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Iowa Travel Industry Partners (iTIP), in 
collaboration with the Iowa Tourism 
Office, commissioned this analysis to 
evaluate Iowa’s competitiveness and 
potential in the group travel sector. 
With group travel regaining 
momentum post-pandemic, Iowa 
wants to position itself as a more 
appealing and accessible destination 
for group travel, and to better 
understand untapped markets.

Purpose of Study
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Methodology
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Respondent Split

49%51%

I am a group tour operator or somebody

who plans group coach tours that pass

through Iowa, or whose end destination is

Iowa

I am part of the Iowa tourism industry, and

my organization seeks to attract group

coach tours to our part of Iowa
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Tour Operators: top reasons you book group tours in Iowa 
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Tour Operators: Quality of Visitor Experience
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Tour Operators: What Improvements Could be Made

6 6

4

3

2

3

0

1

2

3

4

5

6

7

Attractions & Activities Itineraries & Planning
Support

Marketing & Promotion Dining & Lodging Support from DMO /
Tourism Organizations

Other

10



Suppliers: Top Reasons tours are Booked in Iowa
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Suppliers: What Improvements Could Be Made 
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Suppliers: Quality of visitor Experience 

4.00
4.11

4.22

3.78

3.33

3.89
4.00

3.44

4.22

3.89 3.89

0

1

2

3

4

5

13



Operators and Suppliers: booking reasons
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Operators and Suppliers: Quality of Visitor Experience
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ASCE Infrastructure Report Card

State Aviation Roads

Iowa C- B-

Illinois C+ D+

Minnesota B D+

Missouri C D+

Wisconsin C+ C
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Restaurant Rankings Amongst Comp. Set
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Accommodations Rankings Amongst Comp. Set
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1. Elevate destinations to meet group 
travel experience needs

2. Meet and exceed the specific needs 
of the most common type of group 
traveler

3. Cultivate more dynamic and 
unique experiences

4. Consider itineraries that will 
attract the next generation

Destination Development Recommendations
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1. Tell a new and compelling story of 
Iowa

2. Speak to emerging audiences

3. Develop a trade show strategy

Marketing & Messaging Recommendations
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1. Invest in relationships

2. Help the tour operator make their 
clients feel special

3. Work together for all of Iowa

Collaboration & Relationships Recommendations
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1. Provide education on the value of 
tourism and of group travel in 
particular

2. Advocate for incentives that make 
Iowa more competitive

3. Support advocacy on behalf of the 
motorcoach trade

Advocacy & Education Recommendations

23



To
ur

ism
 Ar

ea
 Re

co
mm

en
da

tio
ns

24



Map of Iowa’s Five Tourism Areas
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• Elevate Capital Country to meet 
group travel experience needs, with 
a focus on agritourism

• Meet and exceed the specific needs 
of the most common types of group 
travelers for Capital Country: seniors, 
special interest groups, and social 
groups

• Speak to emerging audiences in 
Capital Country, especially religious 
groups and students

Capital Country Opportunities
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• Meet and exceed the specific needs 
of the most common type of group 
travelers in the Driftless Area, 
especially seniors and social groups

• Cultivate more dynamic and unique 
experiences, especially 
adventure/activity

• Speak to emerging audiences in the 
Driftless Area, especially 
adventure/activity and religious 
groups

Driftless Area Opportunities
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• Cultivate more dynamic and unique 
experiences in the Lakes & Land 
Area, especially playing to the 
relative strength in dining and 
arts/culture/history

• Consider Lakes & Land itineraries 
that will attract the next generation, 
playing to relative strength in 
entertainment and nightlife

• Speak to emerging audiences, 
especially religious groups

Lakes & Land Opportunities
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• Cultivate more dynamic and unique 
experiences, especially playing to the 
Loess Hills & Beyond Area’s relative 
strength in beverage and 
arts/culture/history

• Elevate destinations to meet group 
travel experience needs, and play to 
strength in accommodations

• Speak to emerging audiences, 
especially students

Loess Hills & Beyond Opportunities
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• Cultivate more dynamic and unique 
experiences, especially playing to 
strength in events & festivals

• Meet and exceed the specific needs 
of the most common type of group 
travelers in Storied & Scenic: seniors, 
social groups, and special interest 
groups

• Speak to emerging audiences, 
especially adventure/activity and 
religious groups

Storied & Scenic Opportunities
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