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Purpose: Develop a profile of travelers who use official destination and attraction websites i ' BEEUE : Tal MT. HOOD

and estimate the Return on Investment these websites bring to their respective g 2 ——
communities. BOOK A ROOM o SOmEenSE .

sweepstakes to win 5500 or one of ten $25
Amazon.com gift cards.

DIVERSE GEOGRAPHY. INSPI it oy
Methodology: Dual online survey EXPERIENCES. -
1. Website intercept survey (example shown right)
2. Follow-up email survey to those who opt-in

Timing: For the purposes of this project and to produce annualized metrics, we recommend SOENe R R S W ST @
surveying website users between March 2025 and March 2026.

Primary objectives:
* Determine Website Return on Investment: The total amount of direct visitor spending

that is generated by and attributable to the DMO website. Every real, new website
users results in SX in direct visitor spending impact to the destination/attraction.
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Tohoe South is now Vit Lake Tahoe We're the same destinction you know and love, and weire
here to continue sharing the wonder of Lake Tohoe with you. Plan your next trip nowl

Find Hotels

* Develop Website User Profiles: Demographic, psychographic, attitudinal and behavioral
information about website users—including type of traveler, travel planning behaviors,
residence, etc.—as well as content sought on the website.

Pictured above: Website Intercept Survey Conducted
by Future Partners on a DMO site.
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Website User and Conversion Study

Snapshot of Website Users

Nine-in-ten VisitLakeTahoe.com website
users live outside the area (88%).

Deliverables:

e Comprehensive report of findings, including | __
o detailed survey findings
o website analytics insights e e Snapshot of Lake Tahos Visitors
o executive summary of ROl estimates

e Review of final findings with Future Partners staff member via video

conference
e Interim Summary of Website Intercept Survey Findings

e number of days they spent in
0e (16%), typically by 2.1 days.

Cost to participate: O
$16,000 (Total cost)
* Total cost will be billed to the co-op participant, half of the project

fee will be reimbursed back to the organization through Travel Pictured above: Website User and Conversion Study
Nevada Reporting Examples
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Owned Audience Profile

Purpose: Develop a profile of your most loyal customer base through your owned audience
channels.

Methodology: Email survey invitation, distributed by the partner organization.
You will be responsible for sending the survey link to your audiences and Future Partners
will collect and analyze the data.

Primary Objectives:

Develop extensive profiles of your owned audiences

Identify trip specific data including visitor origin, purpose of visit, mode of
transportation, in-market accommodations and detailed in-market spending
Evaluate what motivates visitors to travel to your destination/attraction and what
these visitors seek from the experience

Assess the travel planning process, including resources used and travel planning
windows for different visitor segments

Assess satisfaction and likelihood to recommend your destination to other travelers

Please note:
The total number of completed surveys will be dependent on the response rate, but Future
Partners will offer an attractive sweepstakes package to encourage responses.
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Owned Audience Profile

Deliverables:

e Comprehensive report of findings, including
o Executive summary
o Detailed survey findings

Cost to participate:

$12,000 (Total cost)

* Total cost will be billed to the co-op participant, half of the project fee will be
reimbursed back to the organization through Travel Nevada
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Purpose: Gather direct and actionable feedback from consumers on your creative assets
and your market messaging.

Methodology: Qualitative, in-depth interviews moderated by Future Partners research
team. Future Partners will develop a discussion guide for these interviews that will feature
conversation points and exercises designed to thoroughly explore leisure travelers’
reactions to and feelings evoked from your creative.

Screening Requirements:

e In-depth Interview participants will be required to have taken at least one leisure trip
of at least 50-miles or more away from home in the past 12 months

e  Express interest in visiting Nevada in the next three years

Primary Objectives:

e  Gather feedback on imagery used

e  Measure inspiration factor and clarity of market messaging

e Synthesize recommended changes/additions to the creative to make future ad
iterations more effective in converting your target audience

Please note:

Participating organizations may test up to two (2) different creative pieces which can
include print, digital banner, social posts, and/or 1-minute video spots.

Future Partners
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Pictured above: Screenshots of a creative testing
interview environment from the moderator’s
perspective.



Creative Assessment

Deliverables:

e Comprehensive report of findings, with actionable
recommendations to inform future marketing and campaign
strategy.

Cost to participate:

$7,000 (Total cost)

* Total cost will be billed to the co-op participant, half of the project
fee will be reimbursed back to the organization through Travel
Nevada

Important Note: This co-op option is only available if there is a
minimum of five (5) organizations that buy in.
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PLAYFUL/CANDID VS. SERIOUS/POSED
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“There is more movement, its more
candid and doesn’t give off an
ivity vibe. Not to tion itis
more relaxed which is what | look
forin — -t e

“This does not evoke feelings of
relaxation. When | go on vacation |
don’t want to worry about what or
who I'm wearing.”

Travelers across all audiences almost unanimously
preferred the playful /candid version of the ads.
Travelers attributed this preference to the candid ads
feeling more “natural,” “relaxed” and “more organic.”
It was also mentioned that the candid ads depicted
people enjoying themselves in The Palm Beaches,
which is what travelers want to see in destination ads
to inspire visitation. The posed version was often
described as “stiff,” “static” and “starched.” The
seriousness of the subjects also conveyed an air of
exclusivity. As one participant noted, “[The posed ad]
makes me think | have fo spend a lot of money on
clothes just to fit in.” However, the few that did prefer
the posed ad, attributed this to giving travelers a

“hatter canca af nlace” dia ta the cathina and arans

AUDIENCE ANALYSIS: BLACK TRAVELERS

—

Overall, focus group participants in the Black Traveler group reacted positively to the
campaign, Black Travelers reported being already open o The Palm Beaches and

that this set of ads, “put The Palm Beaches more on my radar than it already was.”

STRENGTHS OF THE CAMPAIGN

* Diversity throughout the campaign was brought up organically in multiple groups
and was specifically discussed in-depth by the Black Traveler group. When asked
to provide feedback from the “Black perspective,” they conveyed heartfelt
appreciation for seeing travelers in ads who looked like them. These participants
felt that they would be welcomed and accepted in The Palm Beaches, which

positively impacted their general interest in the destination.

+ Towards the end of the group’s discussion, Black Travelers described The Palm
Beaches as a highly aspirational destination. In addition to being a welcoming
place, the ads conveyed that a trip to The Palm Beaches would be an opportunity
for community building—"If | went fo these places where there were wealthy or

successful people of color, I might get fo meet them or network and eventually be

that person in those places for ofhers like me who come affer.”

“It’s nice to see Black people in spaces that are
considered luxury or require wealth.
The ads made me feel like | belong there.”

Pictured above: Creative Testing Reporting Examples

Destination 49 Analysts 39



Questions?

<7 Alex@FuturePartners.com
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