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Introduction  
 

Purpose, Benefits and Uses  
Girls That Roam (GTR), an online travel magazine and community for independent globetrotting women, recognized in 
2011 the need to develop a tool to better understand their market.  The aim was to create a survey to track their audience 
and its travel desires in order to better provide for them.   
 
The following travel survey report is the formal record of Girls That Roam’s findings related to its readers and their travel 
needs, wants, and preferences.  In preparing this report, Girls That Roam took the utmost care to ensure that its summary 
findings are fully explained and documented in the body of the report, and that all questions are accounted for.  Any 
names used in the explanation of the results have been changed to protect the privacy of the respondents.  Girls That 
Roam expresses it appreciation to Paradise Weekend in Puerto Rico, Maui Sunseeker, Sheraton Maui, The Westin Maui, 
Ka’anapali Golf Resort, Dutcher Crossing and Lez Play Radio for sponsoring the report by providing prizes for the survey 
contest. 
 

Composition of Girls That Roam Team 
  
             Publisher and Editor-in-Chief:  Heather Cassell 
       heather@girlsthatroam.com 
 Chief Technology Officer:   Geena Dabadghav 
       geena@girlsthatroam.com 
 Accountant:     Emily Jones 

Web Designer:     Christine De La Rosa 
Graphic Designer:    Karin Jaffie 

 Illustrator:     Nicole De Meneses 
Survey Analysis and Report Writer:  Denise Adams 

 

Methodology 
 
The survey of Girls That Roam readers was conducted September 15 - November 15, 2011 by the GTR team.  The 
survey was administered as online questionnaires using Constant Contact’s survey tools. A total of 274 were completed. 
The survey was sent out via a variety of media outlets including but not limited to direct email marketing from the Girls 
That Roam’s member list, posted on the Girls That Roam website, social media networks, and carefully selected 
listserves.   
 
Follow up interviews with individual survey respondents who agreed to speak with Girls That Roam about their travel 
experiences, desires, and needs were conducted between September 2012 and March 2013. 

 
Girls That Roam’s Audience Profile 
 
Girl Roamers, what we call Girls That Roam readers, are diverse, educated, and savvy. Our youngest Girl Roamers are in 
their 30’s and our oldest Girl Roamers are in their 60’s.  The average household income for Girl Roamers is $50,000 - 
$100,000 annually and nearly half were fully employed.  Our audience consists of highly educated professionals, with 
nearly 30% of Girl Roamers having a master’s degree and nearly 40% holding a bachelor’s degree.   
 
Girl Roamers come from all different walks of life. Most of our readers are white (78.1%), but a significant percentage of 
our Girl Roamers are women of color: Latina (5.4%), Black (3.9%), South Asian (3.1%), Asian Pacific Islander (1.5%), and 
7% marked other. It doesn’t surprise us that more than half of our audience (54%) identify as lesbian, while 25% of our 
audience identifies as straight, 12% identify as bisexual, and 6.2% didn’t want to identify their sexual orientation. 96% of 
Girl Roamers are born female, while a very small group 3.1% are transgender women. Much of our marketing and 
outreach was done in our home community, the lesbian, bisexual, and transgender (LBT) community and a few gay 
boyfriends as well as women of color communities. In coming years we plan to balance out our marketing and outreach 
between the LBT and straight women communities and continue increasing our reach into various ethnic communities and 
nationalities. The Girls That Roam team feels strongly that our goal of bringing women together from a variety of 
backgrounds sets us apart from other women’s online travel sites and communities. 
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Executive Summary 
 

Travel Motivations 

Girl Roamers are motivated by various aspects within the travel industry.  When asked what motivates you to take a trip, 
our audiences responded as follows.  They were allowed to select more than one response. 

 
 

Destination Selection 
Specific destinations range widely for our Girl Roamers.  They want to get out and see the sights in various countries 
across the world.  They are ready to travel with 83% having a passport right now. 
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In general, Girl Roamers want to visit new areas that present novel experiences and environments.  There aren’t places 
that are off limits for Girl Roamers.  From developing nations to sophisticated countries, Girl Roamers want to see it all. 
 
 

 
 
 
 
Information Sources 
When questioned about how one obtained their travel information, Girl Roamers seem to rely on friends and technology 
as the number one referrals for vacations.  Some search for travel websites and information about destinations online just 
like Mary who mentioned “[I] don't read much offline anymore!” Travel information is heavily spread through word of mouth 
as Alexis stated, “I trust women's opinions so if I read about something in a magazine for women I usually feel it's valid 
and will often do more in depth research.”  This idea was echoed by Candice who stated, “Since I don't watch TV or the 
news, I get most of my information from my network of friends on Facebook.”  
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Transportation 
 

 
 

 
Highest Ranking Priorities for Airlines  

Price Value 80% Very Important 
Number of Airports Airline Flies 26% Important  
Airline Brand Reputation as Diverse Friendly 32% Somewhat Important  
Loyalty Program 27% Somewhat Important 
Airlines Airport Location 33% Somewhat Important 
In Flight Entertainment Options 27% Doesn’t Matter 

27% Somewhat Unimportant 
Upscale Reputation 37% Doesn’t Matter  
Budget Reputation 27% Somewhat Important 
Quality of Airlines Meals and Snacks 31% Somewhat Important 

Advertising in Women’s and/or LBTQ print or media 28% Doesn’t Matter 
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Lodging 
 
Bed and Breakfasts and Boutique Hotels are Girl Roamers preferred crash pads away from home, preferring cozy and 
unique places to stay 50% above all other lodging options. Family and friends hosting Girl Roamers during their travels 
came in at a close second with 41%. Chain hotels and resorts ranked 36% and 28%, respectively. All other lodging 
options from home exchange to luxury hotels ranked between 5% up to 19%. 
 

 
 

 

Highest Ranking Priorities for Hotels  

Price Value 57% Very Important 
Location to Popular Attractions 46% Important  
Location to Popular Outdoor Activities 35% Important  
Amenities 27% Somewhat Important 
Women Specific Services 29% Somewhat Important 
Gay-Approved (TAG, IGLTA, etc) 27% Somewhat Important 
Disability Accommodations 30% Doesn’t Matter 
Eco-Friendly 40% Important 
Women in Executive Positions 30% Somewhat Important 
Women and LBTQ Marketing/ Outreach 28% Somewhat Important 
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Activities and Excursions 
 
Activities are large part of Girl Roamers trips, frequently ranking in the middle of that pack in terms of what factors are 
important when trip planning (see question 50-57).  
 
In terms of generic Cruise trips, Girl Roamers are dedicated land lovers.   One respondent commented, “Went on a cruise 
once and won't go again.”  Another respondent went as far as to comment, “I don't go on cruises. They're prison ships 
with drunken cons.”  
 
Although cruises did not sail well with most of the audience they weren’t completely off of the itinerary. Women tended to 
be more selective about the types of cruises they preferred, as this respondent commented, “We rarely cruise. If we do, 
it's because we really want to go to the places that particular cruise visits. We don't really like the ship experience. It's 
about seeing a number of places quickly for us.” 
 

Economies of Travel 
 
Price consistently ranked high on the concerns of Girl Roamers when it comes to planning a trip.  However, this did not 
stop Girl Roamers from spending money on trips. The majority of Girl Roamers (32%) spent between $5,000 - $10,000 on 
travel while (12%) spent more than $10,000 in 2011.  Many Girl Roamers planned to spend around the same amount in 
2012 on business and leisure vacations. 
 
Girl Roamers also appreciate payment plans and payment packages.  “They make the trip easier and less complicated.”  
One respondent commented, “Payment plans are very important to me.”  
 

Travel Concerns and Hospitality 
 
The following chart shows the top ways lodging, transportation, and other travel tour companies can better serve women, 
women of color, women of different ethnicities/nationalities, LBTQ and disabled travelers. 
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The following includes direct quotes from Girl Roamers about their travel concerns and hospitality. 
 
Experience 
 
One respondent commented, “When I go to a different place I want to see the culture and art that lies within that place. I 
don't want to go to a regular old chain restaurant! I want to eat what the locals eat and hang out where they like to hang 
out. When traveling it’s important to learn new things, not just stay in familiar places.” 
 
One respondent who commented about accessibility for disabled travelers writes, “Accessibility amenities and rooms, plus 
available transportation options are important. I like to travel with friends (one who has a disability and uses a power 
wheelchair. So, accessibility options are important to us).” 
 
Another respondent suggested, “find ways to group us together - like booking women all on the same floor… offering 
specific deals for woman only or disabled women and supporters, etc. of women's week at a specific place.  Have women 
like us be your sales people, be visible.” 
 
Women-centric and solo travel options 
 
One respondent commented, “More options for women centric travel, with easily accessed online info with age 
demographics spelled out.” 
 
“Make it easier for women to travel alone in terms of pricing.” 
 
Girl Roamers let us know that locating LBT-friendly lodging outside of the U.S. and in some Western countries is difficult. 
In the U.S., it’s daunting to find bed and breakfasts and boutique hotels that are LBT-friendly. 
 
Safety 
 
Girl Roamers want to feel safe when they travel either solo or with their gal pals or girlfriends. 
 
One respondent was very specific listing out her travel wishes: 

 

 Provide adequate lighting in hallways 

 Offer hotel rooms near elevator and not at the end of a long dark hallway 

 Provide security at hotel entrances in the evening 

 Do NOT give preference to women with baby carriages and children...it is their choice to travel with children and 
should not become my burden 

 Clean up the airline toilets 

 Provide sanitary wipes to airline food trays and toilets 

 Provide adequate hooks for pocketbooks, fanny packs in toilets 

 Provide clean covers for head rests on airlines 

 Train personnel NOT to cater to male passengers/guests. 
 
Customer Service 
 
“They can start by hiring more women in general. And by hiring women of color, women of different 
ethnicities/nationalities, LBTQ, and disabled women as well. I know that I feel most comfortable as a traveler when there 
is someone I can relate to on a deeper level: woman-to-woman, queer-to-queer, African American-to-African American. 
It's always reassuring when I check into my hotel and a woman is sitting at the front desk, or the owner of the restaurant I 
am dining at is a woman, or the owner of the club I party as is a queer woman, or the tour guide I hire is an African 
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American woman. They can also incorporate more information about LBTQ women and ethnic women and recommend or 
sponsor activities that cater to women. It could be a good idea for these companies to work with companies that do this 
already if they for some reason can't do it themselves.” 
 
“Many, many, many locations are not disability friendly.  Even if they have all of the accommodations, the staff is not 
properly trained. They often make a disabled person stand longer or walk further than they can comfortably.  There is not 
a spirit of helpfulness.” 
 
“I feel that they can cater to different types of women better if they actually ask them what they want instead of offering 
what they THINK they want.” 
 
“Perhaps make it known that it is a woman-friendly place, especially while traveling abroad. I want to know that I'm gonna 
be safe to stay in these places.” 
 
Brands that are currently doing the best at promoting themselves as LBTQ and women-friendly are shown below. 
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Response to Questions 
 
1. If you could go anywhere in the world, where would it be?     

1. Italy 
2. New Zealand 
3. Greece 
4. Australia 
5. Africa 
6. Hawaii 
7. Spain 
8. Thailand 
9. France 
10. Egypt 
11. Bali 

 
2.  What are the top three destinations that you plan to travel to in 2012?   

1. Hawaii 
2. Costa Rica 
3. Oregon 
4. Chicago 
5. Florida 
6. Canada 
7. New York 
8. Italy 
9. Washington 
10. Mexico 

 
3.  If you could take a long weekend vacation anywhere, where would it be?   

1. New York 
2. Beach 
3. San Francisco 
4. California 
5. Hawaii 
6. Las Vegas 
7. Seattle 
8. New Orleans 
9. Mexico 
10. Maine 

 
4.  If you could travel to any international destination, where would it be?   

1. Italy 
2. France 
3. New Zealand 
4. Greece 
5. Bali 
6. Spain 
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7. Thailand 
8. Turkey 
9. Australia 
10. Egypt 

 
5.  Do you have a passport? 

82.9% have a passport 
7% are in the process of obtaining a passport 
6.2% do not have a passport 
3.7% did not respond 

 
6.  If you have a passport, did you use it within the past 12 months?   
 
No responses were provided 
 
7.  Do you plan to travel internationally within the next 12 months?  
 
No response were provided 
 
8.  If you plan to travel internationally within the next 12 months, what destination(s) do you 
plan to travel to? 
 
No response were provided 
 
9.  Are these international destinations for business, pleasure or both?   
 
No responses were provided 
 
10.  If your international travel destinations are for business and pleasure, do you plan on 
bringing anyone with you?   
 
No responses were provided 
 
11.  Where do you plan to stay during your trip(s) in 2012?       

50% Bed and Breakfast/Boutique Hotel/Inn 
41% Family/Friends 
36% Chain Hotel 
28% Resort 
19% Hostel 
18% Campsite 
17% Luxury Hotel 
13% Other 
10% Timeshare 
9% Cruise 
6% Home exchange 
5% Couch Surfing 
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12.  How many total trips do you plan to take in the next 12 months, where you will stay in paid 
accommodations at least one night?   
 
46% 1 – 3 Nights 
25% 4 – 7 Nights 
23% No Response 
3% 8 – 11 Nights 
2% 12 or More Nights 
 
13.  How many total trips did you take in the last 12 months, where you stayed in paid 
accommodations at least one night?   
 
46% 1 – 3 Nights 
24% 4 – 7 Nights 
23% No Response 
4% 8 – 11 Nights 
3% 12 or More Nights 
 
14.  Some travelers prefer to stay at chain or luxury hotels or resorts when traveling. Below we 
explore what motivates you when selecting to stay at a hotel or resort.   (1 = Doesn't Matter, 2 = 
Somewhat Unimportant, 3 = Somewhat Important, 4 = Important, 5 = Very Important) 
 
When selecting a hotel, how important is price/value? 
57% Very Important 
30% Important 
11% Somewhat Important 
1% Somewhat Unimportant 
0% Doesn’t Matter 
 
When selecting a hotel, how important is its location to popular attractions and neighborhoods? 
29% Very Important 
46% Important 
22% Somewhat Important 
3% Somewhat Unimportant 
0% Doesn’t Matter 
 
When selecting a hotel, how important is its location to popular outdoor activities? 
19% Very Important 
35% Important 
33% Somewhat Important 
9% Somewhat Unimportant 
4% Doesn’t Matter 
 
When selecting a hotel, how important are the amenities offered (i.e. complementary welcome 
cocktail, bottle of wine or other amenity in the room, chips to a casino, breakfast, internet, etc.? 
11% Very Important 
22% Important 
27% Somewhat Important 



Girls That Roam 2013 

 

13 

 

26% Somewhat Unimportant 
15% Doesn’t Matter 
 
How important is it that a destination or accommodation provider has services that cater to women? 
18% Very Important 
20% Important 
29% Somewhat Important 
21% Somewhat Unimportant 
11% Doesn’t Matter 
 
How important is it that a destination or accommodation provider is gay-approved (i.e. TAG, IGLTA 
etc.)? 
16% Very Important 
19% Important 
27% Somewhat Important 
18% Somewhat Unimportant 
20% Doesn’t Matter 
 
How important is it that a destination or accommodation provider accommodates and has services for 
disabled individuals? 
13% Very Important 
13% Important 
22% Somewhat Important 
21% Somewhat Unimportant 
30% Doesn’t Matter 
 
How important is it that a destination or accommodation provider is socially responsible/eco-friendly 
and is integrated into the local community? 
17% Very Important 
40% Important 
26% Somewhat Important 
11% Somewhat Unimportant 
6% Doesn’t Matter 
 
How important is it that a destination or accommodation provider has women in key executive 
positions? 
9% Very Important 
26% Important 
30% Somewhat Important 
17% Somewhat Unimportant 
18% Doesn’t Matter 
 
How important is it that a destination or accommodation provider has women and LBTQ-friendly 
advertising and/or marketing and outreach? 
14% Very Important 
26% Important 
28% Somewhat Important 
18% Somewhat Unimportant 
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14% Doesn’t Matter 
 
15.  Many hotels are creating “packages” or have special perks on site for the women and/or 
LBTQ Community. The following is a list of elements that might be included in a package. 
Which incentives motivate you to purchase a hotel package? 
 
10% - 20% discount on price of the room 
38% Very Important 
42% Important 
15% Somewhat Important 
1% Somewhat Unimportant 
5% Doesn’t Matter 
 
Buy two nights get a third free 
31% Very Important 
41% Important 
21% Somewhat Important 
3% Somewhat Unimportant 
4% Doesn’t Matter 
 
Special women's event, like free cocktails during happy hour or VIP pass to a club 
13% Very Important 
27% Important 
24% Somewhat Important 
20% Somewhat Unimportant 
17% Doesn’t Matter 
 
Special LGBT event, like tickets to a gay party or VIP pass to a club 
15% Very Important 
18% Important 
19% Somewhat Important 
25% Somewhat Unimportant 
23% Doesn’t Matter 
 
Pass to local gym 
12% Very Important 
19% Important 
27% Somewhat Important 
17% Somewhat Unimportant 
25% Doesn’t Matter 
 
Printed guide or map to local special interest attractions (galleries & museums, theater, wineries and 
breweries, hiking trails, etc.) 
22% Very Important 
33% Important 
30% Somewhat Important 
7% Somewhat Unimportant 
8% Doesn’t Matter 
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Printed guide or map to local LGBT community 
21% Very Important 
22% Important 
22% Somewhat Important 
13% Somewhat Unimportant 
21% Doesn’t Matter 
 
Subscription to women's, travel, or LBTQ publications like Vogue, local city magazine, Travel Girl 
Magazine, Curve Magazine 
9% Very Important 
15% Important 
21% Somewhat Important 
20% Somewhat Unimportant 
34% Doesn’t Matter 
 
Donation to, or membership in, women, women of color, disability or LGBT organization like Avon 
Walk for Breast Cancer, Astraea Lesbian Foundation for Justice, or local charity 
10% Very Important 
20% Important 
33% Somewhat Important 
19% Somewhat Unimportant 
19% Doesn’t Matter 
 
16.  Over the past year which hotel brand has done the best job promoting themselves to 
women (straight and LBTQ, women of color, women of different ethnicities/nationalities, 
and/or disabled)? (Base your answer on the hotel’s LBTQ and women-focused advertising, 
outreach and communications. Please select one of the hotels below or write only one hotel 
brand name.) 
 
34% No Responses 
20% Other 
10% Hilton 
8.5% Joie de Vivre Hotels 
6% Kimpton Hotels 
6% Hyatt Hotels and Resorts 
6% Wyndham Worldwide 
5% Starwood Hotels & Resorts (Sheraton, W, Westin, Aloft) 
3% Fairmont Hotels & Resorts Worldwide 
2% MGM Resorts International 
 
  



Girls That Roam 2013 

 

16 

 

17.  Some travelers prefer the experience of a bed and breakfast / boutique hotel / inn. Below 
we explore what is important to you when you stay at these unique lodgings.         
 
When staying at a bed and breakfast, inn, or boutique hotel, how important is it to you that you are 
supporting a woman- or LBTQ-owned and operated lodge? 
22% Very Important 
22% Important 
31% Somewhat Important 
10% Somewhat Unimportant 
15% Doesn’t Matter 
 
When staying at a bed and breakfast, inn, or boutique hotel, how important are the amenities 
(internet, wine & cheese hour, snacks, access to movies, etc.) to you? 
13% Very Important 
31% Important 
34% Somewhat Important 
13% Somewhat Unimportant 
9% Doesn’t Matter 
 
When staying at a bed and breakfast, inn, or boutique hotel, how important is the location to activities 
or central city you? 
31% Very Important 
37% Important 
24% Somewhat Important 
6% Somewhat Unimportant 
1% Doesn’t Matter 
 
When staying at a bed and breakfast, inn, or boutique hotel, how important is the price to you? 
52% Very Important 
33% Important 
11% Somewhat Important 
1% Somewhat Unimportant 
2% Doesn’t Matter 
 
How important is it that a destination or accommodation provider is socially responsible/eco-friendly 
and is integrated into the local community? 
20% Very Important 
40% Important 
28% Somewhat Important 
8% Somewhat Unimportant 
5% Doesn’t Matter 
 
How important is it that a destination or accommodation provider is TAG, IGLTA etc. approved? 
8% Very Important 
20% Important 
25% Somewhat Important 
22% Somewhat Unimportant 
25% Doesn’t Matter 
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How important is it that a destination or accommodation provider has women, women of color, 
disability, ethnicity/nationality and LBTQ-friendly advertising and/or marketing and outreach? 
14% Very Important 
22% Important 
31% Somewhat Important 
18% Somewhat Unimportant 
15% Doesn’t Matter 
 
When staying at a bed and breakfast, inn, or boutique hotel, how important is the experience to you? 
45% Very Important 
39% Important 
12% Somewhat Important 
1% Somewhat Unimportant 
2% Doesn’t Matter 
 
18.  How do you plan to get to your destination in 2012? (Select all that apply) 
94% Airplane 
48% Personal Car 
25% Train 
24% Rental Car 
11% Cruise Ship 
10% Bus 
6% Boat 
4% Other 
 
19.  When selecting an airline, what influences your purchase of a ticket/tickets? (Please 
prioritize from what is least to most important to you)   
 
Price 
80% Very Important 
13% Important 
5% Somewhat Important 
1% Somewhat Unimportant 
2% Doesn’t Matter 
 
Number of arrival/departure airports airline flies 
21% Very Important 
26% Important 
25% Somewhat Important 
14% Somewhat Unimportant 
14% Doesn’t Matter 
 
  



Girls That Roam 2013 

 

18 

 

Airline brand reputation as women-, women of color, disability, LBTQ-friendly 
7% Very Important 
18% Important 
32% Somewhat Important 
17% Somewhat Unimportant 
27% Doesn’t Matter 
 
Airline brand's customer loyalty program/points 
16% Very Important 
21% Important 
27% Somewhat Important 
16% Somewhat Unimportant 
20% Doesn’t Matter 
 
Airline's destination airport location near hotel, meeting place, tourist attractions 
18% Very Important 
26% Important 
33% Somewhat Important 
13% Somewhat Unimportant 
10% Doesn’t Matter 
 
Airline's entertainment options (TV, movies, music, magazines, in-air phone/internet service, etc.) 
7% Very Important 
15% Important 
23% Somewhat Important 
27% Somewhat Unimportant 
27% Doesn’t Matter 
 
Airline brand's reputation as being more upscale 
4% Very Important 
10% Important 
19% Somewhat Important 
30% Somewhat Unimportant 
37% Doesn’t Matter 
 
Airline brand's reputation as being budget 
14% Very Important 
18% Important 
26% Somewhat Important 
23% Somewhat Unimportant 
20% Doesn’t Matter 
 
Quality of airline meals and snacks, ability to bring own snacks onboard 
8% Very Important 
17% Important 
31% Somewhat Important 
24% Somewhat Unimportant 
20% Doesn’t Matter 
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Airline advertising in women's and/or LGBT print and/or new media 
7% Very Important 
14% Important 
25% Somewhat Important 
26% Somewhat Unimportant 
28% Doesn’t Matter 
 
20.  How many total roundtrip airplane flights  
have you taken in the last 12 months?   
28% No Responses 
41% 1 – 3 
22% 4 – 7 
4% 8 – 11 
4% 12 or more 
 
21.  How many total roundtrip airplane flights  
do you plan to take in the next 12 months?   
43% 1 – 3 
27% No Responses 
22% 4 – 7 
4% 8 – 11 
3% 12 or more 
 
22.  If you travel by train, what motivates you to travel by train over other transportation 
options? (Select all that apply) 
29% I don't travel by train 
29% Only for short distances 
26% Other 
20% Trains are sooo romantic 
7% Love those party and wine trains 
6% I hate flying 
 
23.  How often did you travel by train in total in the past 12 months?   
No Responses were provided 
 
24.  How many times do you plan to travel by train within the next 12 months?   
No Responses were provided 
 
25.  How often did you rent a vehicle/motorcycle in total in the past 12 months?   
57% 1 – 3 
36% No Responses 
6% 4 – 7 
0% 8 – 11 
0% 12 or more 
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26.  How many times do you plan to rent a vehicle/motorcycle within the next 12 months?   
56% 1 – 3 
34% No Responses 
9% 4 – 7 
0% 8 – 11 
0% 12 or more 
 
27.  How often did you take your personal car on a trip in total in the past 12 months?       
43% 1 – 3 
31% No Responses 
16% 4 – 7 
6% 8 – 11 
4% 12 or more 
 
28.  How many times do you plan to your personal car on a trip within the next 12 months?       
41% 1 – 3 
35% No Responses 
16% 4 – 7 
5% 8 – 11 
4% 12 or more 
 
29.  Are you a member of AAA or another roadside service provider?       
42% Yes 
29% No Responses 
24% No 
3% Other 
1% Member of a service in my country 
0% Use government sponsored / public roadside assistance services 
 
30.  How often do you use roadside assistance?   
64% 1 – 3 
36% No Responses 
0% 4 – 7 
0% 8 – 11 
0% 12 or more 
 
31.  Do you plan to travel domestically within the next 12 months?   
64% Yes 
29%No Response 
5% Maybe 
2% No 
 
32.  If you plan to travel domestically within the next 12 months, what destination(s) do you 
plan to travel to?       
No Response were provided 
 
33.    Will your domestic travels be for business, pleasure or both? (business, pleasure, both)   
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No Response were provided 
 
34.  What motivates you to take a trip? (Select all that apply)     
80% Visit friends or family 
65% Romantic getaway with partner/spouse 
77% Explore new destinations 
54% Return to favorite destinations 
52% Culture (art, architecture, music, theatre, etc.) 
50% Rest and relaxation / Spa 
49% Spontaneous decision (last minute) 
47% Shopping, adventure travel (hiking, kayaking, cycling, etc.) 
33% Combined with a business trip 
33% Mainstream event (festival, concert, etc.) 
32% Self-improvement/spiritual activities 
30% Food and wine 
16% Lesbian, gay, bisexual, transgender, queer (LGBTQ) bars, clubs, parties, etc. 
15% Women accommodations or cruise 
13% LGBT event (pride, film festival, etc.) 
13% LBTQ accommodations or cruise 
13% Other 
11% Sexual adventure 
6% General bars, clubs, parties, etc. 
 
35.  Which of the following describes the focus of your next vacation?       
30% Weekend Getaways 
27% Relaxation/Spa 
25% Family Event (Ancestral Tour, Reunion, Annual Family Holiday, etc.) 
24% Adventure (Ziplining, off-roading, dirt biking, etc.) 
22% Budget  
15% Spiritual 
14% Solo Adventure 
13% All women vacation with a women's organization or travel club 
12% Camping 
11% Resort 
11% Other 
8% Mainstream Event / Festival (Jazz Fest, Mardi Gras, Carnival, etc.) 
8% Volunteerism/Social Responsibility/Eco 
7% Business / Networking 
7% Luxury 
6% Cruise 
5% Destination Wedding / Civil Pact of Solidarity (PACSed), civil union, domestic partnership or what 
your country designates as these unions 
5% Sports (Recreational, Tournament, Marathon, Triathlon, Ski trip, Cycling, Favorite sports team) 
2% Women of Color Event / Festival (Dinah in Color, Bliss, etc.) 
 
36.  Some people prefer to vacation in groups of likeminded or people who have similar 
backgrounds to their own. The following questions explore the level of importance of having 
the following types of tailored group vacations available to you?       
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How important is it to you to have women only vacations? 
17% Very Important 
18% Important 
25% Somewhat Important 
15% Somewhat Unimportant 
25% Doesn’t Matter 
 
How important is it to you to have women of color or ethnicity/nationality only vacations? 
5% Very Important 
7% Important 
10% Somewhat Important 
18% Somewhat Unimportant 
59% Doesn’t Matter 
 
How important is it to you to have women from your own ethnicity/nationality only vacations? 
3% Very Important 
5% Important 
9% Somewhat Important 
20% Somewhat Unimportant 
63% Doesn’t Matter 
 
How important is it to you to have LBTQ women only vacations? 
11% Very Important 
19% Important 
16% Somewhat Important 
18% Somewhat Unimportant 
35% Doesn’t Matter 
 
How important is it to you to have women with disabilities only vacations? 
4% Very Important 
2% Important 
11% Somewhat Important 
19% Somewhat Unimportant 
64% Doesn’t Matter 
 
How important is it to you to have women-focused vacations where some men are allowed if they 
respect women's space? 
8% Very Important 
11% Important 
25% Somewhat Important 
19% Somewhat Unimportant 
37% Doesn’t Matter 
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How important is it to you to have special interest only vacations (i.e. archeological, art, culinary; 
wine, beer, and spirits; voluntourism, history, knitting, etc.)? 
14% Very Important 
20% Important 
32% Somewhat Important 
11% Somewhat Unimportant 
22% Doesn’t Matter 
 
37.  How many group tours in total did you take in the past 12 months (group of people in 
taking part in a packaged itinerary)?       
52% 1 – 3 
46% No Responses 
1% 4 – 7 
0% 8 - 11 
0% 12 or more 
 
38.  How many group tours do you plan take in the next 12 months (group of people in taking 
part in a packaged itinerary)?     
52% 1 – 3 
46% No Responses 
1% 4 – 7 
0% 8 – 11 
0% 12 or more 
 
39.  What time of year do you travel? (Select all that apply)     
68% Spring 
67% Summer 
58% Fall 
57% Winter 
44% Off seasons 
28% Shoulder seasons 
12% Peak seasons 
 
40.  How many luxury/resort vacations in total did you take in the past 12 months?   
53% 1 – 3 
46% No Response 
0% 4 – 7 
0% 8 – 11 
0% 12 or more 
 
41.  How many luxury/resort vacations in total do you plan to take in the next 12 months?   
54% 1 – 3 
45% No Response 
1% 4 – 7 
0% 8 – 11 
0% 12 or more 
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42.  How many cruises in total did you take in the past 12 months?     
59% 1 – 3 
41% No Response 
0% 4 – 7 
0% 8 – 11 
0% 12 or more 
 
43.  How many cruises in total do you plan taking in the next 12 months?     
60% 1 – 3 
40% No Response 
0% 4 – 7 
0% 8 – 11 
0% 12 or more 
 
44.  How many weekend getaways did you take in the past 12 months?   
37% 1 – 3 
36% No Response 
18% 4 – 7 
6% 8 – 11 
3% 12 or more 
 
45.  How many weekend getaways do you plan to take in the next 12 months?   
34% 1 – 3 
34% No Response 
20% 4 – 7 
7% 8 – 11 
4% 12 or more 
 
46.  How many business trip(s) in total did you take in the past 12 months?   
46% 1 – 3 
43% No Response 
7% 4 – 7 
1% 8 – 11 
3% 12 or more 
 
47.  How many business trip(s) in total do you plan on taking in the next 12 months?       
No responses were provided 
 
48.    If your next trip is a business trip, what is the most important factor in your a business 
trip? (Rank the choices below according to priority.)     
No responses were provided 
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49.  If your next trip is a luxury or resort destination, what is the most important factor in your 
luxury or resort choice? (Rank your top three)   
Rankings 

1. Price/value  
2. Social responsibility/eco-friendly 
3. Ethically/Nationally-friendly 
4. LBTQ-friendly 
5. Disability-friendly 
6. Special services for women 
7. Added amenities (i.e. Adult only pool, kids pool, spa, gym, etc.) 

 
50.    If your next trip is a to a cruise destination, what is the most important factor in your a 
cruise trip? (Rank the choices below according to priority.)  
Rankings    

1. Price/Value 
2. Ports 
3. Onboard Activities 
4. Entertainment Options 
5. Amenities 
6. Excursions 
7. Dining Options 
8. Payment Plans 

 
51.  If your next trip is a to a destination wedding or Civil Pact of Solidarity (PACSed), civil 
union, domestic partnership or what your country designates as these unions, what is the 
most important factor in your a cruise trip? (Rank the choices below according to priority.)       
Rankings 

1. Price/Value 
2. Ease of Transportation to the Wedding/Union destination  
3. Activities 
4. Wedding/Union Planning Packages  
5. Amenities 
6. Wedding/Union Planning Services 
7. Entertainment Options 
8. Excursions 
9. Dining Options 

 
52.  If your next trip is a family vacation, what is the most important factor in your a family 
vacation destination? (Rank the choices below according to priority.)       
Rankings 

10. Price/Value 
11. Location of lodging to attractions, dining, shopping, etc. 
12. Activity Options 
13. Dining Options 
14. Entertainment Options 

 
  



Girls That Roam 2013 

 

26 

 

53.    If your next trip is an adventure / sports destination, what is the most important factor in 
your an adventure / sports? (Rank the choices below according to priority.)     
Rankings 

1. Price/Value 
2. Hotel Near Adventure / Sporting Event 
3. Ease of Transportation to the Adventure / Sporting Event 
4. All Inclusive Package 
5. Dining Options 
6. Entertainment Options 
7. Amenities 
8. Spa 
9. Gym/Pool 
10. Payment Plan Options 

 
54.  If your next trip is a voluntourism/social justice/eco-travel destination, what is the most 
important factor in your a voluntourism/social justice/eco-travel choice?  Rankings 

1. Price/Value 
2. All inclusive package (lodging, transportation, meals, etc.) 
3. Social responsibility/eco-friendly 
4. Choice of Interests 
5. Choice of activities 
6. Ethically/Nationally-friendly 
7. LBTQ-friendly 
8. Payment Plan 
9. Disability-friendly 

   
55.  If your next trip is a budget destination, what is the most important factor in your a budget 
destination? (Rank the choices below according to priority.)       
Rankings 

1. Price/Value lodging 
2. Price/Value of Transportation 
3. Affordable dining options 
4. Affordable entertainment options 

 
56.  If your next trip is a rejuvenation/spiritual destination, what is the most important factor in 
your a rejuvenation/spiritual choice?   
Rankings 

1. Price/ Value 
2. All inclusive package (lodging, transportation, meals, etc.) 
3. Choice of activities 
4. LGBTQ-Friendly 
5. Ethically/Nationally-friendly 
6. Disability-Friendly 
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57.  If your next trip is a weekend getaway destination, what is the most important factor in 
your a weekend getaway destination? (Rank the choices below according to priority.)  
Rankings 

1. Price/Value 
2. Feeling of being away 
3. Location of lodging to attractions, dining, shopping, etc. 
4. Ease of transportation to destination  
5. Dining Options 
6. Flexibility of lodging stay 
7. Activity Options 
8. Entertainment Options 

 
58.  If you plan on bringing someone with you, who is joining you on your 
business/pleasure/weekend getaway trip? (Select all that apply)         
46% Girlfriend/boyfriend 
31% Domestic partner/spouse 
25% No one is coming with me 
21% Other 
13% Sister/brother 
8% Parent 
6% Spouse and kid(s) 
 
59.  Do you travel with kid(s)?   
45% No 
42% No Response 
9% Sometimes 
3% Yes 
 
60.  What is your preference when traveling in groups when traveling?     
23% I prefer women only (lesbian or straight women) 
16% I prefer only LBTQ women 
1% I prefer only women of color 
1% I prefer only women of my own ethnic/nationality 
0% I prefer only women who are disabled 
14% I prefer mainstream travel without a woman emphasis 
30% I prefer a mix of LBTQ, straight women, women of color, women from other countries, and 
progressive men or gay boyfriends 
46% Doesn't matter 
 
61.  Do you travel with pet(s)?   
42% No Response 
39% No  
16% Sometimes 
3% Yes 
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62.  Certain countries, states/provinces, and cities are known to have poor records when it 
comes to women's , civil/human , lesbian, bisexual, and transgender, and disability rights, the 
following questions explore how these countries laws and policies and reputation influence 
your plans for certain destinations.     
No responses were provided 
 
63.    Do natural disasters, political climate/uprisings, or severe weather conditions influence 
your travel plans to destinations?     
No responses were provided 
 
64.  Do you purchase travel insurance for your business and/or pleasure travel?   
No responses were provided 
65.  Within the past year, which country, state/province, and/or city do you perceive as the 
most woman-friendly? (Please note the country the province/state or city is located.) 
No responses were provided 
            
66.  In the past 12 months, which country, state/province, or city is doing a good job reaching 
out to women? (Please note the country the province/state or city is located.)   
No responses were provided 
 
67.  In the past 12 months, which U.S. state or city is doing a good job reaching out to 
women? 
No responses were provided 
 
68.  While you are at your destination, do you plan on doing any activities or tours?   
53% Yes 
4% No 
44% No Response 
 
69.  When traveling to a city, how likely are you to participate in the following activities? 
(Please prioritize what you are most likely to do at a destination from least to best)   
Ranking 

1. Go to a neighborhood known for its art, cultural contributions, history, etc. 
2. Go to a local restaurant 
3. Visit popular tourist attractions/take a city tour 
4. See a performance, i.e. concert, live music, play 
5. Go to an ethnic or a LGBT neighborhood 
6. Go to a cultural or community bar (i.e. LGBT, Mexican, Russian, etc.) 
7. Go shopping/city's retail district 
8. Rent sports equipment (i.e. bike, canoe, kayak, skis, etc.) 
9. Go to a mainstream bar/nightclub 
10. Go to a upscale chain restaurant 
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70.  How did you purchase your most recent vacation/holiday? (Select all that apply)   
93% Online/Internet booking engine 
11% By phone direct to airlines, car rentals, hotels, travel guides 
5% By phone or visit to local retail travel agency 
4% By phone or visit to group tour or cruise operator 
3% Other 
 
71.  Does having the option to finance or make payments on a vacation affect your likeliness 
of choosing a vacation?   
44% No Response 
35% No 
21% Yes 
 
72.  How much do you spend on your annual vacation?   
44% No Response 
18% $1,000 - $2,000 
13% $2,000 - $3,000 
7% $3,000 - $4,000 
7% $500 - $,1000 
4% $5,000 - $10,000 
3% Under $500 
2% $4,000 - $5,000 
1% More than $10,000 
 
73.  How much do you spend on you’re an average weekend getaway?   
44% No Responses 
34% Under $500 
18% $500 - $1,000 
3% $1,000 - $2,000 
0% $2,000 - $3,000 
0% $4,000 - $5,000 
0% More than $5,000 
 
74.  How much do you spend personally on a business trip?   
50% No Responses 
39% Under $500 
9% $500 - $1,000 
1% $1,000 - $2,000 
1% More than $2,000 
 
75.  How much have you spent in total (business and pleasure) on travel during the past 12 
months (including transportation, lodging, dining out, tours, excursions, and other travel 
related costs)?   
46% No Responses 
1% Under $1000 
9% $1000 - $5,000 
32% $5,000 - $10,000 
12% More than $10,000 
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76.  How many total nights have you spent in paid accommodations for pleasure in another 
local over the past 12 months?   
46% No Response 
19% $1,000 - $5,000 
18% $500 - $1,000 
16% Under $500 
1% $5,000 - $10,000 
0% $10,000 - $15,000 
0% More than $15,000 
 
77.  How much have you spent total on paid flights for pleasure to another local over the past 
12 months?   
45% No Response 
28% $1,000 - $5,000 
13% $500 - $1,000 
12% Under $500 
2% $5,000 - $10,000 
0% $10,000 - $15,000 
0% More than $15,000 
 
78.   How much have you spent total for a rental car for pleasure in another local over the past 
12 months?      
47% No Response 
42% Under $500 
9% $500 - $1,000 
3% $1,000 - $5,000 
0% $5,000 - $10,000 
0% More than $10,000 
 
79.   Are you a member of a car sharing service, like City Car Share or Zip Car?      
4% Yes 
51% No 
45% No Response 
 
80.  Have you ever checked out a car share while traveling outside of your home city?    
4% Yes 
49% No 
2% Sometimes 
44% No Response 
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81.  How many total days and nights have you spent total for a dining and entertainment while 
on vacation over the past 12 months?   
45% No Response 
20% $500 - $1,000 
16% $1,000 - $5,000 
16% Under $500 
2% $5,000 - $10,000 
0% $10,000 - $15,000 
0% More than $15,000 
 
82.  Do you think you will spend more, less or the same amount on pleasure travel in 2012 as 
you did during 2011? 
45% No Response 
26% Same 
20% More 
10% Less 
 
83.  Do you think you will spend more, less or the same amount on business travel in 2012 as 
you did during 2011?   
49% No Response 
26% Same 
17% Less 
8% More 
 
84.  How can lodging, transportation, and other travel tour companies better serve women, 
women of color, women of different ethnicities/nationalities, LBTQ and disabled travelers? 

1. Clear advertising targeted to women 
2. Properly train staff to be friendly and courteous to all guests 
3. Have a contact person on staff who can relate 
4. Provide safety information about area 
5. Provide places of interest information about area 
6. Outreach in community 
7. Don’t charge more for women specific 

 
85.  How do you get your information about travel destinations (i.e. friends, media, social 
media, etc.)?     

1. Friends and Colleagues 
2. Personal Internet Searches 
3. Social Media 

 
86.  How do you get your information about women-specific travel destinations, 
accommodations, tours, etc. (i.e. friends, media, social media, etc.)?     

1. Social Media 
2. Lesbian Print and Media 
3. Personal Internet Searches 
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87.  How do you get your information about niche women’s communities (i.e. ethnic, disability, 
LBTQ) women-specific travel destinations, accommodations, tours, etc. (i.e. friends, media, 
social media, etc.)   

1. Social Media 
2. Lesbian Blogs 
3. Personal Internet Searches 

 
88.  How important are advertising, articles, or special promotions in community driven 
publications and media (i.e. Vogue Magazine, Essence Magazine, Audrey Magazine, Curve 
Magazine, blogs, websites, social media, etc.) in influencing your vacation decisions?   
36% Somewhat Important 
18% Important 
18% Doesn’t Matter 
16% Somewhat Unimportant 
12% Very Important 
 
89.  You indicated that media targeted to women was a motivator for your vacation plans, can 
you be more specific about what type of media influenced you?   
50% Display ad or article in women's print magazine 
42% Links to articles on social network sites 
42% Social networking advertising 
36% Banner ad or article on women's website or blog 
36% TV show or documentary on women, ethnic/nationality, women of color channel or webcast 
27% Display ad or article in women, women of color, LBTQ etc. guidebook 
18% Travel maps geared towards Ethnicity/ nationality's, LGBTQ, disabled individuals' interests 
14% Video on women's website 
10% Other 
8% Advertising on a radio show 
6% Advertising on a vlog or podcast 
6% Advertising at a movie theater or on a DVD/On Demand in home theater 
2% Directly on mobile app for smartphone or tablet device 
2% Advertising on mobile app for smartphone or tablet device 
0% Text message advertising 
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Conclusion 
 
This survey has provided deep insight into our Girl Roamers attitudes and preferences when 
traveling.  We hope to be able to use this information to better cater to their needs in a proactive way. 
 
We learned that we need to break the survey down into quarters focusing on Destinations, Activities 
and Excursions, Lodging and Transportation, and Media along with conducting smaller polls 
throughout the year focused on travel issues that come up during the year on Girls That Roam’s 
website. The Girls That Roam team feels that this will not only be more effective, but it will also 
enable us and our sponsors to get to know our audience much better and provide more opportunities 
for our sponsors to market themselves as partners of Girls That Roam. We estimate that we will 
launch our next survey sometime in the fall of 2013. 
 
The Girls That Roam team also learned that we need to get out more ourselves.  We need to get out 
and make new friends in new places as well as continue to keep up with our best pals.  As Girls That 
Roam grows we expect to attract more straight women and women from different nationalities as well 
as maintain our strong base in the queer women’s and women of color communities here in the U.S. 
and abroad. 
 

Special Thank You 
 
Girls That Roam is incredibly grateful for our sponsors who provided our readers with prizes to as an 
incentive to complete this survey. We are incredibly humbled and honored to have worked with 
Paradise in Puerto Rico, Maui Sunseeker, Ka'anapoli Golf Course, A Salon 7, Sheraton Maui, Westin 
Maui, Dutcher Crossing Winery and LezPlayRadio.com. 
 
Girls That Roam is also very grateful for the expertise of Denise Adams, a graduate student in Parks, 
Recreation and Tourism Management at Clemson University, who masterfully took the data from our 
survey in 2012, analyzed it and put it together in this attractive and informative report as a part of her 
independent studies for the spring 2013 semester. Denise also holds a bachelors degree in 
Commercial Recreation and Tourism Management from Appalachian State University. Denise can be 
contacted at denise.a.adams1@gmail.com. 
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http://www.kaanapaligolfcourses.com/
http://www.salon7.net/
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