South Haven/Van Buren County CVB
Brand Perceptions and Identity Final Report

Q@ South Haven



PURPOSE BVK

The South Haven and Van Buren County
Convention and Visitors Bureau (SHVBC
CVB) and BVK are partnering to develop a
distinctive brand identity and platform
that provides a refreshed look and feel and
will set the destination up for continued
growth in the future.

As part of that development, BVK
recommended testing 2-3 brand identity
options to understand their strengths,
gauge their ability to resonate with
travelers and identify any opportunities for
optimization.




METHODOLOGY

* This survey fielded from October 16th, 2024 through
November 11th 2024.

 Two sample sources were used to obtain responses:

* The survey was sent to respondents via an online
panel provider in order to obtain a set of general
population responses representative of the population

* The survey was sent to the SHVBCVB subscriber list in
order to gain responses from past visitors to South 442 past visitors

Haven, who were incentivized with a chance to win a 408 non-visitors
$25 Amazon.com gift card



BVK

TOP 5 TAKEAWAYS



TOP 5 TAKEAWAYS

BVK

No Michigan beach
town is leading in
markets surrounding
South Haven.

The general population is
fairly unfamiliar with South
Haven and the other towns
in the area. Despite this,
there is moderate interest
in visiting South Haven,
showing the need to
increase awareness and
educate potential visitors
on all the destination has to
offer.

Those who know
South Haven love
South Haven.

Past visitors rate their
experience highly, are very
likely to recommend it, and
are likely to return. Most
past visitors come at least
once a year, with many
stating they take multiple
trips per year, including
during shoulder seasons.

South Haven delivers
on the important
factors of beauty,
beach access, the
outdoors, a sense of
ease, and a small
town, local feel.

It is a bit less associated
with the important
attributes of being inclusive
or welcoming, having a
variety of dining options
and being good value for
the money. Notably, while
the beach and water access
is a top decision driver for
past visitors, it is relatively
unimportant to non-visitors
when selecting a vacation
destination.

All three brand
identity options
receive high ratings
among non-visitors.

Past visitors give slightly
higher ratings to South
Easy, however all three
options are associated with
a beautiful beach
destination with water
activities, being fun and
lively, being relaxing, and
appealing to families.

When asked to
identify which option
they prefer, there is
preference for South
Easy across traveler

types.

Preference for South Easy
extends across past visitors
and non-visitors, family and
non-family travelers,
different age groups, and
different geographies.
Preference for South Easy
stems from visual appeal,
the portrayal of the
lighthouse, the beaches and
summer fun, that it looks
calm/relaxing and that it
appears fun and welcoming.



BVK

RECOMMENDATIONS + NEXT STEPS



DUE TO ITS HIGH PREFERENCE AMONG PAST VISITORS, HIGH RATINGS FROM
POTENTIAL VISITORS AND APPEAL ACROSS TRAVELER GROUPS, WE RECOMMEND
THE SHVBCVB MOVES FORWARD WITH:

South
Fa sy S f/l.'ffal/en.




CONSIDERATIONS AND IMPLICATIONS

* As each logo was tested as a brand identity concept, the selected logo will be most
effective when used in accordance with the full brand identity suite (messaging colors,
fonts, photography, etc.). To ensure its effectiveness, it will be important to incorporate

the full brand identity into creative campaigns, the South Haven website and social
channels.



NEXT STEPS

* Refine the chosen identity option as needed

* Develop full suite of logos, including a version with new SHVBCVB business
name

 BVK to develop brand guidelines based on chosen identity option



BVK

DETAILED FINDINGS



BVK

CORE TAKEAWAY:

All three brand identity options receive high ratings
among non-visitors, while South Easy receives slightly
higher ratings among past visitors. All three options are
associated with a beautiful beach destination with water

activities, being fun while also relaxing, and being family-
friendly.



Everything’s Brighter

Authentic beach living without any pretense. Friendly locals mixing with
like-minded folks from away. And an easygoing attitude melts the stress
away. No wonder South Haven is one of the most beautiful towns in
America. Whether it’s a day in the sun on our unrivaled beaches or strolling
through historic downtown, every moment feels just a little bit brighter.

This direction embodies the spirit of an easygoing life where everything is
brighter in South Haven.

BVK

AV,
SH
South Haven

Everything’s
Brighter



Stay South

South Haven isn’t just another Michigan beach town. It’s THE Michigan
beach town. Because when it’s time to get away from the hustle and grind
of daily life, it should be easy. Easy to get to, easy to get around and easy
to unwind. Stay South and find your bliss.

This direction invites visitors to stay south in South Haven.
To relax and enjoy the easy, carefree vibe you experience there.

BVK




South Easy

South Haven is where the sun meets pure bliss, and time slows down for days
filled with good vibes and easy living. Imagine golden mornings by the lake, soft
breezes, and the sound of waves setting the rhythm for laid-back afternoons.
It's a place where every moment feels like summer, and every sunset marks the
perfect close to another carefree day.

This direction is all about capturing that effortless joy and inviting everyone to
experience the relaxed, sun-drenched magic of South Haven.

BVK

Find your

beach bliss.

South faver.



Most travelers find each brand identity option to be visually appealing, with BVEK
responses particularly positive among non-visitors.

Visual Appeal of Brand Identity Option — Top 2 Box

Past Visitor
® Non-Visitor

85% 84%
72% 71% i 8% 0
(o] (o]

Everything's Brighter Stay South South Easy

Q23. Indicate how much you agree or disagree with the following statements about these brand materials - These brand materials are visually appealing
Past Visitor n=442 ; Non-Visitor n=408



Most travelers find each brand identity option to be visually appealing, with
responses particularly positive among non-visitors.

BVK

Visual Appeal of Brand Identity Option — Top 2 Box

Past Visitor
® Non-Visitor
85% 0 84%
82% 289% v
72% 71%
Everything's Brighter Stay South South Easy

Q23. Indicate how much you agree or disagree with the following statements about these brand materials - These brand materials are visually appealing
Past Visitor n=442 ; Non-Visitor n=408



While non-visitors find each option to be equally recognizable as South Haven BVEK
in Michigan, past visitors give the highest ratings for this metric to South Easy.

Recognizability of Brand Identity Option — Top 2 Box

Past Visitor
® Non-Visitor
72% 74% 73%
62% 62%
Everything's Brighter Stay South South Easy

Q23. Indicate how much you agree or disagree with the following statements about these brand materials.

These brand materials are easily recognizable as representing South Haven in Michigan.
Past Visitor n=442 : Non-Visitor n=408 = Indicates a statistically significant difference at the 95% confidence level



Similarly, past visitors give the highest ratings for fitting South Haven to South
Easy.

BVK

Destination Fit of Brand Identity Option (Among Past Visitors) — Top 2

Box
79%
0]
Everything's Brighter Stay South South Easy

Q23. Indicate how much you agree or disagree with the following statements about these brand materials - These brand materials fit South Haven as a vacation destination.
Past Visitor n=442 ; Non-Visitor n=408



Non-visitors feel each option strongly communicates the brand positioning, BVEK
while past visitors feel South Easy conveys it best.

Ability to Convey Brand Positioning — Top 2 Box

Past Visitor
® Non-Visitor

78% 79% 78%
6% 68%

BRAND POSITIONING:

“South Haven is where
you find your bliss and
can always be in a
carefree state of
mind.”

Everything's Brighter Stay South South Easy

Q23. Indicate how much you agree or disagree with the following statements about these brand materials

These 'b.rand materials por.tr'ay South Haven as the place where | can find my bliss and always be in a carefree state of mind. O  Indicates a statistically significant difference at the 95% confidence level
Past Visitor n=442 ; Non-Visitor n=408



Travelers overall give a bit lower ratings on the options’ ability to differentiate BVEK
the destination, with past visitors feeling South Easy is the most differentiating.

Differentiation of Brand Identity Option — Top 2 Box

Past Visitor
B Non-Visitor
68% 67% 66%
51% 49%
Everything's Brighter Stay South South Easy

Q23. Indicate how much you agree or disagree with the following statements about these brand materials

- These brand materials differentiate South Haven from other vacation or trip destinations. O = Indicates a statistically significant difference at the 95% confidence level
Past Visitor n=442 ; Non-Visitor n=408



And while all three options strongly increase non-visitors interest in visiting, BVEK
South Easy is the most likely to make past visitors want to return.
Ability to Increase Visitation Interest — Top 2 Box
Past Visitor
® Non-Visitor
76% 78% 77%
Everything's Brighter Stay South South Easy
Q23. Indicate how much you agree or disagree with the following statements about these brand materials -
These brand materials incyreasegmy interesfin visiting South Havfn. O = Indicates a statistically significant difference at the 95% confidence level

Past Visitor n=442 ; Non-Visitor n=408



When asked to describe the experience of South Haven based on the Everything’s
Brighter option, travelers describe it as a beautiful beach or lake destination, a relaxing
place, a fun/lively place, a family-friendly destination, having beach or summer activities

and it being dog- or pet-friendly.

Expectation of South Haven Experience Based on Everything’s Brighter

A friendly/
Family-friendly welcoming place
15% 3%
Sunny/warm
place A place | would
10% Beach/summer like to visit
activities (boating, 8%
swimming)
14% Only beach/water
activities
5%

A beautiful
beach/lake
vacation
25%

Dog/pet-
friendly
11%

Fun/lively
16%
Variety of
activities
, 11%
Relaxing
vacation
21%

Based only on what you saw and read in these brand materials, how would you describe the experience you would expect of South Haven, MI? (Please type your answer in the space below, being as specific,

detailed, and complete as possible.)1 n=850



When asked to describe the experience of South Haven based on the Stay South
option, travelers describe it similarly — as a beautiful beach or lake destination,

having beach or summer activities, fun and lively, a relaxing place, it being a family-
friendly destination and having a variety of activities.

Expectation of South Haven Experience Based on Stay South

Beach/summer  place to enjoy _ Family-
activities (boating,  sun/sunsets A beautiful friendly
swimming) 5% beach/lake 16%
19% vacation
29%
Active/upbeat A place | would _
5% ks e il Good food /ice
8% Relaxing cream
: . 4%
Fun/lively vacation
18% ) Va riety of 16%
Frle.ndly/ activities
welcoming locals 11%
5%

Based only on what you saw and read in these brand materials, how would you describe the experience you would expect of South Haven, MI? (Please type your answer in the space below, being as specific
detailed, and complete as possible.)1 n=850



Travelers describe the experience of South Haven based on South Easy similarly
to the other two options, however they are much more likely to have
associations of “blissful” or “relaxing” with South Easy.

Expectation of South Haven Experience Based on South Easy

Beach/summer
activities (boating, Family-
swimming) friendly Fun/lively
8% 13% 16%
Relaxing/.blissful A place Id like
vacation L
Friendly/ 31% to \ZISIt
welcoming locals 5% :
A beautiful
6%
beach/lake
Warm/ :
vacation
Variety of sunny 33% Place to see
activities Scenery/ place sunsets
7% nature 14% 6%
(o}
6%

Based only on what you saw and read in these brand materials, how would you describe the experience you would expect of South Haven, MI? (Please type your answer in the space below, being as specific,
detailed, and complete as possible.)1 n=850



BVK

CORE TAKEAWAY:

There is preference for South Easy across traveler types,
including among visitors and non-visitors, family and
non-family travelers, different age groups and various
geographies. Preference for South Easy stems from visual
appeal, the portrayal of the lighthouse, the beaches and
summer fun, and that it looks calm/relaxing as well as
fun and welcoming.



South Easy has clear preference among past visitors. Preference is more mixed

BVK

among non-visitors, though South Easy shows slight preference, followed by

Everything’s Brighter.

Brand Identity Preference

Past Visitors
Everything's

Brighter, Everything's
[s)
22% Brighter,
33%
Stay South, South Easy,
24% 54%
Stay South,
28%

Q24. Now, looking at all three sets of brand materials, which one do you prefer overall?
Past Visitor n=442 ; Non-Visitor n=408

Non-Visitors

South Easy,
39%

O = Indicates a statistically significant difference at the 95% confidence level



Preference for South Easy remains consistent across age groups, gender, BVEK
presence of children and household income.

Brand Identity Preference (Among Visitors and Non-Visitors) Everything's Brighter

Stay South
m South Easy

49% 49%

39%
33% e 29% 30% 29%
0, 0, 0
0 270 e 26%27% 27% <77 28%»2 o 28%27% i 27% 5 104 ° 5% 26%27%
25-34 35-54 55+ Male Female Under $50,000 $50,000-$99,999 $100,000 or Has children  Does not have
more children

Q24. Now, looking at all three sets of brand materials, which one do you prefer overall? O = Indicates a statistically significant difference at the 95% confidence level



And preference for South Easy is consistent when comparing different BVEK
geographic markets.

Brand Identity Preference (Among Visitors and Non-Visitors) Everything's Brighter

Stay South
m South Easy

30%

0 29%
28% 0 25% 27% 539

Chicago In-State All Other Markets

Q24. Now, looking at all three sets of brand materials, which one do you prefer overall? O = Indicates a statistically significant difference at the 95% confidence level



Apart from it being the most visually appealing to them, preference for South Easy

stems from the portrayal of the lighthouse, the beaches and summer fun, that it
looks calm/relaxing as well as fun and welcoming.

Reason Behind Brand Identity Preference — South Easy

The
Shows a variety lighthouse
of activities 14%
6%
Beaches/
Lake/
Summer
fun
13%

Portrays South
Haven
accurately
10%

Q25. Why do you prefer those brand materials?
n=394

The
images
9%

Looks
calm/
relaxing/
carefree
13%

The
sunset
7%

It’s the most
visually
appealing to me
23%

Colors/
graphics/
fonts
12%

Looks
fun/happy/
welcoming

12%

The
logo
9%

Family-friendly
6%



Those who prefer Everything’s Brighter often attribute it to the portrayal of the
dog on the kayak, in addition to overall visual appeal, the beaches and summer
fun, that it looks fun and welcoming.

Reason Behind Brand Identity Preference — Everything’s Brighter

Looks calm/
relaxing/
carefree It showed a dog
7% / Pet-friendly
) 24%
It’s the most Shigs a. v_a_rlety Colors/
, of activities .
visually 3% graphics/ fonts
appealing to 8%
me
21% Lol Beaches/
fun/happy/ Lake/ -
TG fireees - weligz/nmg SufrrEr Fam|Iy7-1:/r|endIy
7% Haven i UL ’
12%

accurately
7%

Q25. Why do you prefer those brand materials?
n=234



Finally preference for Stay South is due to its overall visual appeal, fun, happy or
welcoming vibe, that it shows a variety of activities, and the portrayal of the
beaches and summer fun.

BVK

Reason Behind Brand Identity Preference — Stay South

The images
6%

Looks calm/
relaxing/
carefree

8%

It’s the most
visually
appealing to
me

21% Shows a
variety of
activities

Portrays South 15%
Haven
accurately
9%

Q25. Why do you prefer those brand materials?

n=222

Looks
fun/happy/
welcoming Beaches/
18% Lake/
Summer
fun
14%
Colors/
graphics/ fonts
9% Family-friendly

9%



BVK

CORE TAKEAWAY:
No Michigan beach town is leading in the markets

surrounding South Haven — the general population is
fairly unfamiliar with South Haven and the other towns
in the area. Despite this, there exists moderate interest
to visit South Haven, showing the need to increase
awareness and educate potential visitors on all the
destination has to offer.



Very few among the general population name South Haven or other competing

BVK

Michigan beach towns as leisure getaway destinations on an unaided basis,
however South Haven is the top mention among those from the past visitor list.

Unaided Awareness of Each Destination —

Chicago, IL
None/NA
Wisconsin Dells
Indianapolis, IN
Mackinac, Ml
Michigan
Traverse City, Ml
Cedar Point

St. Louis, WI
Wisconsin
Florida
Gatlinburg, TN
Branson, MO
Ohio

Indiana

Detroit, Ml
Louisville, KY

General Population

20%
19%
6%
5%
5%
5%
5%
5%
4%
4%
4%
4%
4%
4%
4%
4%
4%

South Haven

1%

Unaided Awareness of Each Destination — Past

Visitor List

South Haven, M|

I 64%

Traverse City, Ml
Chicago, IL
Saugatuck, Ml
St. Joseph, M
Holland, Ml
Mackinac, Ml
Grand Haven, Ml
Lake Geneva, WI
Ludington, Ml
New Buffalo, Ml
Petoskey, Ml
None/NA
Indianapolis, IN
Michigan

The Upper Penninsula
Frankenmuth, Ml

I 21%

16%

P 13%

s 10%
N 10%
N 9%
S 9%
. 8%
. 8%
7%
N 6%
B 6%
B 6%
Bl 5%
Bl 5%
N 5%

Q6. When you think of leisure getaway destinations within a few hours’ drive from where you live, which come to mind? Please type one destination per line
General population n=767; Past Visitor List n=325

. ; destinations mentioned by 5% or more are shown.



About three-fourths of the general population is aware of Holland and Grand BVEK
Haven as vacation destinations, while about two-thirds are aware of South Haven.

Aided Awareness of Each Destination — General Population
Holland

74%

Grand Haven 73%

South Haven 67%

66%

St. Joseph

Saugatuck/Douglas 56%

Q8. How familiar are you with each of the following destinations? Use the scale provided to indicate how familiar you consider yourself to be.
General population n=767



No competitor shows a strong level of familiarity among the general BVEK
population.

Familiarity with Vacation Destinations — General Population
Holland

18% 19% 23% PAY

Grand Haven 15% 19% 24% 27%

South Haven 16% 19% 20% 32%

St. Joseph 14% 16% 25%
M | know a lot about it | know some things about it | know a little about it | have only heard the name  m | have never heard of it

Q8. How familiar are you with each of the following destinations? Use the scale provided to indicate how familiar you consider yourself to be.
General population n=767



There is moderate interest among the general population to visit each BVEK
destination. Interest is highest for Grand Haven, Holland and South Haven. Those

from the past visitor list are very interested in returning to South Haven over
other destinations.

Interest in Visiting Each Destination — 5 Very Interested or 4

General Population

98% B Past Visitor List
68% /5%
0
58% ©27% 58% 55% 55%
I : : I

Grand Haven Holland South Haven Saugatuck/Douglas St. Joseph

Q9. Based on any prior experience, what you have heard from others, or your expectations for the experience you would have, indicate how interested you are in visiting each of the following destinations in
the future.

General Population n=525 ; Past Visitor List n=325



Holland and Grand Haven are the two destinations the general population are BVEK
most likely to have visited in the past. Among those from the past visitor list, the
majority have visited the other destinations in the competitive set.

Destinations They’ve Ever Visited

General Population
M Past Visitor List

100%
87% 85%
73%

67%

39% 34%

0,
22% 21% 16%

Holland Grand Haven South Haven St. Joseph Saugatuck/Douglas

Q11. Which of the following destinations have you ever visited?
General Population n=525 ; Past Visitor List n=325



A similar trend is seen when looking at destinations the general population
has visited in the last five years.

BVK

Destinations They’ve Visited in the Past 5 Years

General Population
M Past Visitor List

94%

69% 68%
54%

28% .
23% 18%

Holland Grand Haven South Haven St. Joseph Saugatuck/Douglas

Q12. Which of the following destinations have you visited in the past 5 years?
General Population n=525 ; Past Visitor List n=325



When asked of the barriers to visiting South Haven, past visitors cite high
accommodation prices, wanting to try somewhere new and crowding in
destination. Among non-visitors, lack of familiarity is the top barrier.

BVK

Barriers to Visitation — Past Visitor Barriers to Visitation — Non-Visitors

Hotel/accommodation prices are too high 27%

I don’t know enough about it [N 41%

Been there before, want to try somewhere else 19% Cost of gas is too high [N 21%
It’s too crowded 18% Other destinations are more appealing [N 17%
I don’t have enough vacation time 13% | don’t have enough vacation time [ 16%
There is a similar destination | frequently visit 12% Hotel/accommodation prices are too high [N 13%
Better value at another destination 10% It's too far away [N 13%
Other destinations are more appealing 10% Better value at another destination [N 11%
It's too far away 9% Been there before, want to try somewhere else [ 10%
Not enough activities there that interest me 8% Not enough activities there that interest me [N 8%
Cost of gas is too high 8% There is a similar destination | frequently visit [ 7%
It’s not a welcoming destination 5% It's too crowded [ 6%
| don’t know enough about it 3% It’s not a welcoming destination - 4%
It isn’t family friendly 2% It isn’t family friendly - 4%
None of these 26% None of these [N 13%

Q21. Which, if any, are barriers to you visiting South Haven, MI? Please indicate all that apply.

Past Visitors n=442 Non-Visitors n=408



BVK

CORE TAKEAWAY:
Those who know South Haven love South Haven — past

visitors rate their experience highly, are very likely to
recommend it, and are likely to return. The majority of
past visitors come at least once a year, with many stating
they take multiple trips per year, including during
shoulder seasons.



South Haven receives the strongest experience ratings among the competitive
set, though all destinations are thought to provide a positive experience.

BVK

Rating of Experience — Past Visitors

Saugatuck/Douglas _ 39% 11% 1%
Grand Haven _ 46% 14% 1%
B Very Positive Experience Positive Experience Okay Experience Negative Experience m Very Negative Experience

Q15. You said you have visited each of the destinations below. On the scale provided, indicate how you would rate the overall experience of the visit to each destination.
Varies by destination



South Haven enjoys a very high Net Promoter Score, with the strong majority
of past visitors being very likely to recommend the destination to others.

BVK

76%

Promoter (9, 10)

Q16. On a scale of 0 to 10, how likely are you to recommend South Haven, Ml as a vacation destination to a friend or family member if you were asked?

Past visitors n=442

Likelihood to Recommend South Haven — Past Visitors

Net Promoter
Score:
71

Passive (7, 8)

7%

]
Detractor (0-6)



BVK
And nearly all past visitors are likely to return.

Likelihood to Return to South Haven — Past Visitors

75%

17%

(o)
— =

Very likely Likely May or may not Unlikely

Q17. At this point, how likely are you to return to South Haven for a vacation in the future?
Past visitors n=442



3 in 4 recent visitors say they visit South Haven at least once a year, with half

saying they visit multiple times per year.

BVK

14. How often do you visit South Haven?
Recent Visitor n=404

How Often They Visit South Haven

I've only
visited once,
7%

Every few
years, 19%

Multiple
times per

Once a year, year, 49%

26%




Among those who are interested in visiting or returning to South Haven,
summer is the month they are most interested in, however there is interest

during the shoulder season as well.

BVK

Seasons For Visiting South Haven — Among Those Interested in Visiting

89%

65%

59%

44%

Spring Summer

Q10. In which of the following seasons would you visit South Haven? Please indicate all that apply.
Past visitors n=410, Non-Visitors n=196

73%

Fall

45%

Past Visitor

® Non-Visitor

28%

11%
I

Winter



BVK

CORE TAKEAWAY:
South Haven delivers on the important factors of beauty,

beach and water access, the outdoors, a sense of ease,
and a small town, local feel, but is less associated with
being inclusive or welcoming, having a variety of dining
options and being good value for the money. Notably,
while the beach and water access is a top decision driver
for past visitors, it is relatively unimportant to non-visitors
when selecting a vacation destination.



Among past visitors, South Haven delivers on a variety of important factors — beauty,
water access, ease, local shopping and a variety of accommodations. A few factors they
feel it delivers less well are an inclusive/welcoming atmosphere, a variety of dining
options and good value for the money.

BVK

Importance to Past Visitor

IMPORTANT TO
S TRAVELER AND SOUTH

v cenic beauty HAVEN DELIVERS
g Water access (beaches, lakes, etc.) °®

)

E Outdoor activities and recreation @ Easytogetto Easy togetaround

a (hiking, biking, golf, water sports, etc.) o e
G )

) . . . . .

o Family-friendly activities ° Local shopping (unique boutiques, Variety of accommodation optlor\s
o ° local artisans, etc.) (hotels, bed and breakfasts, vacation
c rentals, etc.)

Q ©

S : :

© Craft beverages and products. . Inclusive/welcoming a‘tmosphere Variety of dining options

- (wineries, breweries, U-Pick Farms, Variety of events and festivals ¢ o
'._E etc.) Good value for the money

>

(@] Arts and cultural activities (museums,

v

outdoor art, performing arts, etc.)

Unique history IMPORTANT TO
° © Q TRAVELER AND SOUTH
Year-round activities HAVEN DOES NOT
DELIVER

Q19. Indicate how important each of the listed attributes are when selecting a vacation or trip destination.
Q20. Now, please indicate the extent to which you feel South Haven delivers on each attribute.
Past Visitors n=438



Among non-visitors who are familiar with South Haven, they feel the destination
delivers on nearly all the factors that are important to them, with the exception of
value for the money. Interestingly, unlike past visitors, water access and beaches is a
relatively unimportant factor for non-visitors.

BVK

Importance to Non-Visitor IMPORTANT TO

TRAVELER AND SOUTH
HAVEN DELIVERS

Scenic beauty

Easy to get around
Outdoor activities and recreation

outdoor art, performing arts, etc.)

(V]

o

c

®

E (hiking, biking, golf, water sports, etc.) Variety of accommodation options
s ° ¢ (hotels, bed and breakfasts, vacation
‘T T el Inclusive/welcoming atm&phere rentals, etc.)

amily-friendly activities
ﬂq.) y U @ Easy to get to
Water access (beaches, lakes, etc.) —g Local shopping(unique Py . . .
c . ; ¢ Variety of dining options
o | boutiques, local artisans, etc.)
- . L}
% Variety of events and festivals e
T ] ) ® Good value for the money
Unique history

-I-E 9 Arts and cultural activities (museums,

>

o

v

Craft beverages and products

(wineries, breweries, U-Pick Farms, . o IMPORTANT TO
etc.) Year-round activities TRAVELER AND SOUTH
) HAVEN DOES NOT
DELIVER

Q19. Indicate how important each of the listed attributes are when selecting a vacation or trip destination.
Q20. Now, please indicate the extent to which you feel South Haven delivers on each attribute.
Non-Visitors Who are Familiar with South Haven n=253



Non-visitor strongly associate South Haven with a sense of relaxation and show
moderate agreement that it has a sense of ease — a carefree way of life, easy to get
on the water and easy to get around downtown. Past visitors rate South Haven
strongly on all aspects related to relaxation and ease.

BVK

South Haven Brand Perceptions — Agree Completely

93%
South Haven is where you can experience rejuvenation and relaxation
88%
South Haven is a place with a carefree, easy way of life
o)
B Non-Visitor
84%
South Haven is a place where it’s easy to get out on the water
95%

South Haven is a walkable destination with downtown just steps away

from the beach 64%

Q18. Indicate how much you agree or disagree with each of the following statements about South Haven, MI.
Past Visitors n=438 Non-Visitors Who are Familiar with South Haven n=253



The majority of past visitors and non-visitors agree South Haven has a variety of
lodging options and outdoor recreation and has experiences for a variety of
travelers. Fewer non-visitors associate South Haven with multiple beach options.

BVK

South Haven Brand Perceptions — Agree Completely or Somewhat

South Haven has a wide variety of lodging options, from quaint bed and 90%
breakfasts, historic hotels and charming vacation rentals _ 78%
South Haven has a variety of outdoor recreation experiences including 90%
Past Visitor

m Non-Visitor

90%
South Haven'’s experiences appeal to all ages and types of travelers
74%

90%
South Haven offers multiple beach options that are open and accessible
63%

Q18. Indicate how much you agree or disagree with each of the following statements about South Haven, MI.
Past Visitors n=438 Non-Visitors Who are Familiar with South Haven n=253



Past visitors strongly associate South Haven with statements related vitality and
local culture. Non-visitors also rate South Haven strongly on many local culture
and vitality aspects, however fewer non- visitors associate South Haven with
agricultural experiences.

BVK

South Haven Brand Perceptions — Agree Completely or Somewhat

87%
South Haven has a strong sense of local history, arts and culture °
South Haven is a timeless, charming small town where you can experience 95%
95% Past Visitor
South Haven is full of Charmlng local businesses _ 20% B Non-Visitor
_ _ 84%
South Haven’s locals are welcoming and hospitable
South Haven provides experiences to get connected to local agriculture, 88%
including U-Pick Farms, orchards and wineries _ 66%

Q18. Indicate how much you agree or disagree with each of the following statements about South Haven, MI.
Past Visitors n=438 Non-Visitors Who are Familiar with South Haven n=253
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RESPONDENT PROFILE



RESPONDENT PROFILE — PAST VISITORS BVK

Age Gender Race/Ethnicity Level of Education
88%
0,
41% Male, 55%
37%
27%
17% 16% Wik
13%  13% ° ’ 4%
Female, 7% 4% 2% - —
(0]
63% High school or Trade/technical Associate/Some Bachelor's
. . . GED school college degree or
25-34 35-44 45-54 55-64 65+ White Black/ AA HISp?nIC/ All other e
Latino
Day Trip vs. Overnight
Marital Status Household Income
- Presence of Children
76%
for the
0,
day, 23% Has
children, 39%
26% 27%
16% 18%
11% 8% 6% 0
I . [
Stayed Marriedor  Single Divorced/ Other No Under $50K  $50K-$99K  $100K+  Prefer not to
overnight living with separated children, say
’ partner 74%

77%



RESPONDENT PROFILE — NON-VISITORS BVK

Age Gender Race/Ethnicity Level of Education
64%
Male,
29% 9 36%
25% ’ 25% = 32% 32% 26%
21%
Female, 5% 3% > .
57% —
. ) . High school or Trade/technical  Associate/ Bachelor's
White Black/ AA  Hispanic/  All other GED school Some college degree or
25-34 35-44 45-54 55-64 Latino higher
Marital Status Geography ' e
Presence of Children
Has
47% chz;i;en, 48%
(o] 0,
33% 29%  27% 39%
18%
- 2% I I e 12%
H E E = = 1%
. . . No
I\./Iz?rrled. or  Single URTIELY Other \5 . 'z> 0\5\‘) N (\7}\ Q\& {{\\Q} children Under S50K  S50K-S99K S100K+  Prefer not to
living with separated ® ¥ N Q@Q o SN o <

partner o @ of fz}\b v 53% y
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	Those who prefer Everything’s Brighter often attribute it to the portrayal of the dog on the kayak, in addition to overall visual appeal, the beaches and summer fun, that it looks fun and welcoming.
	Finally preference for Stay South is due to its overall visual appeal, fun, happy or welcoming vibe, that it shows a variety of activities, and the portrayal of the beaches and summer fun. 
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	No competitor shows a strong level of familiarity among the general population.
	There is moderate interest among the general population to visit each destination. Interest is highest for Grand Haven, Holland and South Haven. Those from the past visitor list are very interested in returning to South Haven over other destinations.
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	Among those who are interested in visiting or returning to South Haven, summer is the month they are most interested in, however there is interest during the shoulder season as well.
	Slide Number 46
	Among past visitors, South Haven delivers on a variety of important factors – beauty, water access, ease, local shopping and a variety of accommodations. A few factors they feel it delivers less well are an inclusive/welcoming atmosphere, a variety of dining options and good value for the money.
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