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Perception vs. Performance

BEST
NATIONAL PLACES
o | S CITIES
* Lots of city rankings with varying findings based on focus and variables e
included
NICHEN=

BEST

CITIES

* What factors really drive perceptions of a location as
— A place to visit?

— A place to live? -
— Aplace to do business? Gf LIVABILITY

* And how do these perceptions stack up to reality?
S — EZE]  Forbes

Bloomberg
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Methodology

WHO

US General Population respondents
Business Decision-Makers
* Companies with 50+ employees
* Owners, Partners, C-Suite, Managing Directors, Group/Department Heads

WHAT

Online survey

HOW MANY
n=1,009 general population respondents, representative of the US adult population
n=350 Business Decision Makers

® ®© o o o WH EN
May 9t to May 16t
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Vacation Destination Drivers

Most Important Factors When Evaluating Vacation Destination
Rated 8, 9 or 10 Importance

75%

Safety

Cost 73%

69%

Favorable climate/weather
English spoken 58%

Quality of the natural environment/scenery 58%

47%

Easily accessible by commercial flights
Close to beach, access to water 42%

Opportunities to learn something new 42%

Quality of parks and outdoor recreation 41%

Quality and number of restaurants 40%
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Vacation Destination Drivers
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Least Important Factors When Evaluating Vacation Destination

Sporting events

Social media postings by family and friends

Magazine/Newspaper articles

Passport not required to visit

Online peer reviews and ratings

Professional published ratings, reviews and rankings

Quality and variety of shopping

Rated 1, 2, or 3 Importance

20%

19%

23%

26%

41%

48%

47%



Cost

Rated 8, 9 or 10 Importance

79%
76%
73% ’ 71% 73%
I I I I |
Gen Pop 18-34 35-54 55+ Male Female
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Favorable Climate

Rated 8, 9 or 10 Importance

75%
69% 9
I | |
Gen Pop 18-34 35-54 55+
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74%

63%

Male Female



English Spoken

Rated 8, 9 or 10 Importance

67%

58% 58%

48%

Gen Pop 18-34 35-54 55+
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68%

48%

No College College Grad+
Degree
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Passport Not Required

Rated 8, 9 or 10 Importance

44%

41%

35% 35%
29%
. . )
Gen Pop 18-34 35-54 55+ No College College Grad+

Degree
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Place to Live
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Place to Live Drivers

Most Important Factors When Evaluating Place to Live
Rated 8, 9 or 10 Importance

Affordability of housing to rent or buy _ 79%
Availability of housing to rent or buy _ 73%
Favorable climate/weather _ 68%
Quality of hospitals/healthcare services _ 62%
Quality of the natural environment _ 55%
Average wages and household income of workers _ 51%

Average time to commute to work 49%
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Place to Live Drivers /l_Q;J\
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Least Important Factors When Evaluating Place to Live
Rated 1, 2, or 3 Importance

Number of major league sports teams 53%

48%

Number of Fortune 500 companies with headquarters there

Majority of residents share my religious beliefs 43%

Ratings, reviews and reputation on social media channels 35%

Majority of residents share my political views 34%

31%

Quality of K-12 schools



Favorable Climate {ﬁl\

Rated 8, 9 or 10 Importance

80%
73% 9
68% 67% 71%
| I I |
Gen Pop Employed Employed Not Employed Retired Childrenin HH No Children in
Full-Time Part-Time HH
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Job Opportunities

Rated 8, 9 or 10 Importance

76% 74%
63%
I 43%
Gen Pop 18-34 35-54 55+
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74%

59%

Childrenin HH No Children in HH



Quality of K-12 Schools {ﬁl\

Rated 8, 9 or 10 Importance

70%

49%
45%
39%
0,
I ) ]
Gen Pop 18-34 35-54 55+ Childrenin HH No Children in HH
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Quality of Hospitals/Healthcare Services

Rated 8, 9 or 10 Importance

Gen Pop 18-34 35-54 Male
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68%

Female






Place to Do Business Drivers

Most Important Factors When Evaluating Place to do Business
Rated 8, 9 or 10 Importance

Safety NG, 76
Local business tax rates [, 719
Affordability of commercial and/or industrial space [N
Favorable climate/weather | /0%
Quality of local employment base for recruiting [ NN
Average time to commute to work | I -o%
Affordability of housing to rent or buy [N o
Quality of the local infrastructure | NRNRNRNREGNMEEEEEEEE
Proximity to major port, rail and/or highway system [N -7
Quality of the natural environment/scenery [N
Availability of housing to rent or buy I -
Average wages of workers NG 6%
General demographics of the location [N 5%
Ease of getting around using public transportation | IINNNIINGGEE -/
Easily accessible by commercial flights | NN -/
Alignment between image of the location and of our business | EGTINGGGG 3%
Quality of K-12 schools [ N 0%
Exciting city environment [ IIINININGSBE 0%
Number of medium/large companies with headquarters there | NNRNRREGNGQE o
Number of medium/large companies with offices there [N ¢
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Business Leaders Vacation Drivers
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General Population

Safety

Business Decision Makers

Safety

N

_

Cost

Favorable Climate

Favorable Climate

Opportunity to Learn

English Spoken

English Spoken

Natural Environment

Natural Environment

Accessible by Flights

Accessible by Flights

Parks and Recreation

Cost

Beach / Water Access

Restaurants

Ease of Public Transit

Cultural Attractions
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Business Leaders Place to Live Drivers 25

General Population Business Decision Makers

Safety Safety

Overall Cost of Living Favorable Climate

Housing Affordability Overall Cost of Living
Housing Availability Quality / Variety of Restaurants

Job Opportunities Job Opportunities
Quality Hospitals / Healthcare Housing Affordability
Favorable Climate Housing Availability
Natural Environment Natural Environment
Quality K-12 Schools Parks and Recreation
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Factors that align in an ideal location

Vacation
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Place to Live



