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“Supposing is good.
Finding out is better.”

‐Mark Twain



3

Overview

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

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

What different types of consumer 
insight you may want to consider.



4

Why Should I Invest in Research?
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Consumers have 
changed.

We need to know how 
the consumer’s 

evolution has impacted 
their decision journey 

& choices. 
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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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Advertising is expensive.
Missing the target even by a 
fraction can be disastrous.
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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.



10

Customer research helps us:
Understand what 
needs, wants & 
desires customers 
are trying to 
satisfy.

.
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Research data enables us to:

Evaluate how 
important these 
needs, wants & 
desires are to 
customers.

.
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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.

.
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Why Some Do Not Use Research?

• “I don’t think I can afford it.”

• “Always done fine without it.”

• “I already know what it’s going to say.”

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

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

• “I don’t know who to call.”

• “Our customers never change.”
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How Can I Conduct 
Some Cheap Research?
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Is That Really the Right Question?
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How Can I Conduct 
GOOD Research as 
INEXPENSIVELY 
as Possible?
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Secondary Research.  
See if someone else has already answered this question for you.
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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
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Great Resources with Broad Information
▪ Pew Research Center

▪ Gallup Poll

▪ Harris Interactive

▪ Big 3 TV Networks

▪ USA Today

▪ U.S. Census Bureau

▪ Harvard Business 
Review

▪ Others
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Other affordable secondary 
research sources…
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Travel Smart News

▪ Travel news stories at 
your fingertips each 
morning.

▪ No more searching.

▪ No digging.

▪ Email Brian London at:

▪ BrianLondon
@travelindicators.com
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Travel Industry Indicators

▪ Summary of Key 
Performance 
Indicators (KPIs)

▪ Published 10 times per 
year.

▪ Runs around $100 per 
year.

▪ Travelindicators.com



26

U.S. Travel Association Insights

▪ USTravel.org

▪ Free to Members
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Portrait of American Leisure Travelers

▪ MMGY
Formerly Y‐
Partnership

▪ Runs around $2,000 
per year.

▪ MMGYGlobal.com
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Smith Travel Research
Lodging Outlook Newsletter

▪ Monthly Report/ 
Weekly Updates.

▪ Runs around $2,000 
per year.

▪ STRGlobal.com
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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
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Woods and Poole

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

▪ Interactive software 
runs around $2,000.

▪ WoodsandPoole.com
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Economic Indicators Dashboard
▪ Quick one‐stop shopping 
summary of industry KPIs.

▪ Presented in a concise set 
of charts & graphs.

▪ Published monthly.

▪ Runs around $300 per year.

▪ H2RMarketResearch.com
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Trend Tracking
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News Aggregators

• Flipboard
• Zite
• Pulse
• Google.com/Think
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▪ FREE Travel Industry 
Newsletter.

▪ Just register at our 
website:

▪ H2RMarketResearch.com
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H2R Market Research
iPhone App

▪ FREE travel & tourism 
newsletter application.

▪ Available on iTunes.
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Follow Me on Twitter
@H2RMktResearch

▪ Daily re‐tweets of 
relevant news stories 
covering:
▪ Travel & Tourism
▪ Consumer Demographics

▪ Industry Trends
▪ Social Trends
▪ And/or Anything I think 
May be of Interest.
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But, sometimes secondary 
research just isn’t enough.
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Inexpensive 
ways to 
conduct 
primary 
market 
research



39

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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Staying Inside Versus Going Outside

▪ Professional help wordsmithing

▪ Allows multiple skip patterns

▪ Can embed visual/audio files

▪ Collect unlimited open‐ended 
responses

▪ Multiple banner points evaluated

▪ Compare & contrast to industry norms

▪ Fast

▪ Inexpensive

▪ Good for small projects with straight 
forward business needs, e.g. do you 
like this or that?
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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?

▪ 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))
n (sample size)Margin of Error =√

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
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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

▪ Get the research results, skip the 
consultant fee.  

▪ Set of Excel worksheets including the 
questionnaire, legend, input file, data 
tables and charts that automatically 
process information.  

▪ “Research‐in‐a‐box.” Standard reports 
for less money.  

▪ Easy & inexpensive, but not 
customizable.

▪ Just collect and input the data.
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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
▪ Tables and charts are automatically 
generated.
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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

▪ 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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So, what 
research 

should you be 
doing?



Visitor Profile
Advertising Effectiveness

Consumer 
Segmentation

Geographic Distribution

Inquiry Conversion Consumer 
Mapping

Brand Awareness & Perception
Non-Visitor 

Assessments

New Product Testing
Economic impact

Ad Testing Competitive 
Analysis

Types of 
Market 
Research 
Studies 
DMOs are 
using today.
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Studies to Consider 
▪ Geographic Distribution

▪ Visitor Profile
▪ Post cards mailed back

▪ Capture email addresses as you go

▪ Pool email addresses at end of the year

▪ Intercept study

▪ Purchase a syndicated study

▪ Advertising Effectiveness or Conversion 

▪ Market Segmentation

▪ Ad Testing

▪ 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 OPM.
• 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

1. Research does not have to be expensive.
2. Given the speed of change, its never 

been more important to understand 
what makes your visitors tick.

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

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

5. Use the research you conduct.
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Questions?
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Jerry Henry

President & CEO

H2R Market Research

Springfield, MO  65804

jhenry@h2rmarketresearch.com

@H2RMktResearch Jerry Henry


