
Through the Eyes of the Consumer
Developing Effective Advertising



Who is Strategic Marketing & Research Insights?

 15 years of destination marketing

 25 years of research on destination advertising

 Hundreds of advertising campaigns tested – states, DMOs, attractions

 Tested Arizona Tourism advertising and imagery
oHave worked with Arizona Tourism since 2001

oHave conducted numerous research studies on advertising, collateral materials, 
messaging
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Is Your Advertising Effective?

www.smarinsights.com 3

 Lots of discussion about:
• Markets – where to advertise

• Media – digital vs TV vs print

• Advertising vs Earned media 
or social media

• How much to spend on 
advertising?

Not much discussion about:
• Is this ad effective

• Does it communicate the right 
message?

• Does it communicate what we 
think it communicates?

• Does the message matter to 
consumers?



The best media plan in the world won’t work 
if the ads aren’t effective

4www.smarinsights.com



We are not good judges of what our 
advertising is communicating to consumers
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Which picture is more appealing to consumers?
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Which picture is more appealing to consumers?

20 points 
higher rating
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Which picture is more appealing to consumers?

8www.smarinsights.com



Which picture is more appealing to consumers?

+ 10 Points

9www.smarinsights.com



Which picture is more appealing to consumers?
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Which picture is more appealing to consumers?

+ 6 Points
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12

“Let Yourself Go” 
Campaign 
Continuation

“AZ Expedition” 
Campaign 
Introduction

“AZ Expedition” 
Campaign 
Continuation

“[Un]RealAZ” 
Campaign 
Introduction

“[Un]RealAZ” 
Campaign 
Continuation
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“Let Yourself Go” 
Campaign 
Continuation

“AZ Expedition” 
Campaign 
Introduction

“AZ Expedition” 
Campaign 
Continuation

“[Un]RealAZ” 
Campaign 
Introduction

“[Un]RealAZ” 
Campaign 
Continuation
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Tell them Who You Are 
& 

Tell them What You Have

14www.smarinsights.com





Add some words here 16



These pictures have 
strongest positive 
impact on interest 
in visiting



Impact & Variety
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In-Destination 
Advertising:

High 
Participation & 
Low Motivation

Mass 
Advertising:

High 
Participation & 
High Motivation

No Advertising:

Low 
Participation & 
Low Motivation

Niche 
Advertising:

Low 
Participation & 
High Motivation
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Different Sells
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What about your destination is different?

 People travel to see or experience something they can’t get elsewhere

 They want you to give them reasons to come to your destination 

 Show them what you have that is different or unique
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Free People 
to Use their Imagination
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People can be a 
Distraction or an Addition
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People are a Distraction
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No Connection to the Destination
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People

 In the inspiration phase – highlight product and activities

 In the decision/planning phase – people can provide a strong 
emotional connection
• Use pictures of people on the website & in your travel guide

• Once the decision is made, pictures of people enjoying themselves in your 
destination make a strong emotional connection

• Still highlight people enjoying the activity – don’t focus too much on the 
person
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Audience Matters
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Tactical Issues

40



Tactical Issues

 Music

 Narration

 Ad length

 Call to action

41www.smarinsights.com



42
www.smarinsights.com



Add some words here 43

When the 
color 
matters



• Small changes can make a big difference
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Testing Your Ads is Critical

 If you don’t test your ads before you use them, you could be 
wasting your media dollars

 Destinations that routinely test their ads record increasingly 
improved results

 Testing is the only way to understand what you are communicating 
to consumers and whether it matters
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Testing Your Ads is Critical

 Options for testing:
Quantitative or Qualitative testing

Co-op with other destinations

Use a local university

Online A/B testing

Do your own informal testing

 Make sure you are testing with the right audience

 Make sure you are testing the right things – impact vs. appeal 
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Questions?

dmiller@smarinsights.com
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