St.
Augustine/Ponte Vedra as older
than 50 with no kids at home,
perhaps because this description is
more fitting of their life stage.

Q26: Below you will see a variety of attributes that may or may not reflect the "personality" of the
St. Augustine/Ponte Vedra, FL area as a travel destination. Please select only one box per row. For
example, select either "Male" OR "Female" but not both.
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Florida’s Historic Coast was rated the most appealing market
position/description across all segments by significant margins. All three
generations also rated this statement the highest.
Aware of St.
Augustine/
Ponte Vedra

Recent
Visitors

Considerers

Lapsed
Visitors

Brand
Advocates*

Florida's Historic Coast

82%

91%

78%

90%

96%

Culture Around Every Corner

71%

82%

68%

74%

87%

Florida's First County

60%

75%

59%

60%

78%

Not the Same Old History

57%

67%

55%

59%

72%

*Brand advocates are those travelers who have visited St. Augustine/Ponte Vedra, intend to return in the next 12
months and are very likely to recommend St. Augustine/Ponte Vedra to friends and family members.
Q32: Using the scale provided, please indicate how appealing you believe each of the following
market positions/descriptions are for St. Augustine/Ponte Vedra, FL.
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Barriers and Hurdles to Visitation
+ Unaided Barriers
+ Aided Barriers
+ Stated vs. Derived Barriers
+ Unaided Hurdles to Visitation
+ Stated vs. Derived Hurdles
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The top unaided reasons for not visiting St. Augustine/Ponte Vedra
include visiting other places, distance, the expense and lack of
information.
VISITING OTHER PLACES

“Have had other places to visit.”

DISTANCE

“A bit too far from our home, lots of other places
in Florida that are closer.”

TOO EXPENSIVE

“Probably the affordability issue. I thought it
might be too pricey.”

DON’T KNOW ENOUGH

“Did not know what it has to offer.”

Q37: Do you have any particular reason why you have not ever visited the St. Augustine/Ponte
Vedra, FL area?
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Stated barriers provide a similar story in that non-visitors say they
have other places they prefer to visit, need more information and
believe the destination is too far away.
% Somewhat/Strongly Agree
Have other places that I prefer to visit

49%

Don't know enough about it to make an informed decision

38%

Inconveniently located for me/Too far away

37%

Have not had anyone recommend it to me

33%

Too expensive of a destination

29%

My spouse or significant other isn't interested

23%

Had never heard of it before

22%

Not for me/Not interested in this destination

21%

Does not offer enough variety to entertain everyone in my traveling party

18%

Not interested in historic attractions

17%

Not enough to keep children entertained

17%

Nothing different about it than places I've already visited

17%

Q38: Please rate how strongly you agree with the following reasons for why you have not visited
the St. Augustine/Ponte Vedra, FL area?
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Stated vs. Derived Barriers
▪ On the surface, non-visitors often
provide fairly standard excuses for
not visiting, which we refer to as
stated barriers to visitation.
▪ Correlation analysis reveals to what
extent travelers’ stated barriers
align with their intent to visit St.
Augustine/Ponte Vedra. Arguably,
the higher the correlation a barrier
has with intent to visit, the more
credible the barrier is as a root
cause of not visiting. Those that
correlate highest are referred to as
derived barriers.

Stated Barriers
(what travelers said is keeping them from
visiting St. Augustine/Ponte Vedra)

Derived Barriers
(what actually correlates with their intent to
visit St. Augustine/Ponte Vedra)
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Derived barriers reveal that non-visitors aren’t interested in historic
attractions and think the area doesn’t have enough to keep children
entertained.
STATED BARRIERS

DERIVED BARRIERS

1.

Have other places that I prefer to visit

1.

Not interested in historic attractions

2.

Don't know enough about it to make an informed decision

2.

Not enough to keep children entertained

3.

Inconveniently located for me/Too far away

3.

Too expensive of a destination

4.

Have not had anyone recommend it to me

4.

Nothing different about it than places I've already visited

5.

Too expensive of a destination

5.

Does not offer enough variety to entertain everyone in my
traveling party

6.

My spouse or significant other isn't interested

6.

Had never heard of it before

7.

Had never heard of it before

7.

My spouse or significant other isn't interested

8.

Not for me/Not interested in this destination

8.

Have not had anyone recommend it to me

9.

Does not offer enough variety to entertain everyone in my
traveling party

9.

Inconveniently located for me/Too far away

10.

Not interested in historic attractions

10. Not for me/Not interested in this destination

11.

Not enough to keep children entertained

11. Don't know enough about it to make an informed decision

12.

Nothing different about it than places I've already visited

12. Have other places that I prefer to visit
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Those visitors who haven’t returned said they are looking for new
experiences and visiting other places. Others mentioned not having
the time to visit.

BEEN THERE DONE THAT

“I don't feel that I would have a new experience if
I returned.”

VISITING OTHER PLACES

“Too many other things to see and do in
Florida.”

NO TIME/TOO BUSY

“I haven't had the time to travel there this year.”

Q34: Do you have any particular reason why you have not visited the St. Augustine/Ponte Vedra,
FL area recently?
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Lapsed visitors’ derived barriers include having a bad experience in the
past and not enough good restaurants or quality lodging options.
STATED BARRIERS

DERIVED BARRIERS

1.

Have other places that I prefer to visit

1.

Bad experience there in the past

2.

Been there before and looking for new things to see and do now

2.

Not enough good restaurants

3.

Never really think about when planning my leisure trips

3.

Not enough quality lodging options

4.

There is no compelling "must see" experience there I need to go back for 4.

5.

Inconveniently located for me/too far away

5.

Does not offer enough variety to entertain everyone in my traveling party

6.

Have not had anyone recommend it to me recently

6.

Have not had anyone recommend it to me recently

7.

Too expensive of a destination

7.

Inconveniently located for me/too far away

8.

Does not offer enough variety to entertain everyone in my traveling party 8.

9.

Not enough to keep children entertained

9.

Never really think about when planning my leisure trips

10.

Not enough quality lodging options

10.

There is no compelling "must see" experience there I need to go back for

11.

Bad experience there in the past

11.

Been there before and looking for new things to see and do now

12.

Not enough good restaurants

12.

Have other places that I prefer to visit

Too expensive of a destination

Not enough to keep children entertained
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Appendix
+ Demographic Categorization

Demographics
Overall

Recent
Visitors

Considerers

Lapsed
Visitors

Brand
Advocates

42.2

40.2

40.7

47.2

41.0

% Under 12 in HH

23%

26%

24%

18%

26%

% 12-17 in HH

9%

9%

8%

8%

9%

% 18-34 in HH

25%

24%

26%

20%

23%

% 35-54 in HH

26%

27%

25%

25%

26%

% 55+ in HH

18%

14%

16%

29%

15%

Household Size

2.8

2.8

3.0

2.5

2.8

Families

46%

52%

49%

38%

54%

Adults

54%

48%

51%

62%

46%

Caucasian or White

76%

78%

70%

88%

83%

Hispanic/Latin American

7%

10%

9%

4%

9%

$71.3K

$77.6K

$69.5K

$75.7K

$73.7K

247.9 miles

166.3 miles

261.2 miles

217.6 miles

164.5 miles

Respondent Age

HH Income

Distance from St. Johns County
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Visitors and non-visitors alike rely on friends and family and online
searches when making travel plans.
Sources for Travel Planning
57%
59%
54%
58%

Friends and Family
Online Searches
48%
50%
47%
49%

Hotel Websites
Websites of Specific Attractions, Restaurants, etc.
43%

Travel Review Sites

38%
41%
39%
40%

Online Travel Agencies

Destination Websites
Social Media

26%
6%

Magazine Ads
Television Shows/Movies

6%

Online News Stories
Television Ads
Direct Mail

5%

Weekend Newspaper Inserts

4%

Newspaper Ads
Radio Ads

3%

14%
14%
13%

31%

48%

Familiar Non-Visitors
Visitors

12%
13%
11%

8%
7%

7%

3%
4%

Q9: Which of the following sources are you most likely to use when planning to travel to places
you might like to visit? Select all that apply.

59
RESPONDENT BASE: RESPONDENTS FAMILIAR WITH ST. AUGUSTINE/PONTE VEDRA | N=726

Both visitors and non-visitors are most likely to consult TripAdvisor for
travel information while visitors are more likely to use a variety of
sources for information.
58% 59%

34% 35%
28% 27%

9%

TripAdvisor

Yelp

Pinterest

12%

Tumblr

Familiar Non-Visitors

10%
5%
Frommer's

10%
4%
Fodor's

8%

9%

Lonely Planet

Visitors

Q11: Which of the following online communities, travel forums or travel review sites (if any) do you
60
normally consult for travel information? Select all that apply.
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Visitors and non-visitors alike are very likely to use Facebook. Half of
visitors also use YouTube.
Social Media Sites Typically Access
81%
79%

Facebook

YouTube

54%

60%

42%
40%

Instagram
31%
31%

Twitter
25%
26%

Google+

Familiar Non-Visitors
Visitors

7%
10%

Commercial Blogs
Flickr

3%
4%

Four Square

4%
3%

Q10: Which of the following social media sites (if any) do you typically access at least once a week? Select
61
all that apply.
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Travelers are most likely to have seen/heard about St. Augustine/Ponte
Vedra through organic sources like friends and social media instead of
traditional media sources.
Advertising Awareness
Friends

39%

Social media

28%

Online search

16%

TV ad

13%
12%

St. Augustine/Ponte Vedra, FL website

Online video

9%
9%
8%

Online news/magazine article

Printed news/magazine article
Ads in a mobile app (not social media)
Billboards
Radio ad
Mailed ad
Public transportation
Coupons

5%
4%
3%
3%
2%
2%

I don't remember seeing/hearing anything in the past 6 months
Q29: In the past 6 months, where have you see/heard about St. Augustine/Ponte Vedra, FL? Select
all that apply.

35%
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Thank You!
agaroutte@h2rmarketresearch.com
jmowris@h2rmarketresearch.com

417.877.7808
1717 E Republic Road, Suite C
Springfield, MO 65804

@H2RMktResearch

Reveal Your Customer’s Full Experience

