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The Research

 Component of 2007 research program:

 Image and advertising accountability/ROI research

 New ad campaign

 Spring/summer launched in March; fall/winter in September

 Spring/summer national; winter national with DMA heavy-ups

 segments: Affluents, Actives, Matures, Families, Couples.

 Elements:

 TV

 radio

 print

 web banners
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The Research

 Purposes of research:

 measure the effectiveness of the campaign

 estimate ROI yielded

 through image analysis, provide input into future campaigns

 Method

 2 internet surveys after campaign conclusion; conversion survey

 Fielded in October ‘07 and May ‘08

 Representative samples of panel

 in ad markets

 25 minute survey

 Conservative estimates

 Proven method
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Awareness of Colorado’s Ad Campaign

Aware of Any Ad

(41%)

Unaware

(59%)

Total Aware = 84.0 Million



5

Mean Frequency Recalled 
by Medium

5.2

2.2

1.5

0.9
0.6

1.5

0

2

4

6

Across All 
Media

Print Net 
Broadcast

TV Radio Online

M
e

a
n

 F
re

q
u
e

n
cy

Across All Media = 5.2 Exposures



66

Any ad Net Print Net  

Broad- 

cast

Radio TV Online
0

5

10

15

D
o
lla

rs

$5.82
$4.92

$6.48

$3.30

$9.19

$6.60

Cost per Thousand Exposures*
by Medium

Media Budget

Print $3,978,000

Online $3,242,000

TV $2,752,000

Radio $770,000
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Impact of 2007 Campaign on Colorado 
as Unaided Dream Destination*
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*Spontaneous mentions of Colorado among North American destinations  ñwould enjoy visitingò.

**Saw at least one ad.
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Impact of Campaign On Overall Image: 

“Would Really Enjoy Visiting Colorado”

*Saw at least one ad.
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Relative Importance

Exciting
Adult Atmosphere

Family Atmosphere
Unique

Worry Free
Sightseeing

Popular
Climate

Luxurious
Sports and Recreation 

Affordable
Entertainment

Skiing

Travel Motivators — What’s Important in 
Getting on the Destination Wish List

ÅA measure of the degree of association between each factor 

and whether a destination is a place ñI would really enjoy visiting.ò

Importance
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Most Important
Individual Dimensions

1. A fun place for a vacation

2. Must see destination

3. Unique vacation experience

4. An exciting place

5. Good for adult vacation 

6. A real adventure

7. Good for couples

8. Good place to relax

9. Interesting small towns/villages

10. Good for families



Impact of Advertising on Colorado’s 
Image
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Percent Who Strongly Agree

Aware* Unaware 11
* Exposed to least one ad



Attributes On Which The Campaign Had 
The Greatest Impact
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Attributes On Which The Campaign Had 
The Greatest Impact (Cont’d)
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Warm, friendly people

Lots to see and do

Good weather in the spring

Excellent climate overall

Excellent hunting

Interesting place

An exciting place

A real adventure

Great for a winter trip

Difference in Percent Who Strongly Agree
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Ad Exposed and Not Exposed



Attributes On Which The Campaign Had 
The Greatest Impact (Cont’d)
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Good for families
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Difference in Percent Who Strongly Agree
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Net Difference Between

Ad Exposed and Not Exposed
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Intend to Visit Colorado
on an Overnight Trip
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Intended Person-Trips 
Due to Advertising

Jun. to Dec. 31 ó08 2,710,000

Jan. 1 ó09 to Mar. 31 ó091,090,000

Apr. 31 ô09 to Jun. 30 ó091,863,000

After Jul. 1 ó09 2,080,000

Total 7,743,000
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Impact of Advertising on 
Overnight Trips Taken to Colorado
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*Exposed to at least one ad.
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Overnight Trips to Colorado Due to 
Advertising

Total 2007 Conversion (15 months) 5,973,000 Trips
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Trips/Visitor Expenditures Influenced By 
Campaign

Influenced by Campaign

6.0 Million Visitors

$2.1 Billion Spending

(18%)

Colorado Trips Apr. ó07ïJun.ó08 = 33.9 Million (est.)

Trip Expenditures Apr. ó07ïJun.ó08 = $11.9 Billion (est.)

Other Trips

27.9 Million Visitors

$9.8 Billion Spending

(82%)
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Spending/Taxes Returned 
Due to 2007 Advertising

ÅSource: 2007 Colorado Visitor Study

Total Visitors 5,973,000

Visitor Spending/Trip* $348

Total Spending Generated $2,078 Million

State Taxes Generated $62.4 Million

Local Taxes Generated $76.9 Million
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The Bottom Line: Campaign ROI

Advertising expenditures $10,742,000

Visitor Spending per Ad Dollar $193

State Taxes Returned per 

Ad Dollar Invested                            $5.81

Local Taxes Returned per 

Ad Dollar Invested                           $7.15

Total Taxes Returned per 

Ad Dollar Invested                        12.96

Estimated ROI (2005 White Paper)* 10.70

*Estimated ROI based on media budget of $14.5 million ïSource: ñFunding Coloradoôs Tourism Promotion: A White Paperò. LongwoodsInternational, August, 2005
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Population Exposures Delivered —
Actual vs. Optimum
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Conclusions and 
Recommendations



2626

Conclusions and Recommendations

 Coloradoôs 2007 tourism ad campaign was successful:

 strong ad awareness

 slightly higher brand awareness

 improved perceptions

 6 million incremental visitors 

 $2.1billion spending

 potential carry-over impacts

 7.7 million potential trips
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Conclusions and Recommendations

 Still room to grow:

 moderate correlation between frequency and activity

 mean/median well below maximum

 could repeat with same budget

 For these reasons, we can recommend 

continuation



Conclusions and Recommendations

 General communications lifts

 moving needle of hot buttons

 could be stronger

 The print and internet components 

 top drivers of success

 effective on their own

 consistently part of top combos

 print  most cost-effective

 support continued use 
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Conclusions and Recommendations

 Broadcast:

 reasonable job at generating recognition and frequency

 TV cost per exposure vs. radio

 Inflection issue

 Consider exploring how to make more effective and 
efficient:

 creative, message content or something else?
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In Summary

 Campaign a success

 Substantial incremental business

 More than paid for itself in taxes

 A few tweaks to improve
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