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Abstract 
 
 
The rail corridor between Cortland and Binghamton follows the Tioughnioga River through natural areas providing 
potential for scenic train use, and tourist officials speculate that rail excursions to regional events could be successful as 
well. In the spring of 2007, Senator Thomas Libous appealed to the New York State Senate to fund a study as a part of 
the 2007-2008 Aid to Localities Fund. The grant was awarded to the Recreation, Parks and Leisure Studies Department 
at SUNY Cortland, with the study being conducted as a graduate level research and evaluation class project. 
 

The purpose of the study was to determine the feasibility of expanding current tourist excursion use of the New 
York, Susquehanna, and Western Railroad (NYS&W) line between Binghamton and Cortland and to offer 
operational aid to the NYS&W to facilitate the planning and implementation of tourist excursions on the line during 
the study.  The study consisted of an anonymous telephone survey of potential train users (n=393) as well as a 
version of the same survey administered in person to actual users on the excursion train running between Cortland 
and Marathon at the Central New York Maple Festival (n=194) and at the Festival itself (n=191).  The response rate 
for this systematic random sample of 778 respondents was 47% overall, including 34% for phone respondents, 64% 
for Festival attendees, and 91% for train riders.  The main findings of the study included the following: 
 

·  Past and potential passengers seem more interested in “the journey” (i.e., experiencing a theme) than “the destination” 
(i.e., reaching an event). Respondents voiced highest levels of interest for riding trains with themes such as fall 
foliage/scenic, holiday, children/family, theater, or wine and cheese excursions.  The Central New York Maple Festival was 
the highest rated destination event, while winter events were rated lowest. 

·  Respondents recognize and value all the benefits provided by excursion trains.  While all personal, social, economic, 
educational, and community benefits were rated very highly, respondents primarily characterized train excursions as fun, 
unique, family-friendly leisure opportunities for all ages. 

·  Constraints are not highly evident, with lack of time, information, and income occurring “occasionally” on average.  In 
addition, lack of accessibility affected one out of every three passengers. 

·  Respondents are generally willing to pay $11-$20 for round-trip tickets from Binghamton to Cortland, and they would also 
pay extra for certain amenities.  More than half of the respondents perceived that a fair price would be higher than what they 
are currently paying to ride the Maple Fest Train.  Respondents were also willing to pay extra for snacks, beverages, and 
meals, and would most likely pay more for first class accommodations, souvenirs, onboard entertainment, and canoe/bike 
shuttle service. 

·  A vast majority of respondents would purchase train tickets in advance if they were cheaper, preferably over the Internet. 
·  Hearing about train excursion opportunities by newspaper, radio, television and especially by word-of-mouth would likely 

results in respondents actually participating. 
·  Overall, respondents’ interest in riding an excursion train between Binghamton and Cortland is very high, and support for 

one in the community is overwhelmingly positive.  More than 75% were “slightly” or “very” interested in riding such a train, 
and 94% indicated positive backing for one in their community.  Most would board a train once to a few times per year, 
preferring to spend two to three hours per ride. 

·  Riding excursion trains is a popular past-time; experience breeds interest and support.  More than half of the respondents 
had ridden an excursion train before, and those with past experience demonstrated significantly higher interest and support 
across the board. 

 

Congratulations to the New York, Susquehanna, & Western Railway Corporation for its most successful Maple Fest 
Train ever!  While this study suggests that certain changes and improvements are warranted, this local excursion 
train is certainly a model of best practices.  Areas on which to focus future planning efforts may include offering 
additional opportunities that combine themes with destination events, as well as expanding the range of stops and 
destinations (e.g., Syracuse);  marketing all the benefits excursion trains provide to families with children and 
females;  creating a stand-alone excursion train website;  raising ticket prices slightly, but offering discounted tickets 
in advance over the Internet;  and improving accessibility for all citizens.   
 
Future studies could explore potential interest in offering an excursion train in conjunction with another community 
event (e.g., Binghamton’s Spiedie Fest or Cortland’s Pumpkin Festival) and documenting the economic impact of an 
existing tourist train on its community.  These measures could help strengthen the evidence that operating an 
excursion train in the Cortland-Binghamton area could be economically feasible and sustainable, and that public 
officials would be wise to consider allocating public funds as operational aid to such tourist excursion trains. 



�
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Background and Need for the Study 
 

The history of railroads in the Binghamton and Cortland region is rich and varied. From early calls by local citizens 
for short line railroads to the vision of a route navigating the length of the southern tier of New York, railroads, like 
so many places in the United States, drove the culture and economy of Central New York for over a century 
(Palmer, 1991). Even decades after the decline of the railroad, a variety of small tourist and freight rail operations 
continued intermittently in the Central New York region.  
 

The rail corridor between Cortland and Binghamton follows the Tioughnioga River through natural areas providing 
potential for scenic train use, and tourist officials speculate that rail excursions to regional events could be 
successful as well. While tourist excursions could bring tourism dollars to an area, there is also question of whether 
such trains could be feasible to operate. 
 

In the spring of 2007, Senator Thomas Libous appealed to the New York State Senate to fund a study related to 
tourist excursion trains in the Binghamton and Cortland area as a part of the 2007-2008 Aid to Localities Fund. The 
grant was awarded to the Recreation, Parks and Leisure Studies Department at SUNY Cortland, with the study being 
conducted as a graduate level research and evaluation class project. 
 

The purpose of the study was to determine the feasibility of expanding current tourist excursion use of the New 
York, Susquehanna, and Western Railroad (NYS&W) line between Binghamton and Cortland and to offer 
operational aid to the NYS&W to facilitate the planning and implementation of tourist excursions on the line during 
the study. The primary focus was to discover to what extent citizens in and around Cortland and Broome counties 
would support and use a tourist excursion train if one was available and pair that information with ridership and 
financial data to determine the feasibility of continuing or increasing tourist excursion train use in the area. 
 

The results of this study will help public officials, interested business owners, and other stakeholders determine if 
the operation of tourist excursion trains in the Cortland-Binghamton area can be economically feasible and 
sustainable. It will answer questions about what people are looking for, in addition to what benefits and constraints 
they perceive from them, what they are willing to pay, and what the best ways to inform them about tourist 
excursion trains are. In addition, the results will provide information for public officials to consider if public funds 
are requested for operational aid to such tourist excursion trains. 
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Related Literature Review 
 
History 
 

In 1854, the Syracuse and Binghamton Railroad company completed the first rail line between Syracuse and 
Binghamton, with two crews working from each city and meeting on October 9th in Cortland. That same day, both 
passenger and freight trains traveled the line, demonstrating a paired use of the rail for industry and travel or tourism 
(Palmer, 1991). The track between Syracuse and Binghamton underwent several reorganizations and resulting name 
changes over the next century, leading most recently to control by the New York, Susquehanna and Western 
Railroad (NYS&W) in 1982. The history of the NYS&W is most pertinent to the current research as it provides 
context for this study. 
 

The NYS&W Railroad took control of the line in April of 1982, with Walter Rich, president of the Delaware Otsego 
System, the NYS&W’s parent company, driving the engine into the Cortland station (James, 1982). At the time, the 
rail line went from New York through Binghamton to Syracuse and Utica, with most of the operations for the 
NYS&W Railroad as freight operations.  However, the railroad has also had a history of supporting tourist 
excursions. In the spring of 1983, the NYS&W ran its first passenger excursions to the Central New York Maple 
Festival in Marathon, New York (Palmer, 1991). 
 

From 1982 to 1994, the NYS&W Railroad experienced some obstacles with the locomotives. In 1994, rebuilding 
began to provide a more satisfactory ride for passengers, partially funded by taxpayers, which helped to upgrade the 
tracks between Chenango Forks and Syracuse (Palmer, 1994, January 2). During this time, improvements were 
made to meet the needs of those interested in using the train for excursions and transportation. The project also 
included the restoration of an abandoned freight house on Central Avenue in Cortland (Palmer, 1994, April 6). In 
1995, the NYS&W Railroad System started providing transportation to the Central New York Maple Festival from 
Syracuse in addition to Cortland (Palmer, 1995, April 5).  
 

Benefits 
 

Leisure activities are inherently beneficial. Whether economic, psychological, or social in nature, people draw 
benefits from leisure in a variety of ways (Driver, n/d).  
 

The economic benefit derived from leisure is likely the most tangible. People who pursue leisure show a great 
willingness to pay for leisure activities, demonstrating that people feel leisure provides them with some return for 
which they are willing to pay (Driver, n/d). This willingness to pay for leisure supports a vast set of industries that 
support people’s leisure activities. The leisure industry is large in today’s society (Driver, n/d). Therefore, when 
people pursue leisure they are putting dollars into economies, local and diverse, benefiting those economies directly. 
There is also evidence that leisure boosts worker productivity and social health, indirectly benefiting the companies 
that employ them (Driver, n/d).  
 

Psychological benefits of leisure come in vast amounts. A few examples of the numerous psychological benefits of 
leisure are “perceived sense of freedom, better ability to relate to others, improved sense of humor, greater joy from 
life, and enhanced perceived quality of life” (Driver, n/d). Leisure can also benefit an individual’s mental health by 
reducing depression and relieving stress (Hall, 2005). Leisure activities can help take an individual’s mind off of 
things and provide them with internal satisfaction leading to improved self-esteem and personal growth (State of 
California Resources Agency, 2005). 
 

Physical health benefits of leisure depend largely on the type of leisure experience and the rigor with which one 
participates, but health benefits are inherent to physical activity. Physical activity is linked with reduced obesity, 
increased immune health, decreased risk of disease, and greater chances of living longer (State of California 
Resources Agency, 2005).  
 

The social benefits of leisure have both personal and societal implications. Social benefits are vast among society 
because they help not only individuals but also the communities in which the individuals live. Leisure also “reduces 
crime, promotes stewardship, promotes social bonds, builds cultural diversity and harmony, and supports individuals 
with disabilities” (Hall, 2005). Community-based leisure activities help build and maintain healthy communities, 
and leisure time spent with family members helps build strong family ties. 
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Social benefits also contribute to supporting individuals with disabilities who live within every community.  More 
often than not, these individuals do not get to choose their own leisure activities (Hall, 2005). When an individual 
with disabilities is provided with a choice between leisure activities, they experience more freedom and more 
satisfaction, so offering more leisure activities to people of all abilities will further increase the societal impact of 
community leisure activities (Hall, 2005). 
 

Use Patterns 
 

Schwieterman (2006) noted that since 1968, when more that 99 percent of all towns with more than 3000 people had 
rail freight service, rail use patterns have evolved dramatically. Bankruptcy claimed railroad companies during the 
1970s and affected a quarter of the nation’s rail lines by way of abandonment and maintenance cuts. State and 
federal subsidies and loans were initiated along with the federal government’s own investment in the rail freight 
business (Conrail). By the 1990s advancements in model designs, business mergers, and deregulation had again re-
established railroads, albeit on a reduced rail line system.  
 

As the nation moved from an industry-based to a service-based orientation, attitudes towards railroads also shifted, 
and some communities valued the abandoned rail lines for the development of non-transportation uses including 
retail malls, subdivisions, parks, streets, and recreational trails. Other communities went to great extent to preserve 
their underused rail line rights-of-way, often not because the rail lines had current revenue-paying railroad 
customers, but to ensure the option to accommodate them in the future. Communities recognized that rail service 
was a must for attracting certain types of industry, those with ethanol refineries and coal-fired generators along with 
manufacturing companies (Schwieterman, 2006).   
 

In regions where freight business was not a driving force, communities found other interest groups to save their rail 
lines. In Astoria, Oregon, and Saranac Lake, New York, tourists were the reviving force of abandoned rail lines, and 
throughout California, New England, and Colorado commuter rail lines were re-established with others targeted. 
However, without a preserved right-of-way, it is rarely feasible to restore rail service (Schwieterman, 2006). 
 

With regard to specific passenger use patterns on excursion trains, there has been very little research. The majority 
of the available research pertains to commuter trains or use patterns within other modes of excursion travel. In 
drawing comparison to Duman and Mattila’s (2005) study of cruise ship vacations, it was determined that in 
addition to quality service and cost-related features, passengers’ value perception of the experience was also based 
on affective evaluations. Of these, pleasure was the most important factor. Cruise ship marketers were advised to 
focus on the benefits received from cruise vacations compared to other non-cruise vacations. Findings also 
concluded increased satisfaction when passengers were offered a “sense of control” by having consumer options to 
choose from. It could be surmised from this study, therefore, that excursion train marketers may also wish to 
distinguish themselves by targeting benefits, specifically pleasure, that may be obtained from an excursion train 
experience and by considering the options they offer to the potential passenger. Mink (2003) notes some North 
American overnight excursion trains often maximize sightseeing opportunities by traveling only during daylight 
hours and stopping at night.  
 

Constraints 
 

With over half the route mileage of the United States rail system gone since the peak of the railroad era, 
Schwieterman (2006) acknowledged that maintenance issues present challenges for remaining abandoned lines 
vying for potential freight or passenger service in the future. Most notable is the cost necessary for mandatory 
overhaul of tracks that cannot accommodate freight cars weighing up to 286,000 pounds, otherwise known as the 
“286 issue.” In the face of such costs, several private-public partnerships have responded to preserve and eventually 
reuse these upgraded rail lines. 
 

Several researchers (Pennington-Gray & Kerstetter 2002; Samdahl & Jekubovich, 1997; Shores, Scott & Floyd, 
2007) referenced the leisure constraint model of Crawford, Jackson, and Godbey (1991), which identified 
constraints common to leisure activities. Crawford, et al. classified constraints into three groups – intrapersonal, due 
to self-related barriers; interpersonal, inhibiting factors attributed to other people; and structural, external 
environmental conditions.  Pennington-Gray and Kerstetter (2002) considered specific travel-related constraints in 
their research.  Examples included lack of travel information, safety, skills to participate, family interest, influence 
of friends, travel companion, money, weather, road conditions, time, and equipment.  
 

Samdahl and Jekubovich (1997) presented a critique of the Crawford, et al.’s leisure constraint model and provided 
supporting evidence through ex post facto analysis of interviews unrelated to the topic of leisure constraints. In 
further analysis of the interviews through qualitative interpretation, they found four additional themes (making time  



- 7 - 
�

 
 
for self, coordinating time with others, compromising on activity, significance of sharing activity) that emerged 
separate of the leisure constraints model that contribute to the dynamic nature of the way people intervened to make 
their own leisure opportunities possible. The actions in these themes were suggested as leisure constraint 
negotiations (Samdahl & Jekubovich, 1997).   
 

In another study that expanded on the leisure constraints model, Shores, et al. (2007) interviewed 3000 Texans to 
investigate constraints to outdoor recreation through a multiple hierarchy stratification perspective. The results of 
answers to nine constraints were compared to four statuses: socioeconomic status, age, gender, and race/ethnicity. It 
was found that each of the nine constraints, with the exception of time, were more important to elderly, female, or 
minority respondents with lower SES and that the probability multiplied in respondents with more than one of these 
statuses. The implications of this study could be considered regarding passengers of excursion trains and how 
“position in society relative to others” affects an individual’s access to service. 
 

Givoni and Rietveld’s (2007) study of Netherlands train passengers found that passengers chose walking, bicycling, 
or public transportation over personal vehicles when traveling to and from the railroad stations and that the station 
quality and access/egress of facilities were of high importance for general rail travel perceptions. It should also be 
noted that the Netherlands has a dense railway network with only 8.4% of the population living further than 10km 
from the nearest railroad station. This percentage would be much higher in the United States and could pose as a 
more prominent constraint. 
 

Dallen’s (2007) study in the United Kingdom (UK) examined different attitudes between local and tourist railroad 
users and revealed five separate user groups (train devotees, infrequent enthusiasts, train tolerators, contented car 
users, last resort riders), adding to the complexity of managing a rail line for each perspective. In another UK study, 
Thomas, Rhind, and Robinson (2006) found that passengers’ perception of risk and safety regarding all aspects of 
their railway experience versus the quantitative assignment of actual risk and safety were not closely associated. 
This study highlights the importance of providing public education and information related to risk and safety.  
 

Evans and Wener (2007) examined crowding on New York City commuter trains during rush hour and found that 
individual spacing between passengers significantly affected the three stress indices tested, whereas the mere density 
of train car passengers was inconsequential. This would suggest that excursion trains would be wise to maintain 
comfortable passenger space standards to ensure the leisure experience of their passengers.  
 

Gronau and Kagermeier (2007) suggest the key factors for successful leisure and tourism public transportation begin 
by focusing on a demand-oriented approach and increasing efforts in marketing, transparency, and quality. How 
might factors such as these affect the passengers’ willing to pay? 
 

Willingness to Pay 
 

During the past few decades, marketing researchers have focused on a broad range of factors in order to uncover 
people’s willingness to pay for a particular product or service. In Chan, Kadiyali, and Park’s (2007) research on 
willingness to pay (WTP) in online auctions, they found that “no bidder bids more than his or her WTP” (p. 324). In 
other words, people have their own perceived limits of the price for the products. Only if the marked price is lower 
than their perceived one are they willing to pay for it.  
 

A willingness to pay study for park fees was conducted by St. Eustatius National Park (Riley, Northrop, & Esteban) 
in 2006. Results found that 72% of divers were willing to pay more for their dive tags in order to maintain the park 
and the quality of their experiences. Similarly, 70% of hikers were willing to pay more for a hiking tag for identical 
reasons. This fact indicates that most people are generous when they perceive activities are worth investing in.  
 

Regarding train excursions, willingness to pay depends on factors such as length of the trip, unique equipment (such 
as steam locomotives and luxury passenger coaches), unique scenery, as well as price. It is reported that hundreds of 
people pay thousands of dollars per person to take rail excursions all over America every week. Moreover, a study 
of Facilitation of Trade and Transport in Latin America and Caribbean (FAL Bulletin, 2004) analyzed four different 
groups who use the trains. The study showed local inhabitants were the least demanding and least willing to pay due 
to not having the money to pay for extras. The group that was willing to pay the most, but demanded high quality 
service in return, was advertising and television agencies. The market group that was growing the most was city 
residents and foreign train enthusiasts. 
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Marketing 
 

In today’s society, some companies are profitable while others are not, regardless of whether the average 
profitability of the industry is high or low. Marketing has played a significant role in the trading game, in which 
every player explores to find the best way to position his/her product. 
 

Quality service or a good product is the first step to surviving the competitive market. The most successful 
companies possess something special and difficult to imitate that allows them to outperform their rivals. According 
to Bharadwaj, Varadarajan, and Fahy (1993), “the purpose of competitive strategy is to achieve a sustainable 
competitive advantage (SCA) and thereby enhance a business’s performance” (p. 83).  
 

Moreover, it is also important to find the appropriate target or customers. Dallen (2007) noted that railways should 
recognize the need to market a trip that meets customers’ needs and is pleasurable as well. Some barriers happen 
while developing marketing that cannot be ignored. Barriers such as physical distance between tourism lines and 
markets, lack of road, and socioeconomic status also are problematic in rural tourism (Forstner, 2004). This study 
also suggested networking with local businesses and attractions to promote tourism benefits to both the tourism 
industry and the local small businesses. Finally, Stephens and Bergman (1995) showed why persons with disabilities 
simply cannot be overlooked in the marketing process, highlighting that the Americans with Disabilities Act should 
bring a new community to the marketplace with increased accessibility. 
 

Other Tourist Train Comparisons 
 

For a new excursion train to be successful, it is important to look at existing excursion trains. The following section 
is the result of interviewing 20 railroads that currently offer excursion trains (see Table 1 for train operators 
interviewed and Appendix A for questions asked). Looking at how other trains decide what markets to appeal to will 
help interested parties determine their target market.  Considering when other excursion trains keep the rides 
available could help foresee possible downtimes.  Looking at accessibility, and what specific excursions have been 
offered, could help facilitate decisions about possible accommodations and excursions that will be successful. 
 

Table 1.  Existing Tourist Trains Interviewed Regarding Best Practices. 
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Marketing 
Existing tourist excursion trains used many different marketing methods.  Almost all of the trains had websites 
where consumers could obtain information about the train line as well as the different types of special events that the 
line offered.  Some train lines utilized television and radio advertisements for special events that they run, but did 
not use them on a regular basis.  Some of the train lines reported using local newspapers as well as local businesses 
as a way of advertising for special events.  Several of the train lines used their proximity to large cities, national 
parks, and historic museums as a way to market their special events and tourist trips.  Many of the train lines 
interviewed stated that they try to market to children, families, and senior citizen groups and that family events seem 
to be the most successful.   
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Users 
The existing tourist train lines that were interviewed served a large population of users.  Many of the train lines 
focused on family and children’s events, which seemed to be the most popular.  Rail line enthusiasts made up 
another group of users who rode the trains on a regular basis.  Many rail line users rode the trains for a specific 
reason, such as for special events, for family vacation opportunities, for historical or educational purposes, or just for 
experiencing something different.  For whatever the reason, the majority of people who took advantage of riding 
these trains did it as a way to spend time with their families and enjoy a unique recreational experience.  
 

Frequency of Operation 
Frequency of operation was generally reported in terms of season and/or days of the week.  All the tourist trains in 
this review ran trips in the summer, though most limited the days of operation to Thursday through Sunday.  Only 
one tourist train ran daily.  Winter operations were rare and limited to special events, such as ski trips or Santa trips.  
Only two of the companies ran their trains year round.  October was reported to be one of the busiest months with 
frequent fall foliage tours bringing in customers. The number of total trips conducted throughout the year ranged 
from 26 to 215. 
 

Trip Length 
Each train line was asked how long their trips typically lasted.  The shortest of all trips reported was 30 minutes, 
while the longest trip was 7 hours.  Most of the respective trains provided their customers with a number of options 
regarding trip length.  They either had multiple trains going different distances, multiple depots at which to board or 
get off, or a series of different rail lines.  The two main factors that affected trip length were the speed of the train 
and the mileage covered. The latter varied significantly among the trains in this review, but the average trip length 
was 2.5 hours. 
 

Average Speed 
As a factor in trip duration and an indicator of the type of trip offered, the train companies were asked about their 
average speed.  Again, there was significant variance.  Trains reported traveling from 10 m.p.h. to 90 m.p.h., though 
not when carrying passengers. Some respondents were not aware of their train's speed while others simply said, 
“slow.”  Of the trains that reported actual speed, three went no faster than 15 m.p.h. while six traveled between 35 
m.p.h. and 55 m.p.h.  The average of all the train speeds while carrying passengers in this review was 35 m.p.h. 
 

Accessibility 
Citizens with physical disabilities should be well represented among the tourist train customer base.  For this reason, 
the trains in this review were asked about their accessibility for people with disabilities.  Each train reported some 
degree of accessibility.  Some trains were 100% accessible, meeting the Americans with Disabilities Act (ADA) 
guidelines.  Other trains said they were currently working on meeting the ADA guidelines but had trained all staff to 
accommodate citizens with disabilities.  Still other companies were limited to only ramps, or ramps and designated 
seats with prior reservations. 
 

Special events 
On average the excursion trains that the researchers reviewed ran 147 times a year. Holiday and seasonal events 
outnumbered other special events, followed by celebration events, mystery trains, and scenic trains (see Figure 1).  
 

Pricing 
Financially scenic trains are closely priced throughout the United States. Of the 20 train companies surveyed, the 
average price for adults on a basic scenic train was $14. Senior citizens’ and children’s prices were similar among 
most of the companies with an average of $9. Children under four or who sat on parents’ laps were free for the 
majority of the trains. The price of the train also depended on the duration of the ride.  Special event rides ranged 
from $20 to $145. Most of the event rides included a dinner in that price. A couple trains had premium or first class 
tickets which were more expensive by $5 to $10.  
 

Other Revenue 
The majority of the railroad companies could not fully function without other revenue to the company. Ticket 
revenue did not bring in enough money to pay for the upkeep on the tracks, employees’ wages, and fuel for the train. 
Most trains had a snack shop that sold small food and beverage items, and also a souvenir shop either on board or at 
the train stations.  Train companies received additional funding through donors, community support and fundraising.  
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Figure 1. Examples of Excursion Train Themes. 
 

 
Conclusions 
This review was conducted in an effort to provide useful information on existing tourist trains.  While there were 
many variations in how trains are managed, there were also some commonalities.  For example, the trains reviewed 
for this document generally emphasized the “family-friendly” aspects of their train, recognizing that riding trains for 
pleasure is a popular family leisure activity.  Also, the trains in this review seemed to get the most business in 
October, with fall foliage tours being a strong attraction.  A third commonality was that the trains generally 
understood that accessibility for all was a necessary feature for trains to have.   
 

When asked to give advice to new excursion train companies, the trains in this review emphasized that starting a 
train company can be beneficial to the community. There are many obstacles to overcome, but it can be well worth 
it.  For instance, equipment is very expensive and can be hard to come by.  They also cautioned new companies to 
be patient.  It takes dedication from many people. 
 

The information collected for this review shows the popularity and expanding growth of tourist and excursion trains 
as a leisure activity.  Managers of trains and/or owners of trains can use the above information as a resource to 
modify current operations.  Furthermore, entrepreneurs considering running a new tourist train can use this 
information to aid in their development plans. 
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Methods 
 

The purpose of this study was to assess the interest and feasibility of operating a tourist excursion train in the 
Cortland-Binghamton area. The study primarily used a descriptive survey design to gather input from local and 
regional citizens. This information was supplemented by budgetary and ridership data provided by the New York, 
Susquehanna & Western Railroad. Both quantitative and qualitative data were collected via anonymous surveys. 
Surveys were administered both via telephone and in person at the Central New York Maple Festival in Marathon, 
New York, and on the NYS&W shuttle train between Cortland and Marathon, New York. This section describes the 
development of the survey used, sampling techniques, procedures for data collection, and data analysis plan. 
 

Survey Development 
 

The survey instrument consisted of 18 questions, generated from a literature review and developed with input from a 
panel of interested stakeholders. The questions were divided into six different sections: excursion train use (6 
questions), willingness to pay (3 questions), potential benefits (2 questions), potential barriers (1 question), finding 
out about events and opportunities (1 question), and demographics (5 questions). The survey was created in two 
forms using the same questions, one to be used as a telephone survey and one to be distributed in person at the 
Maple Festival. Both forms were written to be easily read and understood, incorporating both open-ended and 
closed-ended questions. After the initial survey was created, it was reviewed, piloted, and revised several times by 
the researchers prior to survey administration. After final revision, the survey was approved by the Institutional 
Review Board for Projects Using Human Participants at SUNY Cortland. See Appendix B for a copy of the survey 
instrument. 
 

Sampling Techniques 
 

Telephone Survey 
The target population for the telephone survey was the 6 counties surrounding the rail line between Cortland and 
Binghamton. This included Cortland, Broome, Chenango, Tioga, Tompkins, and Onondaga counties (see Figure 2). 
The researchers obtained telephone books for this region, and from this sampling frame of over 100,000 individuals, 
the goal was to complete 384 surveys. Since previous experience indicated that one phone call out of three would 
yield a usable survey, phone numbers were systematically chosen (e.g., every 36th number) to form a list of over 
2,000 potential respondents, stratified by county.  No names were attached to the list of phone numbers, assuring 
respondent anonymity. Respondents received no remuneration for participation. This sample was intended to 
represent individuals who might be potential users of tourist excursion trains.� 
 

 
 

Figure 2.  Six Counties Targeted for Telephone Survey. 
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In-Person Survey 
The target population for the in-person surveys was the individuals in attendance at the 2008 Central New York 
Maple Festival and riders on the shuttle train between Marathon and Cortland. Researchers administered the surveys 
in person to individuals at the festival and as they were riding on the train to and from the festival. In both cases, 
researchers were asked to sample every 5th individual that passed them at the festival or every 5th rider they passed 
on the train. Interviewers were strategically posted at Festival sites where respondents would be most likely waiting 
in lines: at the Central School, on Peck Street near the Fire Station, at the Sugar Shack, and outside the Maple 
Museum.  Respondents were given a maple lollipop as incentive for completing the survey. Since the Festival 
population was estimated to be approximately 30,000 visitors, the target sample size was 379 for this portion of the 
study.  This sample was intended to represent tourist train users and festival goers who might also be potential 
tourist train users. 
 

Procedures  
 

Telephone Survey 
After a systematic random sample of the six counties surrounding the Cortland to Binghamton rail line was 
generated, researchers were trained on how to administer and complete the telephone surveys. Training took place 
after the survey was developed and prior to the beginning of survey administration and was conducted by Dr. Sharon 
Todd.  Phone calls were completed during a 4-week period in March and April of 2008. If an individual agreed to 
participate, the researcher asked the questions on the survey and recorded all of the individual’s responses on the 
survey. If an individual did not agree to participate, the attempt was recorded as a refusal. If a household could not 
be reached, the number was called back at least two times. Numbers that were disconnected or no longer in service 
were also noted. This allowed calculation of an accurate response rate after all surveys were completed. See 
Appendix B for copies of the survey procedures and sample phone log. 
 

In-Person Survey 
Researchers were divided into single day shifts, during which they spent half of Saturday or Sunday surveying train 
riders and half of the day surveying festival goers. Researchers met prior to their day shift to review procedures for 
administering surveys in person.  Each researcher was assigned to a site at the Maple Festival or on the train from 
which they could sample every 5th individual that passed them at the festival or every 5th rider they passed on the 
train. To assure an equal representation of riders and attendees throughout the day, researchers were asked to stagger 
their survey administration over the entire day. If an individual agreed to complete the survey, the researcher gave 
him or her a clipboard with a pen and the survey to complete. Upon completion of a survey, each respondent 
received a maple lollipop. If a potential respondent refused to take the survey, the researcher noted it for calculation 
of response rate. See Appendix B for copies of the survey procedures and information sheet provided to the 
respondents. 
 

Data Analysis Plan 
 

After data collection, quantitative data from the surveys were coded and entered into the Statistical Package for the 
Social Sciences (SPSS). Data were analyzed using SPSS, and statistical analysis was primarily descriptive in nature. 
Qualitative data from the open-ended survey questions were coded by the researchers for enumeration and 
interpretation. Response rates were calculated for phone, festival, and train surveys.  
 

 
�
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Results 
 
Response Rate and Sample Description 
 
The sum total number of surveys completed for this study was 778.  Half of the respondents (393) were potential 
train users contacted via a telephone survey, a quarter (194) were actual train users at the Central New York Maple 
Festival, and the remaining fourth (191) attended a special event associated with this train, filling out the survey at 
the Maple Festival itself.   
 
Of the 1,965 telephone calls attempted, no answer was recorded for 518 numbers and 294 were disconnected or 
otherwise unusable.  A total of 393 of the remaining 1,153 potential respondents completed the phone survey for a 
34% response rate.  In contrast, response rate for in-person surveys administered in conjunction with the Central New 
York Maple Festival was 75% (385 out of 510).  This included a response rate of 91% for surveys administered on the 
Festival Train (194 out of 213 participants) and 64% for those approached at the Festival itself (191 of 297).  Overall 
response rate for the study was thus 47%, with 778 out of 1,663 potential respondents consenting to participate.  
 
As part of the demographic information requested on the survey, respondents were asked to provide their hometown;  
754 respondents complied. As shown in Table 2, nearly 30% of those respondents lived in the top three cities of 
Cortland, Binghamton, and Ithaca.  When hometowns were recoded into counties, 91% of the sample resided in one 
of the six targeted counties (Cortland, Broome, Tompkins, Onondaga, Tioga, or Chenango) (see Figure 3).  While 
Table 3 shows that the phone sample was relatively evenly distributed among the counties (ranging from 11% 
residing in Chenango County to 20% in Broome County),  Maple Festival attendees primarily drew from the three 
counties of Cortland (44% of train respondents and 26% of Festival participants), Broome (20% train and 26% 
Festival), and Tompkins (11% train and 17% Festival). 
 
Of those who responded, 442 (57%) were female and 319 (41%) were male; gender was not recorded for the 
remaining 17 respondents (see Figure 4).  As shown in Figure 5, approximately one-fourth (176 respondents) had 
completed high school or less as their highest level of education, one-fourth (176) had completed some college or 
technical school, one-third (283) had attained an Associate’s or Bachelor’s degree, and 15% had earned a Master’s 
degree or higher. Ages were normally distributed, ranging from 16 to 90 (Figure 6), with an average of 46.6 years old. 
 
             Table 2. Top 15 Hometowns.

 

 
           
 
           
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                  Figure 3. Sample Distribution by Hometown County. 
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Table 3.  Sample Distribution by County and Survey Type. 

County 
Total 

Number 

% of 
Total 

Sample 

Phone 
Survey 

% of 
Phone 

Surveys 

Train 
Survey 

% of 
Train 

Surveys 

Festival 
Survey 

% of 
Festival 
Surveys 

Cortland 197 25.3 63 16.0 85 43.8 49 25.7 

Broome 166 21.3 78 19.8 38 19.6 50 26.2 

Tompkins 120 15.4 66 16.8 21 10.8 33 17.3 

Onondaga 81 10.4 56 14.2 9 4.6 16 8.4 

Tioga 81 10.4 70 17.8 5 2.6 6 3.1 

Chenango 63 8.1 42 10.7 14 7.2 7 3.7 

Other NY 36 4.6 6 1.5 14 7.2 16 8.4 

Out of State 10 1.3 0 0 3 1.5 7 3.7 

missing 24 3.1 12 3.1 5 2.6 7 3.7 

TOTAL 778 100.0 393 
50.5%     
of total 
sample 

194 
24.9%     
of total 
sample 

191 
24.6%     
of total 
sample 

 

 
 

 
 

 
 

 
 
 
 
 
 
 
 
 
 Figure 4. Gender Distribution of Respondents.                                     
 
 
                                                                                                         
                                                                                                            Figure 5.  Distribution of Highest Education 

Level Attained by Respondents. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 6. Age Distribution of Respondents. 
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The average number of individuals living in each household was 2.85 persons, with 90% having 4 people or less. 
Approximately half of the households had child(ren) residing there under the age of 18 (an average of .92 children per 
household), with the average age of the child being 8.9 years old.  More than 80% (229) of the 285 respondents who 
answered the question, “Would riding a train be something you think your child(ren) would be interested in?” 
responded “yes,” with an additional 12% (35 respondents) marking “don’t know” and just 7% (21) indicating “no.” 
 

Use Patterns 
 

The first seven questions on the survey were designed to assess excursion train use patterns, including prior 
experience;  interest levels in potential themes, destinations, and overall;  future level of use;  and level of support 
for an excursion train in the respondents’ communities.  
 

Prior Experience 
 

In all, 57% of the respondents (441) indicated that they had ever ridden an excursion train (see Figure 7).  This 
percentage varied by sub-sample, with 42% of phone survey respondents, 64% of Festival respondents, and 81% of 
train respondents indicating they had ridden a train.  

 
 
 
 
 
 
 
 
 
 
 

Figure 7.  Respondents Who Indicated They Had Ever Ridden an Excursion Train. 
 

When asked in an open-ended question to list which trains they had ridden, these respondents recorded trains from 
21 different states and as far away as Canada, Europe, and South America.  The most popular trains listed by 
specific name or town included the Central New York Maple Festival Train out of Marathon, New York (154 
respondents), the Tioga Scenic Railroad from Owego, New York (64 respondents), and the Adirondack Scenic 
Railroad in Old Forge, New York (62 respondents).  Some participants also referred to excursion train themes when 
listing trains they had ridden, such as holiday, dinner, and ghost trains.  Altogether, the 441 respondents to this 
question listed a total of 702 trains. 
 

Interest Levels 
 

The next question on the survey assessed respondents’ interest level in experiencing 8 different excursion train 
themes (focusing on “the journey” of the train ride) followed by ratings of 11 different special events in the Cortland 
and Binghamton area one might ride an excursion train to (focusing on “the destination”).  In general, respondents 
were more interested in “the journey” than “the destination.”  When rating their interest level on a 3-point scale (1 = 
no, 2 = maybe, and 3 = yes), respondents’ average scores for six of the eight themes reach above a 2.0, while only 
four of the eleven destination events did so (see Figures 8 and 9).  
 

Approximately 70 to 90% of all respondents said either “yes” or “maybe” in response to the question, “Would you 
be interested is riding a train that had… fall foliage or other scenic excursions? holiday excursions? themed or 
theater excursions? wine and cheese excursions? children and family excursions? murder mystery dinner 
excursions?” Mean scores for these items ranged from 2.64 for fall foliage and other scenic excursion trips to 2.16 
for murder mystery dinner excursions.  It  is also important to note that, although the mean scores fell below a 2.0 
for interest in railroad fan excursions and a shuttle for paddlers, anglers, or bikers along the Tioughnioga River,  
more than half the respondents also marked “yes” or “maybe” for these last two types of excursions. 
 

For destination events, respondents expressed most interest in riding a train that had excursions to the Central New 
York Maple Festival in Marathon (mean score of 2.46 on the 3-point scale), the Binghamton Spiedie Fest and 
Balloon Rally (2.09), concerts at the Broome County Veterans Memorial Arena (2.05), the Cortland Wine and Arts 
Festival (2.02), the Cortland Pumpkin Festival (1.95), and the Cortland Celtic Festival (1.92).  Lowest interest was 
recorded for New Year’s Eve First Night activities in Cortland and Binghamton. 
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Figure 8.  Mean Scores for Interest in “The Journey” –                       Figure 9.  Mean Scores for Interest in “The  
                         Excursion Train Themes.                                                  Destination” – Community Special Events. 

 

In all cases, respondents from the phone survey rated their interest level in types of excursion or destination events 
significantly lower than Festival and/or train respondents.  In addition, those who had never ridden an excursion 
train before recorded significantly lower levels of interest than those with previous train experience for all excursion 
themes but two: there was no difference in interest for murder mystery dinners and wine and cheese excursions.  
Past experience didn’t factor as much into preference for destination events.  Those with previous experience tended 
to rate all destinations higher, but significantly so for 6 of the 11 events (Binghamton’s Spiedie Fest, Marathon’s 
Maple Fest, and Cortland’s First Night, Pumpkin Fest, Celtic Fest, and Wine and Art Fest).  
 

Women reported significantly higher interest in holiday, theater or themed, murder mystery dinner, wine and cheese, 
and child and family excursions, while men were significantly more interested in bike or paddle shuttle excursions.  
Men and women did not differ as much in their interest in destination events.  Women rated their interest in Cortland 
and Binghamton First Night events as well as the Pumpkin Festival significantly higher than men.  All other 
excursion themes and destinations held approximately the same level of interest for both genders. 
 

A total of 105 respondents provided additional qualitative data in response to “Any other excursions you’d be interested 
in?”   Approximately a quarter of these participants listed Syracuse as a potential destination while a tenth mentioned 
sports-related themes.  Other responses ranged from local events to New York City to the Canadian Rockies. 
 

After exposing respondents to suggested excursion train themes and destinations, a culminating question asked how 
interested they would be in taking an excursion train ride that travelled between Binghamton and Cortland.  On a 3-
point scale ranging from 1 (not interested) to 3 (very interested), the average score was 2.12.  As shown in Figure 10, 
approximately two-thirds of the respondents responded positively, with 28% choosing “very interested.”  (When only 
valid responses were considered, more than 75% showed interest, with 34% being “very interested.”)  Consistent with 
previous results, those who had never ridden a train and those who participated in the phone survey were statistically 
more likely to display lower levels of interest. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 

Figure 10.  Overall Interest Level in Riding a Local Excursion Train.
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Future Level of Use 
 

Of the 572 valid responses to the question, “How often would you ride this excursion train [between Binghamton 
and Cortland]?”, more than half (323) indicated they would ride it “a few times a year” and another quarter (164) 
would use it “once a year” (see Figure 11).  In general, most people (62%) were willing to ride the train two to three 
hours, and a sizable number were willing to ride for four hours (12%) or even longer (15%) (see Figure 12). 

  
 
 
 
 
 
 
 
 
 
 
 
 
 

 

                Figure 11.  Frequency of Future Use.  Figure 12. Maximum Length of Time Willing to Ride. 
 

Level of Support 
 

The last question under use patterns asked respondents to determine how supportive they would be of an excursion 
train in their community.  Choices included 1 – not supportive, 2 – slightly supportive, and 3 – very supportive. 
Results were overwhelmingly positive, with an average score of 2.52 on this 3-point scale.  As shown in Figure 13, 
nearly 60% (420 respondents) indicated they would be very supportive, 35% (251) slightly supportive, and only 6% 
(45) said they would not be supportive of an excursion train in their community.  As expected, those in the train sub-
sample were statistically most supportive (2.72 on the 3-point scale), followed by Festival participants (2.51) and 
phone respondents (2.44).  Similarly, those with past train experience recorded significantly higher support than 
those with no previous experience (2.63 versus 2.38).   

 
 
 
 
 
 
 
 
 
 
 

Figure 13.  Level of Support for a Train in Respondents’ Communities. 
 

Willingness to Pay 
 

This section of the survey asked respondents to determine a fair price for an excursion train ride, items they would 
be willing to pay extra for, and willingness to purchase advance tickets. 
 

Fair Price 
 

When asked what they would consider to be a fair price for a standard, adult, round-trip ticket on an excursion train 
without any extras between Cortland and Binghamton, nearly half (360 respondents) chose the $11-$20 category 
and approximately one-third picked $10 or less (see Figure 14).  More than 100 respondents were willing to pay 
$21-$30, and a small percentage (6%) would spend more than $30.   
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Figure 14.  Assessment of a Fair Price for a Round-Trip Ticket. 
 

Extra Amenities 
 

A majority of respondents would definitely be willing to pay extra money for snacks and beverages and for meals, 
while a majority would or might be willing to pay extra for first class accommodations, souvenirs, onboard 
entertainment, and extra space for a bike, canoe or kayak (see Figure 15).  Interestingly, there were two significant 
differences between males and females in terms of their willingness to pay extra: women were more willing to pay 
for meals and for onboard entertainment than men.  In terms of survey sub-samples, those who were surveyed on the 
Maple Fest Train were significantly more willing to pay extra for beverages and snacks, first class accommodations, 
souvenirs, and extra space for a bike, canoe or kayak.  Phone respondents were the least likely to be willing to pay 
extra for these items, with Festival respondents falling in between train and phone groups. 
 
  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 15.  Willingness to Pay for Extra Amenities. 
 
When asked, “Any other extras you’d be interested in?”, 46 respondents provided a comment.  Five themes 
emerged, one being that any extras should be included in the ticket price and not charged separately.  The four 
remaining themes touched upon actual added amenities for which respondents would be willing to pay. The first 
revolved around a desire for private, adult cars (including items such as adult beverages and betting).  A second 
theme centered around comfort, including furniture (e.g., recliners, tables, pillows, blankets);  utilities (e.g., nice 
bathrooms, air conditioning/heat); and open cars (e.g., observation cars, open air). The fourth set of qualitative 
responses reinforced an entertainment theme, ranging from opportunities for parties, to Internet accessibility, to 
child-centered themes, to overnight excursions.  The final category of qualitative comments (“other services”) 
included offering extra space to carry skis, providing greater accessibility for persons with disabilities, allowing 
pets, and using steam powered engines. 
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Purchasing Tickets in Advance 
 

As shown in Figure 16, a vast majority of respondents (94%) would purchase train tickets in advance if they were 
cheaper.  In fact, 99% of those who were surveyed on the train (all but 2 persons) indicated they would purchase 
cheaper advance tickets if available, followed by 94% of Festival respondents and 91% of phone respondents. 
 
When asked what would be the easiest way to purchase tickets in advance, more than 60% chose the Internet (61% 
or 406 respondents), with much fewer selecting phone (18%), in person at a store (11%), and in person at a train 
station (7%) (see Figure 17). As shown in Figure 18, however, the pattern of responses differed significantly by 
survey type.  Festival participants were most likely to prefer the Internet as a way to order advance tickets (69% of 
respondents) compared to phone respondents (60%) and train respondents (56%).  Phone respondents were more 
likely to choose the telephone as their second most popular method of buying advance tickets (23% as opposed to 
15% of train and 11% of Festival respondents).  On the other hand, train respondents were more likely to buy tickets 
in person at a train station as their second most popular method (17% versus 9% of Festival respondents and 8% of 
phone respondents).  
 

 
Figure 16.  Number of Respondents Who Would       Figure 17.  Easiest Way to Purchase Tickets in Advance 

     Purchase Tickets in Advance if Cheaper.            (Overall Sample). 
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Figure 18.  Easiest Way to Purchase Tickets in Advance by Survey Sub-group.  
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Potential Benefits 
 

Respondents were provided with a list of 12 potential benefits that excursion trains could provide and were asked to 
rate the extent to which they agreed with each statement on a 4-point scale (1 = strongly disagree to 4 = strongly 
agree).  Three major categories of benefits were represented: social benefits (4 items), community benefits (3 items), 
and personal benefits (5 items).  As shown in Table 4, every benefit was rated very highly, with average scores 
ranging between 3.15 and 3.47 on the 4-point scale.  The highest rated benefit was providing a leisure experience 
for people of all ages, followed closely by providing a family-friendly leisure opportunity, being entertaining and 
fun, and providing a unique leisure experience.  Although still rated very highly, the lowest ranked benefits were 
providing opportunities to meet people, offering information about the local environment, contributing to the 
community spirit, and offering information about local history.   
 

As with other results, those who had past experience riding trains rated all but two benefits significantly higher than 
those with no previous train experience.  Mean scores did not differ based on past experience for two of the social 
benefits (providing opportunities to meet new people and offering a way to spend time with friends).  Phone survey 
participants also rated all benefits significantly lower than train and/or Festival respondents, with the exception of 
providing opportunities to meet new people.  Females rated all but two benefits significantly higher than males, not 
differing on providing opportunities to meet new people or providing a unique leisure experience. 

  

Table 4.  Rank Order of Potential Benefits of Running Excursion Trains. 

6

��
��"�,���%�
�
��������

�	��
��
�
3����!*
���

-��,���	�	����
��	�0������1�	#��	������	�#	���	���� 	 ��������	 ���'�

-��,���	�	#�����(#�������	����
��	�0������1�	 
�����	 �����

��	������������	���	#
�	 ��������	 �����

-��,���	�	
��2
�	����
��	�0������1�	 ��������	 �����

�##��	�	3��	��	�����	����	3���	#������	 
�����	 ��� �

����#��	���	��1��	�1�����	 
��������	 �����

�##��	��	�1��,���	#��	,�������	�
����	 
�����	 �����

4���	��
	���	��	���1���	�,����	�
�����	��
�	1���
�� ��	 
��������	 �����

�##��	��#��������	�5�
�	��1��	�������	 ��������	 �����

������5
��	��	���	1���
����	������	 
��������	 �����

�##��	��#��������	�5�
�	���	��1��	��,��������	 ��������	 �����

-��,���	������
������	��	����	��3	������	 
�����	 �����
 
In addition, 38 respondents provided responses to an open-ended request for other benefits of excursion trains.  Most 
reiterated the benefits already listed, referring to educational, environmental, health, community, and family 
benefits.  For those surveyed at the Central New York Maple Festival, a supplementary question was added: “If you 
are riding(or have already ridden) the train today, what made you choose to ride the Maple Fest Train today?”  A 
total of 215 respondents provided 268 different responses.  Table 5 displays the various themes and sub-themes 
represented by these reasons when grouped by similar content: social, train-specific experience, economy/efficiency, 
pleasure, and other. 
 

Table 5.  Reasons for Riding the Maple Festival Train. 
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Potential Barriers 
 

Respondents were next asked how often nine different constraints interfered with their ability or desire to ride 
excursion trains.  A 3-point scale was used, where 3=frequently, 2=occasionally, and 1=never.  Three different 
categories of constraints were represented: intrapersonal (3 items), interpersonal (1 item) and structural (5 items).  In 
general, levels of leisure constraints were not high, with only two of the nine averaging above “occasionally.”  Lack 
of time (mean of 2.22) was rated as the highest constraint followed by lack of information about tourist trains (mean 
of 2.20).  As shown in Table 6, five constraints fell between 1.90 and 1.43: lack of disposable income, lack of 
interest, driving distance to train station, having no one to do the activity with, and lack of accessibility for persons 
with physical disabilities.  Two items, concerns for safety and a previous bad experience, were not perceived as 
much of an issue, receiving the lowest mean scores of 1.22 and 1.12.  
 

Table 6.  Rank Order of Potential Constraints for Riding Excursion Trains. 
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Phone survey respondents perceived significantly higher levels of constraint than Festival and train participants for 
lack of interest, lack of disposable income, and driving distance to train station.  Interestingly, Festival attendees 
perceived significantly more interference from lack of time than train respondents.  Those who had no previous train 
experience also perceived significantly higher levels of constraint for lack of time, information, and interest. The 
only two constraints that differed by gender were lack of accessibility for persons with physical disabilities and lack 
of interest.  Women experienced higher degrees of interference than men for these two items.  It should also be 
noted that lack of accessibility interfered “frequently” for10% and “occasionally” for more than 20% of all 
respondents (see Figure 19). 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

Figure 19.  Distribution of Constraint Responses. 
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Open-ended responses listing additional constraints were provided by 39 respondents.  These potential barriers again 
reiterated previously listed themes (distance, accessibility for all citizens, time and/or scheduling) as well as one not 
mentioned in the survey: comfort. 
 

Communication 
 

The final section of the survey asked respondents to indicate how frequently they had actually attended an event 
after hearing about it via six different media.  A 3-point scale was used, where 3=frequently, 2=occasionally, and 
1=never.  Word of mouth was clearly the most effective method (mean score = 2.54), followed by newspaper (2.30), 
radio (2.17), and television (2.14).  Electronic media such as websites (1.89) and email (1.75) were least effective.  
As shown in Figure 20, a majority of participants (57% or 424 respondents) frequently attend an event after hearing 
about it via word of mouth, and another 41% occasionally do.  Females were statistically more likely than males to 
act on the messages they receive about events on television and by word of mouth. 
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Figure 20.  Distribution and Mean Scores of How Often Respondents Attend Events  

after Learning about Them via Various Media. 
 
Open Ended Comments 
 

Further comments were provided by a few respondents (n = 30) at the conclusion of their surveys.  A majorityof 
these voiced support of excursion trains, while only 2 recorded negative comments. 
 

Specific themes gleaned from the comments focused on ideas for excursion rides, such as the following: “Add 
summer trips to parks for pre-school groups and individuals with disabilities, company team-building, stress-buster 
activities, pre-teen activities, etc.”  A related theme requested extending the train route to other local towns and 
cities, including Little York, Dryden, Ithaca, and Syracuse, while one noted that there “should be additional stops 
between Binghamton and Cortland to add value in between.”  For instance, one respondent suggested, “Stop at the 
Whitney Point reservoir for picnic or to go canoeing. ” 
 

Others highlighted economic and recreational benefits of not just a local excursion train, but of trains in general: 
·  Upstate NY is getting a lot of negative publicity – brain drain, bad economy, lack of leisurely 

activities, etc.  So I think it would be excellent not only to keep the rail line open to passengers, but 
also to expand it both for commuters and other recreational activities. 

·  With gas prices above three dollars a gallon, and all the highway grid-lock (heavy traffic), we 
should have more passenger trains not just on this line, but other lines state and country wide. 

·  I took an excursion train ride when I was eight and remember every bit about it. I think it would 
be a great idea to have one in the Northeast. 
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Ridership and Financial Data from the Maple Fest Train 
 

On April 5 and 6, 2008, the Central New York Maple Festival Train boarded the most passengers it has carried in 
the Festival’s recent years:  3,698 passengers.  The breakdown by day included 1,750 on Saturday and 1,948 on 
Sunday.  Although exact data on types of tickets purchased are not known, the majority of users purchased round-
trip tickets, and passengers were of all ages (adults, children, and children under 3).  More detailed information may 
be available by contacting the New York Susquenhanna and Western Railway Corporation. 
 

Costs to operate the tourism train totaled $61,634.25.  Ticket sales covered $23,819.25 of these costs, with the 
balance ($37,815) being covered by the operational aid portion of this project’s grant. 
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Discussion and Recommendations 
 
The systematic random sample of 778 respondents was chosen to represent three sub-groups of the population:  potential 
excursion train users, reached through a telephone survey of residents from six local counties;  current train users, 
sampled on the excursion train running between Cortland and Marathon at the Central New York Maple Festival;  and 
attendees at a special event associated with an excursion train, who may or may not have chosen to ride the train, 
accessed in person at the Maple Festival. The sample was composed of slightly more females than males (57% versus 
41%), but age and education were normally distributed among respondents. 
 

Overall response rate was an acceptable 47%, but it is important to note variations among the three targeted subgroups.  
Although the response rate on the telephone survey was rather low (34%), it was adequate enough to allow 
generalizations to the residents of the six counties surrounding the Cortland-Binghamton rail line (Cortland, Broome, 
Tompkins, Onondaga, Tioga, and Chenango).  A few precautions should be noted, however.  First, as expected, members 
of this targeted sub-sample were least likely to have ridden an excursion train in the past.  Since the topic of excursion 
trains may not have been as salient, important, or appealing to every member of the general population,  the lower 
response rate among this group is not unusual.  This finding is important to keep in mind when viewing the results, 
however;  potential bias may have been introduced in this sub-sample simply because those who did respond to the 
telephone survey may have had higher initial interest in the topic than those who declined participation.  Second, due to 
the number of residents having “Caller ID” or forgoing land lines in favor of exclusive use of cellular phones, the 
number of potential respondents not answering the phone or being purely unreachable was rather high.  Thus, the 
representativeness of this sub-sample may also have been compromised.  
 

On the other hand, the response rate at the Central New York Maple Festival was very high: 75% overall, with 91% of 
those approached on the train and 64% of those solicited at the Festival itself agreeing to participate.  These two sub-
samples were sufficiently representative of Festival attendees, especially since data collection was spread over the time 
span of both days of the Festival. 
 

Based on the results from the survey, the following conclusions and recommendations are provided: 
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Respondents tended to be more attracted to the journey than the destination;  that is, they voiced higher levels of interest 
in themed excursions (e.g., fall foliage/scenic, holiday, children/family, themed or theater, wine and cheese excursions) 
than for using the train to get to a specific event (e.g., Marathon’s Maple Fest, Binghamton’s Spiedie Fest, Broome 
County Veterans Memorial Arena, Cortland Wine and Arts Festival and Pumpkin Festival). Approximately 70 to 90% of 
all respondents said either “yes” or “maybe” when asked if they would be interested in riding 6 of the 8 themed trains 
presented.  The Central New York Maple Festival, which currently features an excursion train, was rated highest among 
destination events while winter events were rated lowest. 
 

RECOMMENDATION:  A successful excursion train in this area would likely combine a theme with a destination 
event, or simply focus on a theme, such as viewing fall foliage.  Along this vein, opportunities for partnering with other 
businesses and organizations to provide programming or entertainment could be explored.  For example, perhaps 
Cortland Repertory Theatre could provide entertainment for a murder mystery dinner excursion. As far as destination 
events, the existing Maple Festival Train has already established its success and was rated highest among respondents as 
a possible destination.  Based on this evidence, a train added to other local events might thrive just as well, especially 
with the rising cost of gasoline for personal vehicles.  Introducing an excursion train at the Binghamton Spiedie Fest, a 
Broome County Veterans Memorial Arena concert, the Cortland Wine and Arts Festival, or the Cortland Pumpkin 
Festival could be tested.  To be even more effective, combining “theme” and “destination” could be easily accomplished 
with the latter two (i.e., featuring a wine and cheese excursion on the way to the Wine and Arts Festival;  utilizing a 
Halloween theme with the Pumpkin Festival). Based on lack of interest and current practices used by other excursion 
trains, winter event trains should be avoided, with perhaps the exception of a Santa or Polar Express themed train. 
 

It should also be noted that more than half the respondents marked “yes” or “maybe” for interest in a shuttle for 
paddlers, anglers, or bikers along the Tioughnioga River. This shuttle theme could be combined with the Maple 
Festival, or, once the Tioughnioga River Trail is developed, a shuttle train could run periodically with special events 
that use the trail.   
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All 12 benefits presented on the survey were rated very highly, with average scores ranging between 3.15 and 3.47 
on a 4-point scale.  The highest rated benefit was providing a leisure experience for people of all ages, followed 
closely by providing a family-friendly leisure opportunity, being entertaining and fun, and providing a unique 
leisure experience.  Reinforcing these benefits, more than 80% of the respondents who answered the question, 
“Would riding a train be something you think your child(ren) would be interested in?” responded “yes.”  
 

RECOMMENDATION:  An excursion train in the Cortland-Binghamton area would meet personal, 
educational, social, community, and economic needs.  When marketing an excursion train, all of these benefits 
should be highlighted, and although all ages should be targeted, special emphasis should be aimed at families with 
children and grandchildren and at females.  In addition, raising residents’ awareness of the economic impact of an 
excursion train in their community could increase their support for it.  The researchers noted that a vast majority of 
Maple Festival train riders had spent money at the Festival, either on food, souvenirs, or crafts, not just on train 
tickets.  Some respondents remarked, “If there was no train, why go to the Maple Fest?”  Studying the intertwined 
economic impacts of the train and Festival on the local community would be useful, with results being generalizable 
to other area events that could potentially be combined with an excursion train. 
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Lack of time was rated as the highest constraint followed by lack of information about tourist trains, lack of 
disposable income, and lack of interest. Three constraints had modest impact: driving distance to train station, 
having no one to do the activity with, and lack of accessibility for persons with physical disabilities.  Concerns for 
safety and a previous bad experience were not perceived as much of an issue.  
 

RECOMMENDATION:  Consistent with the literature, lack of time was the most prevalent leisure constraint.  
While short train rides might help alleviate this by requiring less of participants’ time, this constraint generally needs 
to be resolved by participants making the time for this leisure experience.  For them to make the time, riding an 
excursion train must become a priority.  As noted above, marketing train excursions to all ages and families, and 
communicating all potential benefits in the message, could help persuade potential users to make the time to ride an 
excursion train. 
 

This ties in with the second leading constraint:  lack of information about tourist trains, which could be resolved by 
better promotion.  Several methods could be employed, including increased publicity (e.g., more public interest 
newspaper stories about a train);  increased advertising via newspaper, radio and television;  a website dedicated solely 
to the excursion train, but with links to and from other tourism sites (e.g., Central New York Maple Festival, The 
Cortland County Business Development Corporation and Industrial Development Agency, Cortland County Tourism, 
Greater Binghamton Convention and Visitors Bureau, excursion train websites such as www.railexcursions.com, etc.); 
and increased sales promotion (e.g., giving tickets away on the radio, discounting advance tickets, etc.). 
 

It is important to note that lack of accessibility for persons with physical disabilities was marked as a “frequent” 
constraint for riding excursion trains for 1 out of 10 respondents and as an “occasional” constraint for 2 out of 10 
respondents.  Even beyond accommodating physical disabilities, access to the train was observed to be an issue for 
parents using strollers for young children.  Specific adaptations, such as vertical wheel chair lifts and ramps and 
accessible seating, should be installed at train stations to facilitate all users. 
 

In order to address the constraint of lack of disposable income, tickets should be reasonably priced.  The next section 
discusses results and recommendations related to this constraint. 
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When asked their perception of “a fair price for a standard, adult, round-trip ticket on an excursion train without 
any extras between Cortland and Binghamton,” one-third of the respondents marked that they would be willing to 
pay the current price of a Maple Fest Train ticket (“$10 or less”), but half were willing to pay slightly more (“$11- 
$20”).  Respondents would also be willing to pay extra for snacks, beverages, and meals, and would most likely pay 
more for first class accommodations, souvenirs, and onboard entertainment.  Half would probably pay extra for 
shuttle service for a canoe, bike, etc. 
 

RECOMMENDATION:  Round-trip tickets for the 2008 Central New York Maple Festival Train were $8 for 
adults and $6 for children aged 3 to 12.  The New York Susquehanna & Western Railway Corporation should 
consider raising their prices in future years.  If other excursion train rides are developed and the destination event 
does not include opportunities for passengers to purchase food and beverages, it would be wise to offer them by 
hiring a concessionaire or inviting local non-profit groups (e.g., local Boy Scout Troops) to do so.  Respondents’ 
willingness to pay for extras such as first class accommodations, onboard entertainment, and shuttle services support 
the recommendation to offer additional “theme” trains.   
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An astounding 94% of respondents would purchase train tickets in advance if they were cheaper.  More than 60% 
preferred to buy them over the Internet, while another 18% preferred to purchase them over the telephone. 
 

RECOMMENDATION:  Providing a way to purchase tickets through a website or over the phone is highly 
recommended.  Advance tickets for the 2008 Central New York Maple Festival Train were sold at two local stores 
(Tops Supermarket and Mullen’s Office Supply) as well as at the Cortland Train Station.  (Incidentally, there were no 
directions or address for the Cortland Train Station on the Maple Festival website – it is highly recommended this 
information be added not only for advance ticket sales, but also for first-time boarders.)  Since current users are 
accustomed to purchasing advance tickets at stores and the train station, these methods could be continued as a back-up. 
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A majority of participants (57%) frequently attend an event after hearing about it via word of mouth, and another 
41% occasionally do.  The next most effective methods rated by respondents were newspaper, radio, and television.  
Electronic media such as websites and email were least effective.   
 

RECOMMENDATION:  Advertising via newspaper, radio, and television can stimulate interest in excursion 
trains, but positive word-of-mouth is key in convincing potential users to actually ride.  Although electronic media 
such as websites and email were not rated highly in this survey,  investing in a quality website is still recommended.  
Once a potential user is exposed to the idea of riding a train through word-of-mouth or an advertisement, they may 
want to seek additional information that only a visit to a comprehensive website could provide.  After the idea is 
planted, potential users, including regional rail fans, may turn to the Internet to search for area excursion trains. 
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When asked how interested they would be in taking an excursion train ride between Binghamton and Cortland, more 
than 75%  of those who responded to this question indicated that they were “slightly interested” or “very interested.”  
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Even more pronounced was support for excursion trains:  94% indicated positive backing, with nearly 60% noting 
they would be “very supportive” and 35% “slightly supportive” of excursion trains in their communities.  More than 
a quarter of the respondents would ride an excursion train once a year, more than half would ride it a few times a 
year, and another 15% would ride more often than that (i.e., monthly or weekly).  Two-thirds of the respondents 
would prefer a ride that lasts for two to three hours. 
 

RECOMMENDATION:  An excursion train in the Cortland-Binghamton area would be well worth the 
investment from a quality of life standpoint.  Broad interest and support exists, and it would benefit individuals, 
families, and local communities.  Having a variety of themes and destination events during the course of a year 
could help stimulate and sustain interest in repeat use.  Since most respondents are willing to ride 2 to 3 hours, 
expanding destinations from Binghamton and Cortland to other locations such as Syracuse, as requested by many 
responding to open-ended questions, could potentially be viable. 
 
 
�  �����
�
������	���������������	���������������
�
������	���������������	���������������
�
������	���������������	���������������
�
������	���������������	����������" """���
1�
��
��
��
���

�����
1�
��
��
��
���

�����
1�
��
��
��
���

�����
1�
��
��
��
���

��� ������
�
�����������	��������
�
�����������	��������
�
�����������	��������
�
�����������	������ ���

 

More than half of the 778 respondents (441 or 57%) had ridden an excursion train, either in the past or as they were 
completing the survey.  In nearly all analyses of the results, respondents who had experience riding excursion trains 
demonstrated significantly higher interest and support for these experiences and opportunities.   
 

RECOMMENDATION:  To broaden the base of support for an excursion train the Central New York area, 
simply provide opportunities for residents to ride one.  Based on the results already discussed in this study, once 
respondents have an experience, they will likely continue to seek additional opportunities to ride the excursion train 
in the future.  Positive experiences will be shared via word-of-mouth, shown to be the most powerful method of 
attracting new users.  Some users even classify themselves as “rail fans” and are willing to travel far and wide to 
ride excursion trains.  Thus, clientele for a local train may well expand via word-of-mouth and other marketing 
methods to include regional tourists.  
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Ridership was higher than it had been in recent years, with nearly than 3,700 passengers riding the Central New 
York Maple Festival Train on April 5 and 6, 2008.  Between ticket sales and operational aid from this study’s grant, 
all costs to operate the train ($61,634.25) were covered.  The true success of the experience, however, was due 
largely to the dozens and dozens of volunteers who donated their time to offer this unique opportunity to the 
community.  Evidence of the train experience’s positive effects could be measured in passengers’ smiles and tales of 
enjoyment.  Many commented the only reason they attend the Festival is to ride the train, and countless would be 
disappointed if the train were not present in the future.   
 

RECOMMENDATION: Although the cars from this passenger train have been and continue to be sold, there 
are other ways to offer excursion opportunities at the Maple Festival, including leasing cars from other companies.  
If a way can be found to run the tourist train, both from a physical and financial standpoint,  the entire community 
will benefit.  If not, losses will not only be economic, but also intangible in terms of quality of life and community 
goodwill.  The Maple Fest Train is indeed something worth investing in for Central New York. 
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Appendix A 

 
Script for Gathering Information on  

Existing Excursion Rail Operators’ Best Practices 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

- 31 - 
 

Questions to Ask Existing Tourist Railways 
 
 
Operations 
How frequently do you run your scenic train? 
How long are the trips? 
What is the average speed of your trains? 
 
Users 
How many passengers would you estimate you accommodate on an average ride?  … Over the course of a 

year? 
What different types of people ride your trains?  What do you think they are seeking in terms of an 

experience? 
 
Marketing  
Do you market to any specific target populations? 
How do you advertise your railroad and what method do you find to be most successful? 
 
Accessibility  
What do you do to make your trains and stations accessible to individuals with disabilities? 
 
Events 
How many times a year do you hold special events on your train, and could you give some examples? 
Which events have been most successful?  
Have any events been unsuccessful?  If so, which ones and why? 
 
Finances 
What does it cost to run the train for a day? 
What do you charge for tickets?  … Besides ticket sales, from where do you draw your funding? 
Would you say you tend to make a profit, break-even, or lose money with the scenic train? 
 
Organization 
What advice would you give a community trying to start a scenic railway? 
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Appendix B 

 
Telephone Survey Protocol 

Telephone Log 
Survey Instruments 
Information Sheets 
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INTERVIEWER CODE _3___ REC 602 TOURIST TRAIN STUDY  

 

 

     Please write Date and Time of each attempt     Please space call backs 30 min. apart 

  Phone Number Answered (Survey #) Refused Busy No Answer 2nd No Answer 3rd No Answer Machine Invalid # Other 

1 555-1212 #301   2/14     8:00                 

2 555-1111             2/14   8:15   
call back at 

8:45 

3 555-3434   2/15  5:45               
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INTERVIEWER CODE ____ REC 602 TOURIST TRAIN STUDY

 Please write Date and Time of each attempt Please space call backs 30 min. apart

Phone Number Answered (Survey #) Refused Busy No Answer 2nd No Answer 3rd No Answer Machine Invalid # Other

1 555-1212 #301  2/14   8:00pm

2 555-1111 2/14    8:15pm call back at 8:45

3 555-3434 2/15  5:45pm

4 656-4472

5 639-2034

6 656-9422

7 639-1052

8 639-1916

9 656-4322

10 639-3580

11 656-8869

12 656-7484

13 656-4880

14 639-1190

15 656-8461

16 656-9421

17 656-5355

18 639-3665

19 656-8642

20 639-3647

21 656-8066

22 656-8412

23 639-2228

24 639-1057

25 656-9489

26 639-1396

27 639-1113

28 656-8327

29 639-3170

30 656-9211
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TOURIST TRAIN PROJECT 
Interviewer Codes & Survey Numbers 

 
 

Name Interviewer 
Code 

Phone 
Survey #s 

Train 
Survey #s 

Festival 
Survey #s Room Assignment 

Anderson, Michael 01 1-20 401-412 601-612 E329 – own office 

Barvinchak, Ellie 02 21-40 413-424 613-624 E328 – Dale Anderson’s office 

Bianconi, Melissa 03 41-60 425-436 625-636 E330 – Vicki Wilkin’s office 

Brown, Shane 04 61-80 437-448 637-648 E342 – Julie Lenhart’s office 

Burnett, Tanya 05 81-100 449-460 649-660 E327 – Susan Wilson’s office 

Downs, Amanda 06 101-120 461-472 661-672 E329 – Charlie Yaple’s office 

Gabriel, Bert 07 121-140 473-484 673-684 E342 – Julie Lenhart’s office 

Lalley, Jim 08 141-160 485-496 685-696 E338 – Brian Tobin’s office 

Martin, Stephanie 09 161-180 497-508 697-708 E333 – Darleen Lieber’s office 

Newland, Jessica 10 181-200 509-520 709-720 E335 – Lynn Anderson’s office 

Nicholson, Megan-Mack 11 201-220 521-532 721-732 E314 – Josh Bochniak’s office 

Perry, Dannielle 12 221-240 533-544 733-744 E338 – Brian Tobin’s office 

Rowell, Ben 13 241-260 545-556 745-756 E329 – own office 

Sullivan, Dan 14 261-280 - - E329 – own office 

Teeter, Josh 15 281-300 557-568 757-768 E316 – Sharon Todd’s office 

Walker, Allyson 16 301-320 - - E315 – Wayne Stormann’s office 

Weaver, Garrett 17 321-340 569-580 769-780 E329 – own office 

Wilcox, Kelly 18 341-360 - - E311 – Kath Howard’s office 

Zhang, Lin 19 361-380 581-592 781-792 E331 – Andy Young’s office 

Dan Sullivan 14 381-390 - -  

Kelly Wilcox 18 391-400 - -  

Extra   593-600 793-800  
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Cortland-Binghamton Train Project Phone Survey      
     

NOTE: Information in parentheses ( ) is for students use only and is not to be read to the subject.  Everything in bold and in 
the charts is to be read aloud to the participant. 
 
Hello, my name is______________and I am a graduate student at SUNY Cortland. How are you this 
evening? ... We have been asked to help conduct a community study to learn about your interest in tourist 
excursion trains in your area. Would you help us by taking this 15-minute survey?  
 
(If NO then:) Thank you and have a nice evening. 
 
(If the participant sounds young ask the following question:) 
                                     
Since this is a survey of adults living in 
Central New York, I need to ask:  
Are you over the age of 18?  
  

(If  no,  ask to speak with an adult.) 
 
 
(If yes) 

 
Thank you.  The information you provide will help the New York State Senate make decisions about how 
to support tourism in Central New York, and thus, better serve those who live here.  You were randomly 
selected to participate in this survey.  Your participation is voluntary, your answers anonymous, and you 
can discontinue at any time with no consequences.  
  
Do you have any questions before we start?  

 
       (If no, read:) (If the answer is yes…)

 
 

Great!  If you decide that you do 
have a question, I will give you 

contact information at the end of 
the survey. 

 
  

…and they ask who is doing the research, 
read:) 
 

The graduate research methods 
class in the Recreation, Parks, & 
Leisure Studies Department at 

SUNY Cortland is conducting the 
study. 

 
If you have any questions about the 
survey, please call Dr. Sharon Todd 
at 607- 753-4952 or Josh Bochniak 

at 607-753-2448. 
 

If you have any questions about 
research at SUNY Cortland, please 

call Dr. Nancy Aumann, 
Institutional Review Board, 

at 607-753-5477. 
 

…and they ask who are the senate 
leaders involved, read:) 
 

Funding for this project was 
initiated by Senator Tom Libous of 
Binghamton and comes from the 
2007-2008 Aid to Localities fund. 

Senator Libous’ office can be 
reached at 607-773-8771.

 
 
1. So what town or city do you live in? ____________________________________________ 
 
We’ll start off with a few questions about how you might have used an excursion train.   
 
An excursion train is a passenger train for which the purpose of the ride is not to get somewhere quickly, 
but to enjoy viewing scenery, dining, or other special events on the train, or the experience of riding the 
train on the way to a community event. 
 

Survey # ____________ 

Interviewer Code # ____________ 
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2. Have you ever taken an excursion train ride?  
(Note: If you are on the Maple Fest Train, ask:  

Have you ever taken any other excursion train rides?) 
��� �   no  ��� �   yes   (If yes…) Which train(s) have you ridden? 
(1)   (2)   

          

        

3.    As I read the following phrases, please answer yes, maybe, or no. I will pause after each question to record your 
answers. (Place the phrases carefully and clearly into the sentence where the “……..” is. After a few times of saying the 
whole sentence, see if they will answer on their own if you just read the phrase itself.)  

 
Would you be interested in riding a train that had… yes maybe, or no Does not apply 

holiday excursions? 3 2 1 0 
themed or theater excursions? 3 2 1 0 

fall foliage or other scenic excursions? 3 2 1 0 

murder mystery dinner excursions? 3 2 1 0 

wine and cheese excursions? 3 2 1 0 

children and family excursions? 3 2 1 0 

rail fan excursions? 3 2 1 0 
a shuttle for paddlers, anglers, or bikers on or along the 

Tioughnioga River? 
3 2 1 0 

     

Would you be interested in riding a train that had excursions to…? 
(Mark “does not apply” for Binghamton or Cortland questions if they are 
from either Binghamton or Cortland; also skip Maple Fest if on the train.) 

yes maybe, or no Does not apply 

B
ingham

ton 

Binghamton professional or university sports events? 3 2 1 0 

the Binghamton Spiedie Fest & Balloon Rally? 3 2 1 0 

New Year’s Eve First Night in Binghamton? 3 2 1 0 

concerts at Broome County Veterans Memorial Arena? 3 2 1 0 

the St. Patrick’s Day Parade in Binghamton? 3 2 1 0 
(both)   the Central New York Maple Festival in Marathon? 3 2 1 0 

C
ortland 

SUNY Cortland sports or theatre events? 3 2 1 0 

New Year’s Eve First Night in Cortland? 3 2 1 0 

the Cortland Pumpkin Festival? 3 2 1 0 

the Cortland Celtic Festival? 3 2 1 0 

Cortland Wine and Arts Festival? 3 2 1 0 

Any other excursions you’d be interested in? _________________________________________________________ 
 
4. After hearing about some excursion options, how interested would you be to take an (another) excursion train ride 

that travelled between Binghamton and Cortland? 
(3) ��� �  very interested,             
(2) ��� �  slightly interested, or    (1)   ��� �  not interested          Skip to NEXT PAGE.   
(0) ��� �  don’t know  

 
 

5. How often would you ride this excursion train?  6. What is the maximum length of time you  
 (1)   ��� �  weekly,           would be willing to ride the excursion train? 

(2) ��� �  monthly,          (1) ��� �  1 hour, 
 (3) ��� �  a few times a year,         (2) ��� �  2 hours,          

(4) ��� �  once a year,  or (3) ��� �  3 hours, 
(5) ��� �  never (4) ��� �  4 hours, or 
(6) ��� �  don’t know (5) ��� �  over 4 hours 

 (7)   ��� �  other: _____________________ (6) ��� �  don’t know 
 

 Go to NEXT PAGE. 
Page 2 
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6. How supportive would you be of an excursion train in your community? 

(3)   ��� �   very supportive,  
(2)   ��� �   slightly supportive, or    
(1)   ��� �   not supportive 
(0)   ��� �   not sure 

 
Now we would like to ask you a few questions about what you would be willing to pay for an 
excursion train ride. 
 
7.   Of the following, what do you consider to be a fair price for a standard, adult, round-trip ticket on an excursion train 

without any extras between Cortland and Binghamton? 
(1) ��� �  $10 or less, 
(2) ��� �  $11-$20, 
(3) ��� �  $21-$30, 
(4) ��� �  $31-$40, or 
(5) ��� �  over $40 

 
8.   As I read the following phrases, please answer yes, maybe, or no. (Place the phrases carefully and clearly into the 

sentence where the “……..” is. After a few times of saying the whole sentence, see if they will answer on their own if you 
just read the phrase itself.) 

  

Would you be willing to pay extra for …? yes maybe, or no Does not apply 

meals 3 2 1 0 

beverages and snacks 3 2 1 0 
on-board entertainment (such as actors, singers, storytellers, 

historians, naturalists) 
3 2 1 0 

souvenirs 3 2 1 0 

first-class seating and accommodations 3 2 1 0 

extra space for a bike, canoe, kayak, etc. 3 2 1 0 
     

Any other extras you’d be interested in? _____________________________________________________________ 
 
9.  Would you purchase tickets in advance if they were cheaper? 

 ��� �   no                   ��� �   yes                         (If yes…) What would be the one easiest way for you to purchase  
 (1)  (2)             tickets in advance? 

(1) ��� �  internet, 
(2) ��� �  by phone, 
(3) ��� �  by mail, 
(4) ��� �  in person at a store,  
(5) ��� �  in person at a train station, or 
(6) ��� �  an other way       

 
We would like your opinion about some potential benefits of excursion trains. 
 

10. As I read the following phrases, please tell me how strongly each applies to you. (Place the phrases carefully and 
clearly into the sentence where the “……..” is. After a few times of saying the whole sentence, see if they will answer on 
their own if you just read the phrase itself.) 

Do you strongly agree, agree, disagree or strongly disagree that 
excursion trains would ……… 

(strongly 
agree 

agree disagree strongly 
disagree 

undecided/ does 
not apply) 

      

provide opportunities to meet new people. 4 3 2 1 0 

offer a way to spend time with friends. 4 3 2 1 0 

benefit the local economy. 4 3 2 1 0 

offer information about the local environment. 4 3 2 1 0 

help you get to special events outside your community. 4 3 2 1 0 
     (Note: list continues on next page.)      

Page 3 
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Do you strongly agree, agree, disagree or strongly disagree that 
excursion trains would ……… 

(strongly 
agree 

agree disagree 
strongly 
disagree 

undecided/ does 
not apply) 

      

offer informat ion about local history. 4 3 2 1 0 
provide a unique leisure experience. 4 3 2 1 0 

contribute to the community spirit. 4 3 2 1 0 

provide a family-friendly leisure opportunity. 4 3 2 1 0 

be entertaining and fun. 4 3 2 1 0 

offer an activity for visiting guests. 4 3 2 1 0 

provide a leisure experience for people of all ages. 4 3 2 1 0 
      

Any other benefits you’d like to add? ___________________________________________________________________ 
 
Now we would like to ask what would keep you from riding excursion trains. 
 
11.  As I read the following phrases, please tell me how frequently each applies to you. (Place the phrases carefully and clearly 

into the sentence where the “……..” is. After a few times of saying the whole sentence, see if they will answer on their own if you 
just read the phrase itself.) 

How often would ……  interfere with your ability or desire to ride 
excursion trains?  

Frequently occasionally, or never? 
(does not 

apply) 
     

lack of time 3 2 1 0 
lack of  information about tourist trains 3 2 1 0 
lack of accessibility for persons with physical disabilities 3 2 1 0 
lack of interest 3 2 1 0 
lack of disposable income  3 2 1 0 
having no one to do the activity with 3 2 1 0 
driving distance to train station 3 2 1 0 
concerns for safety 3 2 1 0 
a previous bad experience 3 2 1 0 
     

Any other factors you can think of that could keep you from riding the excursion train?____________________________________                                                        

 
Next we would like to ask you about the most effective ways to communicate excursion train 
opportunities to you.    
 

12.   As I read the following phrases, please tell me how frequently each applies to you.  (Place the phrases carefully and 
clearly into the sentence where the “……..” is. After a few times of saying the whole sentence, see if they will answer on 
their own if you just read the phrase itself.) 

How frequently have you actually gone to an event after 
hearing about it on/in the……?  

Frequently occasionally, or never? (does not apply) 

     

radio 3 2 1 0 
television 3 2 1 0 
newspaper 3 2 1 0 
website 3 2 1 0 
email 3 2 1 0 
word of mouth 3 2 1 0 

 
Finally, we’d like you to tell us about yourself. 
 
These last few questions will help us summarize information about our respondents.  Remember that this information 
will remain strictly confidential, and you will never be individually identified with your answers. 
 
13. (Just write in the gender you think that they are. If you’re unsure, you can say “Some of the questions may seem 

obvious, but we need to ask everyone. What is your gender?”)  �   female      �   male 
          (1)      (2) 

Page 4 
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14.   What is your age?     
 
15.   What is your highest level of completed education? 

(1) ��� �   some high school 
(2) �   high school diploma 
(3) �   some college or technical school 
(4) �   Associate’s degree 
(5) �   Bachelor’s degree 
(6) �   Master’s degree 
(7) �   Doctorate (e.g., Ph.D.) 
(8) �   professional certificate 
(9) �   Other _______________________________________ 

 
16.   How many people currently live in your household?     
 
      If the answer is more than one: How many are under the age of 18?    
   
            If there is at least one child:  
         What are the children’s ages?     
   
   Would riding a train be something you think your 

child(ren) would be interested in? 
     ��� �   no  ��� �   yes ��� �   don’t know 

(1) (2)  (3) 
 
That’s all. Thank you for your thoughtful answers and for your time. We appreciate it very much! 
Do you have any further comments or concerns that have not been addressed in this survey?  
 

                                       Let me take a moment to record them.   
 

 (USE THE BOTTOM/BACK OF THE PAGE to record comments. 
If they ask questions, refer to the cover page or info sheet.) 

 
Once again we appreciate your time and help. Have a nice evening! 
 

Yes 

No 

Page 5 
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  Saturday  Location    
  9am - 1pm 12:45pm - 5pm      

F
estival 

Shane Ellie Peck Street near Fire Station   
Bert Stephanie Central School   
Melissa Megan-Mack Maple Museum   
Ben Tanya Sugar Shack   

          
  9:30am - 12:45pm  1pm - 4:45pm      

T
rain

 

Ellie Shane Front Left   
Stephanie Bert Front Right   
Megan-Mack Melissa Rear Right   
Tanya Ben Rear Left   

          
  Sunday  Location    
  9am - 1pm 12:45pm - 5pm      

F
estival 

Jessica Garrett Peck Street near Fire Station   
Amanda Josh T. Central School   
Allyson Lin Maple Museum   
Michael Jim Sugar Shack   

    Dannielle Peck Street near Fire Station   
          
  9:30am - 12:45pm  1pm - 4:45pm      

T
rain

 

Garrett Jessica Front Left   
Josh T. Amanda Front Right   
Lin Allyson Rear Right   
Jim Michael Rear Left   

  Dannielle   3rd car   
          

Train Schedule 

DEPART CORTLAND        10:00 AM 

ARRIVE MARATHON        10:45 AM 

DEPART MARATHON       11:00 AM 

ARRIVE CORTLAND         11:45 AM 

DEPART CORTLAND        NOON 

ARRIVE MARATHON        12:45 PM 

DEPART MARATHON       1:00 PM 

ARRIVE CORTLAND         1:45 PM 

DEPART CORTLAND        2:00 PM 

ARRIVE MARATHON        2:45 PM 

DEPART MARATHON       3:00 PM 

ARRIVE CORTLAND         3:45 PM 

DEPART CORTLAND        4:00 PM 

ARRIVE MARATHON        4:45 PM 

DEPART MARATHON       5:00 PM 

ARRIVE CORTLAND         5:45 PM 

              

    If you begin in Marathon     If you begin in Cortland   

  
9:00 AM Meet at Marathon train station to get survey 

materials   9:30 AM Meet at Cortland train station to get survey 
materials   

  
  Eat lunch at your convenience   1:00 PM Meet at Marathon train station for festival 

instructions   

  
12:45 PM Meet at Marathon train station for train in-

structions      Eat lunch at your convenience 
  

  
4:45 AM Hand in survey materials at Marathon train 

station   4:45 AM Hand in survey materials at Marathon train 
station   

              

Some basic notes: 
You are selecting every fifth adult that passes by you or that you come to on the train. 
 
Several festival locations will have people standing in lines. This is a good place to administer surveys as people are waiting already. 
Work from the front of the line back. 
 
Each person is responsible for at least 11 surveys at the festival and 11 surveys on the train. However, our goal is to get a sampling of re-
spondents throughout the day, not just a bunch early on. This may mean slowing down your surveying. 
 
If your surveys are taking a long time, you can use the second clipboard to administer multiple surveys at a time. If your surveys are com-
pleted very quickly, you may be asked to complete a few more during your shift. 
 
On the train, you may only need to get 2 surveys completed on each one way trip to reach your quota. 

Schedules / Instructions 



 

If you have questions during the festival, you can call Josh at 607-227-1408. 
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Cortland-Binghamton Train Project Survey Script 
 
After you have selected your location, begin counting people passing by. You will offer the survey to every 5th person who 
passes by or who you come to on the train or in a line. After you have selected a potential respondent, continue as follows: 
     
Hello, my name is______________and I am a graduate student at SUNY Cortland. How are you today?… 
We have been asked to help conduct a community study to learn about your interest in tourist excursion 
trains in your area. Would you help us by taking this 10-15 minute survey?  
 
(If NO then:) Thank you and enjoy the rest of your day. 
 
Thank you.  The information you provide will help the New York State Senate make decisions about how 
to support tourism in Central New York, and thus, better serve those who live here.  You were randomly 
selected to participate in this survey.  Your participation is voluntary, your answers anonymous, and you 
can discontinue at any time with no consequences.  
  
Do you have any questions before you get started?  

 
       (If no, read:) (If the answer is yes…)

 
 

Great!  If you decide that you do 
have a question, I will do my best to 

answer it. 
 
  

…and they ask who is doing the research, 
read:) 
 

The graduate research methods 
class in the Recreation, Parks, & 
Leisure Studies Department at 

SUNY Cortland is conducting the 
study. 

 
If you have any questions about the 
survey, please call Dr. Sharon Todd 
at 607- 753-4952 or Josh Bochniak 

at 607-753-2448. 
 

If you have any questions about 
research at SUNY Cortland, please 

call Dr. Nancy Aumann, 
Institutional Review Board, 

at 607-753-5477. 
 

…and they ask who are the senate 
leaders involved, read:) 
 

Funding for this project was 
initiated by Senator Tom Libous of 
Binghamton and comes from the 
2007-2008 Aid to Localities fund. 

Senator Libous’ office can be 
reached at 607-773-8771.

 
 
 
Hand the respondent a clipboard with a survey, a laminated information card, and pen. 
 
The survey is two-sided, so don’t forget to complete the back pages. Let me know if you have any questions 
during the survey. 

 
As they are taking the survey, be available to answer questions or clarify anything about the survey. 
 
When they are finished,  
 
Thank you. Have a great day! 

 
Remember to label the survey with your interviewer ID and your next survey #, and place the survey in your file. 
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Cortland-Binghamton Train Survey      

     
Thank you for your participation. The information you provide will help the New York State Senate make 
decisions about how to support tourism in Central New York, and thus, better serve those who live here.  You 
were randomly selected to participate in this survey.  Your participation is voluntary, your answers anonymous, 
and you can discontinue at any time with no consequences.  

 
 

Excursion Train Use
 
An excursion train is a passenger train for which the purpose of the ride is not to get somewhere quickly, 
but to enjoy viewing scenery, dining, or other special events on the train, or the experience of riding the 
train on the way to a community event. 

1. Have you ever taken an excursion train ride (including today’s ride, if applicable)? (Circle one number.) 
 

��  no  ��   yes   If so, which train(s) have you ridden? (Specify below:) 
   

           

         

 

2.  Please indicate your response for each of the items below. (Circle one number for each statement.)  
 
Would you be interested in riding a train that had… Yes Maybe No 

holiday excursions? � � � � ��
themed or theater excursions? �� �� ��

fall foliage or other scenic excursions? �� �� ��

murder mystery dinner excursions? �� �� ��

wine and cheese excursions? �� �� ��

children and family excursions? �� �� ��

railroad fan excursions? (chances to see and ride trains) �� �� ��

a shuttle for paddlers, anglers, or bikers on or along the Tioughnioga River? �� �� ��

    
Would you be interested in riding a train that had excursions to…  Yes Maybe No 

 Binghamton professional or university sports events? �� �� ��

 the Binghamton Spiedie Fest & Balloon Rally? �� �� ��

 New Year’s Eve First Night in Binghamton? �� �� ��

 concerts at Broome County Veterans Memorial Arena? �� �� ��

 the St. Patrick’s Day Parade in Binghamton? �� �� ��
           the Central New York Maple Festival in Marathon? � � � � ��

 SUNY Cortland sports or theatre events? �� �� ��

 New Year’s Eve First Night in Cortland? �� �� ��

 the Cortland Pumpkin Festival? �� �� ��

 the Cortland Celtic Festival? �� �� ��

 the Cortland Wine and Arts Festival? �� �� ��

Any other excursions you’d be interested in? (Specify here:)__________________________________________________ 
 

Survey # ____________ 

Interviewer Code # ____________ 

-  page 1 - 
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3. The previous question listed what some excursion train options could be.  Now that you’ve read these,  how interested 
would you be to take an excursion train ride that travelled between Binghamton and Cortland? (Circle one number.) 
 

�������  Not interested  ������  Slightly interested �     Very interested       
(Skip to question 6.)               (Go to question 4.)       (Go to question 4.) 

  
 
 

4. How often would you ride this excursion train?   
(Circle only one response.) 
   

 �  weekly             
 �   monthly          
 �   a few times a year                  
� �   once a year   
� �   never    
   

5. What is the maximum length of time you would be willing 
to ride the excursion train? (Circle only one response.) 
  

� 1 hour 
�  2 hours 
�  3 hours 
�   4 hours 
�  over 4 hours 

  

6.    How supportive would you be of an excursion train in your community? (Circle one number.) 
 

 ������ Very supportive ��������� Slightly supportive  �   Not supportive 
 

Willingness to Pay
 

7.   Of the following, what do you consider to be a fair price  for a standard, adult, round-trip ticket on an excursion train 
without any extras between Cortland and Binghamton? (Circle one number.) 

 

� $10 or less 
�  $11-$20 
�  $21-$30 
�  $31-$40 
�  over $40   

 
8.   Please indicate your response to each of the items below. (Circle one number for each statement.)  
  

Would you be willing to pay extra for … Yes Maybe No 

meals? �� �� ��

beverages and snacks? �� �� ��
on-board entertainment (such as actors, singers, storytellers, historians, 

naturalists)? 
�� �� ��

souvenirs? �� �� ��

first-class seating and accommodations? 3 2 1 

extra space for a bike, canoe, kayak, etc.? 3 2 1 
     

Any other extras you’d be interested in? (Specify here:)________________________________________________________ 
 
9.  Would you purchase tickets in advance if they were cheaper? 
 

 ��    no  ��     yes            If so, what would be the one easiest way for you to purchase tickets in advance? 
  (Circle only one response.) � Internet 

�  By phone 
�  By mail 
�  In person at a store 
�  In person at a train station 
�  Another way:      

-  page 2 - 
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Potential Benefits
 

10. Please indicate the extent to which you agree with the following statements. (Circle one number for each statement.) 
 

Excursion trains would … Strongly 
agree Agree Disagree Strongly 

disagree 
    

provide opportunities to meet new people. �� �� �� ��

offer a way to spend time with friends. �� �� �� ��

benefit the local economy. �� �� �� ��

offer information about the local environment. �� �� �� ��

help you get to special events outside your community. �� �� �� ��

offer information about local history. �� �� �� ��

provide a unique leisure experience. �� �� �� ��

contribute to the community spirit. �� �� �� ��

provide a family-friendly leisure opportunity. �� �� �� ��

be entertaining and fun. �� �� �� ��

offer an activity for visiting guests. �� �� �� ��

provide a leisure experience for people of all ages. �� �� �� ��
      

Any other benefits you’d like to add? (Specify here:)_____________________________________________________ 
 
11.   If you are riding (or have already ridden) the train today, what made you choose to ride the Maple Fest Train today?  
 
 _________________________________________________________________________________________________  

 

_________________________________________________________________________________________________ 
 

_________________________________________________________________________________________________ 
 

_________________________________________________________________________________________________ 
 
 
 
 

Potential Barriers
 
12.   Please indicate how frequently each of the following factors applies to you. (Circle one number for each statement.) 
 
How often would each of the following factors interfere with 
your ability or desire to ride excursion trains?  Frequently Occasionally Never 
    

Lack of time � � � � ��
Lack of  information about tourist trains � � � � ��
Lack of accessibility for persons with physical disabilities � � � � ��
Lack of interest � � � � ��
Lack of disposable income  � � � � ��
Having no one to do the activity with � � � � ��
Driving distance to train station � � � � ��
Concerns for safety � � � � ��
A previous bad experience � � � � ��
 
 
 

    

Any other factors you can think of that could keep you from riding the excursion train? (Specify here:)  
 

________________________________________________________________________________________________                                                       
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Finding Out about Events and Opportunities
 

13.  Please indicate how frequently each of the following items applies to you. (Circle one number for each statement.) 
 

How frequently have you actually gone to an event 
after hearing about it via…  Frequently Occasionally Never 
    

radio? � � � � ��
television? � � � � ��
newspaper? � � � � ��
website? � � � � ��
email? � � � � ��
word of mouth? � � � � ��

 
About You

 
These last few questions will help us summarize information about our respondents.  Remember that this information 
will remain strictly confidential, and you will never be individually identified with your answers. 
 
14. What town or city do you live in? ___________________________________________________________ 

 
15. What is your gender? (Circle one number.) �  female �    male 
           
16.   What is your age?     
 
17.   What is your highest level of completed education? (Circle one number.) 

�   some high school 
�� high school diploma 
�� some college or technical school 
�� Associate’s degree 
�� Bachelor’s degree 
�� Master’s degree 
�� Doctorate (e.g., Ph.D.) 
	� professional certificate 

� Other: _______________________________________ 

 
18.   How many people currently live in your household?     
 
      If the answer is more than one: How many are under the age of 18?    
   
            If there is at least one child:  
         What are the child(ren)’s ages?     
   
   Would riding a train be something you think your 

child(ren) would be interested in? (Circle one number.) 
 

     �    no  �     yes �    don’t know 
 

Thank you for your thoughtful answers and for your time. We appreciate it very much! 
If you have any further comments or concerns that have not been addressed in this survey,  

feel free to write them in the space below: 
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