
Quantifying the Bottom Line
Value of Events and

Sponsorships in the context
of Brand Advertising

ARF Experiential Marketing
Council Presentation

September 20, 2007





Vail 2002 – Award Winning Creative



Research Purpose

 Quantify campaign effectiveness

 Identify segment, messaging and market impacts
and opportunities

 Identify channel priorities based on yield efficiency

 Insure successful translation of strategic research

 Determine “incremental” bottom-line impacts - ROI



Top-Line Findings

 Longwoods Image/ROI benchmark study demonstrated
that:

 a campaign that won awards for creative excellence was
generating a ZERO ROI

 Why?

 Data driven diagnosis found problems with:

 segment focus

 brand positioning

 messaging

 market and media selection



Impact of Vail Campaign on
Top of Mind Awareness*
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*Spontaneous mentions of country or mountain resort destinations
would enjoy visiting in the summer



Impact of Advertising on Vail’s
Image — Front Range
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Impact of Advertising on Vail’s
Image — National Market
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Intend to Visit Vail on a Day or
Overnight Pleasure Trip
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Visited Vail on a Day or Overnight
Pleasure Trip
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Travel Motivators — What’s Important
in Getting on the Destination Wish List
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Closing the Sale
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Vail’s Image vs. Competitors*
— Front Range
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* Includes Aspen, Jackson Hole, Phoenix/Scottsdale, Steamboat Springs, Lake Tahoe and Lake Placid



Vail’s Image vs. Competitors*
— National Market
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Vail’s Product vs. Image
— Front Range
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Vail’s Product vs. Image
— National
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Application of this data driven
learning led to dramatic turnaround

in one year…



1. Refocus Message

 Vail is an upscale mountain RESORT, not limited to
seasons

 Bragging rights

 Fine dining and accommodations

 Excitement, adventure

 Welcoming

 Wide variety of things to see and do:

 Sightseeing

 Special events – culture/arts/sporting

 Incomparable outdoor recreation



2. Rethink Brand Strategy & Creative

 Vail has world-class reputation as a winter
ski resort

 But little awareness as a luxury mountain
resort in summer

 Need to make the connection in the
consumer’s mind between summer and
winter



Conclusion

 Opportunity to close the gap between perception
and reality.

 Align strengths and assets with Travel Motivators
& Hot Buttons and Segment specific wants and
needs.



Year One
Campaign….









One Year Later

$41 in short term
incremental sales

for every dollar spent
on promotion



Fast Forward to
2004

- The Value of
Partnership

Marketing/Sponsorships











Incremental Planned Trips Due to
Advertising — By Component

Brand +
PRIMA
(5%)

VLMD
Brand
(95%)

Front Range Destination

Brand +
PRIMA
(5%)

VLMD
Brand
(58%)

Brand + Fly Vail
(37%)

Ad Budget:

Vail 92%

Fly Vail Summer 5%

PRIMA 3%



But does the method
work outside Tourism?



Although Longwoods started
with Tourism in the 1980’s

 Budget cuts

 Politicians did
not believe in
value of
marketing



Sampling of our Tourism Clients



The Search for ROI Expands…



Sampling of Private Sector
Brands – 2004 to 2007



 Methodology refined
and validated since
1990

 Intense scrutiny of
findings

 Peer awards for
best practices

Longwoods International



Here are a few Private
Sector Examples &

Insights into Channel
Interaction…



Impact of Campaign on Overall Image
— By Media
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Impact on Brand Image
By Media

All
Media TV Radio Internet Print Events DM

Factor

Attribute A +3 +4 +5 +5 +6 +10 +12
Attribute B +6 +7 +8 +8 +9 +12 +15
Attribute C +1 +1 +2 +1 +3 +8 +8
Attribute D +6 +7 +8 +8 +9 +10 +13
Attribute E +10 +11 +13 +13 +13 +15 +17
Attribute F +11 +12 +13 +13 +14 +15 +16
Attribute G +7 +8 +9 +9 +10 +11 +13

Net Difference in % who Strongly Agree
Ad Influenced vs. Non Ad Influenced

Base: Total Respondents
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Impact of Campaign
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Impact of Campaign on Intent
— Any Time Period
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Halo Effect Analysis - Influence of
Promotions on Purchase of Other Branded

Products – Same Brand
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The Value of Multi-Channel; Brand,
Event & Promotional Integration

Mnemonic Impressions

B
eh

av
io

r

Multi-Channel

Single Channel



Communication insight for the bottom line


