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2TNS BRAND & COMMUNICATIONS 

Overview of TNS

Largest Custom 
Marketing 

Information 
company

Execute 
Research in 
110 countries 

Combined 
revenues of 
$2.0 billion

Company 
owned offices 
in 70 countries

13,000 full time 
employees

The World largest custom 
market research company“ “

EXAMPLE SLIDE FOR TNS OVERVIEW
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More experts
who understand 
your business

More products 
& capabilities to 
address your 
business issues 

Broader global 
reach and 
understanding of 
local cultures 
anywhere in the 
world 

What it means for you

Helping Our clients make better 
business decisions



Study Design
Intercept website users when they
land on the homepage—most are 1st

time visitors yet to experience the site
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Agenda
Website Evaluation

Website Return-on-Investment (ROI) Calculation

Website Effectiveness—Maximizing ROI

Website Perceptions and Expectations

Website Usage and Past Trips to Destination

Motivations for Visiting Destination and Primary Activities

Travel Plans and User Profile
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Capture imagination, communicate “why this destination”
Understand & emphasize users’ key motivations such as wanting a 
leisurely outdoor experience in a terrific climate 

Enable users to easily achieve their primary goals
Prioritize the site’s design & features to emphasize things to do & see

Focus website on primary audience
Likely visitors considering & planning longer leisure trips, who are 
visiting the website for the first time, and are staying for a week

Strengthen the destination brand & maximize likelihood of action
CVB websites touch a very high-value audience

Insights to Inform Website Strategies

8

Website Return-on-Investment (ROI)

“How many tourism dollars each
website dollar reaches”
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ROI Input
Tucson travelers vs. travel industry

CHART EXAMPLES

70% of users are travelers considering or planning a trip
120,000 monthly unique visitors X 70% = 84,000 unique travel Tucson site 
users

Other purpose 
18%Business trip 

3%

Leisure & 
business trip 

7%

Leisure trip 
60%

Travel 
industry 

12%

Emphasize 

Leisure Trips 

for Travelers

Emphasize 

Leisure Trips 

for Travelers
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ROI Input
Likelihood of visiting Tucson

CHART EXAMPLES

67% of travel users represents potential travel conversion factor
84,000 monthly unique travel users X 67% = 56,280 likely Tucson visitors

67%

15%

18%

Likelihood of Visiting
Destination

Extremely Unlikely 1 - 6

7 - 8

9 - 10 Extremely Likely

Maximize conversion 

by delivering on 

Likely Visitors’

website expectations

Maximize conversion 

by delivering on 

Likely Visitors’

website expectations
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$1,485Total

68Groceries

338Food/Beverage/Dining (excluding groceries)

7

104

112

132

185

$539

Likely Budget
Lodging

Amenities (golf fees, spa, health club, etc.)

Parking

Other

Transportation (excluding parking) within destination

Shopping/Gifts/Souvenirs

TABLE  EXAMPLES

$1,485 is likely visitors’ average budget
56,280 likely visitors X $1,485 = $83,575,800 potentially spent at Tucson
Benchmark: Travelers to Arizona spent on average $565 (they may or may not 
have used a website before their last trip)

ROI Input
Value of likely visitors
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100%

2%

20%
29%

37%

53%

76%

90%
99%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Today Within a
week

Within 2
weeks

Within 3
weeks

Within a
month

Within 3
months

Within 6
months

Within 12
months

Over 12
months

CHART EXAMPLES

~ Half of potential spending will likely occur within a month

ROI
When spending will likely occur
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$84

$2

$17
$24

$31

$44

$63

$75
$82

$0

$10

$20

$30

$40

$50

$60

$70

$80

Today Within a
week

Within 2
weeks

Within 3
weeks

Within a
month

Within 3
months

Within 6
months

Within 12
months

Over 12
months

CHART EXAMPLES

Tucson can potentially obtain $44,295,174 within a month
$83,575,800 potentially spent at destination X 53% = $44,295,174 in a month

ROI
Spending realized over time
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ROI
Input Summary and Calculation

70%X  % Travel Users

120,000Monthly Unique Website Users

$1,671Monthly ROI (Travel $ per Website $)

$50,000/  $ Monthly Website Related Investments

$83,575,800$ Potentially Spent at Tucson

$1,485X  $ Likely Spent per Travel User

56,280# of Travel Users Potentially Visiting the Destination

67%X   % Travel Conversion Factor

84,000# of Unique Travel Users
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28%

53%

19%

Overall Rating of Tucson    

Poor in every way 1 - 6

7 - 8

9 - 10 Perfect in every way

CHART EXAMPLES

Tucson Appeal
Tucson vs. Competition

~1 in 4 have strong affinity to the destination
Over 1 in 3 have strong affinity to a potential alternative destination

Opportunity

for website to 

strengthen affinity

among

Likely Visitors

Opportunity

for website to 

strengthen affinity

among

Likely Visitors
39%

45%

16%

Overall Rating of Alternative
Destination

Poor in every way 1 - 6

7 - 8

9 - 10 Perfect in every way
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Threat to ROI
Likelihood of visiting an alternative destination instead

CHART EXAMPLES

35%

12%

53%

Likelihood of Visiting an
Alternative Destination

Extremely Unlikely 1 - 6

7 - 8

9 - 10 Extremely Likely

Competition threatens ~1/3rd of the site’s likely travel visitors
Travel users’ travel conversion factor of 67% can diminish to 44%
$28,690,200 potentially can be lost to competition

Clearly communicate 

the destination’s key 

features & benefits

Clearly communicate 

the destination’s key 

features & benefits
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Website Effectiveness

“Positive impact the site has on 
likelihood of visiting the destination

―Increasing Travel Conversion Factor 
to maximize ROI”
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? ?

TEST GROUP

(Experienced the Website)

CONTROL GROUP 

(Only Entered the Website)

One group has experienced the site & the other group only entered the site

For example, if “likelihood of visiting destination” differs 
significantly between a test and control group, then the website is 
effective in influencing likelihood of visiting the destination.

2 samples are collected & 
later compared

Compare the two groups to isolate the effects of the website.

Assessing Website Effectiveness

Invited to 
take survey 

before
experiencing 

the site

Invited to 
take survey 

after
experiencing 

the site
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38%

29%
First Time

Users Entering
Site

First Time
Users Exiting

Site

Impacting Likelihood to Visit
Benchmark results of another site: Test vs. Control

Q16: How likely are you to take a vacation or leisure trip in the following states or provinces in the next twelve months? (Select One) (5 point scale: Extremely Likely – Not at all Likely)

Significant difference exists in top box likelihood of visiting the destination

TEST GROUP

(Experienced the Website)

CONTROL GROUP 

(Only Entered the Website)

Site Positively Impacts Travel Conversion FactorSite Positively Impacts Travel Conversion Factor

POSITIVE 
IMPACT

Note: this from a benchmark study that utilized the test/control methodology. The rest of this case study displays 
information gathered from users when they enter the site, not when they leave the site necessary for a test group.

20

Website Expectations & Perceptions
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5

6

10

11

12

14

14

19

47

0 10 20 30 40 50 60 70 80 90 100

Discounts/ deals

Hours/ schedules

Prices

Maps

Children information

Pictures/ video

Restaurants

Accomodations

Attractions/ activities/ events

Website Expectations
Unaided open-end written expectations

Travel users want to find “great things to do & see”

Focus on 

users’

primary motive 

Focus on 

users’

primary motive 
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22

23

31

31

33

34

36

36

37

44

47

60

27

20

26

35

31

33

34

26

27

29

30

24

51

57

44

34

36

34

30

38

37

28

23

16

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Purchasing/reserving services online at this site is worthwhile

Helps me plan getting to and from destination

Helps me decide whether to visit the destination

Good links and access to other sites/providers

Helps me tailor a trip according to my budget

Helps me choose restaurants

Helps me tailor a trip according to my time

Helps me save money

Helps me choose accomodations

Helps me know what to expect, bring, wear, typical costs, etc.

Maps on the site are useful

Helps me choose attractions/activities/events

Extremely Important 10 - 9 8 - 7 6 - 1

Website Expectations
Aided responses

As a priority, the site needs to help users choose activities, provide useful 
maps, and inform them of what to expect
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61

61

67

67

67

68

68

68

72

74

27

29

25

17

17

23

17

19

19

17

13

11

9

16

15

9

15

13

9

9

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Helps me choose attractions/events/activities

Information is relevant and useful

Easy to use

Has the right variety of information

Good balance of video, pictures, and text

It was enjoyable visiting the site

Pictures or video motivate me to visit

Conveys a good sense of the culture

Clearly communicates dest.'s main qualities/features/benefits

Presents a good impression and sense of the destination

Agree Completely 10 - 9 8 - 7 6 - 1

Website Performance
Experienced users

For the vast majority, the site communicates the destination’s qualities well and 
provides an enjoyable experience while helping them choose activities
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55

56

57

57

57

59

59

60

60

60

25

35

20

19

29

26

29

23

26

25

20

9

22

24

14

16

13

17

14

15

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Info. on this site is detailed enough for my questions

The site's suggestions & tips are helpful

Helps me decide whether to visit the destination

Helps me know what to expect/bring/wear/typical costs, etc.

I trust purchases/reservations/info. requests would be fullfilled

I have confidence in the site's security & privacy protection

Effectively describes specific attractions/events/activities

Easy to contact the site if needed

Helps me feel confident a trip would be a success

Good contact info. for businesses mentioned on the site

Agree Completely 10 - 9 8 - 7 6 - 1

Website Performance
Experienced users

The site helps many feel confident a trip would be a success, however, one in 
four do not strongly feel the site helps them know what to expect
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28

42

42

44

46

49

51

52

54

55

9

13

33

23

24

22

26

33

29

26

63

46

24

33

30

30

23

15

17

19

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Accessing site info. by cell phone would be useful

Helps me save money

Helps me choose restaurants

Helps me plan getting to and from destination

Helps me tailor a trip according to my budget

Purchasing/reserving services online at this site is worthwhile

Helps me tailor a trip according to my time

Maps on the site are useful

Good links and access to other sites/providers

Helps me choose accomodations

Agree Completely 10 - 9 8 - 7 6 - 1

Website Performance
Experienced users

Maps were useful for the majority
Opportunity to address users’ budgets and saving money
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4

4

4

7

19

26

26

48

0 10 20 30 40 50 60 70 80 90 100

Interesting

Helpful

Convenient

Accomodations

Pictures/videos

Easy to use

Activities

Information

Website Word-of-Mouth
Unaided responses

Experienced users say the site is a great source of information that is easy 
to use and has nice pictures

Information 

is key but 

pics are also 

noteworthy 

Information 

is key but 

pics are also 

noteworthy 
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Website Usage & 
Past Trips to Destination
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61%

13%

10% 10%

58%

16%

16% 16%

Tucson Benchmark: Other
Destination

5+

2 to 4

One

None

# of Previous Visits to Destination
Tucson vs. benchmark destination

Majority of site users have not visited the destination



29TNS BRAND & COMMUNICATIONS 

80%

20%

78%

22%

Tucson Site Benchmark: Other
Destination Site

Repeat User

First Time User

Site Usage
Tucson vs. benchmark destination

Vast majority of site visitors are first-time users
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61%

13%

16%

10% 7%

80%

3%
10%

Past Leisure Trips to
Tucson

Past Visits to Tucson Site

5+

2 to 4

One

None

# of Previous Visits to Site & Tucson
Likely visitors

Majority of users have neither visited the site nor the Tucson previously
~10% of site users are both repeat site users & past Tucson visitors
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13%

30%

22%

10%

11%

14%

Year of Last Trip to Tucson

Before 1998

1998 - 2004

2005

2006

2007

2008

65%

Last Leisure Trip to the Tucson
Likely visitors who visited the Tucson previously

Of the 39% who had visited Tucson previously, the majority (65%) visited 
recently
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16%

19%

14%

7%

44%

First Time Used Site

Over 6 Months Ago

Within the Past 6 Months

Within the Past 3 Months

Within the Past Month

Within the Past 2 Weeks

56%

When They First Used Tucson Site
Likely visitors

Of the 20% who had used the site previously, the majority (56%) used it 
recently
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0

0

1

1

1

3

3

4

5

6

8

58

0 10 20 30 40 50 60 70 80 90 100

Blog/ chat/ message board/ MySpace/ Facebook

Ad - Radio

Ad - TV

Article or news story on the internet

Mailed catalogue or literature

Ad - Magazine or newspaper

Article or news story (offline)

Tourism or travel related website

Ad - Email

Family, friends, acquaintances, or co-workers

Ad - Internet

Search engine results

How They Heard About the Tucson Site
Likely visitors

Search engines are key for discovering the site
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8

13

12

27

6

4

15

25

24

24

26

29

31

32

36

45

0 10 20 30 40 50 60 70 80 90 100

Travel club (e.g., AAA)

Travel provider website (airline, hotel, rental car, cruise,
tour)

Full service travel website (Expedia, Travelocity, etc.)

Own experience

Destination's printed materials

Travel books

Destination website (official site of state, city, or attraction)

Friends/ relatives

Other Sources for the Trip
Likely Tucson visitors vs. actual visitors to the Arizona

Other sources of information are more widely used by site users compared 
to actual visitors.
This likely reflects site users longer average stay of ~5 nights



35TNS BRAND & COMMUNICATIONS 

1

2

2

1

1

1

2

3

0

1

3

4

5

5

6

20

0 10 20 30 40 50 60 70 80 90 100

Radio

Employer's desktop travel tool/ intranet

Employer's travel dept. (in person/ phone)

Travel agent (in person/ phone)

TV

Traditional Travel Agency website (American Express,
Carlson Wagonlit, etc.)

Newspapers

Magazines

Other Sources
Likely Tucson visitors vs. actual visitors to the Arizona

Magazines are a popular source of travel information related to this trip

36

Motivations for Visiting Tucson and 
Primary Activities
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31

32

34

36

39

43

53

66

0 10 20 30 40 50 60 70 80 90 100

I can gain knowledge of history or other cultures

I can spend more time with my spouse/ family

No schedules to meet, I can do what I want, when I want

Lots of things to do there

It's a great chance to relax, get rid of stress

I can see and do new things, have new/ different experiences

It's a very beautiful, scenic place

Good weather & climate

Motivations for Visiting Tucson
Likely visitors

Users are drawn to the Tucson’s weather/climate and its beautiful scenery
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20

24

24

25

25

25

28

28

0 10 20 30 40 50 60 70 80 90 100

Heard about it from friends/ relatives

I feel alive & energetic when I travel

The environment is clean/unspoiled

This trip can renew my mind, body, & soul

Have been there before & liked it very much

Have an outdoors adventure but within a controlled, low risk
environment

Has historic/ educational significance

It's a very relaxing place

Motivations for Visiting Tucson
Likely visitors

1 in 5 have heard positive things from friends/relatives
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14

15

15

16

16

17

18

18

0 10 20 30 40 50 60 70 80 90 100

Local people are very friendly

It's a safe & secure area

Reasonable cost of hotels/ meals

It offers good value for the money

Good place for family/ children

I can spend more time with my friends

Great place to shop/ buy things

I can enrich my perspective on life

Motivations for Visiting Tucson
Likely visitors

Value and costs motivate fewer than 1 in 5 likely visitors
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7

7

7

8

11

12

13

14

0 10 20 30 40 50 60 70 80 90 100

Good night life & entertainment

Nice to have others serve me/ wait on me

Convention/ conference/ seminar

It was off-season & less crowded

I can gain solitude & isolation

It can be a very romantic time

Outdoors adventure to test my abilities

Have family/ historical roots there

Motivations for Visiting Tucson
Likely visitors

Vast majority are discovering Tucson, they have no family or roots there
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4

5

5

6

7

0 10 20 30 40 50 60 70 80 90 100

Business - general

Got a good price on
an all-inclusive

package

Want to use my
timeshare or

exchange property

Can gamble there

It's a very popular
place

Motivations for Visiting Tucson
Likely visitors

Popularity does not draw people to the Tucson
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30

32

35

36

37

38

39

41

51

0 10 20 30 40 50 60 70 80 90 100

Nature travel/ ecotouring

Fine dining

Rural sightseeing

Hiking/ backpacking

Museums

Historic sites/ churches

Shopping

Wildlife viewing

State/ national parks

Primary Leisure Activities
Likely visitors

Leisurely outdoor activities are the most popular
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20

20

20

22

22

23

23

25

27

27

28

0 10 20 30 40 50 60 70 80 90 100

Old homes/ mansions

Spa/ health club

Visiting friends

Golf

Wine tasting/winery tour

Art galleries

Special events/ festival

Urban sightseeing

Zoos

Gardens

Caverns

Primary Leisure Activities
Likely visitors

Nearly 1 in 4 are looking for time sensitive special events/festivals
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10

10

10

10

11

12

15

16

16

0 10 20 30 40 50 60 70 80 90 100

Theater/ drama

Rock/ Mountain climbing

Biking

Major sports event

Other 

Bird watching

Visiting relatives

Horseback riding

Casino/ gaming

Primary Leisure Activities
Likely visitors

One in 10 are interested in major sports events



45TNS BRAND & COMMUNICATIONS 

1

1

1

3

3

4
4

5

6

8

8

9

0 10 20 30 40 50 60 70 80 90 100

Hang gliding/ skydiving

Hunting

High school/ college reunion

Motor sports

Tennis

Youth/ amateur/ collegiate sporting events

Family reunion

Fishing

Camping

Musical theater

Symphony/ opera/ concerts

Nightclubs/ dancing

Primary Leisure Activities
Likely visitors

Only 1 in 10 are interesting in nightclubs/dancing

46

Travel Plans and User Profile
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4

1

2

3

4

6

10

36

56

61

0 10 20 30 40 50 60 70 80 90 100

Other

Bus - cross-country

Motorcoach/ group tour

Camper/ RV

Train

Bus - local

Taxi

Own auto/ truck

Airplane

Rental car

Modes of Transportation To & Within
Likely visitors

Majority will travel by airplane
Nearly all visitors will drive a car
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17%

12%

5%

44%

62%

11%

13% 15%

10%

15%
1%7%

7%
2%

9%

71%

# in Travel Party # of Adults # of Children

0

1

2

3

4

5+

Travel Party Size
Likely visitors

Nearly 30% of travel parties include members under 18 years of age

29%
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14%

15%

14%

17%

18%

10%

11%

2%
1%

# of Nights Likely Spent at Destination

0

1

2

3

4

5

6

7

8+

50%

Nights Spent
Likely visitors

Nearly no day trippers use the site
50% will spend at least 5 nights
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2

4

6

8

8

10

11

21

29

61

0 10 20 30 40 50 60 70 80 90 100

Other

RV/ tent

Condo

Time share

Spa

Guest ranch

B&B

Private home

Resort

Hotel/ motel

Accommodations
Likely visitors staying overnight

Large majority will stay at a hotel/ motel, while over 1 in 4 will stay at a resort
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5%

24%

16%

27%

16%

22%

16%

12%

20%

43%

Site Users Benchmark: Visitors
to the State

Under $50K

$50 - $74K

$75 - $99K

$100 - $149K

Over $150K

Household Income
Likely visitors

Large majority of site users earn over the average household income (>$50K)
Site users earn much more than average visitors to the state
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1% 3%
13%12% 12%

18%24% 23%

19%
27%

36%

19%
34%

28% 31%

Site Destination Benchmark: Other
Destination Site

US Census

55+

45 - 54

35 - 44

25 - 34

18 - 24

Age
Likely visitors

Baby-boomers comprise the majority of users
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62% 60%

38% 40%

Destination Site Benchmark: Other
Destination Site

Male

Female

Gender
Likely visitors vs. other destination site

Majority of site visitors are Female
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18%
31% 35%

21%

26% 26%
28%

27% 24%

33%
15%16%

Destination Site Weather Site Network TV Site

Less than 5 hours

5 to 10 hours

11 to 20 hours

Over 20 hours

Internet Usage
Likely visitors vs. benchmarks

Destination site users are relatively light internet users
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96% 95% 93%

7%4% 5%

Destination Site Weather Site Network TV Site

56K dial-up

High-speed

Internet Connection
Likely visitors vs. benchmarks

Nearly all destination site users have high-speed internet
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Capture imagination, communicate “why this destination”
Understand & emphasize users’ key motivations such as wanting a 
leisurely outdoor experience in a terrific climate 

Enable users to easily achieve their primary goals
Prioritize the site’s design & features to emphasize things to do & see

Focus website on primary audience
Likely visitors considering & planning longer leisure trips, who are 
visiting the website for the first time, and are staying for a week

Strengthen the destination brand & maximize likelihood of action
CVB websites touch a very high-value audience

Insights to Inform Website Strategies



For further information, contact:
Rick Cain, SVP Travel & Leisure
(818) 998-3752
rick.cain@tns-global.com
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Thank You


