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' "We Don't Care
- People Who Live Here

Tmagineliving with this crap’ tempers
in Venice boil over in tourist high season

Asresidents leave and visitor numbers soar, the city's quality of life
isbeing eroded. This summer,irate locals have taken to the streets




So Where Are We With ROl in 2022?

(Vrovpeu Nov Exactid WMere We'D LiKe To [BE)



#1

Measuring true
marketing ROl is tough
——tou%her when you
don't have a cash

register.

‘We're trying to measure marketing without

owning the cash register.”
— Bob Jameson, Visit Fort Worth



| et's review the classic definition of
Return on Investment:

ROI = (Gain from investment - Cost of
investment) / Cost of investment

"‘We're trying to measure marketing without

owning the cash reqister.”
— Bob Jameson, Visit Fort Worth



#2

Even when we show a GREAT

ROI (or attribution), it doesn’t

always matter.

[Quet Ask \JisiT FLoriDa)

Visit Florida Signs Off On Budget
Cuts

WLRN 91.3 FM | By News Service Of Florida n
Published May 15, 2019 at 4:05 PM EDT n n &
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QUhere “Drcanms Come Trug

Faced with a “prove-it” year to state lawmakers, the board of Florida's tourism-marketing
arm on Wednesday approved a 30 percent payroll cut.

A reluctant Visit Florida Board of Directors agreed to slash payroll by $3.65 million, and
strategic marketing by $17.8 million, with an acknowledgement the agency must do a
better job of selling itself to lawmakers, particularly in the House, which sought to
eliminate the public-private agency during this year’s legislative session.



#3 The Pandemic forced us to consider new
ways to measure Organizational Value and
how to more effectively communicate our
DMO's impact on the community.



We |iterally made it up







Firm&allnaes

There's no one ring

(or metric) to rule them all.
(SorrY SMEAGDL,....T BUMS ME Out T0O.)
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The Rebels
BUILDING AVWARENESS FOR THE CAUSIE

| A GUY | ‘It all starts with a spark.." éM—l—
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BEHIND EVERY I

The Empire
ALL ABOUT THAT CONVERSION] V%I\L{

“We find your lack of sign ups, disturbing’

STORM TROOPERS
ENLISTED
LIMITED TIME!
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Just look at all the
jobs we're creating.
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The Ewoks
PRESERVING OUR FOREST MOON]

“We're really tired of disrespectful visitors.”

DALY YOU
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SUSTAINABLE
TRAVEL
MICROSITE
VISITS

~AWD%

REDUCTION IN
FOREST FIRES

: TXIOOINE
can prevent forest fires e
‘Don't create funeral pyres in the woods. /N saEouRmoo






1st: Consider how you think about the
relationship between marketing and
desired business outcomes.

Marketing KPI's are NOT business
outcomes.



2nd: ROl shouldn't be a singular, declarative
statement.
It should be a data-driven, destination-specific
conversation centered on a specific
Key Business Initiative(s).



3d: Center ROI Around Key Business Initiatives
and a supporting structure of interconnected KPIs.




To get started, we first need to think about
how we map out our ROI conversation.



Madden | Our Approach

Strategic Planning:
AKA ROI Road-Mapping

o

=4

WHERE DO WE WANT
WHERE ARE WE? T0 GO?

“Co:

]

o0

HOW DO WE GET THERE? ARE WE THERE YET?

Key Business Initiatives

KBls are individual campaigns that seek to
create or improve upon an individual outcome.
The more specific and measurable the
initiative, the higher fidelity we can provide in
your KPIs.

This is the primary metric to determine success
of a Key Business Initiative, and it usually has a
potential value that can be captured and is
often a trailing indicator like visitation.

Secondary KPIs

These metrics help to be predictive in how
the Primary KPIs will perform. These are
often your media metrics that show how

consumers are interacting with your
campaigns.



l
Mapping ROI

WHAT ARE YOUR KEY BUSINESS INITIATIVES? IE

[T Treue: Not CHOOsWE A CLEATZ- GOAL THATYS ) ALGRMENT WiTH
Hou- OREANIZATION’S BUSINESS GOALS 16 A COMMON MISTAKE!
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The Process: Where are you going?

#1 Define your purpose

« Where are we?

« Where do we want to be?

« What do our stakeholders want or value most?

« Zero in on specific business outcomes: We want to
increase tax revenues in our community without losing our
destination’s identity or hurting resident quality of life.

« Previous marketing metrics (ex: email sign ups) should
not be considered as KBIs...but don’t worry, they’ll play
an important role later!

Source material:
How to Make Sure You're Not Using Data to Just to Justify Decisions You've Already Made.
Kevin Troyanos, Harvard Business Review, October 2018
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The Process: Determine What You Know

#2 Dive Into the Data and Research You Have

« \What do you already know?

* Are there performance baselines you can establish from
existing data?

« \What data and information are you missing?

« Engage your stakeholders; how would they measure success
of your KBIs?



l

The Process: Time to Create!

#3 Creating Your Key Business Initiatives

« It's time to question what is vs. what could be

« Throw questions against the wall..and see what sticks!

* Involve local stakeholders, municipal/state officials, and of
course regular people who live there!

« Don't limit these questions to things you can answer with
existing data or information; this is about finding gaps in your
knowledge in the pursuit of a fresh, new direction.

« These questions are generally ‘big’ idea level, but with the
potential to be adequately measured.
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The Process: Prioritize!

#4 Prioritize Your Key Business
Initiatives

« Once you have your list of
potential KBI's, it's time to
decide which have the
potential to be both highly
actionable AND highly
valuable---these are the
unicorns!

Less
Actionable

High Impact

Pipe Dreams

Could be awesome for
the destination, but
difficult to actually take
concrete action on.

Example: Build a Disney
theme park in Waco

Unicorns

Opportunities that offer the
right mix of high value,
good actionability and
ability to measure success.

Example: Increase tourism
revenues without
increasing visitor volume.

d—
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Curiosities

\X/orst combo of hard to
activate and of little overall
value.

Example: Develop a light
rail trolly in a small,
walkable community

Incremental
Improvements

Easy to act on, but not broad
or high value enough to bring

about more than a moderate
change from status quo.

Example: Increase email sign
ups

Low Impact

Highly
Actionable
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The Process: Determining

Primary and Secondary KPI's

#5 Decide How You'll Measure Success

Primary KPIs: Broad measures of success to
determine if ‘we're there yet' with regards to
Key Business Initiatives. These are the business
outcomes we hope to influence.

Secondary KPIs: Tactical, campaign specific
measures of success---think traditional
marketing metrics---that provide supporting
evidence that we're impacting primary KPIs.

Key Business Initiatives

KBls are individual campaigns that seek to
create or improve upon an individual outcome.
The more specific and measurable the
initiative, the higher fidelity we can provide in
your KPIs.

This is the primary metric to determine success
of a Key Business Initiative, and it usually has a
potential value that can be captured and is
often a trailing indicator like visitation.

Secondary KPIs

These metrics help to be predictive in how
the Primary KPIs will perform. These are
often your media metrics that show how

consumers are interacting with your
campaigns.




Remember..Key Business Initiatives

Center on 4 Basic Questions:
Where are we?
Where do we want to go?
How do we get there?
Are we there yet?



Let's visualize how to communicate all this!






Key Business Initiative

e want our race car to go
around the track 1 second faster
than ever before.

Engine Peformance Aerodynamics Dl
KPI: Engine Output in Watts KPI: Aero Drag KPI: Overall Driver Performance
Score
Secondary KPIs Secondary KPIs Secondary KPIs
Kinetic Energy Performance Surface pressures Cornering (g forces produced)
Air Flow / Uptake Surface flow Braking (reaction time)

Fuel Flow Steering (# of inputs)




Key Business Initiatives

ATTRACT AND RETAIN ESTABLISH AN MARKET COMPETITIVE
MILLENIALS AND GEN Z INCLUSIVE IDENTITY DIFFERENTIATION



KEY BUSINESS INITIATIVE # 1

Attract and Retain Millennials and GenZ

Where are we?

The current population is over 45 years old and we are in one of the fastest growing counties
in CA. We need a younger workforce to support the growth of our local businesses and
sustain our educational infrastructure.

Where do we want to go?

We want to see the retention and attraction of existing residents under 45yo to support a
growing workforce to support new economic growth.

How do we get there?

Refreshed content strategy to focus on conversions for workforce attraction

Build a future workforce funnel focused on target industries with a visitation first strategy
Recruit prior visitors to the Greater Palm Springs area to consider opportunities in La Quinta
Are we there yet?

We should see increased engagement on job referrals and a net positive migration of
individuals under 45yo

KBI: Attract and Retain Millennials and

GenZ

The goal of this initiative is to expand partner
engagement and provide tools to improve the
overall visitor experience and capture measurable
outcomes for visitor spend and attribution.

Net Migration of <45yo Residents
Candidate Referrals to Partner Jobs

Secondary KPIs

Media and Creator Engagement
Cost Per Conversion
Media Metrics (CPM, CTR, CPC, etc)
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Recapping Our Journey So Far

(CONGRATULATIONS ON MAKING T THIS FATRI)

ROl is a Conversation, Not a Single Value

THERES NO ONE METTZIC TO 12ULE THEM ALLI

Have a Clear, Informed Objective

Where Are W7 [WHeRe Do WE WANT T0 L7 HoWw Wil We GeT THEREY [WHEN
DO We KNoW WHEN WE'VE AR121VeDY

Be Curious When Considering KPIs!

( ONSIDEZ- NON—TRRADITIONAL FORRMS OF MEASURREMENT TO LINK YOUTZ- EFFOTRTS BACK TO

Link Your Efforts Back to a ‘Grand’ KBI

DoN’tT LT Youz- 0REANIZATION'S EFFORTS BE SILO'D INTO THE USUAL BUCKETS LIKE
MARKETING V5. CONVENTION AND Grrour CALES Vs SPorTe. BRING THEM ToGETHER)
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FOR LISTENING

DROP ME L UNE!
MCLEMENT@MADDENMED \com



