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Survey Methodology

ASurveys Emailed two times between Maycl®0
5940 Contacts in database*

/88 Completed Surveys Returned

A% Response Rate
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What is your age range”

65 or older '
55-64 —

3554

25-34

24 or under
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What is your current homeowner status”

Rent an apartment or
home

24%

Own and occupy my home

716%

) o
) 2009
/Qtade of

There's nothing like a brand new home



How many models did you visit”

5 or more _
4 Visited 3+
| Models
,
2
1
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Primary reason for touring Parade models

Other
Just touring models.
Green building ideas

Decorating ideas.

Buying when my home sells

47% interested

I|H[

in Buying a
Buying home next year y g
Home
Buying home this year
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Did you receive a POH magazine from the FT
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Did you see any Parade TV commercial

Yes, 2 or more times

Yes, at least 1

No
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Did you go online at jacksonville.com/parade’

Other

Yes, but it was not easy to us

Yes, it was easy to us

Ill‘\

No, knew about it but couldn't find i

No, didn't know about the site
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Would you prefer to use a welbased Parade of Homes guide rather

than a printed magazine if it was easy to find, offered previews of

the homes and provided a convenient tool to map a tour of just the
homes you wished to visit?

Yes, | prefer a Web
site
No, | prefer a 41%
magazine
99%
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Survey Methodology

ASurvey€Emailed Parade Builders Juneclhb
A0 Builder Contactis database

A3 Completed Surveys Returned

82 5%Response Rate
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How many home sales can you attribute to the Parad:

5 or more |
3-4 II

1-2

None
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What did you feel your approximate traffic volume was during the
Parade from April 186 compared to your average visitor traffic
for this year prior to that period?

b

over 20% increase _

15%20% increase ’

Did not see increase '
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How important did you feel it was to have the Parade of Home:
Magazine distributed as an insert in the Florida Tirgsion?

5(highly important)

1(not important)
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How important did you feel the television commercials were to the
Parade promotion?

5(highly important)

1(not important)
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How would you rate the content and quality of the Parade television
commercials?

Excellent, use the same format next ye

More budget should be devoted to productio

Did not feel it was worth expens:

Did not see them
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Did you go online to see the Parade of Homes websit

No, could not find the website

No, did not know about the website

Yes, it was easy to us

Yes, but it was not easy to us

A | | |
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