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The authors of this report are grateful for the support 
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The purpose of this report is to give decision makers reliable, 

consistent metrics that support strategic decisions 
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INTRODUCTION 
Belle Isle is a dynamic place.  The purpose of this report is to provide insights that help park leadership 
tell the right story about who visits the park, their characteristics, where they come from, and where 
they are going.   

This report uses anonymous data to protect the privacy of visitors and residents, and statistical ex-
trapolation ensures they have a sound baseline about where they stand today, comparisons to how 
they stood in the past, and a monitoring tool to help them measure future successes and opportuni-
ties. Note that these are extrapolated numbers that are based on different patterns and methodolo-
gies such as road counters, gate counters, staff observation, or assumptions based on historical stud-
ies, so counts may vary from those calculated from other modalities.  Typically, this report has an accu-
racy of +/- 3-5 percent, depending on the number of people visiting the area of study. 

This report can be a powerful tool to share with existing community partners, existing businesses, and 
businesses considering the community as a place to do work in the future. It will strengthen local plan-
ning, enhance marketing efforts for new and existing businesses, and be a valuable tool to see today’s 
patterns of who you attract, It is a working document to help drive action. Jot notes in the margin. 
Brainstorm ways to influence your key metrics in the future. 

Please let us know where we can make this report more clear. Special point of interest reports are 
available if you wish to drill into a specific location or time period. Examples include airports, parks, 
trails, boat launches, event centers, and more.  Also, let us know if you wish to explore our other non-
profit programs for benchmarking, engagement, or research; we are here for you. For more infor-
mation on how Cobalt can help you adapt and thrive, visit the Cobalt website or reach out to us by 
email. 

Cobalt Community Research is a national 501c3 nonprofit, non-partisan coalition that helps local gov-
ernments, schools and membership organizations affordably understand and engage communities 
through high-quality metrics, surveys, geofencing, dynamic population segmentation, focus groups 
and work groups. Cobalt combines big data with local insights to help organizations thrive as changes 
emerge in the economic, demographic and social landscape. Explore how we can help by calling 
877.888.0209, or by emailing Information@CobaltCommunityResearch.org. 

This research service is to gather metrics for your organization, but the data are owned by the respective data aggregators. All 

research is subject to imprecision based on scope, imprecision of extrapolation, imprecision of source data, differences in collec-

tion periods, sampling error, response error, etc. All research is designed to reduce uncertainty, but it can never eliminate it. ons 

should exercise due diligence before taking action based on this research information alone. 
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 How Communities Use This Information 

Marketing. Sharing this information helps local businesses 
and other organizations better shape their outreach efforts 
and offerings to the people visiting the area of study. This 
helps the community effectively target its outreach to at-
tract more visitors. 

Measuring Progress. How have the visitor volumes and 
characteristics changed as changes occur in the area being 
studied?  For example, what has been the impact of out-
reach efforts, new businesses, new events, new streetscap-
ing, global pandemics? 

Benchmarking: Identify the draw of other communities, 
venues, or festivals that are similar or aspirational. Which 
demographics and psychographics are attracted by an 
event such as a BBQ cookoff?  How many people visit spe-
cific shopping areas? 

Economic Impact. How many people visit an area and how 
far they traveled are key variables to calculate direct, indi-
rect, and induced impacts in dollars, taxes, and jobs.  Are 
community investments of time and resources the best use 
of resources compared with other alternatives? 

Due Diligence: Do events asking for resources actually de-
liver the number of visitors they say? Are destination busi-
nesses requesting special treatment actually meaningful 
destinations? Do amenities such as small airports, plazas, 
and parks result in people visiting more locations on a trip? 

Economic Development: Provide accurate and current da-
ta on visitor volume and characteristics that are important 
to prospective businesses.  Demonstrate the number of 
current and potential visitors by standardized marketing 
category or by demographic group. Provide information on 
the entire trade area. 

Explore Key Populations: Communities can customize these reports to show not only visitors 
for specific periods in specific locations, but also employee/labor shed data and current residen-
tial data as well, long before census information is collected and updated. 
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PART 1: 

VISITORS 
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Date Range: January 01, 2017– December 31, 2021 

This report includes  visitors , employees, and residents in the point of interest. Visitors must have remained in the point of 

interest for at last 7 minutes to be counted. Visitors are counted only once per day if they leave and return. 

   Total visits in study period:  6.7M     Unique individuals visiting:  1.1M   Average visits per individual:  6.06 
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Visitor Journey 

The graph above shows the percentage of visitors , residents, & employees who came from the areas listed on the left to the 
point of interest (the central circle). The list on the right indicate the top locations they traveled to after they left the point 
of interest. 
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   The maps below show which routes visitors used to reach the point of interest. 
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The heat maps below show distance visitors traveled from home location. 
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The table below shows the top 25 ZIP Codes that are home to these visitors. 

48212 MI Hamtramck 3.01 33411

48224 MI Detroit 2.53 28054

48214 MI Detroit 2.13 23709

48228 MI Detroit 2.1 23356

48234 MI Detroit 2.04 22602

48219 MI Detroit 1.9 21070

48227 MI Detroit 1.83 20375

48221 MI Detroit 1.78 19807

48235 MI Detroit 1.78 19789

48213 MI Detroit 1.74 19366

48238 MI Detroit 1.73 19183

48207 MI Detroit 1.67 18500

48204 MI Detroit 1.65 18310

48205 MI Detroit 1.5 16608

48209 MI Detroit 1.38 15310

48203 MI Highland Park 1.07 11868

48223 MI Detroit 1.04 11556

48210 MI Detroit 1.03 11470

48239 MI Redford 1.02 11352

48237 MI Oak Park 0.97 10823

48206 MI Detroit 0.97 10726

48220 MI Ferndale 0.96 10687

48021 MI Eastpointe 0.93 10362

48126 MI Dearborn 0.9 10028

Daily Visits:   Includes visitors , residents, and employees who may visit more than one day per week 
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Zip Code State City Percentage Visitors 



Hourly Visits.  Hourly visits are not unique - since visits may overlap between hours, they can be counted in more than one 
time period.   

Week days ( Monday, Tuesday, Wednesday, Thursday) 
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Weekend days (Friday, Saturday, Sunday) 
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How long visits lasted 

Week days  (Monday, Tuesday, Wednesday, Thursday) 

Weekend days (Friday, Saturday, and Sunday) 
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How frequently visitors, residents, & employees returned to the study area during the study period. 
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PART 2: 

POPULATION SEGMENTS 
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POTENTIAL MARKET DEMOGRAPHIC SEGMENTATION 
The following pages show the characteristics of those people who have visited your point of interest and those who share 

the same location and demographic profile—potential future visitors  based on more traditional demographic categories.  

There are  three key pieces of information: the first column refers to the type of information being provided; the second 

column that represents the value for that information; and the horizontal bar graph, which shows how your visiting and 

potential visiting population differs from the statewide average (a value of 100 equals the state average, and anything 

above 100 means a draw of a larger share of those categories than the statewide average). 
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PART 3: 

SPENDING PATTERNS 
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SPENDING PATTERNS 
The following pages show how much those people who have visited your point of interest and those who share the same 

location and demographic profile —potential future visitors — spend in an average week. This is not how much they spent 

when they visited your point of interest, but how they generally spend their income. There are  four key pieces of 

information: the first column refers to the spending category; the second column which provides the average weekly 

spending in that category; the third column is the percentage of total weekly spending is spent in that category; and the 

horizontal bar graph shows how your visiting population and potential visiting population  differs from the statewide 

average (a value of 100 equals the state average, and anything above 100 means a draw of a larger share of those 

categories than the statewide average). 

BELLE ISLE  PARK, MICHIGAN   Page 24 



 

    2022 Visitor360 Foundational Report | Page 25 



 

       |BELLE ISLE  PARK, MICHIGAN   Page 26 



 

    2022 Visitor360 Foundational Report | Page 27 



 

       

  

   

  

 

 

 

 

 

 

|

Cobalt Community Research 

P.O. Box 416 

Charlotte, MI 48813 

cobaltcommunityresearch.org 

877.888.0209 

Cobalt is a national 501c3 nonprofit that offers local governments, schools and membership organizations  high-quality 

benchmarks, metrics, surveys, geofencing, dynamic population segmentation, focus groups and work groups 

BELLE ISLE  PARK, MICHIGAN   Page 28 

https://cobaltcommunityresearch.org

	Structure Bookmarks
	oooofffffffffffffffffffffffffffffff CCCCCCCCCCCCCCCCCCCCCCCCCCCCCCCCCCCCaarrrrllllllllllllisssllleeee///////////////////////////////////////WWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWoorrrtttttttttttttttmaaaaannnn AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAsssssooooooccccciiiaaaattttttttttttttttteeesss,, IIIIIIIIIIIIIInncc 
	TABLE OF CONTENTS 
	PART 1: VISITORS 
	PART 2: POPULATION SEGMENTS 
	PART 3: SPENDING PATTERNS 
	INTRODUCTION 
	POTENTIAL MARKET DEMOGRAPHIC SEGMENTATION 
	SPENDING PATTERNS 


