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Vail 2002 — Award Winning Creative




Research Purpose

Quantify campaign effectiveness

ldentify 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

® Lhongwoods 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
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Impact of Advertising on Vall’s
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Impact of Advertising on Vall’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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Valil's Image vs. Competitors*
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* Includes Aspen, Jackson Hole, Phoenix/Scottsdale, Steamboat Springs, Lake Tahoe and Lake Placid



Valil's Image vs. Competitors*

— National Market
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Valil's Product vs. Image
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Valil's Product vs. Image
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Application of this data driven
learning led to dramatic turnaround
In one year...



1. Refocus Message

® Vall 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

® Vall 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.
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Year One
Campaign....



Th|nk Summer




Think Summer. - ;
Think 4% Vail

vailsummer.net
800.859.3224

Think Summer. A
Think 4% Vail

vailsummer.net
800.859.3224

Think Summer. ©
Think 4% Vail

vailsummer.net
800.859.3224




Think Summer. Think 4> V:

Evary spring, Colorada’s wonderiul workd-class winter resort magically transforms itseff into
Colorado’s worderful world-class summer resort.

Lt Viail becaime your headguanten for the URimate Racky Malintain sxperisnce. Hike &
beautiful trail. Fsh in a bourtiful mourtain stream . or hit your golf ball over it Spend
& relaxing dhay at the spa, shop unique local bautiques, dine on gourmet food and wine,
then enjoy a live concert of dance ar music under the stars

Come 1o Vail when the days are long and warm, it's a choice yeur whede family vl agolaud,




One Year Later

$41 in short term
Incremental sales
for every dollar spent
on promotion
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Fast Forward to

2004
- The Value of
Partnership
Marketing/Sponsorships
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Think Summer. Think Vail.

Think Summer. Think Vail.

mNEW YORK PHILHARMONIC © RAFTING ¢ GONDOLA RIDES®

APRES SKI
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Think Summer. Think Vail.

‘www. thinkvail.com
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Think Summer, Think Vail, i e

W Tk kvl com

I juse s bours, ou can be in the central Think Summer.
Hockies enjoying the great outdoors in Th]nk vﬂll
the summer for a change o frism the red

ot streers of Dallas 1o Vails 70 degree bkt il
chays wnd super-low humidity-perfect for
hiking, biking and golf. The rstaiirants,
spas, festivals and werlt-class sesrts offer
you a'warm welcame to a very cool place

PAILY MON-ATOR FLIGHTY TROM SALLAS T2 VAL
N AMERIEAN AIRLINES

Fyyail

weww llyva lsummer com




THINK MUSIC

Think Summer. Think Vail.

www.thinkvail.com

o
Vail

THINK COOL

- Think Summer. Think Vail.

www.thinkvail.com

" THINK BIRDIES

.

Think Summer. Think Vail.

www.thinkvail.com
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Think Summer. Think Vail.

FlyVail

wiww flywaliljeinercom

Fly to a cool place
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Incremental Planned Trips Due to

Advertising — By Component

-~ Front Range Destination
VLMD Brand + (I):Iy Vail
Brand + Brand (37
PRIMA (95%)
(5%)
Brand +
/ PRIMA
(5%)
VLMD
Brand
(58%)
Ad Budget:
Vail 92%
Fly Vail Summer 5%
PRIMA 3%
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But does the method
work outside Tourism?



Although Longwoods started
with Tourism In the 1980’s

g

Lonawoods
R ®

® Budget cuts

® Politicians did
not believe In
value of
marketing




Sampling of our Tourism Clients
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The Search for ROl Expands...

ROI: The marketer's

OBSESSION

—mame e

GET MORE DDLI_AR

Marketing

DESPERATELY
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Sampling of Private Sector

LONAQWoodas
R.

Brands — 2004 to 2007
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Methodology refined
and validated since
1990

Intense scrutiny of
findings

Peer awards for
best practices
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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

%Base: Total Respondents

Factor

Attribute A
Attribute B
Attribute C
Attribute D
Attribute E
Attribute F
Attribute G

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

All
Media TV Radio Internet Print

+3 +4 +5 +5 +6
+6 +7 +8 +8 +9
+1 +1 +2 +1 +3
+6 +7 +8 +8 +9
+10 +11 +13 +13 +13
+11 +12 +13 +13 +14
+7 +8 +9 +9 +10

Events

+10

+12
+8

+10

+15
+15
+11

DM

+12
+15
+8
+13
+17
+16
+13



Impact of Campaign
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% Contacted
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Impact of Campaign on Intent

— Any Time Period
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Contribution to Incremental Enquiries

of Media Combinations

Print only |
Radio only |

only _|
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_Print & Radio & TV & Internet
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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

g

Multi-Channel

Behavior

v ~——g~—| Single Channel

Mnemonic Impressions
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Communication insight for the bottom line




