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Background/Introduction

In an effort to better understand the significance of the Group Tour segment to the New Hampshire tourism market, a survey was designed to be administered online to representatives of New Hampshire businesses considered “group friendly”.  For purposes of this project, Group Tour business was defined to include clubs, motor coach tours, SMERF (social, military, education, religious, fraternal), or other groups but NOT including meetings or weddings. Results would be used to help support marketing and programming efforts for this market segment.  

Several types of information were sought:

· the relative importance and future outlook of the Group Tour market 

· trends with regard to seasonality, domestic vs. International, length of stay, size of group, activities, advance booking times, etc.

· the overall economic impact of this market segment

A total of over 700 email invites were originally sent to representatives at properties identified as “group friendly” by NH DTTD to participate in the online survey.  Follow-up reminders were also sent to encourage responses.  When completed, at least partial responses had been received from 134 properties for an overall response rate of close to 20%.  

This report presents data tables for each question in the survey supplemented with verbatim comments.  It should be noted that since not every respondent answered each question in the survey, the sample size (n=) will vary by question.  While survey respondents are felt to be “representative” of the total group friendly market in terms of size and type of properties, results are felt to be more “directional” in nature than absolute.  In this regard, it is advised that more emphasis be placed on the relative percentages and averages rather than the preciseness implied by the survey statistics themselves.  

The Sample

Table 1 summarizes the distribution of the survey sample by business type.  As indicated, the vast majority of respondents represented lodging/resort businesses. 

	Table 1

	Distribution of Responses by Business Type

	
	
	
	

	
	
	
	

	Business Type
	
	#

	
	
	
	

	Lodging/Resort
	
	70

	Attraction/Activity/Museum
	32

	Restaurant
	
	7

	Agri-Tourism (winery, farm, pyo)
	5

	Retail/shopping
	
	3

	
	
	
	

	
	
	Total
	117


Major Research Findings

While the survey was admittedly administered to somewhat of a “convenience” sample and businesses already determined to be “group friendly”, a review of the data tables and verbatim comments contained in this report provide considerable evidence that the Group Tour market segment is…

(1) SIGNIFICANT as evidenced by the findings that…

· The average percentage of revenues attributed to the group tour market for  the properties surveyed was 15% in 2008.  For close to one-quarter of them it represents at least 20% of revenues.  (Table 2)

· Over half of respondents expect this percentage to increase over the next 5 years (15% “increase considerably”).  (Table 4)

· While some 1/3 of respondents reported hosting 5 groups or less in 2008, another 1/3 reported hosting over 20 groups.  The average # of groups hosted by an individual property in 2008 was 19.4.  (Table 13)

· The distribution of group size hosted in 2008 was quite varied.  While close to 30% of businesses reported typical group size of over 30 people, the average size overall was reportedly 25.9 people. (Table 14)

· While day-trippers represented 15% of the responses, the average length of stay in 2008 was reportedly 2 nights.  (Table 15)

(2) UNDERGOING CONSIDERABLE CHANGE as evidenced by the findings that…

· Half of the those expecting an increase in Group Tour business indicated it would come from “new tour operators/clientele”.  

· While 75% of the business currently occurs in Summer and Fall, close to 30% of respondents expect some shift in the seasonality of this business – mostly to other seasons.  (Tables 5 & 6)

· One-third expect the domestic/International mix of business to change over the next 5 years – mostly expecting more International tours.  (Tables 7 & 8)

· While perhaps somewhat reflective of the current economic conditions, the following trends were noted: smaller groups; change in the mix of activities (more sightseeing, historic sites/museums/galleries, and especially outdoor recreation); shorter booking times; expecting more “value” or price concessions and more flexibility in product offerings and cancellation policies. 

Conclusions/Implications

There seems to be ample support for the importance of Group Tours to the overall New Hampshire tourism business.  While survey statistics indicate it is large and growing, numerous property managers commented as well about their intentions of devoting more marketing effort to this segment.    

When reviewing the survey results with DTTD marketing staff, it was acknowledged that determining the exact composition and size of the group tour market in New Hampshire is difficult.  In an effort to estimate the economic impact of this market segment several assumptions have been made about the market and the representativeness of the survey sample, however, in this regard.  

 ● 
There are the “core” businesses which actively market and pursue group business by advertising in group publications, attending shows, following-up with group tour leads, having a “for groups” link on their website, having programs available only to groups, etc.  It is estimated that there are perhaps 250-300 of such businesses in the state.

●
In addition, however, there are hundreds of others that can accommodate groups, will gladly accept such business, but do not actively market to this segment.

●
The distribution of the relative size and types of businesses in the survey sample are representative of all businesses catering to this market segment.


Given the general assumptions cited above, survey data with regard to group tour revenues have been “extrapolated” to project the total revenues attributable to this market segment as previously defined.  It is estimated that the total economic impact of the group tour market in New Hampshire is in the range of $60-$70 million.

While sufficiently large to justify continued DTTD marketing support, there will be challenges to ensure that New Hampshire has the “product” to meet the changing demands of group tour visitors and operators with regard to size of groups, activities/ interests, shorter booking times, “off-season” options, expectation of more “value in packages, etc. 

GENERAL GROUP TOUR INFORMATION

Impact on 2008 Revenues

Respondents were asked about the relative importance of the Group Tour market to their overall business by indicating the percentage of their 2008 revenues attributable to this segment.  Table 2 summarizes the responses which indicate that:

● 
Approximately half of the businesses responding indicated it represented less than 5% of revenues.

●
Close to one quarter (22%) indicated it represented more than 20% of revenues.

●
The average for all respondents (including those indicating zero) was a not-insignificant 15%.

	Table 2

	Percentage of Revenues Attributed

	to Group Tour Market

	(n=122)

	
	
	
	

	Percentage
	
	%

	
	
	
	

	0.0
	
	
	15.6

	1 to 5
	
	
	36.1

	6 to 10
	
	
	11.5

	11 to 20
	
	
	14.8

	21 to 30
	
	
	9.8

	31 to 50
	
	
	6.6

	51 to 90
	
	
	5.6

	
	
	
	

	
	
	Total
	100.0


Follow-on questions asked about the relative change in that percentage over the last 5 years and expected over the next 5 years.  Tables 3 and 4 summarize the responses which indicate that respondents are more optimistic about the future as evidenced by the reports that:

●
Over half expect the percentage to increase in the future compared to 1/3 who reported an increase over the last 5 years.  Three times as many reported the expected future increase to be “considerable” compared to the number using that term to describe increases in the past 5 years.

●
Only 10% expect the percentage to decrease in the future compared to over 25% reporting an decrease over the last 5 years.

	Table 3

	Relative Change Last 5 Years

	(n=123)

	
	
	
	

	
	
	
	%

	
	
	
	

	Decreased considerably
	10.5

	Decreased somewhat
	16.3

	Stayed the same
	
	40.7

	Increased somewhat
	27.6

	Increased considerably
	4.9

	
	
	
	

	
	
	Total
	100.0


	Table 4

	Relative Change Expected Next 5 Years

	(n=125)

	
	
	
	

	
	
	
	%

	
	
	
	

	Decrease considerably
	3.2

	Decrease somewhat
	
	7.2

	Stay the same
	
	36.0

	Increase somewhat
	
	38.4

	Increase considerably
	15.2

	
	
	
	

	
	
	Total
	100.0


Specific Comments received on this issue are summarized below.

Last 5 Years

· Increased 1.5%

· We need to do a better job of marketing ourselves to get it to increase more.

· Increased 5% last year

· Due to major rate structure change and additional offerings, percentage will increase in 2009.

· Up until this current year, I would have said “decreased”, but this Spring ’09 it increased from last year.

· Anticipate a 10-15% decline in 2009

· It has increased as the word has gotten out about our facility.

· Fewer bus tours stop at our store.

· Most tours alternate trips to areas every other year.

· Tour companies are having trouble filling the bus.

· 2009 has been slow but it is “looking up” for Summer and Fall; we are down from 2008.

· Not as many tour buses coming to the area

· There are barely any tour groups coming to the White Mountain area now.

· Although the absolute dollar amount has increased, the percentage has decreased due to much larger increases in revenues related to weddings and meetings.

· We purposely market ourselves to retreat groups and seminar leaders.

· We are getting more hiking groups – especially from Canada.

· Increased dates for one of our tour series

· Our group tours are mostly school and youth groups such as Scouts and summer camps.

· Increase in 2009 thanks to a new partnership with 2 other businesses

· Did notice pick-up leading to election in 2008; slight decline due to economy now

· Decreased considerably

· We haven’t found a good advertising medium, reasonably priced for the smaller inns like ourselves.

· Granite State Ambassadors had done a Fam Tour with the Greater Manchester Visitor Bureau which no longer exists.

Next 5 Years

· I think the market is there for greater numbers, but during Fall foliage we are at capacity many days already, thus the increase can only happen in the other seasons.

· The increase in Baby Boomers who want someone to do the planning for them should increase.

· We have a lot of opportunity.

· New conference center

· As the Baby Boomers go into so many of these 50+ communities that offer day programs and trips, I think we’ll see an increase in requests for inexpensive, interesting “day trip” tour groups.

· Our decline is expected to be in the conference market.

· We are not likely to expand that much or to have room for buses to turn around.

· I would hope it would increase.

· Looking to increase 15%

· We are showing an increase every year and so far this year have over half the bookings we had for the entire 2008 season.

· I am sending points of interest in the region along with suggested tours in a newsletter using Constant Contact to an email database.

· We are putting in a new attraction which should increase our business.

· I will be putting emphasis into capturing this market segment.

· Don’t think the economy will start rebounding for tour and travel for a number of years

· The age of the tour bus seems to be over.

· We are now listed with a receptive tour operator for “fly and drive” packages.

· We are attending more shows and getting our name out into the general public.

· I am hoping that it will increase and smaller groups may want to get together more than larger ones.

· The rebound from the drop in value of the retirement plans of seniors will take time.

· We are seeing slight growth as we improve our public image.

· Active sales effort in place.

· We think we have the potential, if we act on it, to further increase group visits.

· Increase considerably

· No basis in fact, although I think with emphasis on “Green” lodging, we may actually attract more to NH.

· Just had first bus tour which went very well.  If more buses came to this area, they would stop.

· I believe the bike tours will have trouble – they are already experiencing a major drop in bookings.

· Small private groups

· Through marketing and partnering with other organizations

· I welcome any groups and have sent out letters to tour bus contacts notifying them of this option.

· If I actively start marketing this, I know I can increase it.

Opportunities for “New” Tour Companies

Those indicating they were expecting an increase in Group Tour revenues in the future were asked what percentage might come from “new” vs. “existing/repeat” tour companies/clientele.  Responses indicate a significant opportunity as essentially half of all business indicated new Group Tour business would be placed with “new” tour companies/clientele.

Comments:

· It is difficult to predict since some operators have out of business and each year we see new faces and old faces as well.  I know that we could do more with our existing tour operators in the Fall if we had more capacity.  But the cost to buy and restore new train cars at this juncture, for a few short weeks, would not be a good business choice.

· Each year there is a rotation of companies served.

· It all depends on how well we can market ourselves.

· We have had some issues with competitors who have stolen accounts from us, so we will see a decrease in revenue from prior accounts.

· We don’t work much with tour companies yet so any increase would be with new ones.

· We are concentrating current efforts on International markets.

Seasonality of Group Tour Business

Respondents were asked to indicate the approximate percentage of their Group Tour business that was attributable to each season.  A follow-on question asked if they expected the percentages by season to change over the next 5 years.  Tables 5 and 6 summarize the responses which indicate that:

●
Three-quarters of the business occurs in the Summer and Fall seasons.

●
Close to 30% expect some future change in the seasonality mix.


	Table 5

	Seasonality of Group Tour Business

	(n=105)

	
	
	
	

	Season
	
	
	%

	
	
	
	

	Fall
	
	
	40.0

	Summer
	
	
	35.0

	Winter
	
	
	15.0

	Spring
	
	
	10.0

	
	
	
	

	
	
	Total
	100.0


	Table 6

	Expect Change in Seasonality

	Next 5 Years?

	(n=119)

	
	
	
	

	
	
	
	%

	
	
	
	

	Yes
	
	
	28.6

	No
	
	
	71.4

	
	
	
	

	
	
	Total
	100.0


Comments:

· We need to become more of an all-year location.

· Most places have discounted prices for seasons other than Fall, so I would hope that would entice operators to use those discounts.

· As we get more exposure for tours, we expect it to carry through to our Winter season on the farm with sleigh rides.

· We don’t have good data for Winter, 2008 and Fall was weaker than I’d expect, so I imagine they would change.

· More Winter tour business

· We are hoping to increase our Spring and Summer group business so that we can even-out our business levels from season to season. 

· More during Summer/Spring

· The impact of recession decreases tourism influx.

· Our new attraction should draw people in during the Summer as well as the other 3 seasons.

· We will be increasing our Winter tour business.

· Expect to be more proactive in bringing groups during the mid-week times of the popular seasons (summer, foliage, skiing) rather than current practice of treating “non-wedding” and “non-meeting” groups as “poor step childs” to fill rooms during the slower late fall foliage season.

· Groups have discovered that Winter in NH is beautiful and accessible.

· We will be picking up a limited tour series for Summer, 2009.

· Season of the orchard (where museum is located) will be expanding.

· Most groups, so far, have been in early thru late autumn.  We believe that we have some potential to promote visits at other times of the year – expanding the number of visitors in the other 3 seasons.

· Summer groups should increase.  We are trying to get family reunions and working closely with Cranmore with their new Summer wedding programs.

· We have never marketed to foliage groups, so I see that being a big change.

· More in the Summer as they become aware of our New England Sampler Tasting Opportunities.

Domestic/International Mix of Group Tour Business

Respondents were also asked about the approximate percentage of their Group Tour business considered Domestic vs. International and how that might change over the next 5 years.  Tables 7 and 8 summarize the responses.  As can be seen…

● 
While the business is currently heavily focused on domestic tours (88%), over 1/3 of respondents expect this mix to change over the next 5 years.

	Table 7

	Mix of Domestic/International

	Group Tour Business

	(n=108)

	
	
	
	

	
	
	
	%

	
	
	
	

	Domestic
	
	
	88.2

	International
	
	11.8

	
	
	
	

	
	
	Total
	100.0

	
	
	
	

	
	
	
	

	Table 8

	Expect Change in Domestic/

	International Mix - Next 5 Years?

	(n=117)

	
	
	
	

	
	
	
	%

	
	
	
	

	Yes
	
	
	35.9

	No
	
	
	64.1

	
	
	
	

	
	
	Total
	100.0


Indications of possible changes (more International business) are obtained by a review of comments received:

· The change will be affected by global economics, social unrest, political events and changes in the value of the US dollar.

· The percentage will vary with the strength or weakness of the US dollar.

· We expect to be able to get some International customers.

· Better International advertising

· More marketing overseas

· We have been having success with European youth ski groups and their numbers have been increasing yearly.  FIT travelers have been increasing as well.

· Since we have had no International groups, if we get any in the next 5 years, it will be a change.

· We are hoping for a larger increase in International for longer stays.

· More people traveling to the US

· Focus will be on International and FIT

· I have seen more British visitors.

· Press coverage in Canada and U.K.

· I expect more International business.

· Depending on the economy, we may get more International because of good exchange rates.

· With stronger dollar, International should increase.

· With increased exposure of NH and the higher monetary value for the foreign traveler.

· As International tourists become more aware of an African American presence in NH, they are very curious about that history and attracted to our Black heritage tours.

· Looking to increase International group tour business by about 3%

· Expect to be more proactive in working with International group tour operators most likely by working through the Lakes Region Association’s already established programs.

· We are receiving more internet inquiries from outside the US – especially from the U.K.

· I believe the publicity of our economy has intrigued people abroad.

· Canadians are beginning to discover us.

· We have noticed a higher amount of Indians as well as Hasidic Jews and are looking to tap into this more.

· With the economy as it is, the foreign dollar is a good match to ours.  Our rates/prices have come down, where tourists are able to vacation.

· More Canadian and U.K.

· We sense there are more foreign tourists in our region.

· Working more closely with leads from WYM, ITB, and the Best Western Milan office.

· We believe that there are some International group visits to the area (youth ski groups) that we might be able to tap into – but we still expect the bulk of our group visitors to be domestic in origin.

· It’s more cost-effective now for Europeans to travel to the US.

· If other countries decide to help us, I feel foreign travel may increase slightly.

· More Europeans are coming – from France, Germany, Netherlands, and Italy.

· Discover New England Summit should introduce us to more International tours.

· The Mount Washington Valley Chamber is just beginning to focus on attracting Western European tourism directly.  If that State of NH were to jump on board, we could see considerable improvement.

· Expect an increase in European travelers

· Again, as International group tours become aware of our business, we hope that percentage increases.

GROUP TOUR TRENDS

In this section, respondents were asked about observed and expected trends with regard to various aspects of their Group Tour business.

Length of Stay

As indicated in Table 9, while over three- quarters of respondents (77%) report no observed change in terms of length of stay, a noticeable percentage (16%) reported lengths that are shorter.  Less than 7% overall reported longer stays.

	Table 9

	Observed Trend - Length of Stay

	(n=103)

	
	
	
	

	
	
	
	%

	
	
	
	

	Much shorter
	
	2.9

	Somewhat shorter
	
	13.6

	No change/about the same
	76.7

	Somewhat longer
	
	6.8

	Much longer
	
	0.0

	
	
	
	

	
	
	Total
	100.0


Comments:

· Most of our Fall tours are day tours based from the Boston market.  The operators that are doing overnight tours with us appear to be steady.

· My business if mostly weekends with full weeks only during the Summer and Christmas holiday season.

· Are staying in NH longer

· Everything has changed to shorter lengths of stays.

· Usually an overnighter or two nights in the region

· Depends on the flight deal

· Mostly 1 or 2 nights.

· Cost seems to be primary consideration, and therefore fewer nights, but with a desire for early check-in and late check-out

· Money is still tight and people are looking at shorter stays.

· Somewhat shorter

· Portsmouth is generally a day-trip or one-night destination for bus tours although we’re always trying to increase the length of stay.

Size of Group

As indicated in Table 10, while some 60% report group sizes “about the same”, another one-third indicate that group sizes are trending smaller.   

	Table 10

	Observed Trend - Size of Group

	(n=109)

	
	
	
	

	
	
	
	%

	
	
	
	

	Much smaller
	
	2.7

	Somewhat smaller
	
	29.4

	No change/about the same
	59.6

	Somewhat larger
	
	8.3

	Much larger
	
	0.0

	
	
	
	

	
	
	Total
	100.0


Comments:

· Day trips usually come with very full motor coaches; overnight stays usually involve smaller groups.

· We generally have full buses of around 45 people.

· Average 35-40 people with a range of 30 to 50

· The Lodge accommodates a group of up to 20 people and is rented as a unit.

· Economy has tightened may travelers’ budgets; many travelers staying closer to home

· Companies have scaled back

· I am hoping for smaller groups for our B&B

· Somewhat smaller

· Some tour operators are saying it’s harder to fill the buses.

Activities

Respondents were provided a list of activities and asked to indicate the relative change in the participation in each by those traveling as Group Tours.  Table 11 summarizes the responses which indicate that:

●   While noticeable increases were mentioned for “Sightseeing” and “Historic Site/Museums/Galleries” (25-30% each), the greatest increase was associated with “Outdoor Recreation” (45%).

●
The activity associated with the greatest decrease (22%) was “Shopping”.

	Table 11 

	Observed Trends – Activities

	(n=88)

	
	
	
	
	
	
	

	
	
	Sight-
	
	Concerts/
	Hist. Site/
	Outdoor

	
	
	seeing
	Shopping
	Fair/Fest.
	Mus/Gall.
	Recr.

	
	
	
	
	
	
	

	More
	
	29.5
	18.6
	7.8
	25.0
	44.6

	Less
	
	5.7
	22.1
	15.6
	10.2
	6.0

	About the same
	64.8
	59.3
	76.6
	64.8
	49.4

	
	
	
	
	
	
	

	
	Total
	100.0
	100.0
	100.0
	100.0
	100.0


Comments:

· I do not always know the particulars of the activities that the groups do before and after visiting us.

· More interest in adult-oriented activities such as food, wine, cultural, etc.

· Cultural orientation of these groups that come to the Inn

· Family reunions, craftspeople

· Eco-tourism is up for us.

· Maple sugaring

· Golf

· Rail-based activities

· Indoor activities seem to be on the rise in our area.

· Horticultural activities serving English Cream Tea in the gardens

· People are looking for value for their money.

· Farm and food tours

· Family reunions

Advance Booking Times

As indicated in Table 12, while 40% report “no observed/expected change” with regard to advance booking times, a full half of all respondents report that they are “getting shorter”.

	Table 12

	Observed Trend - Advance Booking Times

	(n=106)

	
	
	
	
	
	
	

	
	
	
	
	
	%
	

	
	
	
	
	
	
	

	Getting shorter
	
	
	
	50.9
	

	Getting longer
	
	
	
	9.4
	

	No observed/expected change
	
	
	39.7
	

	
	
	
	
	
	
	

	
	
	Total
	
	
	100.0
	


When asked to specify the number of months, a total of 37 people responded as follows:

· less than 1 month (5)

· 1 month (5)

· 2 – 3 months (11)

· 4 – 6 months (6)

· 6 – 12 months (10)

Other Notable Trends

Respondents were provided an opportunity to comment on any other notable trends in the Group Tour business.  Write-in comments were received as follows:

· The groups seem to make fewer gift purchases, especially the day trips.  The overnight trips spend better.

· A growing percentage of tours are cancelled or smaller than anticipated.

· There have bee coach cancellations, but the ones that run seem to be very full which maximizes the tour profit.

· We should do everything humanly possible to discourage aggressive pricing amongst ourselves.

· More bookings than last year – gas prices??

· Negotiating rates and asking for more concessions.

· Less booking and less eating out

· Found a lot of groups are joining other groups to fill a coach

· The visitors really like to interact with the animals and get close to the farm way of life in NH.

· More family travel and travel with pets

· Seeing more families traveling – especially if it is a train ride

· More last-minute bookings

· More requests for African-American history memorabilia from NH to take home

· When airport traffic decreases, it is a direct reflection of area hotels decrease in overall occupancy

· Group operators are being pressed to offer more flexible package options and corresponding prices.  For example – in addition to the standard 3-night, all-inclusive package, participants want a 2-day/1-night option and a commuters-only option (i.e., participate in the day’s activities but not stay overnight at the property where everyone else is staying), and a no-breakfast/no-dinner option, etc.

· More yoga and meditation groups

· Asking for more flexibility on timeline for final numbers

· New operators with small groups

· Groups want more flexibility with cancellations.

· More interest in home-grown produce, farms, and local attractions

· We recently added some tours for some groups of timeshare visitors, orchestrated by their property.  A good addition!

· Tourism is down significantly and groups are now looking for aggressive pricing.

· Seeing more last-minute bookings, slightly smaller groups; cancellations were up last year; but people are still interested in the value of a historic/cultural tour – especially to baby boomers/senior/groups. 

GROUP TOUR PROFILES

In this section, respondents were asked to provide more specific information related to their Group Tour business for 2008.

Number of Groups Hosted

As indicated in Table 13, the distribution was about evenly split (1/3 each) for 5 or less, 6 to 20, and more than 20.  The average number reported was 19.4.

	Table 13

	Number of Groups Hosted - 2008

	(n=78)

	
	
	
	

	
	
	
	%

	
	
	
	

	None
	
	
	6.5

	1 to 5
	
	
	28.2

	6 to 10
	
	
	19.2

	11 to 20
	
	
	14.1

	21 to 30
	
	
	11.5

	31 to 50
	
	
	9.0

	More than 50
	
	11.5

	
	
	
	

	
	
	Total
	100.0

	
	
	
	

	Mean = 19.4
	
	


Average Size of Group Hosted

As indicated in Table 14, while the distribution was rather spread-out across many group sizes, the average size reported was 25.9

	Table 14

	Average Size of Group - 2008

	(n=78)

	
	
	
	

	
	
	
	%

	
	
	
	

	5 or less
	
	
	5.1

	6 to 10
	
	
	9.0

	11 to 15
	
	
	15.4

	16 to 20
	
	
	15.4

	21 to 25
	
	
	16.7

	26 to 30
	
	
	10.2

	31 to 40
	
	
	15.4

	41 to 50
	
	
	10.2

	More than 50
	
	2.6

	
	
	
	

	
	
	Total
	100.0

	
	
	
	

	Mean = 25.9
	
	


Average Length of Stay - # Nights

As indicated in Table 15, responses reflect much of the trends noted earlier in the report:

●
Day-trippers represented 15% of the responses.

●
Almost half (47%) reported two nights.

●
Another 22% reported three or more nights.

●
The average length of stay (including day-trippers) was 1.9 nights.


	Table 15

	Average Length of Stay - # Nights

	(n=60)

	
	
	
	

	
	
	
	%

	
	
	
	

	None
	
	
	15.0

	One
	
	
	16.7

	Two
	
	
	46.7

	Three
	
	
	15.0

	Four
	
	
	3.3

	5 or more
	
	3.3

	
	
	
	

	
	
	Total
	100.0

	
	
	
	

	Mean = 1.9
	
	


