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“Supposing is good.
Finding out is better.”

-Mark Twain




Overview

Why it is important to understand
what make your visitors tick.

Y How you can do it on the cheap...er,
less expensively.

: 28 What different types of consumer
{ Insight you may want to consider.
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Consumers have
changed.

We need to know how
the consumer’s
evolution has impacted
their decision journey
& choices.




Old business
models no
longer work
as well as
they once
did.

We cannot keep
doing the same
things & expect

different results.
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"W Advertising is expensive.

Missing the target even by a
fraction can be disastrous.




Research
minimizes risk.

Research increases the
probability of making a
good decision.
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Competition is fierce.

If I’'m not serving my visitors’ needs,
someone else in this room will.
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Customer research helps us:

Understand what
needs, wants &
desires customers
are trying to
satisfy.

YOU WANT?
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Research data enables us to:

Evaluate how
important these 43
needs, wants & - DONT GIVE
) desires are to UP WHAT
customers. YOU WANT
MOST,
FOR WHAT
YOU WANT

NOW.




Research helps us determine:

How much value
customers place
on a potential
solution.
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Having research means we can decide:
What products
and features are
mission critical.
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Having research means we have:

Rich anecdotes
that help us
connect with
customers on a
more emotional
level.

14



Why Some Do Not Use Research?

 “l don’t think | can afford it.”
e “Always done fine without it.”
* “l already know what it’s going to say.”

 “Don’t have the time. We need a
decision now.”

* “l tried it once in the ’80’s and it didn’t
seem to help much.”

e “I don’t know who to call.”

* “Our customers never change.”
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Is That Really the Right Question?




How Can | Conduct
GOOD Research as
INEXPENSIVELY
as Possible?

-—:5-_.______...-""’” — :}—’

.
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Great Resources with Detailed Information

Ruf Strategic Solutions

Experian Simmons

MRI Mediamark

Scarborough Research
= The Futures Company
= Claritas Prizm

= VALS

= Roper

@NJF| Experlan

111111111111111111 Slm mons
RAPER D e Keow the Locals
e L S SCARBOROUGH Nationwide

: CLAR |Tp‘3\5
RlZM
the

futures

company GfK MRI

GfK
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Sample Company
STRONG LIFESTYLE ANALYSIS

Rank  STPID Description Customer Percent S Percent Lifestyie index
1 184 Used prescription product for overactve bladder in the st year 55 101 551.33
2 1818 Used prescription product for chronic bronchilis in the last year 38 146 268.50
ER Owns a sports sireet bike 27 106 26426
4 233 Business purchase involvement - bullding sites 303 122 24782
5 051 Usually pay the minimum payment on MasterGard bil 419 208 200.88 =~ Sample Company
6 0632 Ownflease any eniry-level compact car 231 116 186,67 @ MEDIA ANALYSIS
T 183 Used prascription product for imitsbi bowel syndrome in the ast year 216 113 19132 R
6 0489 Use Virgin Motie for celluiar seniice EE:) 123 18548 MEDIA CATEGORES
g 13m Bought rfle for hunbng in st year 188 102 18201 Renk  STPID Description Customes Pecent U Percent Lifestyle Index
10 235 Business purchase involvement - buling and grounds maintenance 348 181 18182 15 3005 Pays attenticn to sdverizing outsiée of the home 16.07 1457 110.28
1" o183 Used prescription product for migraine headaches in the last year 450 258 7483 16 3004 Used an interactive computer semice in the Last 30 days 6264 11028
12 097t Tock a cruise ship vacafion on Princess in the last 3 years 20 117 1734 0 2002 Radio istencr 23 1228 10695
13 0428 Ordered from Lane Bryant in last year 348 201 173.13 &1 3003 Telewision watcher e 278 101.35
14 1026 Stayed at Red Roof Inns for any domestic travel in e Jast year 23 137 17288 1 3001 Magazine & newspaper reader .87 3288 ¢.18
15 0382 Ordered insurancs items via intemet, mail, or phone in the past year 370 218 169.65 DI DETALS
6 0503 Hawe a Visa Signature credit card 475 280 169.52 Rank  STPD Description ‘Customer Percent US Percent Lifestyle Index
17 039t Ordered sducational programs via mtemet, mad, or phone in the pact year 27 160 169.43 T o Pays aenen 1o sfvering on sy fans o plafiors 5ot e oY)
18 1732 Bought 4 or more women's dresses in the last year 378 224 188,80 PR Oniine aciivties inlast month - Onkine gabling Iz 138 4570
18 0538 Usually pay the mimimum payment on Visa kill 458 283 16264 3 0366 Pays atiention to adverising on bus shelters or benches. 267 2325
20 4 Have replis in household 287 183 18257 4 03 Orline aciiviies in last month - Personials or dating senvices: 195 19553
21 1580 Bought sports DVDs in e last year 23% 145 162.39 5 0m Watch westem dram teleision shows 318 186,69
22 09e4 Took a cruise ship vacation to other location in the last 3 years 162 1.00 161.52 3 0330 Intenet advertising - Often click on floating advertisements. 268 175.33
23 M3 Purchassd automotive: suppiies from a catalog in the last year 4 276 160.86 7o Watch bowiing on TV frequently 217 128 17232
24 103 Stayed at Travelodge for any domestic ravel in the last year 203 127 159.95 8 0387 Pays affention to adverlising on buses 708 428 18567
5 16 Plan to remodl famiy roomiden next year £ 215 15861 9 025 Watch Sundance Channel 3 218 7.4
Conperabry Devepedy Sty Soluiors e Exrir, e o Sy i A e i 10 o1 Dices not own a television set 148 102 14548
Source SIMMONS Naional Consumer Suvey Report. Copyright 2006 SIMMONS Research. All rights resreved. Strong Lifestyle Analysis - Page " ooe Hishly loyal reaser of Shape = 1ot 17
12 00t Read photography publications 142 105 13525
13 a2 Watch The Offios (Situaion Camesly) 155 116 13198
14 007 Subscibe or ofherwiss purchase The Wal Street Joumal 11 231 13196
15 0249 Watch MTV2 675 504 13388
15 0289 Used Net ZeralJunc in the past 30 days 161 1.2 13348
Cooperatively Develaped by Ruf Strategic Solufons and Experian iz S Ml Anarss b e Fiother Sppiontion

Source:SIMMONS Mational Consumer Suwey Repert Copyright 2005 SWMONS Research. A rights resveved Vieds Analysis - Paget




Great Resources with Broad Information

Pew Research Center

Gallup Poll PEW

bR
NBC

RESEARCH o
Harris Interactive CENTER harris %’“
Big 3 TV Networks G A I L'[JP m
USA TOday Haryard United States:
BUS!I‘IESS
U.S. Census Bureau @Rewew @'\\‘NI Cenﬁgs

Harvard Business THE WALL STREET JOURNAL.
Review

Others
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Travel Smart News

.
| I rave I n ews Sto r I e S at From: TravelSmarthews <travelsmartnews@londontourismpublications.com > Sent: Tue1/3/20125:12 AM

To: travelsmartnews @lendentourismpublications. com
Co

your fingertips each

TRAVEL SMART NEWS - A DAILY NEWS BRIEFING FOR THE BUSY TRAVEL EXECUTIVE

- Tuesday, January 03, 2012
morning.

GENERAL BUSINESS

(5

Television advertising spots for the 2012 Super Bowl is sold out. Some notable themes taking shape this year: fewer 30-second spots and more "long-form” ads

L]
N o m o re Sea rc h I ng of 60 seconds or more. GM is back with five slots, including four for Chevy and one for Cadillac. Yogurt giant Dannon will be the first yogurt maker to advertise in the Super
L

Bowl, Century 21 also is a first-timer. Bridgestone expects to feature familiar sports stars in at least one of its two Super Bowl spots, and Dorifos has received a record 6,100
submissions for its annual Crash the Super Bowl contest. Source: USA Today

No digging. reAvet policy

The National League of Cities reports that no destinations appear eager to increase taxes for renting a room or eating a meal. They note that local
governments are still belt-tightening. Any increase in taxes affects the marketability of that community, and so it's never done without careful consideration. The Global
Business Travel Association, however, contends that localifies are hurting for revenue, and may tap the wallets of fravelers. Baltimore, for instance, raised its hotel
occupancy tax from 7 5% to 9.5% in July 2010 to help counter a $121 million budget shortfall. That same year, Boston imposed a meals tax of 0.75% for the first time, and

Ll L3
E m a I I B rla n Lo n d o n at : increased its hotel tax from 4% to 6%. In San Diego, a proposed room tax increase that would range from 1% to 3% depending on the location of the hotel, is being

considered to help finance a $550 million expansion of the city's convention center. Source: USA Today

A portion of Lancaster County's (Pennsylvania) hotel tax is expected to be diverted from the Pennsylvania Dutch Convention and Visitors Bureau to the
0 county's convention center. Agreements created among stakeholders to construct the downtown Lancaster center several years ago call for officials to automatically shift
B rl a n LO n d 0 n the hotel tax revenue away fromthe \{isilcqs’ pureau if the center's bondrresewes get oo Icw The visitors bureau has planngd ahead with abouﬁ $2.5 million of its own
reserves, which will help fund operations in lieu of the nearly $800,000 it expects to lose this year The $177 million convention center and Marriott at Penn Square opened
more than two years ago and is seen as an enhancement of the city's offerings for visitors. It operates at a loss to be made up by hotel tax revenue. Under normal

@ t ravel i n d icato rs co m circumstances, 80 percent of the hotel tax goes to the convention center authority and 20 percent goes to the visitors bureau. Source: Ceniral Penn Business
L]
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Travel Industry Indicators

= Summary of Key
Performance
Indicators (KPls)

= Published 10 times per
year.

= Runs around $100 per
year.

= Travelindicators.com

TRAVEL INDUSTRY

ImDJEHTDHEQW Monthly Analysis

Industry Trends & Outlook

September 30, 2011 Brian London
Travel Industry
Dear Client: - Analyst

Fears of a double-dip recession have crept back into the vernacular, and while the earlier
months of the year had been up over 2010, their current trend line is siarting to siraighten. Looking
back at the economic contraction, we see it may have been limited regionally and in some cases only
to certain socio-economic groups.

Our reading of the economic situation is that the unemployment rate among educated
workers, who make up a large share of the traveling public, is less than five percent, and employed
workers are receiving real wage increases. These segments along can't insulate the industry from
another contraction — but they explain why it hasn't suffered as other seclors have. No malter, it is
understandable why so many in the industry are concemed that the apparent stalling of the U.S.
economy will lead to a slowdown in travel.

To be sure, we see a mixed-bag of evidence when it comes to forward looking measures and
their measures that may be on the cusp of dropping us back into recessionary temitory. Recession
measures, used by the NBER (National Bureau of Economic Research), are declines in employment,
income, wholesale and retail sales, and industrial production. One of the least talked about, but
perhaps most important measure in terms of being a leading indicator, is industrial production.

©On the positive, recent indusirial production numbers show that factories confinue to improve
production of automobiles (big ticket items are good for the economy) and capital goods — the things
businesses use to make other products. These goods, like electronics and telecommunicalions parts,
are for both domestic use and for exports. While the improved production doesn't overwhelm other
troubling news, it does allow the economy to limp along.

Now, let's review and L to see how they
will impact leisure travel demand.

It can be no surprise that consumer optimism continues at historic lows, and remains at
levels low enough to keep a damper on consumer spending. The Reuters/University of Michigan
index inched up to 578 from 55.7, which was slightly better than expected.

The Consumer Confidence Index, which had declined sharply in August, remained
essentially unchanged in September. The Index now stands at 454. To us, the low reading
indicates that the pessimism which shrouded consumers last month has spilled over into September.
Consumers also expressed greater concemn about their expected eamings, a sign that does not bode
well for spending.

What makes these numbers particularly troublesome is that just 9 percent of people say they
are confident the economy won't slide back into recession. Only 27 percent of Americans say
they are better off now than in January 2009, a decline from June, when 34 percent said they were
better off. Since travel is often an aspirational product; providers should take note that consumers are
nol feeling very aspirational.

This concern about being better off was justified, personal income decreased $7.3
billion, and disposable personal income (DP1) decreased $5.0 billion. Litile hiring, stagnant wages
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U.S. Travel Association Insights

INTERHATIONAL PO

POWER OF TRAVEL = TRAVEL GREEN

= USTravel.org

U.S. TRAVEL

e
ASSOCIATION s 2020 020202020200
u Free to Membe rs BECOME A MEMBER | CONTACT | TOOLS | CART

ABOUT U5 TRAVEL MEMBER SERVICES & COUNCILS EVENTS MARKETIN RESEAI GOVERNMENT RELATIONS EWSs LOGIN

JANUARY 4, 2012

NEWS & HIGHLIGHTS UpcoMING EVENTS

Two Out of Five Air

Passengers Wish for Iosmifol International
Other Form of .,E',ngﬁfmﬁs Pow Wow
Transportation this POWWDW APRIL 2

Holiday The industry's

A new survey by U.S. Travel international
shows frustrations remain high marketplace and
this travel season, so high that largest generator of
two out of every five air inbound travel
passengers would rather not fiy. More »

More »

6-28, 2012

R AUGUST
U.S.-Canadian Border Three-day event for

U.S. Travel Commends E STO o
E

Agreement destination marketing
Roger Dow commends agreement professionals.
that will speed the border process More »

for Canadian travelers visiting the
U.S. while enhancing security.

More »
Need for Visa Waiver
Program Expansion
Travel Matters Expanding the VWP would bring
. ) ) increased economic opportunity to . .
\ncreasmg traygl to an.d.\,-lth\.n the United States supports tahndLllmsprcl\.f'.?lnat‘ljclnal s_ecurrtzl_ln L)CStlﬂzl[lOl‘l
communities, injects billions into the U.S. economy and creates (BT L ST B L .
- i X : diplomacy around the world T r l I ~ Gl l_ ~
millions of American jobs More » Ve n‘&'l‘c_: 118
175 - POWERED BY
U.S. Travel Plan to Create 1.3 Million Jobs g:géﬁ:;?;?;ﬁﬁ?gfmn P e pe e e R
Recapturing America's historic share of worldwide overseas travel Leaders
would create up to 1.3 million U.S. jobs by 2020 compared with Fortheir coniributions fo the fravel




Portrait of American Leisure Travelers

= MMGY
Formerly Y-
Partnership

= Runs around $2,000
per year.

NATION AL = MMGYGIobal.com

lersure travel
MONITOR
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mith Travel Research
Lodging Outlook Newsletter

Flzirzgszwr:fhgzgy Industry Segments . Month Iy Re port/

/—\\ FevPAR by Chain Scale - November 2011 vs November 2010
H2011 B 2010
STR Weekly Updates.
— = Runs around $2,000
Total United Lumury LUpper Upscale Ugper Midscale Economy  Independerits ’
States Upscale Midscale
STR MONTHLY HOTEL REVIEW N — per yea r.
ReVPAR (S) Percent Change from Nove mber 2010
Room Rooms  Rooms
U.S. Hotel Industry Performance for the Month of: November 2011 2011 a0 | 21 2w | oce  ADR  meweaR  mev  Aval  son
Total United States 47 43 92 00 05 53
Volume 11, Issue M11
Chain Scake
Date Created: December 17, 2011 Lzcury B8.1  646| 26138 24033 177.08 16113 54 4B 105 95 0.0 44
Upper Upscale 864 6389| 15001 14420 9984 9213 40 40 82 99 18 57 . o a com
P . Upscale 868 638| 11152 10688 7452 8323 a7 43 92 105 1.2 5.9 L]
In this issue: Upper Midscale 568 538 0235 8012 5244 4780| &5 36 03 164 65 123
Midscale 485  453| 7054 6087 3422 3237| 47 10 57 45 97 64
: Ecanomy 40.1 475\ 4851 4675 2383 2210| 35 3B 74 &1 07 42
Translation Table Indegendents 516 05| oses 0133 4042 4510|4448 94 104 09 54
U.S. Hotel Industry at a Glance “Reqion
Parformance by Indusiry Segments New England 587 516 11283 10882 6625 5619] 136 88 178 183 03 140
Middle Atlantic 639 500| 15680 15196 10012 908| &7 32 00 117 15 B3
Performance In Top 25 Markets South Atlantic 553 530 9633 0215 5331 4881 45 45 92 94 o1 4§
Performance by State East North Central 532 50| 0072 B761| 4B26 438 &4 35 02 105 03 &7
East South Central 515 495 7704 7456 3070 3690 41 23 75 T8 0D 4f
Glossary West North Central 522 500| 7937 7572 4142 3858 25 4B 74 78 05 29
(West South Cantral 5586 524| B468 B270 4705 4332 61 24 86 102 15 78
Mountain 512 512| 8656 8387 4436 4288| 01 32 33 47 14 15
Pagific 507 574| 11607 10927| €028 6277| 39 3 104 104 00 39
Price
Luscury B9  604| 15285 146g0] ga.18 o1s8| 41 41 B2 48 14 G5
Upscale: 580  534| 10580 10198 5002 5445| 48 38 BE 103 14 B4
Midprica 517 492| 8022 7685 4147 3773 50 46 29 101 01 5.2)
Ecanomy 405  47.3| 5853 G606 2ROE 2644] 45 44 0E 8O 05 43
Budget 522 503| 4760 4526 2483 02274| 38 53 92 82 09 29
Location
Urban 849 627| 15538 14873 10080 0321| 35 45  B1 98 16 i
Suburban 5686 538| 8523 8205 4825 4420 581 39 92 a7 05 5.6
| Airport 623 598| 90895 8736 5667 5222 a2 41 85 a9 03 4.6
Interstate 484 470\ 7016 6779 3465 3188 51 35 B8 892 03 55
Resart 558  535| 12507 11800 7025 63.18| 43  &7 113 114 01 44
Small Metro Town 474 451| 78B1 7423 3841 3347| S1 35  BE 94 05 57
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EASI Demographics

= Interactive desktop
software that
summarizes key
resident demographics
by geographic unit or
mileage rings.

= Runs around $1,000.

= Easidemographics.com

Demographics Report & Analysis (1/1/03)

Ciy Name
City Code

State Name:
Area Code:
Dreaiinant Profile

Dem: Population (1/1/2003)

Demn: Sequare Miles
Deeny: Population Densaty:

Deens: Population {4100

Diem: Population (4/1/2000):

Dea: Populaticn (171/2008):

Diean: Population Growil 13/ 2004)
Demy: Population Forecast (2008 2003):
Dens: Housebold Growh (2003/2000):
Deu: Household Forecast {2008 2003);
Drern: Houscholds (4/1/1990)

Dem: Households (471 2000)

Dem: Households (171/2003)

Dem: Households (1/1/2008)

Dremn: Household, Average Size:
Dem: Fa
Diem: Now-Fasuily

Demy: Families:

Dem: Famuibies, Mammed :

Dem: Other Families:

5, Male Howseholder, No Wife Present
Deny: Onher Families, Female Houscholder, No
Husband Presens:

Diem: Families. Married with Children Us 18:
Diem: Families. Marmied with No Children Under 15:
D Other Families. Male

Wife Present with Children Under 18:

Dem: Other Familses, Male Householder, No

Wife Present with No Children Under 18:

neholder, No

Dem: Other Fasalies. Female Householder, No
Hu dren Under 18
Diezn: Onher Fasmalies. Fensale Houscholder, No
Husband Present with No Children Under 18

band Present witly Chil

Dem: Non-Famuly Households:
Demy: Non-Family Households, Male Householder:

Dieny: Now-Fanuly Howseholds. Fenale Howseholder:

Dem: Pogulation, Urbas
Dem: Population. Rural :
ale :

Dem: Pogulation,

BRANSON, MO
2007966

MISSOURI

a7

Servies Employment

Value

6,031

386
4529

1,502

2,781

The Right Sive - Pro Ed.

Eay Analytic Software. Inc
541 Benigno Bowlevaed Bellmaws, NJ 08031 T phone 856 931 5780 fax 836 931 4115

EASI
EASI Rank
Score  (of 21249)

C 10,625

D

C o642

C 10,960
A 2754
B 4,678
A 2345
[ 10,919
C 10,331
E 19,586
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Woods and Poole

= Demographic
population data by
county, MSA, state,
etc.

= Interactive software
runs around $2,000.

= WoodsandPoole.com

A Woods & Poole Economics, Inc. County forecasts to 2030 of employment, population,

icrosoft Internet Explorer

File Edt view Favartes Tools  Help

Qu- O HRAG

) search 5 ¢ Favorites {54}
7 Ia o)

-JpEY B8

acidress [ €] Hetpsfjomom woodsandpoale camy

v Blen ks X @ - e print Fedex kinke's | o

Google - |waods 2nd Pacle v |G| search ~ @  §2 Ehstéblocked | ¥ Check ~ I LookForMap ~

@~ @ | 59 Welcome Towr ¢ Choose Buttons  [=IMail ~ (e} Get Yahoo! Messenger cantrals= (1 My Web~ [Jf] Bookmarks~ [ Sian Gut

NEF - @+ R rolkiifestyle Selactor || Search Wb+ 7

[ options & [§] woods  [§] Poole

Wo0DS&POOLE
ECONOMICS

H WASHINGTON D.C

COUNTY FORECASTS T02030

DATA FOR YOUR COUNTY OR METRO AREA | DATA FOR ALL COUNTIES AND METRO AREAS IN YOUR STATE

DATA FOR ALL COUNTIES AND METRO AREAS | ORDER PRODUCTS | CONTACT US

COUNTY FORECASTS TO 2030

More than 900 economic and demographic variables for
every state, region, county, and Metropolitan and
Micropolitan Area in the U.S. for every year from 1270
to 2030, This comprehensive database is updated
annually and includes detailed population data by age,
sei, and race; employment and earnings by major
industry; personal income by source of income; retail
sales by kind of business; and data on the number of
households, their size, and their income. All of these
vatiables are projected for each year through 2030

Includes New MSA and Micropolitan Definitions

QL

b .ﬁnu

WOODS & POOLE ECONOMICS,; INC.

YWoods & Poole Economice, Inc. ig an independent
firrn that specializes in long-term county economic
and demographic projections. YWoods & Poole's
database for every county in the U 5. containg
projections through 2030 for more than S00
variables. Each year Woods & Poole updates the
projections with new historical data. The
projections are sald in printed books and in
spreadsheet files on CDO-ROMS. Woods & Poole
has besn making county projections since 1983

Woods & Poole Economics, Inc.
1794 Columbia Road N.WY. Suite 4 =
Washington, DC 20003-2308

Phone: (H00J786-1915  Fax: (202)332-6455

ECONOMICS

$# WASHINGTON D C &

® 2003 Woods & Poole Exonarics, . A1 Reserved. All prices in 1. dllars. Prices and availibiliry subject to it ntice. Woods &
D

w&l Poele products e provided subject to all teome ond conditions of the Woods & Poole Bnd User License Agreement inchiding vearenty Limitations and

DS giscluimes.

WOODS&POOLE

&] Done

4 Internet
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Economic Indicators Dashboard

KEY U.S. ECONOMIC INDICATORS

Quick one-stop shopping
summary of industry KPlIs.

Presented in a concise set
of charts & graphs.

Published monthly. : v
Runs around $300 per year. .
[ Y AVAVM—/ \
o= || [ WAV

BubekBph
BELEERRY




Trend Tracking

The TrendWatch

A CORPORATE EXECUTIVE BOARD Company

COOL HUNTING
trend

watching 13‘/‘
Lom tultivewaves:

BE FIRST FASTER

SPINQUUISE.COM

YOUR ESSENTIAL FIX OF ENTREPRENEURIAL IDEAS

_J T |NTELL[G ENCE converting cultural shifts into opportunities

TREND

SUPERCHARGE INNOVATION
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News Aggregators

* Flipboard
o Zite
 Pulse

Google.com/Think

Google [ search |

Homs  ndusites  Mametng Otyerives A4 Types Perspecives O

Personalized News for your Android phone




= FREE Travel Industry
Newsletter.

= Just register at our
website:

= H2RMarketResearch.com

April 2011 VOLUME X

In This Issue: Y
® Smart Destinations Survey Shows Travelers’ Definition of Value
*Gross Domestic Product Will Expand at a 3.3 Percent Pace in 2011
®Spain’s Tourist Industry is Getting a Much Needed Boost
sAirTran Merger “Imperative”
oSurging Oil Costs May Harm Recovery in Travel Sector
oNew Ships, New Excursions for Alaska Cruise Passengers
*CTO Reports 4 Percent Increase in Caribbean Tourism in 2010
eAnd, Much More

SMART DESTINATIONS SURVEY SHOWS TRAVELERS' DEFINITION OF VALUE. Consumers are looking for value when they travel and they're
expanding their definition of value, according to a survey by Smart Destinations, which produces Go City multi-attraction passes. Travelers also
rated their most trusted sources and people came first. Ninety-two selected recommendations from friends, 70 percent chose online searches,
53 percent selected online reviews from other travelers, and 50 percent named travel books. They also defined value, which now goes beyond
hotels and airfare and includes attractions, as well as savings in time and added convenience. The survey, which includes responses from more
than 500 U.S. travelers, shows that consumers take their vacations seriously, seeking advice, conducting online research and actively looking for
deals. Today's travelers engage in an extensive research process, which often takes place over several months and includes numerous and varied
information sources. Seventy-five percent say they try to get discounted admission in advance if there is a specific activity they want to do on
their trip. Ninety-five percent of respondents would buy admission in advance if they could "skip the line" at popular attractions. Forty-six
percent of respondents would pay more than the retail price to eliminate waiting in line. Travelers also indicated that promotions and sales,
specifically those offering a 25 percent discount or greater, are key purchase triggers. Ninety percent said they would pre-purchase attraction
tickets for a 25 percent discount and 92 percent of travelers would buy bundled admission of three to five attractions at once for a 25 percent
discount. (Source: Travel Pulse, 3/7)

GROSS DOMESTIC PRODUCT WILL EXPAND AT A 3.3 PERCENT PACE IN 2011. Up from the 2.6 percent rate forecast in November. Consumer
spending, business investment and exports will also increase more than previously projected. This update, along with recent data showing
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H2R Market Research
IPhone App e p—

r market
research

= FREE travel & tourism
newsletter application.

= Available on iTunes.

= T:48 PM =

Carrier = 348 PM
2011 VOLUME X ISSUE 2 >
lerry Henry
r RS 2011 Volume X Issue 1 >
2010 Valuma IX Issus 12 >
HER Markel Fesssrch it & research and consulirg F 20110 VOLUME IX 1SSUE 11 >
firrm senving The Irawed and founsm, leisee,
heafthcane, and retail sendce indusines among
othsees Tor more than 20 years Dctober 2010 Volume DI 1ssue 10 ¥

Wi afe a Rull-Barics resesrch rEdder spodialising
in custamized reseanch sclutions that fit within your SEPTEMBER 2010 VOLUME IX ISSUES >
desired budget and timelne. Ouw team offers
affcedabde, accurate and actionable reseanch for
companigs of Al shapes and sizes

August 2010 VOLUME IX ISSUE 8 ?

By pamneing with your leam we can hel jou Snd ek AR REE e G e T .
HZA Market Research

Thi by Iyt ozl B ks yorur Bissiness haading
in the right dinection.

417.8BE8.0383




Follow Me on Twitter
Q@H2RMktResearch

twitter¥

relevant news stories
covering:

= Travel & Tourism

= Consumer Demographics

= Industry Trends

Ji
Disney changes obesity exhibit after complainis

today.msnbc.msn.comvid/456591027
L
= Social Trends
RT @travelpulse: Universal Resort to Reopen Enhanced Spider-Man
Adtraction ow.ly/90WKP @visitorlando @UORnews #Spiderman
. . kidtrave
= And/or Anything | think

Jerry Henry
RT @MMGYglobal: [Hoteliers] Are you ready for the year of socia

May be of Interest.
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Inexpensive
ways to
conduct
primary
market

research




E-Surveys

Not pop-up surveys.

Leverages assets you already own.

Can target customers, prospects or non-
visitors.

Inexpensive survey tools available.
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Pros and Cons

ADVANTAGES

= Cost
= Speed
= Visual Images
= Less Intrusive
= Verbatim Responses

= Sample Size

DISADVANTAGES

= Vast majority of travelers have email,
but not all.

= Inability to control exactly who takes
the survey.
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Examples of E-Survey Applications

Visitor Satisfaction/Profiles .
Ad Testing .
Proposition Testing .
New Product Evaluation .
Non-Visitor Studies .
Brand Perception Research .
Brand Health Tracking .
Behavioral Studies -
Habits & Practices -

Market Segmentation

Market Segmentation

Consumer Attitude & Opinion
Constituent/ Members Surveys
Political Issue Evaluations

Pain Point Surveys

Inquiry Conversion (Supplement)
Ad Effectiveness & ROI

Bulletin Boards

Online Focus Groups
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List Sources

Inquiry Databases
Welcome Center Registries
Newsletter subscribers
Hotel Guest Lists
Sweepstakes Entries

Professionally Managed Email Panels

...and once the asset is created, it can be used many times.
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._-E| Wl‘ . ey, we'd like to ask you a few geﬂaﬂ mmw

Do you have any of the following types of medical insurance? Please select all that apply.

Medicare Advantage

Medicare Supplement Insurance
HMO

PPO

POS

Other/I do not know

Mone of the above

Which of the following types of cigarettes do you smoke most often?

-

In which of the following areas do you work?

-
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Staying Inside Versus Going Outside

= Professional help wordsmithing = Fast
= Allows multiple skip patterns = Inexpensive
= Can embed visual/audio files = Good for small projects with straight
forward business needs, e.g. do you
= Collect unlimited open-ended like this or that?
responses

= Multiple banner points evaluated

= Compare & contrast to industry norms
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Reduce the Sample Size

= Smaller sample size typically
reduces the cost.

= Large enough to do the job. (
= Too large of sample is a waste. _
= Number of banner points needed? - x
= Rule of thumb n-size. ’\\ -
= But, fewer are often enough to ——
-

make a good decision.
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Relationship Between N-Size & Margin of Error

(3.8416 x (0.5 x (1-0.5))
Margin of Error = n (sample size)

Sample Size Margin of Error
300 +/-5.7%
383 +/- 5.0%
400 +/- 4.9%
500 +/- 4.4%
1000 +/-3.1%
2000 +/-2.1%

Tripling sample only cuts MOE by half



Keep Looking

= No standard pricing in market
research.

= Prices vary dramatically for
similar services.

= If you think your research
vendor is too high, keep
looking
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Fewer Qualifiers

= Fewer parameters lower cost.

= Targeting the right
respondents is important.

= But, small incidence rates
translate to extremely
expensive research studies.
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OPM: Other People’s Money

= Find others with a similar target to share
the cost of the research.

= Consider other divisions in your
organization- or other attractions or
organizations in your region.

= Attractions
= Hotels

= Airports

= Restaurants

= Chamber of Commerce

= Festivals or Events
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Annual Survey Weighted by Season

= Conduct your survey only
once a year instead of
daily/weekly/monthly.

= Randomly select visitors from
all seasons of the year to
avoid timing bias.

= Allows you to conduct fewer
surveys and save money.

= But, also reduces your guests
ability to accurately recall
specifics.
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Research Templates

I = Get the research results, skip the
& g consultant fee.
/o LT T R
& - | ¢ - % = Set of Excel worksheets including the
O questionnaire, legend, input file, data
AR | e tables and charts that automatically
" NE ¢ Y process information.
. N > \
Bt @ f.,“ A = “Research-in-a-box.” Standard reports

for less money.

= Easy & inexpensive, but not
customizable.

= Just collect and input the data.
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12

Key Elements

Methodology & Sample Size

* Random selection is key.

Questionnaire

* The key elements are similar by type of
study.

Input Form & Legend

& * Code and input the data correctly & the
calculations are automatic.
= Tables & Charts
s

= Tables and charts are automatically
generated.
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2006 "City" Visitor Profile
Survey Results

Destination Visitor Profile

2005
Results
1 Sample Size by "City” Location
Airport |
Aftraction 1 123]
Attraction 2 125§
Hotels 273
Travel Information Center 554)
CVB/ Chamber Website &1
Toral 1187
2 Last Visit to "Kentucky City"
First-Time Visitors 252
Earlier this year 19.0
Last year ar
Inactive 47 1
2 years ago 4.3
3 years ago 138
4+ years ago 20.0
3 No. Previous Visits 303
4 Purpose of Trip
Pleasure 70.6%)
Using "City” as a base for Other Town 39
On vacation 13.2
En route to/ from Somewhere Else 184
Passing Through 6.3
Visiting Friends! Relatives 103
Visiting Attractions™ 10.4
Other 8.1
Personal 12.8%)
Wedding 1.0
Reunion 14
Visiting Friends/ Relatives 0.9
Passing Through 4.2
Other 55
Business 16.6%)
Attending Conference 4.4
Sales Calls 23
Visit Local Office 0g
Passing Through 4.5
Other 45
Don't Know
5 Party Composition
Familiss with Kids 218
Grandtrippers 34
Families 24.9%
Couples 398
One Adult &1
Two Adults 115
3+ Adulis 12.9
Adulis 72.1%]
Other 2r
6 Party Size 296
7 Age of Party 49.0
Under 4 25
41 78
1217 57
18-24 41
25-34 107
35-44 17.6'
45-54 19.4
55-64 7.7
65-74 128
75+ 18

Last Visit to Destination

First-Time Visiors

Inactive
40%

Last year
20%

Purpose of Visit

Personal Business
0% 0%

Fizzcure

80%

Party Composition

Other

Age of Party Members

S5+ years

13%

0%
Aduits
0% A Under 18 years
7%
Families
0%
18-34 years
19%
Stay Overnight in Destination Type of Accommodations
Day-Tripper Friends/
2 Fslatives
25%
Other
Camoground 25%
28%

Stayzd Qvemight
8%

25%

70%

Specific

Attractions’ Market Share

80.0%

40.0%

200%

0.0% 0.0%

Specfic  Specfic  Specfc  Specfic Specific  Specfic

Aftraction  Atraction Afiraction Attracfion Atiraction Afiraction  Atfraction

2 3 4 5 Ll T

Destination Ratings

Dverall Valueforthe  Hospitality!  Likely to Retum Likely to Retun

Satisfastion Money Friendiness ity

indyrs
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Consumer Discussions

Focus groups can be
expensive.

Chatting with your customers
is not.

Just need a warm, endearing
staff member with a curious
nature.

The power of “why?”
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Online IDIs/Triads/Quads

= Online focus groups are less
expensive than traditional.

= No travel expense for clients
& research team.

= Fewer groups because of
broader inclusion of
geographies.

= More appropriate state of
mind.
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Online Bulletin Boards

Jane Smith (Moderator)

My name is Jane Smith and I'm going to be your moderator for this discussion =
-
Over the next few days we're going to discuss your current cell phone plan, and I'm going to show you some new ad campaigns we're going 3

to run to tell people about cur offerings.

} Info
Let's start by you telling me a little about yourself! !
| g Reply | (@) Question Settings
Johnny Smith March 21, 2010, 5:36 PM T’_?
Mv name ic Inhn and | live in Seattle, Washington. My wife and | have two kids, Tim and Shane. They're 11 and 14. :
2,
30 seattle, i'm the manager of operations. | like the job because it allows me to see all sorts of great shows - i
ual Boar -~ ce to work and | really like it! Fop=—
bl b _ Info
el e for work, and one for persenal. It's kind of clunky, but it works! =
0 Content Tags 0 Backroom Notes (x| Edit

_example@examp\e.mm TPy i‘?
- |

~—

Info

 ————————————

Login (/| 0 Content Tags ||| 0 Backroom Notes ([ | Edit

Another two-way
communication qualitative
tool is online bulletin boards.

Participants log-in and
respond to questions you’ve
posted along with follow-up
probes.

Can include images, video,
audio, etc.
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Vigitor Profile Types of
.. i Market
Advertising Effectiveness Research

Studies
DMOs are
using today.

Brand Awgreness & Perception

New Product Testing
Ad Testing




Studies to Consider

Geographic Distribution

Visitor Profile

= Post cards mailed back

= Capture email addresses as you go ﬁl
= Pool email addresses at end of the year Ih\ )
= Intercept study L #

= Purchase a syndicated study /f..f* I|

Advertising Effectiveness or Conversion

Market Segmentation

Ad Testing u

Brand Perception or Brand Health Studies
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Innovative New Tools to Choose From

= Digital Ethnography
= Shop-a-longs

= Campfires

= Online Focus Groups

= Online Bulletin Boards

= Social Listening

= Predictive Analytics/Big Data

= Comments/Complaints
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Other Tricks of the Trade

= Zip Code Conversion Assessment. Map geographic
distribution.

= BDI or Brand Development Index. Fish where the
fish are biting. Are you advertising in the right
markets?

= Marketing Hook Evaluation. What marketing hooks
really drive visitation to your destination? Are
the images you show in your ads increasing your
business?

= Multivariate Statistical Analysis. Choice drivers,
factor analysis, cluster analysis, regression, etc.
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Summary

The game has changed.

But, understanding your visitor does NOT have to be expensive.

Develop an inexpensive secondary research library.
Conduct e-surveys.

Consider smaller sample size, when applicable.

Get bids from alternative vendors.

Execute fewer qualifiers.

Share the expense. Use OPIVI.

Do an annual survey and weight the data.

Employ standard research templates.

Talk directly to your destination’s visitors.

Use the research you conduct.
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Key Takeaways

Research does not have to be expensive.
Given the speed of change, its never
been more important to understand
what makes your visitors tick.

Develop a deeper understanding of your
visitors’ needs so you can evolve with
them.

Share & discuss the implications of your
research findings with your team.

Use the research you conduct.
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Questions?




Jerry Henry

President & CEO
H2R Market Research
Springfield, MO 65804

r market
research

jhenry@h2rmarketresearch.com

, @H2RMktResearch Jerry Henry Linkedm_!
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