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1NTRODUCTlON

The recent des i gnat ion of bot toml and preserves in Michigan Great Lakes waters
has created the potential for enhanced recreal.ional diving opportuni ties around
the state. Many commun i t ies in preserve areas have begun to capture this poten-
t ia I by develop ing serv i ces and fac i 1 i t i es for divers, and market ing these
opportuni t ies to prospect ive diver tour ists  Kinnunen, et.al ., 1986! . Continuing
to develop and promote recreat iona 1 diving opportunit ies wi 1 1 require informat ion
on Great Lakes divers and their act ivi ty patterns in the preserves. Unfortunately,
this informat ion has only recent ly become ava i 1 able  Holecek, et.a 1,, 1980;
Kinnunen, 1985; Kinnunen, 1986; and Peterson, 1985!,

ln an attempt to better document diving act ivity in Michigan bottomiand preserve
areas, Michigan Sea Grant Extension conducted survey work in the four existing
and one proposed  Whitef ish Point! preserve areas during the summer of 1986. The
purpose of this effort was to document preserve diver act ivi ty across the state
and to provide data on this act ivi ty which local preserve interests could apply
to their future marketing and development efforts.

One common survey instrument was used in a 1 1 the areas, a copy of wh ich can be
found at the end of this report. Diver travell ing groups were surveyed, with
one member of the group f i 1 1 ing out a survey. The surveys were distributed on-
site to respondents through local dive charters, dive shops, marinas, and lodging
establishments. 8ecause charter operators were in the most effect ive position
to survey v i s i t i ng d i vers, the res u 1 ts are proba b 1 y somewhat b i ased towa rd d i vers
who used charter services. Local res ident divers and vis it ing divers us ing pri-
vate boats are probably underrepresented.

RESULTS AND DlSCUSSlON

This report summarizes statewide survey data collected during the 1986 diving
season. A total of 372 completed surveys were collected, with the responses by
preserve area shown in Table 1. As seen, the majority of surveys were collected
in the Alger and Thunder Bay preserves, which are also the areas most developed
and currently attracting the most divers.  Readers should note that separate
reports also summarize data from the Alger Preserve  Kinnunen, et.al., 1987! and
from Thunder Bay  Peterson, et.al., 1987!.!

Survey Responses PercentPreserve

200

120

27

17

8 2.1

100372

Table 1 Survey Res onses By Preserve Area

Al ger

Thunde r Bay

Whitefish Point

Straits of Mackinac

Thumb Area

53.8

32 2

7 3

4
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Fi rst-Time/Re eat V is itors

Fi rst-t ime vis itors to the preserve areas compr ised 61 34 of the respondents.
This high percentage is most I ikely a function of the "youth" of the preserve
concept in Hichigan, wi th the f irst preserves  Alger and Thunder Bay! having
been des ignated in 1981. Furthermore, al though diving act ivi ty was present in
al I these a reas before des igna t ion, act ive development and promot Ion of these
areas has onl y taken pl ace s ince des ignat ion. F ina1 I y, the h igh percentage of
f i rst-t ime vis i tors indicates that local promot ional ef forts seem to be success-
fully attracting new diver tourists to these locations.

Length of Stay

The average length of stay in preserve areas for al 1 travel part ies surveyed was
2.9 days. A breakdown of length of stay responses is presented in Table 2.

Table 2 Length of Stay

Percent Stay ingLength of Stay

I Day

2 Days

3 Days

4 Days

More Than 4 Days

12.2

40.9

27 9

10.2

8.8

Average for al I respondents--2.9 Days

Accommodat ions

Analys is of data on accommodat ions used by preserve divers across the state shows
that visiting divers tend to stay in motels cr camp, wi th lesser numbers using
other lodging alternatives. Host preserve visitors are also staying overnight,
as seen by the smal I percentage �.9f! indicating that they were nct staying.

There are al so some s igni f i cant length-of-stay d i f ferences between d i f ferent types
of travel groups. Out-of-state vis i tors stay an average of 3.5 days, compared to
2.4 days for divers from Michigan. Aithough there is no significant length-of-stay
difference between first-time �.88 days! and repeat visitors �.96 days! for the
state, lergth-of-stay differences for these groups exist in individual preserve
locat ions. In Thunder Bay, for instance, first-t ime vis i tors averaged 2.6 days,
compared to 3.3 days for repeat visitors.



Table 3 Accommodat ions Used

Ac comma da t i ons Percent Us in

Further analysis of accommodation use by first-time/repeat visitors shows that
there are some important differences. This data is presented in Table 4. The
majority of first-time visitors �3.44! stay in motels. By contrast, repeat
visitors tend to use motels less �2.24!, and utilize other lodging alternatives
in the area. This may be because, as repeat visitors, they have become more
familiar with the area and seek out these other alternatives.

Table 4 Accommodat ions Used By First-Time and Repeat Vis itors

First-Time �! Re eat �!

2.6

3 3

6.6

8.5

11.2

35-5

32-2

Persons Accom an in Divers

Survey respondents were asked how many people accompanied them on their trip, and
how many non-divers were in their travelling group. The average travel party
across the state was comprised of 6.1 people, with t.2 non-divers. Group sizes
ranged from l to 38 people, with 0 to 15 non-divers in the travelling group. Such
party sizes are an indication that dive travel is often a group/club activity,

Dive charters were used by 53.3X of the divers in Michigan preserves in 1986.
Divers used private craft 30.34 of the time, rental craft 7.4< and 8.9R of the
divers participated in shore diving.

Cab ins

Second Home i n Area

Stay ing on Boat

Not Stay ing Overnight

Family/Friends

Camping

Mote l

Accommodations

Rental Cabins

Second Home in Area

Staying on Boat

Not Staying

Family/Friends

Camping

Mote 1

1.7

2.l

2.5

5-9

5.1

29.2

53.4

2.1

2.6

4.i

6.9

7 5

3l.7

45.l



When f irst-time and repeat visitors are analyzed, we see some important differ-
ences. Table 5 shows the diving mode used by f irst-time and repeat visitors
across the state in 1986. Most first-time vis itors use charter services �7.9t! .
By contrast, repeat vis itors st il I rely on local charter services; but a s igni f i-
cantly greater percentage �4.94! are using private craft to access dive sites.
Th is aga in suggests that farni I i ar i ty wi th an area leads repeat vi s i tors to "go
the i r own way".

Table 5 Divin Mode Used B First-Time and Re eat Visitors

F i rs t-Time �! Re pea t  %!

57 9

21.1

10.1

10.9

An examination of diving mode by accorenodations used by visitors demonstrates
different visitor segments in bottomland preserves. From Table 6, it can be
seen that the largest segment �1.0C! of visitors are charter divers using motels.
From prior discussion of accommodations and diving mode, and first-time prefer-
ence for both; it is probably safe to say that the majority of charter/motel
divers are first-time visitors. As shown, other significant segments are charter/
campers, private craft/campers, and private craft/motel visitors.

Table 6 Divin Mode B Accommodations Used By Visitors  Percent!

Accommodations

Mote I

Charter Private Craft Rental Craft Shore

31.0

Camp ing 14.8

Farn i I y/Fr i ends 3.6

Not Staying Overnight 2.6

2.4

0.5

1.7

0Stay ing on Boat 0.2

Second Horne In Area 0.7

Rental Cabins 1.4

I n f o rma t i on Sources

Survey respor>dents were also asked how they first learned about diving in
Responses to this question can be a means of evaluat ing current market ing
and planning future ones. Table 7 presents information sources used by al
ents across the state, including f irst-time and repeat visitors. Because
efforts vary great ly among preserves, readers are encouraged to examine da
Kinnunen, et.al., 1987 and Peterson, et.al., 1987. These reports discuss
feet iveness of differing promot ional efforts in the Alger and Thunder Bay
in more detail .

preserves

Divin Mode

Charter Services

Private Craft

Rental Craft

Shore

8.6

11.2

3.1

1.9

3.8

0 7

0

46.1

44.9

3 2

5.8

2.9

3.8

0.2

0.2

0

1.0

0.5

the area.
efforts
] respond-
market.ing
ta in
the ef-



Table 7 Information Sources First Used B Visitors

Informat ion Source All Res ondents �! First-Time �! Re eat  t!

55.0

24.9

i4.4

53 7

22.0

14.5

8,8

57-0

29.6

14.1

4.47.2

6.9 4.49-3

7-5

5-3

6.6

6.1 3 7

4.7 3 7

6.1 5.2

As seen in Table 7, nword-of-mouth" information from other divers and through dive
clubs are both very important first sources of information . Charter operators, who
typically are the most active in local promotional effort, are also important in-
formation sources. Although differences between first-time and repeat visitors are
not that great, first-timers do seem to be using trade shows, brochures, and adver-
tisements as information sources more than repeat visitors. Also, many of the re-
peat visitors �9.6R! were first informed through a dive club, indicating that this
has been a significant information source prior to more recent, organized probational
efforts.

The manner in which in-state and out-of-state visitors learn about diving in an area
also differ. Table 8 presents this information. Again, "other divers" are the
primary source of information for both categories. For in-state divers, the infor-
mal network of dive clubs plays a significant role, with charter operators following.

Table 8 Information Sources First Used B In-State and Out-Of-State Visitors

ln-State �! Out-of-State �!

56.7

20. I

16.5

11.0

6.1

5 ' 5

2.0 7 9

5.6 6.7

 Totals more than IOOR due to multiple responses!

Other Divers

Dive Club

Charter Operator

D i v ing Trade Show

P rese rve B rochure

Advertisements

Dive Shop

Other

informat ion Source

Other Divers

Dive Club

Charter Operator

Diving Trade Show

Preserve Brochure

Advertisements

Dive Shop

Other

 Totals more than IDOL due to multiple responses!

53 ' 3

28.9

12. 7

4.i

7.6

6.6



Out-of-state divers also used these same sources, al though dive clubs were less
s igni f icant sources than for in-state divers. The major differences were for
the trade show and dive shop responses. People from the Alger and Thunder Bay
preserves have worked out-of-state trade shows and cul t ivated relat ionshlps wi th
out-of-state dive shops. That these methods also received high percentages seems
to indicate that they are marketing tools which do attract out-of-state visitors.

Diver Residence

Michigan residents comprised 554 of the survey respondents. Survey respondents
came from forty Michigan counties, fourteen states, and Ontario. This information
is presented in Table 9 and demonstrates that the minimal marketing efforts of
preserve interests are still drawing diver visitors from a large geographic area.
ln fact, 50.7~ of the first-time respondents were from out-of-state.

Tab I e 9 D i ver Res i dence

 Percent of Total Respondents!Res idence

M I CH I GAN

Kent

Genes ee

Other Count i es

45.0

'I owa

Ontar io

Kentucky

1.9

I. I

Other U.S.  Rhode Is land, New York,
Colorado, California, Kansas, North
Dakota, Wyoming! 2.1

Oakland County

Wayne

Macomb

Lapeer

Saginaw

Ingham

OUT-OF-STATE

W is cons i n

Oh io

lli inois

Minnesota

indiana

l0.0

7.0

4.3

4.3

3.0

2.7

1.9

19-9

12.7

8.1

7.5

5 ' 7

3.8

2.1



Month of Visitation

Diving activity by month for survey respondents is shown in Table 10. Since this
survey was administered only during the six months shown, some visitors to
Michigan preserves during 1986 may have been missed. These months do constitute
the vast majority of the dive season, however.

Table 10 Divin Activit 8 Month

Month Percent of Respondents

May

June

July

August

September

October

Diver Att i tudes Toward Area

Respondents to the survey were also given the opportunity to express what they
1 iked most or least about the particular preserve area which they were visiting.
These comments are suromar ized below for each area. Please note that these are

general categories compiled by the authors which group specif ic comments made by
respondents. These quest ions were included to el icit the qual i tat ive perceptions
of vis i tors to the area. Although the number of responses for a part icular cate-
gory may be low, these opinions are nonetheless important measures of actuai
experiences. They also demonstrate the uniqueness of each preserve area as
perceived by the divers who responded.

Diver Perce tions of' Straits of Mackinac Preserve

Like Most Like Least

7 No Dive Services {Air, Shop,
Charters!

4 Distance from Home

3 Attitude of Dock Personnel Toward
Divers

3 Weather, Water Temperature

2 Wrecks Not Marked

1 No Diving information

Commercial Development

Quali ty of Shi pwrecks

Good Diving

Variety of Recreation Activities

Natura 1 8eauty, Scenery

Mackinaw Is land

Geo log i ca l Format ions

S.4

18.O

33-9

32.8

8.1

1.9



Diver Perce t ions of Al er Preserve

Like Most Like Least

52

4O

36

33

i6

23

1 7

15

IO

ll

8

7

6 4

4 4 4

Diver Perce tions of Thunder Ba Preserve

Like LeastLike Host

I9

I6

13

l3

II

6

Good Diving

Scenery/Beautiful Area

Clean Water

Sh i pw reeks

Friendly

Everything

Diving on Smith Moore

Other Outdoor Activities

Good Restaurants

Waterfalls

Other Sites

Accessibility of Shipwrecks

Rock Formations

Calm Waters

Sh i pw reeks

Friendly People

Service of Charters

Variety of Wrecks, Dive SItes

Water Clari ty

Marked, Access ib I e D i ve S i tes

Clean, Re taxing Area

Natural Beauty

Services  Lodging, Dining!

Boating Facilities

Distance from Home

Cold Water

Bad Weather

Long D i s tance

Noth ing

Insects

Not Enough Sh i pw reeks

Access

Lack of Other Activities

Weather

Distance from Home

Services  Lodging, Dining!

Lack of Gas - Early or Late

Few Sheltered Dive Sites

Lack of Camping on Lake

Lack of Entertainment



Diver Perce t tons of Thumb Area Preserve

Like Most Like Least

No Charter Services

Most Wrecks Too Deep

Poor Visibility

Wrecks Not Buoyed

Diver Perce tions of Whitefish Point Area

Like LeastLike Most

Qual i ty of Wrecks

Dunderberg, Ph i lade 1 phia

Natural Bea uty

Close to Home

Qual ity of Wrecks

Water Clarity

Scenery, Rustic Character

Natural Attract tons

Diving

Local History

Museum

Friendly People

insects, Bugs

No Diving Information

Too Many Divers

Weather

Stripping of Wrecks

Local Charter Services

Distance from Home

Lodging Prices
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CONCLUSIONS AND FUTURE NEEDS

Recreational diving activity in Michigan bottomland preserves has become a signifi-
cant element of the Michigan tourism economy. With the initial development and
promotion undertaken by local individuals and businesses, these areas are proving
to be destination attractions for first-time visitors from Michigan and the Midwest.
The market potential of the preserves is just beginning to be realized. Growth in
the future will be closely related to the enhancement of visitor services, better
targetedmarketing efforts, and development of preserve management programs.

The need for active pres,erve management programs has been documented  Holecek,
et.al., l982!. As increased numbers of visitors are drawn to the preserves, these
management issues will become even more important. Diver safety procedures, diver
services, marking of dive sites, and diver information are available in some, but
not all of the preserves. Resource inventories, facilities planning and develop-
ment, education/information programs, 'law enforcement, funding sourres, and on-site
management staff have yet to be addressed in any of the preserve areas. Addressing
these considerations will require a wide range of cooperative efforts which draw on
the diverse resources of state agencies, businesses, tourism organizations, units of
government, and the diving community.

Capturing the economic potential of recreational diving in Michigan preserves will
also depend on effective marketing efforts. At this point, the largest segment of
preserve visitors are charter/motel divers. It should also be recognized that there
are many other visitor segments, all of whom desire different services and informa-
tion when visiting an area. Campers, private craft divers, and large groups all
have different service and information requirements.

A key aspect of promotional efforts targeted toward these segments wi I I be the abi I ity
to provide a complete picture of services, recreation opportunities, and events in
the area. Today's tourist wants timely, accurate information with which to make their
t ravel dec is ion. Such informat ion may be especiall y important to non-di vers inter-
ested in joining their diving family or friends for a trip.

Packaging of dive travel for the different user segments may be an effective means
of promotion, particularly for the larger family/social/club groups which are typical
of dive travel. There may be greater opportunities to package cabin lodging arrange-
ments for extended stay parties for example. Including additional activities in
packaged dive tours  charter fishing, diving-related seminars, discounts on local
entertainment alternatives! may also be effective. Packaging of dive travel to more
than one preserve Iocat.ion might be another effective marketing strategy, particu-
larly for out-of-state divers who wish to maximize their vacation time. If coopera-
tive advertising and business arrangements could be developed, a tourist diver might
be very receptive to a week-long package of diving in two or th ree Michigan preserve
areas.

The importance of word-of-mouth promotion should also not be overlooked. Skin Diver
magazine, for instance, has documented that over 704 of their readers offered advice
on a diving locat ion to an average of 6 people  Skin Diver, 'I987!. With this kind
of impact, it is critical that visitors to Michigan preserves have a quality experi-
ence. A quality experience is the best advertising for generating the always impor-
tant repeat vis it. Many of the survey respondents commented positively on their
time spent in the preserve areas. And, as evidenced above, these satisfied visitors
wi1 I I ikely make positive travel recommendat ions to family and friends.
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State-level marketing of Michigan preserve diving should also receive greater
emphas is. Rec reat iona 1 d i v lng should be g iven g reater v is ib i I i ty in the "YES
M!CHlGAN" program. Although each preserve area possesses unique attractions
and services and should market them, it is st i 1 1 important that potent ial pre
serve vis itors begin to hear that Great Lakes diving in Michigan is an alterna-
tive to other popular diving dest inat ions. Hopefully, the recently formed
Michigan Bottomlands Preserve Council  MBPC!, which is a council representing
preserve interests, can begin to promote a statewide perspect ive and jointly
market Michigan preserve diving. With Hichigan Travel Bureau ass istance, the
HBPC shou l d formul ate market ing appi oaches wh i ch promote a 1 1 Mich igan preserves
tn part icular, the longer stay ing out-of-state divers should be targeted through
dive trade shows and the network of dive shops and dive clubs throughout the
Great Lakes region. All of these have been shown to be effective means of reach-
ing new out-of-state diver visitors. Advertising outlets in diving publications
should also be explored as a means of reaching the national diving community.

Finally, as marketing efforts are undertaken, they also should be evaluated. The
preserve concept is new and growing fast. Given continued development of these
areas and enhancement of visitor services, Hichigan bottomland preserves as a
tourism product could change dramatically in coming years. Marketing approaches
should reflect this evolution. Their effectiveness should be continuously re-
evaluated, and designed to accommodate future changes in the tourism products
offered in Michigan bottomland preserves. Any future marketing efforts should
also reflect changes in visitor travel preferences and activity patterns as well.
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ALGER UNDERWATER PRESERVE
DIVER INFORMATION SURVEY

~~=Mfm!~

In order to effectively plan for the future development of the Alger Underwater Preserve,
it is important that we learn more about the divers who are en!oying its diving attractions.
rvIe would appreciate your assistance by taking a few minutes to complete the following form.

Thank you.

Alger Underwater Preserve Committee, Inc.

Date:

Yes ~ NoIs this your First diving trip to the Muni s ing Area7

How many days do you plan to stay in the area7

Local accorrNrodations:

Not staying overnight
Motel/Hotel
Rental Cabins/Cottages

How many persons accompanied you on this trip7

How many non-divers accompanied you on this trip7

I will dive frcmr:
Charter boat Rental craft
Private craft Sho re

this area7How did you first learn about di ving in

Other diver{s!
Charter operator
Paper/magazine ads
Other  please specify

'Inhere is your permanent residence located:

STATE OR PROVINCECITY IP CODE

@hat do you like most about this area7

4lhat do you like least about this area7

Please fill out lf
you are willing to
provide additional
in format ion.

ADDRESS

CITY/STATE/ZIP

Camp i ng
Fami 1 y/Fr i ends
Own second home

Dive Club
Trade show
Preserve brochure


