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EXECUTIVE SUMMARY  

The goals and objectives of this Joint Effort Marketing Year 1 Destination grant were to 

determine the economic impact of Ice Age Trail ÜÚÌÙÚɯÈÕËɯÝÖÓÜÕÛÌÌÙÚɯÛÖɯÛÏÌɯ2ÛÈÛÌɀÚɯÌÊÖÕÖÔà on 

an annual basis; determine the estimated number of users enjoying the Trail annually ; and 

review and revise the existing brand identity, positioning and brand promise based on market 

research conducted to better understand the Ice Age Trail users ɬ in short,  the customers. 

The Ice Age Trail Alliance (IATA) is a non -profit, volunteer - and member-based organization 

headquartered in Cross Plains, Wisconsin. Its mission is to create, support and protect the Ice 

Age National Scenic Trail, a thousand-mile footpath tracing Ice Age formations across 

Wisconsin. More than 3,000 members nationwide support the IATA in the completion of its 

mission through on -the-ground work and  financial gifts.  

The Ice Age Trail, one of only 11 National Scenic Trails in the United States, is a thousand-mile 

footpath highlighting Wisconsin's world -renowned glacial heritage and scenic beauty. It  

meanders through 31 counties and numerous communitie s across the State and provides all the 

vital elements that hikers, backpackers, trail runners, birders, and other outdoor recreation 

enthusiasts seek out when participating in their outdoor pursuits , including entertainment, 

heritage area attractions, natural beauty, diverse terrain, dining and the overall visitor 

experience.  The Trail  route takes visitors through some of Wisconsin's most scenic landscapes, 

highlighting mature forests, expansive pra iries and thousands of lakes and rivers. A variety of 

geological landforms, associated almost exclusively with glaciations, are better seen in 

Wisconsin than anywhere in the world.  

The Ice Age Trail is  designated for walking, hiking, backpacking , trail run ning  and 

snowshoeing over a wide range of distances and landscapes. Much of the Trail offers solitude, 

but occasionally it takes adventurers right down the main streets of Wisconsin communities , 

both large and small. Whether a person is seeking a short stroll over gentle terrain or a multiday 

deep-woods adventure, there is a segment of the Ice Age Trail for all.  

Responses collected from more than 1,010 trail users through online, mail, and field surveys at 

various access points along the Ice Age Trail were used to estimate current patterns of visitor 

spending as well as the total statewide and local economic impact of trail users, volunteers and 

outdoor enthusiasts. Surveys conducted and referenced in the study included the University of 

Wisconsin-Whitewater  Fiscal and Economic Research Center (FERC), Tourism Economics and 

the 2011 Wisconsin Statewide Comprehensive Outdoor Recreation Plan (SCORP). Visitor 

spending profiles used in the proprietary V2 T model were developed for two visitor segments: 

trail users and IATA volunteers  traveling on day trips and/or overnight trips involving stays in 

local hotels or lodging  throughout the Ice Age Trail.   

The culmination of these user surveys provides the economic model and findings used within 

this report. Results indi cated that 71.2 percent of respondents are involved in outdoor recreation 

and silent sports on a daily or  weekly  basis and are highly motivated and committed  
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individuals.  Eighty -nine percent of users have some form of post-secondary education, 60 

percent have a household income greater than $50,000, and finally, users  spend an average of 

$50-100 on meals, etc. during their silent sport trip .   

Based on the proprietary V2T Model, the estimated 2012 economic impact of the current 

1,252,685 visitors to the Ice Age Trail  region  is 1,481 full -time equivalent jobs that tend 

toward the tourism industry. Estimated labor income of $35,413,364 contribute s $113,961,357 

in direct sales from Ice Age Trail visitors to statewide and local economies. These results 

highlight  the significance of the tourism and subsequent economic impacts that Ice Age Trail 

users generate in the State of Wisconsin. 

Acknowledgements 

We would like to acknowledge the contributions of the many people who have helped bring 

this study to its complet ion.  Economic Development Partners (EDP) gratefully acknowledges 

the excellent support of the staff at the Fiscal and Economic Research Center (FERC) at the 

University of Wisconsin -Whitewater with special thanks to Professor Russ Kashian, Professor of 

Economics, who collected and organized much of the data and information requested. We 

express sincere gratitude to all volunteers who dedicated over 300 hours of their time to 

collaborate and compile the tourism inventory data used in this report.  We also thank Celtic, 

Inc. of Brookfield, Wisconsin. I n collaboration with the Ice Age Trail Alliance, partner support 

has been critical to the success of the JEM Destination Year 1 Grant. 

 

 



 Joint Effort Marketing ð Ice Age Trail Alliance| Wisconsin| December 2012 

  

Economic Development Partners, LLC | www.edpwi.com | (608) 712-1980 5 

INTRODUCTION 

The Ice Age Trail, one of only 11 National Scenic Trails in the United States, is a thousand-mile 

footpath highlighting Wisconsin's world -renowned glacial heritage and scenic beauty.  It 

meanders through 31 counties and numerous communities across the State (See Appendix A -

Ice Age Trail Map). The Ice Age National Scenic Trail represents value to the residents of 

Wisconsin in many ways: valuable conservation, cultural interpretation, quiet recreation and 

glacial history. The Ice Age Trail also has a significant economic impact on the State of 

Wisconsin, the Upper Midwest and the nation. Ice Age Trail users spend hundreds of 

thousands of dollars with local businesses every year, creating jobs and contributing to the 

economic vitality of the communities border ing the Ice Age Trail. The Ice Age Trail Alliance 

(IATA) promotes a  ɁÉÜàɯÓÖÊÈÓɂ principle to help sustain businesses in these communities. The 

objective of this study and market research was to determine the value of expenditures and 

revenues that result from new and existing Ice Age Trail segments. 

The Ice Age Trail is built and maintained largely by volunteers. Each year,  thousands of 

volunteers donate tens of thousands of hours toward making the Ice Age Trail a premier hiking 

trail. In 2012, more than 2,100 volunteers dedicated 69,895 hours of their time to the Ice Age 

Trail . At the $21.79 Independent Sector rate for a volunteer hour, that i s an economic 

contribution valued at more than $1.5 million . 

Protecting the Ice Age National Scenic Trail is accomplished with a mosaic of partners, 

including  private donors, landowners, businesses, non-profit  organizations and city, county , 

state and other municipal  governments. The Ice Age Trail is indeed a partnership. The National 

Park Service, the Wisconsin Department of Natural Resources and local units of government 

provide funding ɭ in most cases, favorably leveraged with private resources ɭ to assure 

success in moving the Ice Age Trail toward completion.  

The IATA wants to never lose sight of the most important  beneficiary of the Ice Age Trail ɭ the 

users. An estimated 1,252,685 users visit the Ice Age Trail based on the field survey results.  

They take many forms: hikers, walkers, birders, wi ldflower enthusiasts, runners, scouts, and 

countless more. For these users, the Trail is a convenient, inexpensive opportunity for improved 

health and fitness, outdoor education and peaceful relaxation . More than 3.4 million 

Wisconsinites live within one hour of the Ice Age Trail , and regionally , roughly 18 million 

Amer icans live within a two -hour drive of the Trail.  

Project Overview 

The goals and objectives of this Joint Effort Marketing research ini tiative is threefold: (1) to 

unearth and revise a statewide brand for the Ice Age Trail, (2) conduct market research that will  

become the foundation for implementing the new brand, and (3) to evaluate the economic 

impact of the Ice Age Trail users and volunteers on an annual basis and to determine the 

estimated number of users enjoying the Trail annually.  



 Joint Effort Marketing ð Ice Age Trail Alliance| Wisconsin| December 2012 

  

Economic Development Partners, LLC | www.edpwi.com | (608) 712-1980 6 

The Ice Age Trail Alliance has not been marketed as a region with consistency or with a 

distinctive brand identi ty. In addition, since the number of annual users of the Ice Age Trail 

had not been previously  quantified, the economic impact  of the Trail was unknown.   

Market research was conducted across a four -state region that focused on exploring the 

atti tudes, behaviors and spending patterns of potenti al tourists, visitors and volunteers of  the Ice 

Age Trail. This information would then be used to vali date what marketing and branding 

strategies are needed to develop the Ice Age Trail as a more cohesive tourism destination and 

brand. 

It was the goal of this project to define a brand promise that will  convey the essence and 

commitment of the Ice Age Trail to the traveling public and develop a brand strategy that would  

provide the coll aborative architecture for partners and stakeholders to develop and implement 

their economic development and tourism ini tiatives aimed at Ice Age Trail users.  

Project Goals  

É Research Ice Age Trail user profiles and spending patterns ɬ identify target m arkets 

É Recommend hiking tours/i tineraries planning  and development to align with u ser profiles 

É Engage area partners, Alliance  members, chapters and volunteers ɬ online survey  

É Implement and measure quantitative and qualitative market research p lan 

É Estimate economic impact of the Ice Age Trail users and volunteers on an annual basis 

É Recommend a marketing and branding p lan for the Trail  

Economic Impact of the IATA Volunteers  

3ÏÌɯ3ÙÈÐÓɀÚɯÝÖÓÜÕÛÌÌÙÚ contribute  a positive economic impact that reaches local economies 

before, during and long after on -the-ground trail construction occurs. The impact begins with 

the land acquisition process. The staff of the Ice Age Trail Alliance, state, federal and numerous 

other partners identify land opportunities with willing sellers. The process employs not only 

these staff but professional service providers. Surveyors, appraisers, realtors and other local 

businesses are also engaged.  

Trail development is the next step in the ladder of economic development. Quiet travel dollars 

and professional contracted services flow into the community. Trail -building projects have a 

substantial and diverse impact in local communities. As many as 350 volunteers arrive for 4 - to 

7-day projects. Each travels to the site at his or her own expense and invests personal dollars 

into the local economy. They buy groceries, fuel, beverages, meals and frequent local 

businesses. A strong ethic exists within the organization to buy local for lumber, sanitation, 

catering, hardware and construction services. 
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One mile of trail construction equates to an investment of $30,000 in local economies.  Though 

a constructed mile of trail takes varying amount of tim e given numerous complexities, f ive 

hundred or more trail miles are left to complete. Six hundred miles require ongoing 

maintenance. The substantial economic impact of the Ice Age National Scenic Trail is real. The 

IATA continues to invest in local economies as they manage, maintain and improve the Trail 

and the land on which it is built.  

The Ice Age Trail Alliance has been a Wisconsin corporation for over 50 years with its 

headquarters in Cross Plains. Employing a staff of 9, the Ice Age Trail Alliance contributes  to 

local communities through property taxes, contracted services and other investments every day.  

The Ice Age Trail Alliance volunteers have a positive economic impact on the State: 

É In 2012, 2,184 volunteers dedicated more than 69,896 volunteer hours to the Ice Age Trail. 

These numbers represent a consistent growth in both number of volunteers and hours 

contributed.  

É At the $21.79 Independent Sector rate for a volunteer hour , that is an economic 

contribution valued at more than $1.5 million  for IATA vo lunteers alone. 

É Create jobs 

É Provide diverse recreation and conservation activities  

É Provide educational opportunities  

É Implement y outh engagement programs 

É Promote environmental stewardship and community 

service Ɂ'ÐÎÏɯØÜÈÓÐÛàɯÈÕËɯ

accessible outdoor 

recreation builds 

healthy commun ities, 

provides numerous 

health benefits to 

citizens, and allows 

Wisconsinites to enjoy 

ÛÏÌɯÚÛÈÛÌɀÚɯÔÈÕàɯ

ÕÈÛÜÙÈÓɯÙÌÚÖÜÙÊÌÚȭɂ 

SCORP 2012 
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Results of the Project 

Market research was implemented by online and mail  surveys to over 1,000 current and 

potenti al Ice Age Trail visitors  spanning across Wisconsin, Ill inois, Minnesota and Iowa. 

Participants were encouraged to contribute information, perceptions and opinions that related 

to any Ice Age Trail location. 

Participants acknowledged that the top three reasons they travel to the Ice Age Trail is to use 

the beautiful Trail (30.2 percent), traveling for a leisure trip (22.4  percent) and to enjoy the 

outdoors (16.5 percent). The extensive natur al beauty and Trail that support s their sil ent sports 

are important draws to the area and should be used as assets. However, equally  import ant was 

ÙÌÚ×ÖÕËÌÕÛÚɀ lack of knowledge about the Ice Age Trail. Working jointly along the Trail to 

promote the whole region and evenΠextending outside of the communities  is desirable to draw 

tour ists to the area. 

Key Findings 

É What opportuniti es does the Ice Age Trail  in Wisconsin provide for tourists? 

Visitors to the Ice Age Trail come for the beauty of enjoying the unique natural resources, 

enjoying hiking and outdoor activities, to exercise for health, wellness and fitness experiences 

that provide a new adventure around every bend. The trip is never the same, and they can 

enjoy it in any season. 

The region offers visitors authentic experiences. The Ice Age Trail, a thousand-mile 

footpath , highlight s Wisconsin's world -renowned Ice Age heritage and scenic beauty. 

É What demographic groups(s) should be targeted? 

The culmination of these visitor surveys indicated that 71.2 percent of respondents are 

involved in outdoor recreation and silent sports on a weekly or daily basis and are highly 

motivated and committed, 89 percent of the trail users have some form of post-secondary 

education, 60 percent of the users come from a household whose income is greater than 

$50,000, and outdoor recreation/silent sport enthusiasts spent an average of $50-100 on 

meals, etc. during their silent sport trip.  Nearly 93 percent were repeat users and used the 

Trail an average of 10.26 times per year. The participation rate among users who live in 

communities with designated access to the Ice Age Trail is higher than those without easy 

access. 

From the market research gained from both the field  and online surveys uncovered two 

specific target demographic groups that IATA  should  concentrate their marketing to. 

1 The f i rst group of potential users i s f rom 31 ɬ 45 years old, wi th an annual  

i ncome of  $40,000ɬ59,000. They are highly motivated, committed and enamored 

with the Ice Age Trail. The highest percentage of hikers is between the ages of 35 

to 44 with  an average age of 38. Many of these trail users have some form of 
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post-secondary education, and when they travel, they make their  travel 

decisions based on online research, word-of-mouth (family and friends), and 

checking tourism activi ties that relate to their interests and activities they enjoy. 

Many of these visi tors enjoy the specialty  foods, breweries, wineries and artisan 

cheeses of the region and spent an average of $50 ɬ 100 on meals during their 

visit.  

This group enjoys dining out at quality  restaurants that feature local and regional 

foods, enjoys outdoor activi ties and shopping. 

2 The second group is from 18 - 30 years old , with an annual income of  less than 

$40,000. This group is growing and more young  people are making outdoor 

recreation, silent sports like hiking and trail running part of their fit ness routine 

and part of their lifestyle. They are classified as outdoor enthusiasts that have a 

passion for adventure seeking, enjoying outdoor recreation, various silent sports 

and extreme sports. In this age group, many use technology to connect to the 

outdoors; more than 60 percent of this age group uses technology to search for 

information  about outdoor recreati on, including online research, social media, 

blog sites and QR codes. The Ice Age Trail provides vital elements that silent 

sport enthusiasts are looking for when partici pating in their sports  including 

natural beauty, terrain, relax ing environment, and the overall  experience 

build ing a lifelong bond between them and the outdoors . The Ice Age Trail has 

an abundance of silent sports activities for this group and should be marketed 

as such. 

Research shows that to foster the next generation of outdoor enthusiasts and 

environmental stewards, we must continue working together to engage young people in 

the outdoors. Using the findings from the 2011 Outdoor Recreation Participation Report  

and the Silent Sports 2011 Survey, we can identify trends in participation, understand what 

motivates people, and begin to build a strong bond between our young people and the 

outdoors.  

É Which geographic locati ons are primary and secondary target mark ets? 

The market research indicates Madison, metropolitan Milwaukee,  and northern Ill inois are 

the primary target markets for the region. Secondary markets include  Minnesota and Iowa. 

É What percentage of users stay overnight during their trips?  

¦ Fifty -one percent stayed overnight among the trail users surveyed , and they stay 

an average of 2.88 nights. Nearly 52 percent stay in campgrounds and about 16 

percent stay in hotels. 

¦ Forty-nine percent were day trippers, enjoying the trail for the day and then 

returning home . 

É What is current brand recogniti on for the Ice Age Trail  among potenti al  and current users 

ɬ What attributes come to mind ? 
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The market research indicates how touristsΠgenerallyΠperceive the Ice Age 

Trail  region and what it means. For those who have traveled and visited the 

region, they reported the following when asked what attributes come to 

mind when they think of the Ice Age Trail.  

 

The primary answer to this question was how people feel about the Ice Age Trail. 

Key words included beautif ul, peaceful, quiet, relaxing and serene. 

The secondary answer to this question is about the natural beauty of the Trail . 

 

However, visitors who had not traveled to the region  reported that they either did not  

know what the Ice Age Trail meant or were unaware of the unique attributes of the Trail 

and surrounding area . Given this information, the primary focus of the marketing program 

for the Ice Age Trail would be to launch a strong and consistent branding and educational 

campaign to better educate all visitors and users of the uniqueness and adventure that the 

Ice Age Trail offers ɬ ȿ3ÈÒÌɯÈɯÞÈÓÒɯÛÏÙÖÜÎÏɯÛÐÔÌȭɀ 

É What is name recogniti on for the Ice Age Trail  among potenti al  and current  tourists? 

The objective of this branding study and ini tiative was to evaluate the existing Ice Age Trail 

brand based on the market research conducted among the current and potential users, 

volunteers and stakeholders. Develop a brand platform , identity, positioning and a  tagline to 

create an overarching regional brand that reflects the uniqueness of the Trail  further  needs 

to be honest, relevant and clearly arti culated to move the Trail  experience from good to 

great. 

É Which att ributes or characteristi cs of t he area resonate the most with t ourists? 

The attributes that the survey participants described about the Ice Age Trail were: 

¦ Beautiful - Stunning views. Breathtaking experience. 

¦ Natural - Step into the icy past of Wisconsin and see the beauty of the state. 

¦ Peaceful - Serene. Tranquil. Relaxing. Connect to the land. Escape. 

¦ Adventure - What lies ahead around the next bend? Never the same trip. 
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RESEARCH OBJECTIVE  

 

The goal of this study was to conduct market research about both the socioeconomic and 

lifestyle preferences to better understand the current users and attract new users to the Trail by 

allowing IATA  to make decisions regarding the use of their resources to expand usage of the 

Trail and increase the beneficial impact of tourism on the partnering communities that border 

the Trail in the State. 

The research objective was to emerge from this project with a clearly aligned and defined 

brand identity, promise, and tagline that will  convey the ( 3 ɀÚɯcommitment to the traveling 

publi c as well  as a brand blueprint that will  provide the coll aborative architecture for  the brand 

positioning for staff , partners, stakeholders and communities to implement within their economic 

development and tourism ini tiatives. 

TheΠmarket research was focused on explorin g the atti tudes and spending behaviors of 

potentialΠusers. Vali datin g informati on in order to proceed wi th aΠbranding and marketing 

campaign based on current and accurate data includes the following:  

É Ice Age Trail user surveys and profiles - target markets 

É Hiking tours/itineraries  - developed to align with user profiles in Year 2 

É Engage area partners through  online surveys ɬ restaurants, hotels and convenience stores 

É Survey the Ice Age Trail Alliance members, volunteers, and supporters through an online 

survey 

É Estimate annual usage of the Ice Age Trail 

É Estimated economic impact of the Ice Age Trail 

É Qualitative and quantitative market research  results ɬ field surveys, mail and online survey  

results 

É Recommendations ɬ next steps 

É Tracking plan ɬ Year 3 
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WISCONSIN TOURISM / OUTDOOR 

RECREATION  

6ÐÚÊÖÕÚÐÕɀÚɯÛÖÜÙÐÚÔɯÌÊÖÕÖÔàɯpicked up steam in 2011 with an impact on the state of $16 

billion, an increase of 8 percent from $14.8 billion in 2010 according to research conducted by 

Longwoods International.  Over 94 million people v isited the state, up two years in a row .  

Tourism also supported 181,000 jobs and $4.4 billion in personal income.  Fully one in 13 jobs in 

Wisconsin relies on tourism.  Lodging sales increased 18 percent from the lows of 2009 at the 

height of the recession.  Visitors generated $1.3 billion in state and local revenue and $950 

million in federal taxes in 2011 saving the Wisconsin taxpayers nearly $545 per household.  

The 2011 tourism campaign motivated more than 2.1 millio n visits in the summer and fall and 

generated an additional $257 million in tourism spending and $22 million in tax revenue 

according to Longwoods International, a tourism consulting firm that conducted the study for 

the Department of Tourism.  For every $1 the department spent on the $3.5 million advertising 

campaign, $5 was returned to state and local governments in incremental tax revenue.  The 

department received a nearly 20 percent increase in appropriation for fiscal years 2011-12. That 

increase came at a critical juncture when the tourism economy was showing signs of 

rebounding from a prolonged recession.  

Longwoods International is a globally recognized leader in travel research with over 30 years 

of experience with hospitality clients.  (See more of the Wisconsin Tourism 2011 Data in 

Appendix B) 

Key Results for 2011 

É The Wisconsin tourism recovery accelerated in 2011 with a 7.6 percent rise in visitor 

spending after a 7.9 percent increase in 2010. 

É Visitor volumes rose for a second straight year with 95.4 million  people visited Wisconsin 

in 2011.  

É Growth in overnight visitation remains strong. Domestic overnight visitation grew 3.7  

percent buoyed by strong room demand growth of 3.6  percent in 2011.  

É Per trip spending rose as gas prices rose and other tourism providers started to recoup 

recessionary price cuts.  

É Visitor spending of $10 billion generated $16 billion in total business sales in 2011.  

É The visitor economy represents a significant source of business sales, employment, and 

taxes in Wisconsin. 

É Total touris m business sales of $16.0 billion in 2011 sustained 181,000 jobs, both directly and 

indirectly.  
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É These jobs represent 7.8 percent of total employment in Wisconsin; one in every 13 jobs in 

the state is sustained by tourism activity.  

É Including indirect and i nduced impacts, tourism in Wisconsin generated $1.3 billion in state 

and local taxes and $950 million in federal taxes last year.  

É In the absence of the state and local taxes generated by tourism, each Wisconsin household 

would need to pay $565 to maintain the current level of government services.  

Active Outdoor Recreation Creates Economic Growth 

Americans spend money, generate jobs, and support local communities when they get 

outdoors.  Simple, healthy outdoor activities such as hiking, camping, paddling or bird/wildlife 

viewing generate enormous economic power. 

The State of Wisconsin offers spectacular recreation opportunities along the Ice Age Trail that 

bring in tourist dollars from out -of-state outdoor recreation enthusiasts. According to a report 

generated by The Outdoor Foundation , a non-for-profit foundation established by the Outdoor 

Industry Association,  6ÐÚÊÖÕÚÐÕɀÚɯÈÊÛÐÝÌɯÖÜÛËÖÖÙɯÙÌÊÙÌÈÛÐÖÕɯÌÊÖÕÖÔàȯɯ 

É "ÖÕÛÙÐÉÜÛÌÚɯÖÝÌÙɯȜƝȭƛɯÉÐÓÓÐÖÕɯÈÕÕÜÈÓÓàɯÛÖɯ6ÐÚÊÖÕÚÐÕɀÚɯÌÊÖÕÖÔà 

É Supports 129,000 jobs across Wisconsin 

É Generates $570 million in annual state tax revenue 

É Produces $7.5 billion annually in retail sales and services across Wisconsin ɬ accounting for 

nearly 4 percent of gross state product 
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Wisconsin has a large base of active outdoor recreation enthusiasts: 

  

Activity Category  

Number of 

Participants  

% of 

Population  

 
CAMPING  

Ɉ RV camping at a campsite 

Ɉ Tent camping at a campsite 

Ɉ Rustic lodging  

 

1,133,121 

 

27 % 

 

 

FISHING  

Ɉ Recreational fly  

Ɉ Recreational non-fly  

 

909,947 

 

20 % 

 HUNTING  

Ɉ Shotgun 

Ɉ Rifle 

Ɉ Bow 

 

578,004 

 

13 % 

 

SNOW SPORTS 

Ɉ Downhill skiing  

Ɉ Snowboarding  

Ɉ Cross-country  or nordic skiing  

Ɉ Snowshoeing 

 

530,253 

 

13 % 

 

TRAIL  

Ɉ Trail running on an unpaved trail  

Ɉ Day hiking on an unpaved trail  

Ɉ Backpacking 

 

 

1,040,242 

 

25 % 

 
WILDLIFE VIEWING  

Ɉ Bird watching  

Ɉ Other wildlife  watching  

 

2,159,000 

 

48 % 

 

http://www.schuylkillriver.org/Camping.aspx
http://www.schuylkillriver.org/Hiking.aspx
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County 2010 2011 2010 2011 2010 2011 2010 2011 2010 2011

Wisconsin $9,197.3 $9,897.7 180,608     181,369     $4,292.2 $4,418.5 $1,202.1 $1,270.9 $917.6 $951.7

Adams County $166.9 $177.5 2,427          2,360          $44.4 $47.1 $21.4 $22.4 $14.7 $15.7

Ashland County $28.6 $29.3 586             559             $11.6 $11.2 $4.0 $4.1 $2.7 $2.6

Barron County $76.9 $81.2 1,377          1,344          $26.6 $26.7 $9.2 $9.6 $5.5 $5.5

Bayfield County $38.9 $38.5 653             599             $10.7 $10.0 $5.2 $5.2 $3.4 $3.3

Brown County $480.0 $536.9 10,949        11,339        $367.0 $383.3 $76.5 $82.2 $93.2 $97.9

Buffalo County $8.5 $9.2 173             173             $3.3 $3.4 $1.1 $1.1 $0.6 $0.6

Burnett County $21.9 $21.5 422             384             $6.6 $6.2 $2.9 $2.9 $1.7 $1.6

Calumet County $23.2 $23.8 620             609             $11.1 $11.4 $3.2 $3.3 $1.8 $1.8

Chippewa County $66.2 $75.2 1,296          1,341          $26.2 $27.4 $8.2 $8.8 $4.4 $4.6

Clark County $22.1 $23.3 354             349             $6.1 $6.1 $2.5 $2.6 $1.4 $1.4

Columbia County $88.3 $106.0 1,585          1,747          $29.8 $33.0 $11.9 $13.2 $6.9 $7.7

Crawford County $33.0 $37.2 681             713             $11.7 $12.4 $4.9 $5.3 $3.2 $3.4

Dane County $817.7 $893.7 18,688        18,984        $467.1 $484.3 $114.5 $121.9 $90.6 $94.8

Dodge County $57.9 $60.4 1,383          1,352          $29.5 $29.9 $7.6 $7.8 $5.1 $5.1

Door County $266.9 $271.2 3,121          2,921          $64.8 $62.3 $29.8 $30.7 $20.2 $19.9

Douglas County $65.5 $69.8 1,218          1,182          $23.9 $24.1 $8.5 $8.8 $5.8 $5.9

Dunn County $36.5 $39.2 809             819             $14.9 $15.3 $5.0 $5.3 $3.1 $3.2

Eau Claire County $166.8 $184.9 3,879          3,971          $81.2 $84.3 $23.2 $24.8 $15.5 $16.2

Florence County $4.0 $4.2 89                87                $1.3 $1.4 $0.5 $0.5 $0.2 $0.2

Fond du Lac County $84.4 $103.6 2,146          2,368          $46.5 $50.7 $12.5 $14.1 $8.0 $9.0

Forest County $10.7 $10.9 221             212             $2.9 $2.7 $1.5 $1.5 $0.8 $0.8

Grant County $39.7 $40.0 950             896             $18.8 $18.7 $5.1 $5.2 $3.1 $3.0

Green County $31.0 $35.5 746             745             $15.6 $15.9 $4.3 $4.5 $2.6 $2.7

Green Lake County $28.9 $32.7 687             716             $12.0 $12.9 $4.6 $4.9 $2.8 $3.1

Iowa County $29.2 $29.6 432             418             $10.1 $10.2 $2.9 $3.0 $1.6 $1.6

Iron County $16.6 $17.2 269             259             $4.5 $4.5 $2.2 $2.2 $1.4 $1.4

Jackson County $28.7 $30.7 517             557             $8.2 $8.9 $3.8 $4.2 $2.2 $2.4

Jefferson County $77.0 $78.9 1,655          1,600          $34.5 $34.2 $9.5 $9.7 $5.9 $5.8

Juneau County $53.4 $51.4 726             672             $12.4 $11.5 $5.7 $5.8 $3.3 $3.1

Kenosha County $144.0 $155.8 2,846          2,860          $63.8 $65.5 $17.4 $18.4 $11.7 $12.1

Kewaunee County $12.8 $15.3 276             288             $4.2 $4.5 $1.8 $1.9 $0.9 $1.0

La Crosse County $181.8 $193.7 3,828          3,813          $83.2 $84.6 $24.4 $25.6 $17.3 $17.7

Lafayette County $10.6 $11.7 201             206             $2.9 $3.0 $1.4 $1.5 $0.8 $0.8

Langlade County $37.8 $42.1 508             509             $9.5 $10.0 $4.1 $4.3 $2.3 $2.4

Lincoln County $39.6 $44.9 651             656             $12.1 $12.5 $4.6 $4.8 $2.5 $2.6

Manitowoc County $93.1 $105.1 2,091          2,188          $39.6 $42.1 $13.7 $14.8 $8.9 $9.6

Marathon County $181.9 $194.7 3,985          3,966          $84.1 $85.5 $24.4 $25.6 $16.4 $16.7

Marinette County $115.7 $123.6 1,611          1,561          $29.7 $29.8 $12.8 $13.3 $8.0 $8.1

Marquette County $16.0 $18.1 273             285             $4.1 $4.3 $2.2 $2.3 $1.2 $1.3

Menominee County $2.0 $2.1 49                49                $0.6 $0.6 $0.3 $0.3 $0.2 $0.2

Milwaukee County $1,467.5 $1,573.9 29,366        29,658        $930.4 $963.8 $186.8 $198.2 $189.7 $198.4

Monroe County $58.7 $70.9 1,055          1,198          $19.7 $22.3 $8.1 $9.2 $4.9 $5.6

Oconto County $64.5 $70.0 834             843             $14.2 $14.9 $6.8 $7.3 $3.8 $4.1

Oneida County $179.1 $176.0 2,256          2,048          $45.0 $42.8 $18.2 $18.3 $11.4 $11.0

Outagamie County $260.1 $283.3 6,217          6,265          $137.3 $141.9 $36.5 $38.6 $24.0 $25.0

Ozaukee County $71.1 $74.3 1,890          1,873          $46.8 $47.7 $9.5 $10.0 $7.0 $7.1

Pepin County $4.5 $4.9 97                96                $1.7 $1.8 $0.6 $0.6 $0.3 $0.3

Pierce County $21.8 $23.4 406             407             $7.6 $7.7 $2.7 $2.9 $1.7 $1.7

Polk County $70.1 $69.4 1,070          993             $19.7 $18.7 $7.5 $7.6 $4.5 $4.3

Portage County $92.5 $98.3 2,074          2,056          $40.5 $40.8 $13.2 $13.8 $8.9 $9.0

Price County $19.6 $17.3 402             337             $5.8 $5.2 $2.5 $2.4 $1.4 $1.3

Racine County $185.2 $203.7 3,886          3,962          $90.7 $93.9 $23.2 $24.8 $15.4 $16.1

Richland County $15.2 $16.8 304             310             $5.9 $5.9 $2.0 $2.1 $1.2 $1.2

Rock County $159.4 $174.9 3,428          3,516          $73.4 $74.9 $20.7 $22.1 $13.5 $13.8

Rusk County $17.7 $21.2 359             379             $6.7 $7.1 $2.5 $2.7 $1.5 $1.6

St. Croix County $69.4 $74.4 1,622          1,584          $32.4 $32.7 $9.6 $9.9 $6.3 $6.3

Sauk County $754.2 $809.6 10,495        10,449        $195.0 $204.1 $96.3 $101.8 $63.0 $66.7

Sawyer County $72.7 $71.7 1,029          945             $20.3 $19.3 $8.8 $8.9 $6.1 $6.0

Shawano County $53.1 $52.7 940             876             $16.4 $16.0 $6.3 $6.4 $3.8 $3.7

Sheboygan County $169.7 $180.2 3,362          3,308          $69.5 $66.3 $22.8 $23.6 $16.1 $15.0

Taylor County $22.2 $22.3 375             352             $6.5 $6.4 $2.5 $2.5 $1.5 $1.4

Trempealeau County $20.8 $21.4 389             371             $7.0 $6.9 $2.5 $2.6 $1.5 $1.4

Vernon County $27.6 $28.8 472             469             $8.7 $8.5 $3.2 $3.4 $1.9 $1.8

Vilas County $178.5 $177.2 2,040          1,860          $37.8 $35.5 $18.7 $19.0 $12.0 $11.6

Walworth County $360.1 $409.7 5,902          6,268          $124.7 $135.9 $48.5 $52.9 $34.3 $37.8

Washburn County $21.8 $22.8 482             475             $9.6 $9.7 $3.0 $3.1 $1.9 $2.0

Washington County $87.3 $92.8 2,165          2,159          $53.5 $54.5 $11.3 $11.9 $8.5 $8.6

Waukesha County $570.6 $617.5 13,711        13,818        $340.1 $350.4 $76.9 $81.4 $56.7 $58.8

Waupaca County $71.2 $77.5 1,274          1,267          $21.4 $21.5 $9.2 $9.6 $5.4 $5.4

Waushara County $61.4 $59.8 926             840             $13.8 $12.5 $7.0 $7.0 $4.1 $3.8

Winnebago County $189.6 $201.7 4,645          4,615          $102.8 $105.7 $25.5 $26.7 $16.6 $17.3

Wood County $75.2 $78.6 2,158          2,115          $50.3 $50.9 $10.2 $10.6 $6.4 $6.4

Visitor Spending Employment Labor Income State and Local Federal

Millions Millions Millions Millions

Visitor Spending and Impacts

Wisconsin and Counties

Taxes
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QUALITATIVEΠRESEARCH ð ONLINE AND 

FIELD SURVEYS 

Analyzed i nput from current and potential  Trails users was collected through a variety of 

online and in -person methods. Our goal is to uncover the usersɀ emotions and feelings about 

the Ice Age Trail as an outdoor recreation destination as well as specific socioeconomic and 

lif estyle preferences of the trail user base, so that the IATA can begin to make decisions about 

how to attract new users into the greater area and expand trail usage activities. The Brand 

Manual (Appendix C) reviews and redefines a meaningful IATA brand identity, brand 

promise, tagline and personality. The following strategies and tactics were implemented to 

gather these data: 

Conducted online market research campaign ɬ an online survey was created and deployed to 

ÛÏÌɯ( 3 ɯËÈÛÈÉÈÚÌɯÈÕËɯÕÌÛÞÖÙÒÚɯÛÖɯÙÌÈÊÏɯÖÜÛɯÛÖɯÊÜÙÙÌÕÛɯÈÕËɯ×ÖÛÌÕÛÐÈÓɯÜÚÌÙÚɯÐÕÊÓÜËÐÕÎȯɯ( 3 ɀÚɯ

e-database and website; tourism pÈÙÛÕÌÙÚɀɯÌ-databases; Facebook, and Twitter. A total of 356 

responses or 17 percent were completed and analyzed. (See Appendix D for full report)  

Field intercept surveys  (See Appendix E) were developed and implemented for data 

collection. Field market researchers were hired, trained and deployed onsite to various Trail 

access points throughout the State to interview users at trail gateway  destinations during peak 

and shoulder tourism times to record number of users, usage patterns and frequency, 

demographics, lifestyle preferences, socioeconomic data, and input from existing and potential 

users/visitors. Over 556 field surveys conducted during the summer months of 2012 were 

tabulated and analyzed, and the following is a recap of the trail and online survey  results. 
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Field Intercept Survey Questions and Responses  
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2. Why are you using this trail?  
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How many times have you used this trail in the past 12 months? 

       -Average of 10.26 times 
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3. In what city or access point did you 
enter this trail? 
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4. Have you used this trail before? 
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7. Are you staying overnight on this 
trip?
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8. If you were staying on the trail, 
which form of lodging would you use? 
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9. What type of lodging are you staying 
in? 
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How many nights are you staying?  

      -Average of 2.88 nights  
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10. In what town are you staying? 
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13. What attributes come to mind 
when you think of the Ice Age Trail? 
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 Please estimate how much you have spent or plan to spend in total on this  trip  in  

each of these categories: 
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17. How did you find information about 
the facilities? 
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What is your age? 

   -Average Age:  38.02 years 

How many people are traveling in your party?  

   -Average: 4.86 
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19. What is your gender? 
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PROFILE OF ICE AGE TRAIL USERS 
From the 554 responses in the trail user field survey,  the demographics of the Trail user are as 

follows:  

High School Some College !ǎǎƻŎƛŀǘŜΩǎ
Degree

.ŀŎƘŜƭƻǊΩǎ
Degree

aŀǎǘŜǊΩǎ
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23. What is your estimated annual 
household income? 
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Household income:  

Under $40,000 26.5 % 

$60,000 -$79,999  19.7 % 

$40,000 -$59,999  18.4 % 

$80,000 -$99,999  14.7 % 

$120,000+  11.5 % 

$100,000 -$119,999  9.2 % 

 

Highest l evel of education:   

Bachelorõs Degree 32.6 % 

Some College 24.4 % 

Masterõs Degree 19.4 % 

Associateõs Degree 14.0 % 

High School 9.6 % 

 

Primary reasons for trip to the a rea? 

Trail 30.2 % 

Leisure trip 22.4 % 
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Outdoors 16.5 % 

Live in area 11.4 % 

Nature activities  10.8 % 

Special event/festival 3.8 % 

Business  2.3 % 
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How are users using the Trail ? 

Enjoying nature 28.9 % 

Hiking 15.9 % 

Exercise/Wellness/Fitness 15.8 % 

Camping 9.7 % 

Silent sports  7.8 % 

Observing geographic landscape 7.3 % 

Trail running 4.3 % 

Dog walking 4.3 % 

Special events  2.0 % 
 

What activities  is the user participating or plans to participate in on the 

trail?  

Hiking 33.4 % 

Geocaching/Earthcaching 31.1 % 

Other 12.2 % 

Fishing  9.5 % 

Birding 8.4 % 

Snowshoeing 5.5 % 
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Information about the trail u sers: 

Users were males 50.9 % 

Users were females 49.9 % 

Average age of users 38.02 % 

Average number of people in the 

user party 4.86  

Were repeat Ice Age Trail users 92.9 % 

Average number of times repeat 

users use the Trail per year 10.26  

 

 Overnight stays on this trip?  

Were staying overnight on this trip 51.0 % 

Were not staying overnight on this 

trip 49.0 % 

 

Trail users indicated type of lo dging  used for overnight stays : 

Tent camping 52.3 % 

Hotel/Motel  16.2 % 

RV camping 10.6 % 

Friends/Relatives 8.2 % 

Other 7.2 % 

B&B 5.0 % 
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How many night s are visitors staying? 

The average overnight stay is 2.88 nights. 

 

Trail user s pending by category : 

Lodging 26.09 % 

Food/Drink 26.08 % 

Gas/Travel 20.29 % 

Grocery 12.75 % 

Shopping 7.68 % 

Entertainment 5.29 % 

Gaming 3.74 % 

Other 3.08 % 

 




