
Overnight Visitor Origin Study 

Consumer 

 

 

Overnight Visitor Records  

( A random, but weighted, sample of about 5,000 of 24,000+ total records 

from a diverse selection of hotels in south, central, and north Snohomish 

County.) 

 



 

Where are your consumers coming from? 
 

Consumer 





Consumer 
Market Spotlight 

# Province Percent

1 British Columbia 12.40%

2 Alberta 0.52%

3 Ontario 0.50%

Top 10 Canadian Overnight Visitor Origins

# State Percent

1 Washington 24.77%

2 California 12.79%

3 Oregon 5.36%

4 Texas 4.32%

5 Colorado 2.37%

6 Illinois 2.30%

7 Arizona 2.21%

8 Florida 1.89%

9 Ohio 1.76%

10 New York 1.71%

Top 10 U.S. Overnight Visitor Origins

Note: These percentages have been adjusted to reflect your overall visitation origin. 

# City Percent

1 Seattle, WA 18.70%

2 Vancouver, BC 9.40%

3 Portland, OR 6.40%

4 Los Angeles, CA 6.00%

5 San Francisco, CA 3.10%

6 Spokane, WA 2.70%

7 Dallas, TX 2.40%

8 Chicago, IL 2.00%

9 Phoenix, AZ 1.97%

10 Yakima, WA 1.84%

Top 10 Overall Overnight Visitor Origins



Community Tapestry  

Visitor “Who” Report 

Consumer 



Understanding Tapestry Classifications 
Tapestry is a proven methodology that has mapped out the 

entire United States. Every address in the country belongs to 

one of 65 Segments 
 

The Tapestry system mines both public (Census) and private 

databases (including credit card data, shopper loyalty cards, 

etc.) to provide information about the type of person who 

lives at each address. 
 

The Segments are separated by lifestyle, lifestage, and level of 

affluence.  
 

Segment one is the most affluent Segment and 65 is the least 

affluent Segment. 
 

Segment names hint at aspects of the group: lifestage, income 

level, habits, etc. (e.g. Exurbanites have left the big city; Midland 

Crowd is middle income and middle-aged.) 

 

 

Community 



Consumer 
U.S. Segment Spotlight 

04  Boomburbs 

Younger families with a busy, upscale lifestyle (median HHI $100,000+).  Live a very active suburban lifestyle, 

enjoying golf, tennis, and swimming.  Tend to shop at higher end grocers. Technologically savvy.  
 

12 Up and Coming Families 

Young, affluent families with small children and own new single-family homes (median HHI $67,000).  Very 

home and family oriented, spending leisure time attending ball games, going to the zoo, and tend to purchase 

household basics.  
 

02 Suburban Splendor 

Maturing families with adolescent children who live in growing neighborhoods (median HHI $114,000). Free 

time is spent with family, traveling, and self-improvement – physical fitness, reading, and visiting museums. 

Tend to own the latest and greatest. 
 

07  Exurbanites 

Empty nesters who prefer open space with affluence, living on the urban fringe (median HHI $80,000+).  

Actively involved in financial planning and investment tracking.  Tend to be active in their communities and 

enjoy outdoor pursuits such as golf, boating, hiking, vacationing, and home projects.  
 

06  Sophisticated Squires 

Mostly married-couple families who enjoy country living on the urban fringe (median HHI $79,000).  Live 

very health conscious lifestyles, staying active and emphasizing nutrition.  Do-it-yourselfers who enjoy home 

improvement.  

 

 

 

 

 

 

 

 



Consumer Canadian Segment Spotlight 
20  Asian Up-and-Comers 

Successful, middle-aged Asian families, typically well-educated, middle-class (median HHI $84,000 Canadian) and 

ethnically diverse.  Pursue energetic lifestyles: interest in community theatres, casinos and food and wine shows. 

Early adopters, fond of the latest technology, often going online for shopping, accessing news sites and social media. 
 

03  Suburban Gentry 

Wealthy (median HHI $170,000) middle-aged suburban, dual-income couples who are well educated with large 

families. This segment has a professional tone. Tend to be big spenders, belonging to golf clubs, gambling at casinos, 

attending theater, football, golf, and hockey matches. Stay active and take pride in healthy living. 
 

14  Upward Bound 

Upper-middle class (median HHI $100,000+), middle-aged suburban families with school-aged children. Spend their 

leisure time getting exercise – jogging, skiing, aerobics and playing baseball.  The middle-aged adults enjoy going out 

to community theatres, casinos, sporting events and rock concerts. These parents prefer a quiet evening at home 

than going to a party.  
 

08  Money & Brains 

Upscale, educated couples and families with high incomes (median HHI $127,000).  Many are empty-nesters or 

married couples with university-aged children who live in older, urban neighborhoods. Exhibit cultured lifestyles and 

enjoy the theatre, symphony, art galleries and the ballet.  A politically active cluster (community projects, volunteers) 

and philanthropic. 
 

10  Mr. & Ms. Manager 

Upscale (median HHI $126,000) working couples living in the exurban sprawl. Tend to be prosperous executives 

who like their toys: boats, campers, snowmobiles and impressive collections of sporting equipment.  These families 

and couples enjoy outdoor activities like golf, skiing, power boating and canoeing. Prefer exurban settings.  

 

 

 

 

 

 

 

 



Community Segment Commonalities 
 

 • Overall, the U.S. segments are more affluent relative to home country. But, they 

translate out to be very similar with conversion rate.  

• Both profiles share inclinations towards active pursuits, being tech-savvy, fit-conscious, 

and a preference for an exurban lifestyle.  

• Canadian visitors are a mix of couples and families. They trend in business focus, 

implying business as a motive for visiting Snohomish County. 

• U.S. visitors are more likely to have younger children as part of family makeup.  

• Canadian segments are more ethnically diverse, most notably represented by high 

concentrations of Asian ethnicities.  



Understanding Consumers’ Lifestyle 

Community Tapestry  

“What” Report 

Overnight Visitors 

 

Consumer 



Consumer’s Lifestyle 
* Note: 86% of total visitors come from the U.S. 

 Lifestyle/Media Groups: 

 Apparel, Appliances, Attitudes,  Automobiles, 

Auto/Aftermarket, Baby Products, Alcohol, Books, 

Cameras, Civic Activities, Convenience Stores, 

Electronics, Financials, Furniture, Garden/Lawn, 

Grocery, Health, Home Improvement, Insurance, 

Internet, Leisure, Yellow Pages, Watch, Read, 

Listen, Personal Core, Pets, Restaurant, Shopping, 

Smoking, Sports, Telephone, Tools, Toys/Games, 

Travel, Video/DVDs, Miscellaneous. 

Consumer 

Once segments have been identified, we can draw  

conclusions about consumer habits and lifestyle preferences. 



Consumer Lifestyle  Consumer 

Read 

Airline, travel, computer, and business / financial magazines, and read the business / financial 

section of newspapers 
 

Watch 

Golf Channel, The Office. Visitors do not watch Divorce Court or Judge Judy.  
 

Listen 

Talk radio as opposed to music.  

Note:  Activities that directly correlate to top Canadian visitor segments have been bolded.   



Consumer Lifestyle  
Consumer 

Leisure 

Amusement parks such as Disneyland, gambling in Las Vegas, and visiting educational attractions such 

as museums. Enjoy cultural activities: live theater and classical music / opera performances while 

they also do enjoy outdoor recreation. 
 

Eat 

Chipotle Mexican Grill, Panera Bread, Starbucks upscale casual restaurants like Cheesecake Factory.  
 

Grocery 

Higher-end like Whole Foods Market. Buy gourmet coffee beans not Folgers coffee.  


