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A Website Evaluation Study —Why is it
important
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Research objectives of travel destination websites

Understanding the

Understanding effectiveness of the

site visitors site

Who are the site Is the site

visitors? persuading visitation

Why do they visit the to the destination?

site? What is the ROI of
the site?
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Website Evaluation Key Questions
Answers
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The WACVB approach to evaluating
your website




Traditional WACVB Approach to Website
Evaluation

Website Survey
o

Conversion Study with ROl Analysis
O
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Our Unique Design

Phase | Phase lI

Website Conversion

Survey &
ROI

Evaluation
Survey

Cookie Tracking
TNS Panelists

(NS will tag the website wit& ﬁNS will re-contact websih

Email Recontact

invisible beacon that indicates visitors at some point in the
which TNS panelists have future to determine if they
visited the site visited the destination and what

A test/control group are activities they enjoyed

intercepted to measure the Email sample comes from the
effectiveness of those exposed TNS panel of those that have
to the site vs. those that have visited the site

not visited the site CVB provide website related

Utilize standardized expenditures and expenses
questionnaire design; related to the website

destination specific attributes . .
can be adde% to core set of Calculate ROI using unique
attributes visitors (web-log data),

conversion rate and visitors

\ / spending (re-contact survey),
d website investment in
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Benefits of this unique approach

TNS BRAND & COMMUNICATIONS



The Process: Regardless of the approach
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Schedule

Project Milestones Estimated time

Website Survey

ggsgré%wsgt? Scenario Testing D WREE
Data Collection Depends on tra! ¢
Data Processing 2 weeks
Reporting and Analysis 3 weeks
Conversion Study

SESeSIth)?orr]rrIISrllrt? Scenario Testing 2 weeks
Data Collection Depends on tra! ¢
Data Processing 2 weeks
Reporting and Analysis 1 week
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Let’s look at a case study:

Travel Portland




Travel Portland

Specibcally, the research covered:
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Website Effectiveness

“Positive impact the site has on

likelihood of visiting the
destination”




Assessing Website Effectiveness

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

CSMPare the two groups to

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.

TEST GROUP CONTROL GROUP
(Experienced the Website) (Only Entered the Website)
Invited to Invited to
take survey take survey
after before
experier?cin 2 samples are collected & experler?cm
g the site g the site

later compared
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First-Time Users’ Likelihood to Visit ﬂ

® No statistically signibcant di" erence exists in top 2 box likelihood of visiting
Portland

® Opportunity to inBuence incremental revenue by increasing likelihood of visiting

TEST GROUP

Users Exiting
Site (Experienced the Website) 83%

CONTROL GROUP

Users Entering
Site Only Entered the Website) 79%

0% 25% 50% 75% 100%

Test and control is among travel related users of the website (results do not includes those who work in the travel or media industry nor those using the site for non- travel
purposes). 16

QB 04hcaonbden
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Past Trips to Portland
& Past Website Usage




Repeat Travelers to Portland tng

® Vast majority of users have traveled to Portland in the past

® The site® brand experience should focus on deepening an existing brand relationship,
rather than creating a relationship (i.e., making users feel part of the community or
reconnected with the community, rather than being introduced to the community)

18%

Did Not Take Trips in
the Destination

58%

M Took Trips in the

Destination
TravelPortland.com Users Benchmark: 2 Other Destination
Site Users
Enter Survey and Likely Visitors: TravelPortland.com Users N=382; Q31: How many trips have you ever had in Portland for a vacation or leisure /combination leisure & 18

business/ business trip?
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Repeat Website Users

® The vast majority of w ebsite users have visited Portland previously
@ (82%), but only one in three have experienced the w ebsite before

® Over half of past Portland travelers will be experiencing the website
for the brst time

Hrst-Time Ste Users

67%
78%
Repeat Ste Users
TravelPortland.com Users Benchmark: 2 Other Destination
Site Users

Enter Survey and Likely Visitors: TravelPortland.com Users N=382; Q3: Is this your brst visit to this website?
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How They Heard About TravelPortland

® Search engine results reached the most users

o
<

Search engineresults

I:
fut <
(o]
©

Tourism or travel related website

w
]
[y
w

Ad - Magazine/Newspaper 9
3
Article or news story (offline) Eg ETotal
3
Ad - Internet &4 5 OR/WA
: : e
Article or news story on theinternet
ol = Other US

Mailed catalogue or literature

pE

i

Family/friends
Ad - Email

Blog/ chat/ board/ MySpace/ Facebook

| | ——
oo oo A =LA

Ad -Radio

|
[eolele] uy

Ad-TV

Enter Survey and Likely US Visitors: OR/ WA Residents N=67;
Other US Residents N=167; Q21: How did you hear about this website? 0 10 20 30 40 50 60 70 80 90 100
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Other Sources for the Potential Trip

® Users rely primarily on own/friends/relatives’ experiencesN a website feature of
other travelersOexperiences may emulate this type of learning

@ In addition to TravelPortland, over a quarter intended to use either a travel provider
website or a full- service travel websiteN an opportunity for TravelPortland to satisfy
their planning needs and/ or to provide a highly qualibed audience to those service
providers o 46

Friends/ relatives | 39
ﬁ“g
Another destination website (official site of state, city, or || 2
atiraction) I— S
Own experience 49
B Total
Travel books
—

29
*Full service travel website (Expedia, Travelocity, etc.) | | 34 0 OR/WA

Destination's printed materials 16
h?ﬁ
% B Other US
Travel provider website (airline, hotel, rental car, cruise, tour) E4
26

21
Travel club (e.g., AAA)
26

17

Magazines 5
18

13
Newspapers Eal(i

ravel providerin-person/phone (airline, hotel, rental car, 9
cruise, tour) 12
T

Enter Survey and leely US Visitors: OR/ WA Residents N= 67; Other US 0 10 20 30 40 50 60 70 80 90 100
Residents N=167; Q6: What other sources, if any, have you used or intend
to use for this purpose? (purpose for which they are visiting the
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Competition and Website
Performance




Threat to ROI—Potential Alternative tng
D%%Fz'eg@é: !)%po%ion of likely Portland travelers are considering an

alternative

® 53%of those considering an alternative destination are considering the alternative as

strongly as Portland. This means over one in bve (22% potential Portland travelers are at
high risk of switching

® Establish points of di" erence with top competitive set

® The fact that highly qualiPed consumers are on the TravelPortland.com website provides
an opportunity to @lose the deal,Othereby thwarting the competition (i.e., compelling

Portland brand story/ deals/ pro no sales tax/ relevant and satisfying
) gpnce, etc.)

® Considering an alternative destination
Alternatives:

Seattle 10%
San Francisco 4%
Vancouver 3% | don't know

Other 46%

® amnot considering any alternative

Among Likely Msitors to
Portland

N=382 (Enter Survey and Likely Visitors), Q13: Which destination, if any, are you considering as your most likely alternative to Portland? 23
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Website Expectations & Perceptions




Web5|te Performance vs. Benchmark

More TravelPortland users Pnd ®elps me save money Oto be applicable to them (86% vs. 77%
benchmark). However, TravelPortland does not have a relative advantage vs. benchmark despite deals
being o"ered

® Compared to other sites, TravelPortland does not enable as many users to tailor a trip according to
their budget. Consider more price transparency in lodging and food since they comprise ~60% of
users Oin-destination budget

® Though not statistically signibcant w ith current base sizes, fhetsite directionally hasmere users beind .~
hedpec nithngbbio sidgratooatmodaticne andifeelihig that the pur¢hpsingdesepdaghan theositBdS Benchmark | rortiand  mark
wovitktwitdl et{sreyduslid@pse forvisiting? (for TravelPortland) )
Agree Completely 10-9 6-1Disagree Completely N/A N/A
Itwas enjoyable visitingthis site 0.71 55% 54% 20% 19% 2% 0%
Information is relevant& useful 0.66 56% 57% 15% 16% 1% 0%
Informatlononth|55|te|sdeta|Iedenoughformyquestmns ............................. Y Py Y I R 1/ ......... 1/
Helps me choose attractions/events/activities 0.64 53% 57% 18% 17% 3% 3%
Helpsme feel confidentatrip would be asuccess 064 | 5% 5% | 2% 2% | o% %
Easyto use 0.62 60% 59% 14% 16% 2% 0%
Has the rightvariety ofinformation 0.62 49% 52% 20% 20% 1% 1%
Conveys agood sense ofthe culture 0.61 52% 50% 17% 22% 2% 3%
Effectwelydescnbesspeuﬂcattract|ons/events/act|V|t|es061 e e S 1/2/
Clearlycommunicates Portland’s main qualities, features, & benefits 0.60 57% 56% 17% 17% 1% 2%
Helps me tailoratrip accordingto mytime 060 | 4% 5% | 26% 2% | 1s%  10%
The site's suggestions & tips are helpful 0.60 51% 53% 18% 20% 5% 2%
TR Q) m&((* " x, wrlok T ose [ e as% | 24%  30% | aw 26w |
Presentsagoodimpression & sense of Portland 0.58 65% 64% 14% 13% 0% 2%
Good linksand access to othersites/providers 057 | 0% a8 | 2%  23% | 1o%  11% |
" 1598, " 840" & */ " 18 057 | 3% 39% 38% 0%
I¢$0/&&|-#<2&&2$&((*2/3&*&1&53&055 """"""""" ........................... S T 19/ o
Travel Portland N=242 and Benchmark up to N=306 depending on whether. Some statements have a low er base depending on how many respodents found the statement applicable (non N/A). Benchmark consists of likely

visitors to 3 other CVB websites after leaving the sites, some questions were not asked of all 3 websites. A statistically signiPcant di"erence exists when an attribute is highlighted (10% risk).
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Website Expectations among First Time Users (7

® The vast majority expect the site to help them choose things-to-do and to provide useful maps

® A large number of brst time users, who had yet to experience the site, did not expect TravelPortland
to help them choose accommodations or to provide a worthwhile online purchase/reserve
experience.

#® However, among those who had recently experienced the site, these two benebts were among

the most widely received benebts (prewo*nE x?lrg}hde?f}mpo Hant10 -9 08.7

|
)

1
-—
8
o
3
o
<
c
3
3
S
o
g
~

Helps me choose attractions/events/activities 66 24 n
Maps on the site are useful 54 26 “
Helps me know what to expect, bring, wear, typical costs, etc. 43 29 “
Helps me tailor a trip according to my time 42 32 “
Helps me save money M 31 “
Good links and access to other sites/providers 40 30 “
Helps me choose restaurants 37 31 “
Helps me tailor a trip according to my budget 37 33 “
Helps me choose accommodations 31 25 “
Helps me plan getting to and from Portland 28 “ 53
Helps me decide whether to visit Portland 23 “ 59

’Purchasing/reserving services online at this site is worthwhile 21 23
N

T T T T T T T T T T 1
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
N=239 (First- Time Users, Enter Survey and are Likely Visitors), Q22d: How important is it for Portland® website to provide each of these benebts? 26
(10=Extremely Important; 1=Extremely Unimportant)
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Motivations for Visiting Destination
and Primary Activities




Motivations for Visiting Portland tng

® Portland is a beautiful and clean place that is familiar and safe. The people are
friendly and there is a lot of things to do. The shopping is great, hotel and meal costs
@ are reasonable, and the nightlife and entertainment is good.

Travel Benchmar

Other US  OR/WA Portland k Site

It's a very beautiful, scenic place 69% 59%

Lots of things to do there 49% 59%
LSir;r?Ssirld do new things, have new/ di™ erent 5204 241%

Have been there before and liked it very much

The environment is clean/ unspoiled

Good weather and climate

| can spend more time with my spouse/ family 30% 36% 32% 31%
Reasonable cost of hotels/ meals 16%
It's a great chance to relax, get rid of stress 26% 38% 30%
ml\ignichedules to meet, Tcan do what Twant, when 1 26% 38% 30% 3204
éré'a;t place to shop/buy things 18%
It's a very relaxing place 26% 29% 27% 29%
| feel alive and energetic when | travel 25% 30% 27% 22%
It's a safe and secure area 23% 24%

Local people are very friendly 23% 24%

This trip can renew my mind, body, and soul 25% 21% 24% 24%

Enter Survey and Likely Visitors: TravelPortland.com Users N=222, OR/ WA Residents N=66; Other US Residents N=159, Benchmark site N=436, Q29: What contributes to your desire to go to
Portland for a vacation or leisure trip/ combined business and leisure trip/ business trip?. Shaded areas represents a signibcant di" erence between OR/ WA residents vs. Other US Residents or
between site users vs. benchmark site users (95%conpbdence).
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Travel Plans and User Profile




Modes of Transportation To & Within

Rokti ad]ldy of residents outside of OR/WA w il travel by plane
® Trains and local buses are popular

Airplane L6 170
Rental car 12 157
Bus-Local | ‘%Zg
Train ol B ORMWA Residents

Tad [0 o,

B O Other US Residents

Own auto/ Truck 16

Other g 12

Ship/Boat 321

182

Motorcoach/ Group tour %3

Bus - Cross-country :;\ 6

Camper/ RV 12

Enter Survey and Likely Visitors: N=67 OR/ WA residents, Other USresidents : : : : : : : : : |
N=167; Q23: Please indicate all modes of transportation that you will likely 0 10 20 30 40 50 60 70 80 90 100
use on your potential upcoming vacation or leisure trip/ Combined business

and leisure trip/ business trip to and within Portland.

TNS BRAND & COMMUNICATIONS




Accommodations

® Large majority w ill stay at a hotel/ motel, w  hile nearly 1 in 5 will stay in
a private home

79
Hotel/ Motel 87
]18
Private home 13
i 19
510
B&B
in
5
Other E45 O Travel Portland
4
Resort E5 0 OR/WA Residents
@3
Condo - ® Other US Residents
3
Spa Eﬁ“
RV/ Tent

Naa

=

Guestranch

Time share

—_—
oo

N=234 (Enter Survey, Likely Visitors, and staying overnight) Q26: You
just indicated that you might stay overnight in Portland for your
potential upcoming vacation or leisure trip/ Combined business and
leisure trip/ business trip. Please specify the accommodations you will

TNS BRAND & COMMUNICATIONS
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Travel Party Size

® 17% of likely travel parties will bring children
0 Average party size is 2 persons

1
19%
2
54%
3
4
12%
8%
5+

#in Travel Party

N=355 (Enter Survey and Likely Visitors), Q24: Please indicate the number of travel party members, including yourself,
who will likely travel with you to Portland on your potential upcoming vacation or leisure trip/ Combined business and
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Age @

® Compared to another site, TravelPortland draws more 18-34 year

olds
B 55+
45-%4
25%
34% W35-44
25-34
23%
12% M18-24
- % 3%
TravelPortland Benchmark Ste
N=355(Enter Survey, Likely Visitors, and answered question), Q35: What is your age? 33
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Website Return-on-Investment (ROI)

“Number of tourism dollars each
website dollar reaches”




ROI Input—Estimated & Actual Trip
Value

Lodging $490 $373
Shopping/ Gifts/ Souvenirs 173 260
Food/ Beverage/ Dining (excluding groceries) 301 259
Transportation (excluding parking) within 99 70
Portland
entertainment (excluding 98 53
gaming)/ Admissions
Groceries 31 36
Other 30 25
Parking 18 25
Amenities (golf fees, spa, health club, etc.) 24 23
Casino/ Gaming 3 4
N=286 (Enfer Survey and Likely Visitors, mean average includes 0), Q27: Approximately, how much would you and your personal travel party l|lkely spend in Portland for your
potential upcoming vacation or leisure trip/ combined business or leisure trip/business trip? N=99 Re- contact survey, were travel users in the brst web-intercept survey, non-
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ROI tng

® Every web site dollar invested is estimated to reach $11,600 of actual travel spending

® Looking from a cost perspective, the web site costs 10 cents per conversion
($5,000/52,275=%$0.10). The gross value per conversion is $1,111

® The website is investing 10 cents to reach a convert, however, the site @ ability to  influence likelihood
of travel is measured by the test/control experiment (later slide), which showed the site did not
inBuence travel likelihood. However, the site is draw ing a highly qualiPed audience (over 50% later
travel to Portland). This highly qualiPed audience can be leveraged with stakeholders/advertisers to
geTTeTate poteTtat Site MVeStTTeNtS Or TEevere If)redicted

Actual

from site intercept from re- contact

# of Monthly Website Users

(Travel Portland's 2008 1.5 million annual unique visitors/ 12 months=125,000/ month minus industry users 102!500

102,500
(1899=102,500)

# of Monthly Website Users Visiting Portland 58,425 52,275

X $ Spent per Website User Visiting Portland $1,267 $1,111

$ Spent in Portland by Website Users $74 million |$58 million

/ $ Monthly Website Related Investments $5
$5 thousand| y,,ysand

Monthly ROI (Travel $ Reached per Website $) $14,800 $11,600

36
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ROI—When Spending Will Likely Occur  [iF

® Nearly all potential spending will likely occur within 1-3
months

® Focus time sensitive information/listings on things that will
occur 90 days away or less

100% 100%
100% - 92% 96%
90%
80%
70%
60% -
50%
40%
30%
20%

10% -

0%

Today Withina  Within 2 Within3  Withina  Within 3 Within6  Within12  Over 12

week weeks weeks month months months months months
N=382 (Enter Survey and Likely Visitors), Q28: When will you likely go to Portland for your potential upcoming vacation or leisure trip/ combined business and leisure trip/ business
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Sources of Visitors & Revenue

3 2 1

7 6 2 7
Othea Non-US
Cnada

64 65

72 "
Cthe Saes
ORVA Residents
Potentid Source Actud Source of Potentid Source Actud Source of
of isitors \Misitors of Revenue Revenue

N=382 (Enter survey and Likely Visitors). N=99 Re- contact survey, were travel users in the brst web- intercept survey, non-industry households, who actually visited.
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Summary




Key Insights
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General Online Behavior




Study Overview
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Online travel is now back to levels seen in 2007 ﬂ

¥ Reality of today @ market: Online travel hasw eakened
¥ 2008 had been up 25%+ from year before until July

Change in Online Travel Bookers
(% change from 2007 to 2008 in online travel bookers)

39.8%

31.6%

Read As:

2.6% fewer consumers
booked travel online in
Nov 2008 compared to
Nov 2007

-2.6% 43
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Air, Hotel, and Car Rental all following a similar trend

¥
¥

Each category now w ithin 5 points of 2007 levels

Hotel holding on the best

(% change from 2007 to 2008 in online travel bookers)

60%

50% -

40% —

30% -

20% -

10% -

Read As:

1 There were 5% more online
hotel bookers in Nov 2008

| than a year earlier in Nov

2007

0%

-10% -

*
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And many individual brands are growing their

audiences
¥ Despite downturn, every travel sub-category still has winners

Growth in Online Researchers
(% change from Nov @7 to Nov @8 in website tralc)

91%

CheapFlights
Yapta
Mobissimo
Holland America
Priceline

71%

64%

59% \
37%

&

Travelzoo
BookingBuddy
NCL

Farecast

34% Read As:

32% Online researchers on the
29% Mobissimo website in November
25% 2008 were 64% higher than in

23% November 200/
22%

20%

19%

18%

La Quinta
Virtual Tourist
Lonely Planet

Carnival

TripAdvisor

Marriott

Hilton

Avis

Amtrak

Hotwire 6%

Kayak 5%
United 4%

BRAND & COMMUWICATIONS

13%
9%

8%

7%
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RESEARCHERS are visiting fewer travel sites... ﬂ

¥ Researchers visited nearly 3 sitesin ~ @7; same people now closer to 2
sites

¥ This recent decline may be temporary

Travel Retail Sites Visited Per Researcher Read As:

(sites visited among those who researched in both 2007 and 2008) Consumers w ho researched
travel online in both Nov 2007

29 and Nov 2008 visited 2.2 sites
: 2.8 :
2.7 2.7 ' on average in Nov 2008

2.2

2007

COLEITDE Qctope Nogvempe

BRAND & COMMUNICATIONS
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...Yet BOOKERS are increasingly active ﬂ

¥ The average booker is visiting more retail travel sites

¥ Higher share of bookers have heavy activity (10+ sites)

Travel Retail Sites Visited Per Booker % of Bookers Visiting 10+ Sites
(# of travel retail sites shopped in 30 days before (% of travel bookers visiting 10+ unique travel
booking) retailers)
16.4%
13.7%
"
November 2007 November 2008 November 2007 November 2008
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While consumers still plan to travel, they will belt- ﬂ
tighten

¥ Most expect the economy will have some impact on dollars spent

¥ Less likely to be an impact on trip length and mode of transport

What impact will the current economy have on your 2009

travel? .
=881 ho use the Internet t h travel Total %
(n— consumers wno use the internet 1o researc rave) Impacted
Amount spent on travel 23% 92%
Frequency of travel 27% 86%
How far travel from home 36% 26% 79%
Length of each trip REYZ 25% 78%
Mode of travel transportation 27% 75%
Amount of travel research 17% 24% 71%
0% 20% 40% 60% 80% 100%

48
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The mix of search referrals is relatively stable

¥ Over 70% sourced from Google, 20% from Yahoo

(% breakdow n of search referrals to travel retailers from each engine)

80% 1
70% - Read As: | |
5% of search engine clicks to

60% | travel retail sites came from
500 - Z/IUS(E/LNe Search in November
40% | T B
30%- el oy
20% - | L] [
10% + [ ' 1 1 | R S

0% m

Google Yahoo MSN/Live

Sep '07 Oct '07 Nov '07 HSep '08 HWOct'0O8 HWNov '08
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Maintain activities in high-ROI channels like Searcl&

¥ Few opportunities for improved conversion rates in this market
¥ Click for click, Search delivering increased conversion rates

Search Referral Conversion
(% of search clicks resulting in an immediate booking)

4.5% 4.5% 4.5%

2007

BRAND & COMMUNICATIONS

W September @ October

Read As:

In Nov 2008, 4.7% of all
search referrals to travel retail
websites resulted in an

|mmed|at7/ooklng
4.9%
4.7%

2008

November

50



Use value-adds to try and hold prices intact ﬂ

¥ Freebies, Add- On@, and other non-rate incentives have w  ide appeal

¥ These will push many consumers over the edge

3 Deals Most Appealing for Your 2009 Travel

(% selecting the following as one of 3 choices made, n=881 consumers using Internet to research

travel)
66%

Price discounts | Complementary Reward / travel / Free 1 night stay| Companion Discount for Discounts on Gift card to a Credit towards
for advance “extras” or “add  loyalty points for multi-night | incentives (e.g., purchasing multi last minute travel partner or affiliate future booking or
purchase ons” trip 2nd flies free) component purchasél
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Despite recent weakness, there are reasons for
optimism

Growth has slowed, but online travel activity is in line with 2007 levels.

Stay focused on what consumers want: Destination & Experience.

Marketers have opportunities to connect with their target audiences.
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Travel and the Recession
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The Trip

Are you wihning
with every trip aspect?

54
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the sixth sense of business”

From the largest Custom marketing research company in the
Country and the number one ranked advertising and brand
research company by /nside Research-- the bible of the
Marketing Research Industry
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