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The purpose of this stusdy was to examine and explore the New
England domestic travel market trends, from 1979 through 1991
within the context of generations. The existing travel markets,
who travel 1o New Hngland, are changing by age cohorts and
specifically within different generations. The New England
changes in generational travel patterns do not reflect national
trends. Implications and discussion points were provided.
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Introduction

Evidence indicates that demographic shifts in the population age
structure will affect many businesses and activities, especially
tourism as the population ages and significant portions of the
population have time 10 travel (Research Alert 1990). This will be
particularly true as baby boomers reach older age coborts, The
distinet differences in travel-specific behavior and participation
rates exhibited by changes over time will likely shape future
demand for these activities. Recent studies (Warnick 1992B and
19938 indicated that domestic travel in the New England has
become a mature market. Rather than siiply examine tourism
travel trendds by age coborts, this study examines the generations
as they cycle throogh time and relates their domestic travel
behavior (o the New England Region.

Purpose of the Study

The purposes of this research paper are three-fold: 1) 10 examine
domestiv wavel to New Enpland during the 80x and early 90s
within the context of generations: 2) to determine how participa-
Gon rates i domestic travel within individual age categories
changed over time (from 1979 through 1991)7 (Can watershed
years be identified in a 13 year span?); 3) to determine how
participation rates m domestic travel of generations changed as
these groups passed from one age category into the next (ie.,
from 25 to 34 in 1980 10 35 10 44 in 1990)? Will generational
chiarscieristics and personalities impact upon domestic trave]?

Method

For the analysis of domestic travel, data for this study were
compiled from the aonual surveys conducted by Simmons Market
ch Burean, Inc. (1979 through 1991)1, This research firm
snntatly measures partivipation rates, demographic composition
and media use patterns of a wide variety of leisure, sport and
tuvel activities, The sample sizes range from 15000 adulis
sampled in the carly 8Os 10 over 21.000 adults sampled in 1990,
The data were analyzed over the period from 1979 through 1991
using an average annual adjusted percentage change rate.

L permission to use the travel data base was granted by Simmons
Market Research Bureau (SMRB). Ine. of New York for the
purpeses of this study. The interpretation of the datads the
author’< gnd SMRB is the source,

Other change rate factors were considered {weighted change rate,
moving average, and least squares method), however, this method
was selected due W its wide acceptance. Within this study only
travelers who indicated that they traveled to New England were
included. Excluded from this analysis were travelers who visited
the Mew England from other countries.

The nature of domestic travel and participation reguires the
deseription of three major components of travel demand. First,
domestic travel must be defined. “Domestic travel™ is defined as
“any trip(s) of over 100 miles (one way) within the continental 48
cotenninous 118, states taken in the previous 1 2-month period”
{Stmmons Market Research Burean, Inc. 1991). This definition of
domestic travel includes all types of travel taken which fits the
mileage and regional description; but excludes all types of travel
taken of distances shorter than 100 miles. Second, “market size™
is the “number of people who participate in domestic travel.” This
statistic in and of itsclf it is somewhat less meaningful than a
statistic which more specifically quantifics demand or travel
volume. However, the nature of this data set does not easily allow
a projection of the number of travel days to New England. Third,
“participation rate” is the percent of total adults by descriptor
(total U.S. population or age - such as 18- to 24 -year-olds) who
elected to truvel o New England for any reason as a primary
destination during the pervious 12 months. In this study the
geographic region definition of “New England”™ includes the
states of Maine, New Hampshire, Vermont, Massachusetts,
Rhode Istand and Connecticut.

Ape cohorts in terms of the demographic patterns of travel
include the following categories: 18 to 24; 25 to 34; 3510 44: 45
1o 54: 55 to 64 and 65 and older. Other groupings of age cohorts
inctude young aduits -- 18 to 34; middle aged aduolts -~ 35 to 50;
and mature adults -- 30 and older. ‘The gencrations included were
the Gl Generation (born 1901 to 1924); the Silent Geoeration
(born 1925 1o 1942) the Baby Boom Generation (born 1941 to
1960): the Thirteenth Generation (bomn 19261 to 198 1) and
reference is made to the newaest generation, the Millennial
Generation (born since 1982). The Lost and Missionary
Generations (both bori before 1904) are referred to but are not a
major portion of this study as they are now very few of these
individuals who are active travelers. As generations move
through time, they have been lubeled and huve been found to take
recyele and within each generation a set of traits evolve or also
cycle through time. Thus, as generations are added, they have
been fabeled “idealistic™ tike today's Baby Boomers, “reactive”
like today’s X Generation, “civic” tike the older GI Generation or
the youngest Millennial Generution, or adaptive like today’s
Silent Generation, Currently we are adding a civic generation as
predicted by Strauss and Howe (1991) 1n the Millennial
Generation, The cycle then is idealistic-reactive-civic-adaplive.
Within cach generation, such as the Baby Boom Generation, traits
evolve over dme. For example, Baby Boomers grew up being
“indulged,” then turned inward and becane “narcissistic,” and
now are in 3 “moralistic” mode (note the move to “political
correctness”) and will eventually move into a “visionary” phase.
These generations are based on the works of Strauss and Howe
(1991). The eycle of generations and their specific generational
traits have repeated over time gince the 1300s and the authors
expect these cycles to continue, Strauss and Howe's (1991) works
defines these cycles through such concepts as social moments,
secular crises, and social awakenings. For more details on the
concepts of generations, generational cycles and generational
traits, pleasc see Strauss and Howe, 1991, The generations. their
generation type name and their traits are listed below in Table 1.



Table 1. Generation names, examples and traits.

Type

Generation
Example

Generational
Traits?

Idealist

Reactive

Civic

Adaptive

Baby Boom

Thirteenth / X

GI, Millennial

Silent

Indulged
Narcissistic
Vistonary

Criticized
fon

Pragmatic

Reclusive

Protected {Millenniat)
Heroic
Powerful

Busy @D

Suffocated
Conformist
Indecisive
Sensitive

#The current trait of the generation is underlined for each
generation. Source: Strauss and Howe, 1991,

Age cohorts were fitted to the generations to examine the
domestic ravel behavior specific to the New England Region.
Target regions, or the place where travelers come from, are
defined by Simmons (1991) in four broad areas of the U.S.:

Northeast, South, Midwest and West.
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The data were analyzed using an average annual growth rate
which is defined as the percent change m terms of the sive of the
market or travel volume. Itis derived by taking the current year
numnber (market size or market volume) subtracting the previous
year number and dividing by the previous year number: percent
change from year to year was then averaged over the study period
of 1979 through 1991, Travel market composition is defined as
the percent of the market from each area -- such ag from cach
region.

Selected Findings

Overall Market Conditions for 1979 through 1991

‘The participation rate of all adults selecting New ngland as a
primary destination averaged 3.6% over the decade. An adjusted
annual change rate indicated 4.6% decline per year for the U5,
adult market choosing New England as a primary destination.
This translates into losing about 140,000 1o 150,000 primary
destination travelers per year to the region, The peak year during
this period was 1984 when 6.9 million destination travelers
selected New England as a primary destination, The bottom year
was 1991 when 4.2 million destination travelers selected New
England, Caution must be noted in the overall results as 1991 was
the Gulf War year which had dramatic impacts on the winter
velated travel during this period of the war, This was particularly
harmiul for New HEngland as it retains a significant amount of
travel based on winter recreational sports (i.e., downhill skiing,
cross country skiing, snowmobiling, ete.). (NOTE. For 2 more
complete update of the domestic trave! wemds for New England
by demographic and geographic markets, please sce the Wamick,
1993, “The New England Travel Market: Changing
Demographics and Geographic Markets, 1980 to 19907 7993
NERR Proceedings. pp 205-215.) Those findings may be viewed
as somewhat more stable as the Gulf War yvear was not included
within those caleulations. The region, as a primary destination,
appears to have rebounded in 1992 {these data are not yet fully
available, but preliminary reviews indicate the rebound), The
overall statistics for this section may be found in Table 2.
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Figure 1. Adult participation rates for New England travel destination, 1979-1992.
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Figure 2. New England destination travelers, 1979-1991.

New England’s Demographic Markets
Are the travelers to New England young or old and are there are
prevalent trends noted here? These findings update the author’s
1993 study be adding data from 1979 and 1991. New England
declined as a destination choice for five of the six age cohorts:

e 18 to 24 year olds -~ declined by 7.5%

» 25 to 34 year olds -- declined by 3.3%

» 35 to 44 year olds -- declined by 2.6%

e 45 to 54 year olds -- declined by 2.9%

e 65 and older -- declined by 1.0%

However, New England grew as a destination choice for one of
the six age cohorts:

* 55 to 64 year olds -- increased by “.97%

These data suggest that the New England destination market has
continued to decline. There 1s some indication that age cohorts
changes are more drastic and provides some speculation as to
whether specific generations have indeed contributed to the
overall decline in travel participation.

New England’s Generational Market Trends

A different view of travel to New Lngland may be gained when
generations are examined over time. Is the market changing? Is
New England’s base market becoming older, is the region still
attracting their fair share of younger adults?

There appear to be watershed years evident in these data even
though there has been an overall decline in domestic travel to
New England in the years examined here. Participation rates for
five of the six age cohorts ticked up after 1989. This happens to

gland Primary Destination - U.S. Adult Travelers: 79-91
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be the very point when each generation is neatly confined within
the comresponding 10 year age segments. Por example, in 1989 all
of the Baby Boomers had moved vp one age cohort from “18 to
24" 10 25 to 347 and “25 1o 347 to *35 to 44.” This change,
which appears to indicate a change in the overall decline trend
could then be called a “watershed year” -- a point in time when
the overall pattern changes. Fven within these overall changes,
there may be age specific changes which may provide more
insights into the changes in travel patterns to New England. See
Figure 3 {next page) for changes in travel pattern participation
trends by age cohorts.

The overall rate of decline appears much more pronounced in age
categories under 35; the rates of decline were more than double of
their older counterparts (see “Other Age Cohort” configurations
in Table 2 here). Specifically, rates declined at a rate of nearly 7%
per year for 18 to 24 year olds and over 3% for 25 to 34 year olds.
Rates of age groups over 35 also declined, but they declined at a
slower rate of approximately 3% percent per year or less. The age
category where domestic trave] declined the least was the 55 to
64 and older category. However, the overall problem still
remains. One is looking at static age cohorts; but, we need to look
at generations as they move through time.

Some findings affecting the daw provide insights into how the
dats are affected by the aging population and the movement of
generations through particular age cohorts. For exampie, a look at
the younger generations provides some insights into how people
change their travel behavior over time. In 1979, Baby Boomers
were 35 or under. By 1989, a watershed year, Baby Boomers
were in the 25 - 34 and 35 - 44 year old categories. Within the {8
to 24-year-old category, for example, domestic travel
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Figure 3. New England primary destination, U.S. adult participation rates by age cohort, 1979-1991.

participation rates declined steadily from ‘79 through ‘91. From
‘89 to ‘91, rates increased by 5% for 18 -24 year olds at the
pational level, but, there has been no corresponding change in
participation rates among these young adults traveling to New
England. The “Baby Bust” or “13th Generation™ fully comprised
the 18 - 24 year old cohort after the year 1989.

The “Silent Generation” adults were largely in the 35 to 54 age
categories from 1979 through 1989 then moved ahead into 45
64 year old groups. Their domestic travel bebavior participation
rate declined from 1979 - 1989 in the 35 to 44 age category. In
1979, the New England travel participation rate was 5.4% and it
declined 10 3.1% in 1989. It appears to have rebounded in 1990 at
4.5%. The older half of the “Silent Generation,” age 45 to 54,
experienced a decline in New England travel participation from
§.2% in 1979 to a low of 2.9% in 1989, It, wo, has appeared to
have rebounded to 3.9% in 1990. However, this was the only age
cohort W experience an increase in participation rates for New
England,

Next, the “G.I. Generation™ beld the most stable New England
travel participation rate over the decade when they were age 55 to
64. Their participation rates in 1979 was 4.2% and dropped o its
lowest rate of 2.5% in 1990, but generally held between 3.3% and
4.7%. The “G.I Generation™ moved out of the 55 to 64 age group
and completely into the 65 and older age category by 1989. The
upward trend 10 growing domestic travel in this age category was
iargely fueled by the “G.I Generation™ moving into retirement
years.

The year 1989 was a2 watershed year. This is a positive note for
the domestic rave! industry in New England. Participation rates

120

appear to have rebounded after the 1989 year; however the Gulf
War in 1991 has clouded the picture. Caution must be observed
because participation rates only indicate what percent the overall
population and individual members of age categories participate
and not how frequently they travel. New England’s dominant
demographic market are the 35 to 50 year olds, who have the
highest participation rates and specifically the Baby Boomers
(age 35 to 44).

The Transition of Generational Participation Rates in
Domestic Travel

In this portion of the study. generations were examined during the
transition from one decade 1o the next. The overall participation
change by generation from one decade 1o the next was examined
within the context of three periods(1979 1o 1989; 1980 to 1990
and 1981 to 1991). National domestic travel participation of
declined on average of 9% for these three year groupings
(Warnick 1993A); however, travel to New England overall, was
only off 1.6% on average over these three time periods.

The Baby Boom Generation’s participation rate in New England
destination travel declined at the same or a lower rate. This is a
positive sign. The younger half of the Baby Boom Generation
(those age 25 to 34 in the 90s), had participation rates which
declined less than any other age cohort. This segment of the Baby
Boom Generation has a participation rate which decline -1.1% on
average for these three periods. In fact, from 1980 to 1990, their
ravel participation behavior actually increased slightly. The older
half of the Baby Boom Generation, those age 35 to 44 in the 90s,
had a decrease in participation rates as they aged, but it was not
higher than the overall population participation rate change for
the same period. The “Silent Generation™ which appears to be a



growth market nationally is not as strong in its travel intentions to
New England. The younger half of this generation, those age 45

to 54 in the %0s, had the highest decline in New England
destination based travel of all of the generations. Because the GI
Generation has entered into the 65 and older cohort, not as much

can be read into the changes in the their travel patterns. Howeves
their participation rate change was equal 1o the overall populatiol
change for the region and is much lower than the change at the
national level. See Tables 3 and 4 for changes in participation
rates by generations over the decades.

Table 3. Generational changes in New England domestic travel participation rates: 1979, 1980 to 1990 and 1981 to 1991.

Generation, Age Category and Year 1979 1989 Change

Baby Boom Generation
18 to 24 year olds (79,80,81)
1->25 t0 34 year olds (89,90,91)

25 to 34 year olds (79,80.81)
->35 to 44 year olds (89,20.91)

Silent Generation
35 to 44 year olds (79,80,81)
I->45 to 54 year olds (89,90,91)

45 to 54 year olds (79,80,81)
1->55 to 64 year olds (89,90,91)

G.I. Generation *
55 to 64 year olds (79,80,81)
->65 and over (89,90,91)

Overall Population Travel Rate
Early Rate
-> One Decade Later Rate

4.6%

43%

54%

52%

4.2%

4.5%

2.7%

3.1%

2.9%

4.0%

2.3%

2.8%

-1.9%

-1.4%

-2.5%

-1.2%

-1.7%

1980 1990 Chapgej 1981
3.3% 34%
35% 0.2%

5.8% 4.7%
45% -13%

5.2% 54%
39% -13%

5.1% 5.2%
25% -2.6%

3.5% 39%
26% 09%

4.3% 4.3%
313% -1.0%

1991 Change
1.9% -1.5%
26% -2.1%
30% -24%
32% -2.0%
20% -19%
23% -2.0%

Average Deca
Change Rate

-1.1%

-1.6%

-21%

-1.9%

-1.6%

-1.6%

* The generation change of the GI Generation is report for consistency only; this generation's domestic travel participation rates are
confounded by the presence of two other older generations (those 85+).
Source: Simmons Market Research Bureau. 1979-1991. Study of Media and Markets, Vol. P-4, Travel.

Table 4. Generational diagonal in domestic travel behavior in New England.

.............. The Early 805~ T e Bariy 90s————
Year-—---->>> 1979 1980 1981 1989 1990 1991
Life Stage and
Age Cobon
Elder
65 and Older Lost/GI Lost/Gl Lost/Gl / Gl GI Gl
Trave! Part. Rate 3.1% 23% 3.0% // 23% 26% 2.0%
e
Midiife /
5510 64 Gt a1 o - sitems Silent Silent
Travel Part. Rate 42% 15% 3.9% = 4.0% 2.5% 3.2%
451054 Silent Silent Silent —~ , Silent Silent Silent
Travel Part, Rate $2% 5.2% 5.2% 2.9% 3.9% 3.0%
Rising Adult
3Swa4s Silent Silent Silent - Boom Boom Boom
Travel Part. Rate 54% 5.2% 5.4% ~ 3% 4.5% 6%
251034 Boom Boom Boom ] Boom: Boom Boom
Travel Pari. Rate 4.5% 58% 4.7% 2.7% 35% 1.9%
Youth / d
181024 Boom Boom Boom Thirteenth Thirteeath Thineenth
Travel Part. Rate 4.6% 313% 34% 1 8% 1.9% 1.6%

Source: Simmons Market Research Bureau. (1979, 1980, 1981 and 1989, 1990, 1991). Study of Media and Markets, Vol. P-4, Travel.
Strauss and Howe. 1991. History of America’s Future, 1584 to 2069. New York, NY: William Momrow.
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LAMCEUS IO SNG implications for Kecreation and
Tourism Resource Managers

Trends were evident in the New England Travel Destination
Market from 1979 through 1991. New Eugland has become even
more mature as destination market over the last decade since the
last year's review {Warnick 1993B). The ravel market is not in a
high growth mode and the findings hear appear to be affected by
the Gulf War of 1991. The actual adult participation rate has
declined and the actual number of ravelers is down slightly.
Although New England is without a doubt one of the United
States” most definable or marketable travel destination regions,
the decline can be partially atributed to ch‘mgmg demographics
and travel preferences of different generations.

However, this review of travel by different generations indicates
sume new insights and raises even more questions,

« Why is New England not gaining in popularity with the current
young adults (those 18 to 24 years old)?

* Why is the Silent Gencration not a growth market for New
England as it is at the national level?

* 'The Baby Boomers appear to still be a potentially strong future
markel. Will they come?

s

Can these data be used in predicting the future of travel to New
Fngland?

Trend analysis on an on-going basix is necessary. An analysis of
these data for the period 1979 through 1991 indicated continued
concern over an overall declining market for domestic travel in
New England, Tlowever, the Gulf War and its impact on the 1991
duta provides little comfort that the travel market has not yet fully
rehounded. The addition of two more years of data indicated that
the overall market declined up to 1989, then recovered in 1990
and then declined again in 1991, Was this « reflection of real
market conditions or a spike in the data for 19907 Probably, itis a
commbination of both conditions. Furthermore. an examination of
only year to year change can be miskeading. For example, the
Guif War did influence travel to most all regions in the U.S. ip
1991 and st appesrs to also had substantial impacts on the New
Fngland Regron. The changes must be viewed in an overalf
pattern change.

Murket change over time is apother important travel trend issue
which was exammned here. People who participate in travel
puesyits may change their rates of ravel based on their individuoal
household vonditions. I is very possible thut people who travel
frequentiy one year might not travel as frequently the following
year. Travel reliued behavior, like recreational related hehavior,
may reveal changing patierns over the life span or through age
cohorts or even changes in attitudes about travel as one ages.

This study revealed further changes in the overall market
traveling 1o New England. Fiest, New England uppears to he
{alling out of favor with young adults. This was must evident in

w les to 24 year old segment where the rates declined by over

# per year, This decline was even more dramatic than the 1993

!'imiir;gs indicated { Wamick 19938), The 25 o 34 year market
also declined in participation of traveling to New Fingland by over
3% per year, Both the 35 10 44 and 45 to 54 year old markets
dectined by nearly 3% per year. The 55 10 64 year old segments
increused only xl;ph!! and the 65 and over segment declined by
about 19 Pinally, another view of the data revealed that the
dominant age group for travel to New England are 35 to 44 vear
olds. This age cohort is comprised largely of Baby Boomers in
the 90s.

These treads, if they continue may mean some very basic changes
in how travelers use the resources in New England, If we assume
ihat the region iy losing the more active travelers (vounger age
cofiorts usually have higher participation rates i active
reorestional pursuits than oider coborts) then activities which are
tikely ty grow may include hiking, walking, visiting historic

places and more passive forms of recreation and entertainment.
Activity resource areas which are likely to see declines in
participation may include swimming, skiing., and outdoor
respurce based activities -- such as hunting. snowmobiling., water
skiing, for exanple. These fundamental uses may not be dramatic
changes, but will gradually change. Furthermore, unlike the
naticnal market where the Silent Generation, those 45 to 64, s
seen as a swong growth wavel market in the years ahead, this
market is not growing in its choices of New lngland as a
destination. At the national level, the younger haif or the Silent
Generation i3 the dominant market: however, this generstion’s
travel participation behavior has declined the most in New
England. BEven though New England is Josing its share of younger
travelers, it does appear to he particularly at Jeast stable for the
older half of the Silent Generation -- those 55 (0 64 years old. The
Baby Boomn Generation appears to be onc of the potential growth
markets for New England for the next decade.

New England is not the “hot market” it was a decade ago for
domestic travel. Other regions appear to have marketed their
regions more aggressively and successfully. More of the
Northeast travel market, New England’s primary souvrce of
travelers, have revealed more travel tendencies to other parts of
the United States over the decade {Warnick 1993B). The
aggressive nature of other regions, the revitalization of market
areas, and the overall changing demographic and generational
trave] patiern changes may explain the repositioning of the New
England Region. ¥ arthermore. it m’iy be that New England is
now one of many choices and is losing market shure based on a
growing diversification in the travel market. Furthermore,
husiness travel has slowed with the downlum in the New England
industrial and manufacturing economy.

What are the choices for the wurism and travel industry and
husinesses within the New Hingland? Furst, it must be noted that
there is not high growth in the domestic travel market as defined
within the context of this study. [t continues o be a mature and
declining market. It may be out hastled and repositioped by other
more aggressive and perhaps potentially more attractive
destination chobees. Long term, there are signs that market
conditions may improve. More setivees and an aging population
with more {ree e should help to inerease domestic travel
demand to this region Short term, the growing family market is
particularly promising. New England is positioned near arcas
with large numbers of Baby Boomers with children. Agencies’
positioning statements and plans and market place promotions
should consider the family market. Tt is a viable market and will
be aggressive pursved over the next decade. The rate of decline
was smallest for the younger half of the Baby Boomer market
which is just entering its rsing adulthood years with children
entering the nest. The market is likely to be strong for the pext
decade. The sging population and the increase of older markets is
particularly promising for the New England. While the Silent
Generation does not lovk as strong for New England as the trend
does at the national fevel, the G market may provide some
promixe for the very short term. This market declined the least
after the Baby Boow Generation. New England’s noteworthy
historical, edocation and medical centers alt may combine to
attract more of these travelers to the region.

‘The longer stay behavior patterns of the famnily and okler age
markels does traditfionally mateh well with the typical New
England vacation. Those agencies which depend on a younger
market (i.c.. young adults 18 1 30 for example) must carefully
review the future market potential and understand that this
market's behavior is different than that of the older adults. This
group of young adults belongs to the “Thirteenth or X
Generation™ and it is very different in its travel behavior than was
the older Baby Boom Generation. The personality type of this
Mmmti:‘m is evolving from vne of alienation into pragmatism,
While they Jike to travel, destination choices must offer high

quality and ¢ iting cxperiences at relatively low cost. This group
will beeore pragmatic much more quickly than their older
ceunterparts, the Videalistic” Baby Boomers. Value is key to the
X Geperation die 1o income copstraints. [t is likely that this




market will be one of shorter stays. but perhaps more frequent
trips. They view recreation, jeisure and travel as s right, nota
privilege. The message to them should reflect their culture of
being blunt, {lashy, kinetic, *“MTVish™, pragmatic and survival-
istic {Warnick 1993 A and Strauss and Howe 1991, One mway
learn how responsive this market is by watching the clues of how
the market is targeted in the advertising world over the next
decade.

With no strong growth patterns in the domestic market, recreation
and tourism businesses must seek to balance market demand
throtgh either new markets or return markets. Furthermore,
businesses must recognize that travel just does not “happen”
anymore. Today's travelers have a diverse menu of national and
international travel destinations to chose from during their free
time. Heavily discounted atrfares may prompt some travelers to
go to mwore distant locales. Baby Boomers are a market who
change their loyalties quickly. A decade ago they were called
“Yuppies” and were buying big ticket iterns (BMW5, condos on
the beach, wine coolers, ete.). They indulge in the fast lane of life.
Today, this same generation is moving into family life, trying to
juggle the same pace for Life. but beginning to slow down. The
items which they purchase may still be expensive, but they are
indeed different (mint-vans: Legos™; fruit juices, ete.). They are
rapidly moving to healthier lifestyles. ‘They have realigned their
life perspectives and are ““downshifting” in order to simplified
their hectic schedules. These cultural, generational and lifestyle
changes will impact on their vacation desires, too. Once fast
paced, exciting vacations were the draw for them. Today. stress
reduction, healthy-orientation, and family experiences may be the
draw. Time changes markets and markets change in their desires.

Tourism and recreation businesses can no longer expect to benefit
from growth markels where a new customer base is constantly
replaced with another costomer base. Mature market conditions
spur customer retention strategies and market share competitive-
ness. In other words, these businesses must work hard to retain
their current patrons because other firms will be seeking to draw
them away. It simply will be a more competitive tourism
marcketplace in New tngland in the 90s,

This review of domnestic travel within the geperational context of
travelers to the New Hogland destination area provides new
insights and how the market conditions for the 1990s may be
evolving. National trends can be misleading within a regional
context. The changes i the national travel market were not
duphicated in the New [ngland travel market. However, closer
and more intense monitoring of travel trends, both domestic and
Iocalized, is still needed. Much is stil not known about the inner
travel patterns within New England or about the travel volume of
each of these segments examined here. But, travel patterns have
evolved and the New England travel market is much different
than it was just one decade ago.
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