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RESEARCH OVERVIEW & OBJECTIVES

* Develop a profile of those who use DMO official visitor guides

* Identify the content and features most important to visitor guide readers

* Understand the effectiveness of DMO official visitor guides

* Examine the level to which DMO official visitor guides convert its readers into visitors

* Ultimately estimate the economic impact DMO official visitor guides generate for

their respective communities
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METHODOLOGY

* Quarterly online survey of official DMO visitor guide requestors

e 12 U.S. DMOs

* 5,691 total surveys collected between April 2020 — July 2021
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USED AN OFFICIAL DMO VISITORS GUIDE
IN THE PAST 12 MONTHS

40%

34.6%

30%

20%

[¢)
12.6% 13.0% 12.1%

10%
Winter Summer Winter Summer Fall 2016 Winter Summer Fall 2017 Winter Summer Winter Summer Winter Summer Winter Summer
2015 2015 2016 2016 2017 2017 2018 2018 2019 2019 2020 2020 2021 2021

Q: In the past 12 months, have you used an official visitors publication (eg: an official vacation planning guide)
from a Visitors or Convention Bureau or state or national government travel office?

Source: Destination Analysts’ The State of the American Traveler P[\/Jémiwll! Destination ¢ Ana [yStS
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THE ECONOMIC IMPACT
OF DMO VISITOR GUIDES




RETURN ON INVESTMENT DEFINED

* Total direct visitor spending in the destination

generated by the DMO visitor guide

* Alternatively, spending that the visitor guide

marketing program can take credit for
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RETURN ON INVESTMENT MODEL

The surveys used in this research collected information critical to calculating economic impact, such as actual visitation to the destination after ordering the
visitor guide, whether those that did visit the destination had already made up their mind to visit the destination—and how long they would stay—when
requesting the DMQO’s visitor guide, as well as detailed information on their trip purpose and in-market spending behavior. Such data allowed for the
differentiation between leisure and business/conference visitors and others and measure in-market spending by visitors influenced by the DMO visitor

guide to visit or extend their stay in the destination.

The economic impact estimates derived for this cooperative research study include all direct spending in the destination by two types of visitors: those who
took incremental trips to the destination and those who extended the length of their trip based on information found in the DMO visitor guide. These two

visitor types are distinguished following:

* Visitors on incremental trips had not fully made up their mind to visit the destination when they ordered the DMO visitor guide and stated that the
visitor guide influenced their decision to ultimately visit the destination. To be considered an incremental visitor, respondents who had not made up
their mind to visit prior to ordering the DMO visitor guide must then state in a subsequent survey response that the visitors guide helped them make

their decision to visit and that the guide was “Important” or “Very important” to their decision to visit.

* Visitors who extended their stay in the destination can be leisure travelers, business travelers or convention/group meeting attendees. Leisure
travelers who did not state that the DMO visitor guide influenced their decision to visit the destination and all business and convention travelers were
asked a series of questions on the influence of the DMO visitor guide on their length of their stay in the destination. Economic impact estimates for this

group only include spending during reported “additional” days in-market generated by the DMO visitor guide.

A visual representation of the ROl model is presented on the following page.
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RETURN ON INVESTMENT MODEL

-
Trips Generated Trips Extended

$$$ $$$

Spending by Spending by visitors
incremental visitors who extended their
length of stay

r

Total ROI
$$$
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KEY ECONOMIC IMPACT FINDINGS

* Incremental trips generated by the 12 DMO visitor guides in this study: For the 145,013 persons receiving these visitor guides
through direct order, an estimated 3,668 incremental trips were generated for the respective destinations. The average incremental
trip lasted 4.6 days,. with a reported in-market spending of $314.11 per day. In total, the incremental trips generated by these
DMO visitor guides resulted in approximately $5,377,707 in new visitor spending in these destinations.

* Incremental spending on trips extended as a result of the 12 DMO visitor guides in this study: DMO visitor guides can also
encourage longer stays in a destination and thus increase the visitor spending the destination realizes. It is estimated that an
additional 4,776 incremental trips days were generated by these visitor guides from visitors who lengthened their initial intended
stay in the destinations. In total, the incremental trip days generated by these guides resulted in approximately $1,539,007 in new

visitor spending in these destinations.

* Total Estimated Economic Impact: The two components described above—spending on incremental trips and additional days in
market—comprise the program’s economic impact as defined in this study. It is estimated that as a result of the direct order
distribution of the 12 DMO visitor guides in this study, $6,916,713 in direct visitor spending was generated for these destinations.
Alternatively, given the 145,013 visitor guides distributed during the period of study between January 2020 — July 2021, the ROI

per visitor guide distributed is estimated to be $48 : 1.
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Incremental Trips

Generated in 2020-2021 by the
DMOQO Visitor Guides Studied

3,668
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Extended Trip Days
Generated in 2020-2021

by the DMO Visitor Guides Studied

4,776
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Economic Impact—Total Direct

Visitor Spending Generated in 2020-2021
by the DMO Visitor Guides Studied

$6,916,713
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Overall ROI per
Visitor Guide Distributed

$48 : 1
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SUMMARY OF ECONOMIC IMPACT ESTIMATES

Total Visitor Guides Distributed
(January 2020 - July 2021)

Incremental trips generated by the DMO

visitor guides studied 3,068
Extended trip days generated by the DMO 4776
visitor guides studied !

Total direct visitor spending generated by

the DMO visitor guides studied 01671
ROI per guide distributed $48 : 1
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COMPARATIVE FINDINGS BY DMO

Economic impact| Total number [Economic impact

ROI per
Visitor Guide
Distributed

. Total Economic
Destination

Impact

Average
Destination A

Destination B
Destination C
Destination D
Destination E
Destination F
Destination G
Destination H
Destination |

Destination J

Destination K

Destination L

Average
Incremental| Average reported
trips  [length of stay| spending per
day
28 4.6 $342.23
8 5.4 $388.73
26 4.1 $340.48
32 4.9 $336.95
32 4.2 $286.03
29 4.1 $410.42
20 3.6 $347.16
17 8.8 $288.12
74 3.7 $320.92
10 5.2 $289.40
19 3.5 $561.30
38 3.2 $259.55
37 4.2 $277.66

of incremental | of incremental of trips
trips visitor days lengthened
$39,466 27 $8,997
$17,924 15 $5,912
$36,321 56 $19,128
$52,455 43 $14,621
$37,554 24 $6,963
$48,799 27 $10,965
$24,410 13 $4,637
$41,929 34 $9,667
$87,985 26 $8,403
$14,814 15 $4,273
$36,836 15 $8,186
$31,451 18 $4,551
$43,119 38 $10,661

Qam’jﬁga:ocialcgffﬁj!!!! Destination ¢ A n a lyS t S
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$48,464

$23,836
$55,449
$67,076
$44,517
$59,765
$29,047
$51,596
$96,388
$19,088
$45,021
$36,003
$53,780

$48.46
$23.84

$55.45
$67.08
$44.52
$59.76
$29.05
$51.60
$96.39
$19.09
$45.02
$36.00
$53.78



DMO VISITOR GUIDE USERS:
DEMOGRAPHIC PROFILE
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DEMOGRAPHIC PROFILE

Gender

% Female: 51.5%
9 % Male: 45.7%

Other: 0.1%

Generation

Millennials or Younger: 6.4%

Gen X: 18.5%

Baby Boomer or Older: 75.1%

Marital Status Ethnicity

Married /partnered: 74.1% Caucasian: 80.6%

Single: 19.1% Latino/Hispanic: 4.1%

Children under 18: 10.9% Asian/Pacific Islander: 2.3%

Black/African-American: 0.8%

COMBINED HOUSEHOLD INCOME = $103,171

Base: All Respondents, 5,691 completed responses. |

i associa;nome!;!ll Destination ¢Ana lyStS
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MOTIVATION FOR ORDERING
& USAGE OF OFFICIAL DMO
VISITOR GUIDES




HOW REQUESTORS LEARN ABOUT OFFICIAL VISITOR GUIDES

[DESTINATION]'s website || GG 3450
Search engine results (Google, Bing, etc.) |G 18.9%

Search engine ad (ad on search results from Google, Bing, etc.) _ 10.5%
Online banner ad [l 5.9%
Free travel guide website [l 5.0%
Habit—I typically order/use official visitors guides [} 5.8%
State/Province /Regional Tourism Office website || 4.3%
Magazine or newspaper advertisement or insert - 3.2%

Other website [} 2.8%

Other [N 6.8%

0% 10% 20% 30% 40%

How did you initially learn about our Official Visitors Guide? (Select one)
Base: All Respondents, 5,691 completed surveys.

markel 1550 {l
education & research foundation
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REASONS FOR ORDERING OFFICIAL VISITOR GUIDES

Review general information about traveling to [DESTINATION] and /or learn
more about [DESTINATION] overall

To plan and book a vacation to [DESTINATION]

To review listings of accommodations, attractions, restaurants and other
businesses in [DESTINATION]

To have a Visitors Guide to take with me on my trip

Trip inspiration—get ideas for why | might want to take a trip to
[DESTINATION]

The guide is free

| am, or am considering, relocating to [DESTINATION]

| live in the [DESTINATION] area and wanted ideas for visiting friends and /or
relatives

None of the above

Did not order the guide myself — but received it from another source

0% 20% 40% 60% 80%

Which of the following describes your reason(s) for ordering the [DESTINATION] Official Visitors Guide? (Select all that apply)

Base: All Respondents, 5,691 completed surveys.
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REASONS FOR ORDERING OFFICIAL VISITOR GUIDES—BY GENERATION

Review general information about traveling to [DESTINATION] and /or learn
more about [DESTINATION] overall

Trip inspiration—get ideas for why | might want to take a trip to
[DESTINATION]

To plan and book a vacation to [DESTINATION]

The guide is free

To review listings of accommodations, attractions, restaurants and other
businesses in [DESTINATION]

To have a Visitors Guide to take with me on my trip

| am, or am considering, relocating to [DESTINATION]

| live in the [DESTINATION] area and wanted ideas for visiting friends and /or
relatives

None of the above

Did not order the guide myself — but received it from another source

B Millennial or younger
m Gen X

Baby Boomer or older

0% 20% 40% 60% 80%

Which of the following describes your reason(s) for ordering the [DESTINATION] Official Visitors Guide? (Select all that apply)

Base: All Respondents, 5,691 completed surveys.
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READ OFFICIAL VISITOR GUIDE OR ACCESSED ONLINE

Read Visitors Guide Accessed Visitor Guide Online

| don't remember,

4.0%

No, 33.1%

Yes, 89.8%

No, 6.2%

i

Yes, 66.9%

Do you recall accessing [DESTINATION]'s 2020 Official Visitors Guide online?

Did you read the printed or digital [DESTINATION] 2020 Official Visitors Base: All Respondents, 5,691 completed surveys

Guide? Base: Respondents who received a printed copy of the Visitors Guide

or accessed the guide online, 5,276 completed surveys. WES N
destination marl«ehnga:ocia:\oﬂ ofh;!«e!l: D eStI n at I O n ¢ A n a ly S t S
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USERS OF BOTH DIGITAL AND PRINT VISITOR GUIDES
vs. USERS OF ONLY PRINT

* Ordered the guide to plan and book a vacation
(48.0% vs. 38.7%)

* Likelier to specifically seek travel tips in the guide
(53.2% vs. 45.6%)

* Less likely to be at a point of potential conversion
when they read the visitor guide (21.6% vs. 29.0%)

\Wwestll F
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ENGAGING WITH
VISITOR GUIDE CONTENT




VISITOR GUIDE CONTENT SOUGHT

Attractions || G 3.7
Maps I 45.6%

Recreation || GG 55.52

Travel tips || GG 50.79
Dining |GGG 27.8%

Accommodations || GGG 22.9%
Events || G 40.4%
Entertainment, Arts & Culture || GGG 20.0%
Tours |G 31.8%
Shopping GG 21.5%
Transportation [ 13.2%
None of the above | 0.7%

0% 25% 50% 75% 100%

Which types of information were you specifically seeking when you ordered the [DESTINATION] Official Visitors Guide? (Select all that apply)
Base: All Respondents, 5,691 completed surveys.

markel 1550 {l
education & research foundation

destination mark hr\ga‘ cia:w of the!ve!l: D e Sti n a t i O n ¢ A n a l y S t S



VISITOR GUIDE CONTENT SOUGHT—VISITORS AND NON-VISITORS

H Visitors ™ Non Visitors

80%
60%
40%
- I II |I II II
II
<)
O \\ \@ . RN \)
& & A &5“ «a@ & o \QOQQ o@ s
‘?’S\ ? A8 ((\(Qo \‘jb. 0°’Q X‘\&e
L v 4\&0 )
(9 4
v o

Which types of information were you specifically seeking when you ordered the [DESTINATION] Official Visitors Guide? (Select all that apply)

J;;;\n\u[l\un m’a;kehr: a:ociahcn of lHe!v;!! D estl n a t I O n ¢ A n a I.y S t S
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Base: All Respondents, 5,691 completed surveys.



VISITOR GUIDE CONTENT REVIEWED

Attractions NG 7 7.5%
Maps  IIIINIEGNGNNEEEEE 7 5.2%

Recreation I 43.5%
Dining INIINGGEEEEEEEN 54.6%

Travel tips NG 5°2.5%

Accommodations [IIIIIEIGINGGEG 47.2%
Events G /5.5%
Entertainment, Arts & Culture N /.19
Articles and features I 40.1%
Tours HIININIEGEEEEEE 37.9%
Shopping HIIIIEIGNGE 25.7%
Transportation | 18.5%
None of the above | 0.5%

0% 20% 40% 60% 80% 100%

Which types of content and other information contained in the [DESTINATION] Official Visitors Guide did you read or review?
Base: Respondents who read the Visitors Guide, 4,721 completed surveys.

destination mark hr\ga‘ cia:w of the!ve!l: D e Sti n a t i O n ¢ A n a l y S t S
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THE IMPACT OF DMO VISITOR
GUIDES ON VISITATION



VISITED THE DESTINATION AFTER RECEIVING THE VISITOR GUIDE

Yes, 24.5%

Up from
17.3%

in
January
2021

0.4
Average Trips Taken
\ No, 75.5%

Since receiving your [DESTINATION] Official Visitors Guide, how many trips to [DESTINATION] have you made?
Base: Potential visitors who read the Visitors Guide, 4,533 completed surveys.

J;;;\n\u[l\un m’a;kehr: a:ociahcgff lHj!v;!! D estl n a t I O n ¢ A n a I.y S t S
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VISITED THE DESTINATION AFTER RECEIVING THE VISITOR GUIDE—BY GENERATION

o
40% 36.9%
32.5%
30%
21.5%

20%
10%

0%

Millennial or younger Gen X Baby Boomer or older

Since receiving your [DESTINATION] Official Visitors Guide, how many trips to [DESTINATION] have you made?
Base: Potential visitors who read the Visitors Guide, 4,533 completed surveys.

Destination ¢Ana lysts



VISITORS: POINT IN DESTINATION DECISION

| had already decided to take a trip to (or within)
Destination

_—
| was interested in taking a trip to (or within) 0 0
Destination but hadn’t made travel plans yet 17.7% 2 3 .6 A)
- Can be Influenced
by the Visitor Guide to
| was just considering destinations for a trip I 5.8% ] Visit the Destination
| had no plans to travel ‘ 1.0%
0% 20% 40% 60% 80%

Which best describes where you were in the trip planning process when you received the [DESTINATION] Official Visitors Guide?
Please select the one option that best describes where you were in your travel decision.
Base: Respondents who visited the destination since reading the Visitors Guide, 932 completed surveys.
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VISITORS: INFLUENCE OF VISITOR GUIDE ON DESTINATION DECISION

| don't know,
4.8%

No, 10.7%
Yes, 84.5%

Do you feel that the [DESTINATION] Official Visitors Guide helped you make your decision to visit Destination?
Base: Visitors who had not yet made the decision to visit the destination when they received the Visitors Guide, 237 completed surveys.
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VISITORS: IMPORTANCE OF VISITOR GUIDE TO DESTINATION DECISION

25.6%

Very important

_ N

~74.8%

49.3%

Important

24.3%

Somewhat important
Of little importance  0.1%

Extremely unsafe = 0.8%

0% 10% 20% 30% 40% 50% 60%

How important was the [DESTINATION] 2020 Official Visitors Guide to you in making the decision to visit [DESTINATION]? (Select one)
Base: Respondents who reported the Visitors Guide influenced their decision to visit, 207 completed surveys. DM
rldi”i‘ﬂmdi" Destination ¢ Analysts



VISITORS: TRAVEL PLANNING TASKS COMPLETED USING DMO VISITOR GUIDE

Consulted a map |GG <5.3°
Selected attractions/activities _ 59.5%
Selected a restaurant or place to eat _ 46.6%
Selected a place to shop _ 21.5%

Selected a hotel /accommodations _ 17.7%
Selected a tour/guided tour company - 10.2%
Selected an event to attend - 9.5%
Selected a transportation option - 9.0%

None of the above - 7.6%

0% 20% 40% 60% 80%

Which of these travel planning decisions or tasks did you make or complete based on information from the [DESTINATION] Official Visitors Guide? (Select all that apply)
Base: Respondents who visited the destination since reading the Visitors Guide, 932 completed surveys.

destination mark hr\ga‘ cia:w of the!ve!l: D e Sti n a t i O n ¢ A n a l y S t S
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NON-VISITORS & THE IMPACT
OF THE COVID-T9 PANDEMIC




TRAVEL PLANS AFFECTED BY THE CORONAVIRUS SITUATION

| did not have any
travel planned, 6.7%
| don’t know, ‘
5.3%

Yes, 58.2%

No, 29.8%

Has the current coronavirus situation affected your travel plans to [DESTINATION] in any way?
Base: Respondents who have not visited the destination since reading the Visitors Guide, 3,599 completed surveys.

destination markel\nga:ociaf\oﬂ ?fh?!ae!l: D e Sti n a t i O n ¢ A n a l y S t S
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HOW THE CORONAVIRUS SITUATION AFFECTED TRAVEL PLANS

Decided to visit a different
destination , 3.3%

Cancelled a trip(s)
to Destination,

Postponed a trip(s)
to Destination,

15.7% 86.6%
How has the coronavirus situation affected your travel plans to [DESTINATION]? (Select all that apply) Due to the
coronavirus situation, | have .
Base: Respondents whose travel plans were affected by the current coronavirus situation, 1,991 completed surveys. \WE S] ) )
' destination mjrkel\nga:ociaf\o;?f t‘n(_J!«e!l D EStI n at I O n ¢ A n a ly S t S



EXCITEMENT TO TAKE A TRIP TO THE DESTINATION AFTER THE PANDEMIC

g J

8.9

Average score on an
11-point scale

How excited are you about taking a trip to [DESTINATION] after the coronavirus situation is resolved?
Please use the scale below from “O — Not at all excited” to “10 — Extremely excited.” DMA
Base: Respondents who have not visited the destination since reading the Visitors Guide, 3,599 completed responses. d%,mmmjkehmilll Destination ¢ Ana [yStS

tion of the west



OPINIONS ABOUT OFFICIAL |
DMO VISITOR GUIDES



DESCRIPTIONS OF OFFICIAL VISITOR GUIDES—TOP 2 BOX SCORE

Top 2 Box Score—% who “Agree” or “Strongly agree”

The guide is attractive

Has lots of information

Information is relevant and useful to planning a trip
Features great photography

The design is appealing

Good balance of content and photos
Information is well-organized
Well-sized—not too smaill, not too large
Made me excited to visit

Too much advertising

Difficult to find all information of interest
Cluttered presentation/too busy
Inconvenient size—-too large or too small
None of the above

with each statement

T 383.1%
N 3 1.8%
I 49.9%
I 49.6%
I 48.0%
I 6 3.5%
I 42.3%
I 59.8%
I 54.7 %

M 3.1%

W 2.4%

B 1.6%

| 0.6%

10.7%

0% 25% 50% 75% 100%

Which of the following statements do you agree or strongly agree with to describe the Official Visitors Guide?

(Select all that apply)
Base: Respondents who read the Visitors Guide, 4,721 completed surveys.

markel 1550 {l
education & research foundation
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DESCRIPTIONS OF OFFICIAL VISITOR GUIDES—BY GENERATION

Top 2 Box Score—% who “Agree” or “Strongly agree”

The guide is attractive

Has lots of information

Information is relevant and useful to planning a trip
Features great photography

The design is appealing

Good balance of content and photos
Information is well-organized
Well-sized—not too small, not too large
Made me excited to visit

Too much advertising

Difficult to find all information of interest
Cluttered presentation /too busy
Inconvenient size—too large or too small
None of the above

0% 20% 40%

with each statement

o
o
X

Which of the following statements do you agree or strongly agree with to describe the Official

Visitors Guide? (Select all that apply)
Base: Respondents who read the Visitors Guide, 4,721 completed surveys.

B Millennial or younger
H Gen X

Baby Boomer or older

80% 100%

) M AvrErS . .
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VISITORS: HELPFUL GUIDE CONTENT—TOP 2 BOX SCORE

Top 2 Box Score—9% Rating Each as “Helpful” or “Very helpful”

Maps 81.6%

72.0%

Articles

57.9%

ltineraries

57.7%

Events calendar

Advertisements 50.4%

49.7%

Business listings

0% 20% 40% 60% 80% 100%

How helpful were each of the following types of Official Visitors Guide content to planning your trip? Please use
the scale from “Very unhelpful” to “Very helpful” below. Base: Respondents who visited the destination since
reading the Visitors Guide, 932 completed surveys. \We ST Destination ¢ Ana lyStS

destination marl@hr\g association of the west
education & research foundation



VISITORS: HELPFUL GUIDE CONTENT—BY GENERATION

Top 2 Box Score—9% Rating Each as “Helpful” or “Very helpful”

B Millennial or younger
B Gen X

Baby Boomer or older

Maps 85.0%
80.2%
T, 70 7. "
Articles 70.1%
72.2%
Events calendar 57.5%
58.0%
ltineraries 58.8%
55.6%
s &7
Advertisements 53.4%
49.4%
Business listings 53.0%
46.5%
0% 20% 40% 60% 80%

How helpful were each of the following types of Official Visitors Guide content to planning your
trip? Please use the scale from “Very unhelpful” to “Very helpful” below. Base: Respondents who
visited the destination since reading the Visitors Guide, 932 completed surveys.

100%

M Awress y
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SATISFACTION WITH VISITOR GUIDE

Satisfied - 26.2%

Nevutral—neither satisfied nor
unsatisfied

I 2.2%
Unsatisfied | 0.6%
Very unsatisfied | 0.5%

0% 25% 50%

In general, how satisfied are you with the Destination Official Visitors Guide?
Base: Respondents who read the Visitors Guide, 4,721 completed surveys.

70.5%

= 96.7%

75% 100%

education & research foundation
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OTHER OFFICIAL DESTINATION RESOURCES USED TO PLAN TRIP

The official [DESTINATION] tourism website _ 94.7%

Posts by [DESTINATION] on Facebook - 17.9%

[DESTINATION]'s videos on YouTube - 12.9%
Posts by [DESTINATION] on Instagram . 7.0%
[DESTINATION]'s boards on Pinterest . 5.2%

Tweets by [DESTINATION] I 2.4%

0% 20% 40% 60% 80% 100%

Did you use any of these official [DESTINATION] resources while planning your trip2 (Select all that apply)
Base: Respondents who visited the destination since reading the Visitors Guide, 789 completed surveys.
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Official DMO visitor guides
generate economic impact for
their respective communities.
For the 12 DMO visitor guides
studied, an estimated $6.9
million dollars was generated in
direct visitor spending. This
results in an ROl of $48 per
visitor guide distributed.
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Millennials order official DMO
visitor guides earlier in their
travel planning funnel
compared to older generations.
Their motivations for ordering a
guide were for trip inspiration
and because it's free, while Gen
X and Baby Boomers ordered
the guide to review business
listings.
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Those who only review the
printed visitor guide are more
likely to be at a point of
potential conversion compared
to those who access both the
print and digital versions of the
guide (29.0% vs. 21.6%).

)

\weaestll

destination marketing association of the west
rch foundation

e
education & research atio

Destination ¢Ana lysts




Maps and articles in official
DMO Visitor Guides are the
most helpful content for trip
planning. 70% or more of
those who visited the
destination after receiving
the guide considered this
content helpful or very
helpful.
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FOR MORE INFORMATION

Kimberly Vince-Cruz

Vice President

Destination Analysts
kimberly@destinationanalysts.com

Mytho Vo

Field Research Manager
Destination Analysts
mytho@destinationanalysts.com
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