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Evaluating Michiganès Tourism 
Advertising Campaigns

¼ Longwoods International has been tracking Michiganôs tourism 

advertising campaigns annually since 2004 with the following 

results:

Advertising 
Investment
(Millions)

Trips 
Generated

New Visitor 
Spending
(Millions)

State Taxes 
Generated
(Millions) ROI

2004 $    3.52 990,000 $       164 $    11.52 $           3.27 

2005 $    3.39 889,000 $       165 $    11.60 $           3.43 

2006 $    6.22 698,000 $       188 $    13.11 $           2.11 

2007 $    6.85 1,255,000 $       287 $    20.12 $           2.94 

2008 $    6.37 1,137,000 $       270 $    18.92 $           2.97 

Total $  26.35 4,969,000 $    1,074 $    75.27 $           2.94 
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¼ Longwoods was again engaged to evaluate the 2009 campaign which

consisted of:

¼ Continuation of the Pure Michigan advertising campaign in regional 

markets:

¼ Chicago IL, Cleveland OH, Southern Ontario, Cincinnati OH, St. Louis MO, 

Indianapolis IN, Columbus OH, Milwaukee WI, Dayton OH, Akron OH and 

Canton OH.

¼ $4.4 million ad expenditure

¼ The launch of the Pure Michigan campaign nationally.

¼ $7.8 million ad expenditure

¼ Made possible by one-time total marketing budget of $30 million

2009 Spring/Summer Campaign
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¼ The purpose of this research was to provide:

¼ strategic insights about the image of Michigan and its key 

competitors with respect to key destination choice factors;

¼ an evaluation of the impact of the 2009 campaign on:

¼ short of sales measures:

¼ advertising awareness, image

¼ bottom line measures

¼ travel to Michigan

¼ traveler spending in Michigan 

¼ state and local taxes related to that spending 

¼ short term return on the advertising investment (ROI) 

¼ future impact

¼ planned trips to Michigan in 2010

Research Objective
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¼ Representative samples of adult travelers residing in the U.S.

¼ óTravelersô means respondents had taken a day and/or overnight 
pleasure trip anywhere in the past 3 years and intend to take another in 

the next 2 years.

¼ Three studies were conducted via a major online consumer panel 

which is demographically balanced to represent the U.S. population.

¼ A pre-campaign study and post campaign study conducted in the spring 

and summer of 2009

¼ 1503 individuals responded to each of the pre and post waves from the 

national market for a total sample size of 3,006

¼ A benchmark study conducted in the fall of 2009

¼ 1,594 individuals responded to the research from Michiganôs regional 

marketplace

¼ 1,500 individuals responded to the research from the rest of the nation for a 

total sample size of 3,094.

¼ At the 95% confidence level, the margin of error is +/- 2%

Method
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¼ The questionnaire content of all three studies addressed three key areas:

¼ Michiganôs Image as a Travel Destination

¼ Respondents rated Michigan and selected competitive states across an extensive list 

of characteristics or attributes.

¼ Travel to Michigan

¼ Respondents reported the number of day and overnight trips they took to Michigan 

during and shortly after the advertising campaign.

¼ Advertising Awareness

¼ Individual ads from the 2009 campaign were exposed and respondents reported recall 

of each.

Questionnaire
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¼ ROI calculation:

¼ The Longwoods R.O.EYEÊmethod quantifies the relationship between

awareness of campaign elements and trip taking.

¼ A baseline measure is generated to estimate the level of visitation that

would have occurred in the absence of advertising activity.

¼ Using the principles and techniques of experimental design, we control for

the effects of internal and external factors that could otherwise influence

the result.

¼ Conservative approach:

¼ In addition, backing out trips by individuals who are aware of the

advertising but would have come anyway, we take a number of

conservative steps in our approach and analytics to ensure that our

projections are reasonable, for instance:

¼ Although we have ample evidence to suggest that advertising can generate

multiple trips by an individual, we count only one trip per respondent.

¼ We expose respondents to actual copies of the ads being evaluated to ensure

that the impacts we discover are not related to non-state advertising.

Analytics



Creative
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Regional Creative äOutdoor



Regional Creative äPrint
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Regional Creative äPrint
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National äTV



Pre-Post Study Highlights



Background

¼ In 2009 , Travel Michigan rolled out the óPure Michiganô 

advertising campaign nationally with the objective of ranking 

Michigan in the top three Midwest states for consideration as a 

leisure travel destination by selling óthe Michigan experienceô. The 

campaign ran from the beginning of April to the end of June 2009.

¼ A pre and post-campaign study was conducted by Longwoods 

International to measure changes in Michigan advertising 

awareness and imagery coincident with the national campaign. 
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Summary Findings

¼ Prior to the launch of the Pure Michigan campaign,  Michigan was 

tied for third place among key competitor states in terms of top-of-

mind advertising awareness.

¼ After the campaign was completed,  Michigan's top-of-mind recall 

moved to number one!

¼ All measures of advertising awareness significantly increased 

over the campaign period. The key Unaided Awareness 

component increased almost five-fold by the end of the campaign.
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Summary Findings Continued

¼ Strong post-campaign lifts in Michiganôs image as a travel 

destination were achieved with the campaign, particularly on the 

key experiential dimensions pertaining to: outdoor/scenic 

offerings, suitability for family, people friendliness,  

relaxation/recharging opportunities, quality of dining/lodging, and 

value for money. 
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Unaided Recall of Advertising for MICHIGAN
and Competitive Destinations

äTop-of-Mind
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Unaided Recall of Advertising for MICHIGAN
and Competitive Destinations
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Summary of MICHIGAN Advertising Awareness
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Image of MICHIGAN
äAware vs. Unaware of Advertising (Post-Campaign)
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Image of MICHIGAN
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MICHIGAN Image Lift
äPost vs. Pre-Campaign
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Benchmark Study Findings



Travel Motivators & Hot Buttons
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¼ Longwoods takes an innovative approach to profiling the factors that 

motivate travel and destination choice. 

¼ Direct questioning of respondents on this subject can often lead to 

misleading answers. Respondentsô answers tend to favor rational over 

emotional ideas because they are easier to call to mind and articulate.

¼ Longwoods, therefore, takes an indirect approach to uncovering these 

motivators.  

¼ Through predictive modeling analytics, we get below the surface and uncover 

the true factors that drive overall ratings of destination appeal and choice. 

Travel Motivators



27

¼ Respondents are asked to rate selected states across a robust list of 

destination attributes or characteristics. 

¼ The statistical correlation between each attribute rating and the overall 

rating for being ñA place I would really enjoy visitingòis then 

calculated.

¼ Attributes showing strong correlations are strong predictors of destination 

choice and those with the highest are the óHot Buttonsô that should be 

included in the communications messaging strategy .

¼ Travel Motivator factors reflect the aggregated importance across 

related attributes.

The Indirect Approach



Travel Motivators and Hot buttons

¼ In both the regional and national markets the most important 

factors driving destination choice are a sense of excitement with 

the perception of lots of unique things to do for adults and kids.

¼ The hot button messages that the advertising needs to be 

delivering are that a trip to Michigan is fun and exciting for the 

whole family, that Michigan offers a unique experience and has 

lots to see and do.
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Regional Travel Motivators
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Regional Hot Buttons
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National Travel Motivators
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National Hot Buttons
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Michiganès Image
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Michiganès Image

¼ To obtain travelersô perceptions of Michigan and its key competitors, 

respondents were asked to rate each state across a battery of 

attributes, using a ten-point scale where 10 meant óAgree completelyô 

and 1 meant óDo not agree at allô. 

¼ A ó0ô rating was allowed if they had no impression at all.

¼ Image charts report the proportion of respondents who rated a destination 

at 10, 9, or an 8 on each attribute.



Michiganès Image as a Travel Destination

¼ Michigan has a reasonably good image as a travel destination in 

itôs regional market

¼ Between 42% and 52% strongly agree that Michigan is exciting, 

good for adults and family and is a unique destination ïthe four 

most important image factors in generating traveller interest.

¼ On the other hand, Michiganôs competitors have as equally strong 

an image in the region

¼ Michigan demonstrates strength against the competitors only in 

sports and recreation and perception of popularity ïneither of which 

are particularly important in generating interest in visiting.
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Michiganès Image

¼ Michiganôs image is considerably weaker in the national 

marketplace, both in terms of raw scores and in relation to the 

competitive destinations

¼ Michigan generally lags behind the competitive set in virtually every 

image factor save Sports and Recreation.

36



Michigan's Overall Regional Image vs. 
The Competition
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Michigan's Regional Image Strengths vs. 
the Competition
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Michigan's Regional Image Strengths vs. 
the Competition (Contèd)
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Michigan's Regional Image Weaknesses 
vs. the Competition
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Michigan's Overall National Image vs. 
The Competition
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Michigan's National Image Strengths vs. 
the Competition
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Michigan's National Image Weaknesses 
vs. the Competition
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Michigan's National Image Weaknesses 
vs. the Competition
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MichiganèsProduct



Michiganès Product vs. the Competition

¼ A comparison of the image ratings between recent visitors to 

Michigan vs. recent visitors to the competitive destinations 

provides a comparative look at Michiganôs tourism product.

¼ For residents of the regional marketplace who have visited 

Michigan and or itôs competitors, Michiganôs product strongly 

delivers across a number of water sports, recreational activities, 

scenic attributes as well as offering a popular place for 

vacationers.  More importantly Michigan shows product strength in 

a number of the communications hot buttons  that contribute to 

destination selection:

¼ A sense of adventure

¼ A unique vacation experience

¼ A good place for a family vacation

¼ A fun place to travel.
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Michiganès Product

¼ Product weaknesses vs. competitors relate to big city amenities 

such as:

o Arts and cultural offerings

o Nightlife

o Shopping

o Fine dining.

o In the rest of nation marketplace, a similar pattern of strength in 

outdoor product appeared, however, sample sizes of recent visitors 

to Michigan and the competitors were below our reporting 

threshold.
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Michiganès Regional Product Strengths
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Michiganès Regional Product Strengths
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Michigan's Regional Product Weaknesses
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Advertising Impacts



53

¼ Longwoodsô ROEyeÈ model evaluates campaign performance both on Short-of-

Sales  as well as Bottom-line measures. The 3 key indicators of campaign 

performance are:

¼ Awareness of the advertising
¼ The advertising has to be seen or heard for it to have any effect. 

¼ Actual advertising in each market were exposed during the online survey as recall 

stimuli.

¼ Impact on the Image of Michigan
¼ The advertising should enhance the impressions people have of the state as a 

destination.

¼ Impact on travel to Michigan
¼ Higher awareness and more favorable impressions of the state should translate 

into incremental reported as well as intended visits.

Advertising Performance Indicators



Advertising Awareness
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Impact of Advertising on Image



Advertising Impact on Image

¼ Respondents who later told us that they had seen the advertising, 

rated Michigan more highly on every image factor.  This was the 

case in both the regional marketplace and in the rest of the 

nation.

¼ More importantly, the advertising had a significant positive impact 

on many of the hot buttons that contribute to generating interest in 

visiting, and again this was true in both the regional and national 

markets.
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Attributes On Which Regional Advertising Had 
The Most Impact
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Attributes On Which National Advertising Had 
The Most Impact
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Short-Term Bottom Line Impacts



Campaign Efficiency
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Regional Rest of Nation

Advertising Investment $4.4 million $7.8 million

Incremental Trips 1,265,000 681,200

Advertising Cost per Trip $3.50 $7.21



Incremental Visitor Spending & State 
Taxes Due to Advertising
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Regional Rest of Nation

Spending $337.7M $249.6M

State Taxes $23.6M $17.4M

NOTE: 2009 Avg. Spending estimates and State Tax rate provided by Travel Michigan



The Bottom Line: Short-Term Impact of 
2009 Campaign
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Regional Rest of Nation

Spending Per Ad $ $76 $32

Taxes Per Ad $ $5.34 $2.23



Building the Future: 2010 Travel 
Intentions Due to 2009 Campaign

Regional National

Incremental 

Planned Trips to 

Michigan

1.16 Million 4.36 Million
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Summary of Findings



Summary of Findings

¼ All of the research Longwoods has conducted for this project point 

strongly to a highly successful 2009 Michigan Tourism Marketing 

Campaign.

¼ In the Pre and Post studies we found that:

¼ Michiganôs top-of-mind recall moved from being tied for third place 

among key competitor states before the campaign began to number 

one after the campaign had finished!

¼ Unaided Awareness of the advertising increased almost five-fold by 

the end of the campaign.
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Summary of Findings

¼ From the benchmark research we found that the advertising was 

working to:

¼ Improve Michiganôs image as a travel destination

¼ Deliver  short-term (in year) incremental travel, traveler spending 

and state level taxes related to that spending:

¼ In the regional advertising markets, the maturing campaign was able to 

build on its equity and improve its bottom line impact from an annual 

average of $2.86 since 2004 to $5.34 in 2009.

¼ For the national campaign the return was $2.23.  This was a very 

creditable result given that it was the first year of the national campaign 

and that it is generally more challenging to attract visitors from longer 

distances.
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Summary of Findings

¼ It is also worth noting that these short-term bottom line results 

should be considered in light of the economic conditions in the 

United States in 2009 which had a constraining effect on travel 

and traveler spending.

¼ In addition to the short-term bottom line impacts noted above we 

also estimate that the campaign has resulted in approximately 5.5 

million planned trips to Michigan in 2010, 20% of which come 

from regional ad markets and the balance from the national 

market.
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Michigan's Regional Image

In Detail
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Michigan's Image vs. The Competition  
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Worry Free 

Great roads and highways

Excellent climate overall

Safe to travel anywhere 
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Appendix II:
Michigan's Regional Product

In Detail
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Exciting

A fun place for a vacation

An exciting place

A real adventure

Must-see destination
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Good for families

Children would enjoy
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Sightseeing

Lots to see and do

Beautiful gardens and parks

Interesting festivals/fairs/events

Interesting cities

Truly beautiful scenery

Interesting small towns/villages

Excellent museums/art galleries

Excellent shopping

Excellent state park facilities
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