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DCVB: Mission
The Door County Visitor Bureau (DCVB) is the official tourism marketing organization for Door County

whose mission is to generate incremental economic impact for the community by attracting visitors
with strategies that ensure sustainable tourism.

DCVB: Vision

Having established a national brand image for Door County, the Door County Visitor Bureau is a leader
I n community and membership partnerships. The DC
organization, known for its organizational excellence, sustainable tourism initiatives and recognized

county-wide as the catalyst for economic growth in tourism for the area.

DCVB: Brand Promise

Relaxing, Restorative, Maritime Experience
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DCVB: Executive Summary

The Strategic Conversation Continues i n 2012 é
SOCIAL MEDIA, DOES IT REALLY IMPACT TRAVEL?

A

It is hard to comprehend the growth of social media outlets in the past 12 months. What started

out as a way for college students to connect and communicate has moved the way society in

gener al has connected and shared everyday det a
donot feel | i ke grocery shopping todayo, to ATF
Facebook of which 155 million are Americans. This equates to 50% of all Americans socializing

with friends and family on Facebook.

It is no wonder that DMOs have stepped into this arena to capitalize on the discussions taking

pl ace on travel. The questions of fAWe are think
AWe just decided to go to XYZ, any recommendat.
been decided, 72% of all social media users access their social media sites daily while they are

traveling. Once returning home from traveling, social media users re-live their vacations through

social media, all of the great memories as well as the disappointments. The conversation over the
backyard fence just got a whole | ot bigger. Let
what iIs called, ATravel Service Decision Funnel

DOORCOUNTY Like nowhere else.’
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DCVB: Executive Summary (cont.)

THE TRAVEL SERVICE DECISION FUNNEL
The key sources of information for each phase in the travel decision-ma ki ng Afunnel 0 1 n

A Ideas and inspiration:
— —— A Awide net is cast for ideas and inspiration

A Advice and insight:
A Personal recommendations from family & friends
and the Internet grows in influence

A Pricing and comparing:
A Internet moves to forefront especially Expedia or
Travelocity

Purchase A Purchasing:

A Funnel narrows to two main options i booking thru
online travel agency or directly thru a travel
supplierds website

!
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DCVB: Executive Summary (cont.)

THEYORE HERE, NOwW WHAT DO WE DO?

A As we move forward, it becomes more imperative than ever that we not only meet, but exceed the
travelerds expectations. They are |l ooking for i
people around them or their mobile device. We continue to train and help define the role of the
Certified Tourism Ambassador (CTA). When people have many options on where to travel and
spend their money, they expect to be able to ask questions and receive not only answers, but
suggestions and ideas from real | i fe experience
to offer but to experience as much as possible, to be able to give the first-hand account of what or
where something is. This we hope to accomplish by offering not only CTA training but
recertification opportunities that put CTAs in new places opening and long-time favorites they may
not have experienced.

A With the advent of mobile devices, smart phones, etc, the rise of mobile websites has been almost
mandatory for destinations. If we are saying our web site is rich in content, then we should be able
to put that content i n the userd6s hands whether
the highway in Door County. In July 2011, the first month of being live, the Door County mobile
website had 16,000+ users which accounted for 9% of all website visits. We must continue to
expand and make sure that the content is rich and rewarding to keep visitors in touch with what
they want to do, not what we think they should do.

DOORCOUNTY Like nowhere else.
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DCVB: Executive Summary (cont.)

RESEARCH, JUST EXACTLY WHO ARE OUR CUSTOMERS?

A Travel has changed dramatically in the last 10 years. There are more destinations in the game,
Avacationso are shorter, decisions and booki ngs
need to make sure that we know who our customers are and how they are purchasing. In 2012 we
will undertake a research study by season to confirm the demographics of our visitors as well as
digging down to research their buying habits.

IN CONCLUSION, OR, ARE WE EVER REALLY DONE?

A Understanding the key triggers of travel and destination management is only the beginning, the
way these puzzle pieces fit together changes daily. We need to analyze the trends and determine
how these pieces play off one another to ultimately make a sale. We believe the 2012
conversation blends great core business practices with new energetic breakthrough ideas.
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DCVB: Overarching Long Term Goals

Increase room tax collections through a balance of increased occupancy and Average Daily Rate
(ADR), therefore impacting economic growth throughout the County which includes; restaurants,
retail, attractions, arts, sports and services

Increase awareness of Door County through branded marketing to a regional and national
audience, therefore positively impacting travel decisions

Cultivate a customer service culture that exceeds visitor expectations and turns every visitor
encounter into a positive experience

Continue to take a leadership role in the County as it relates to tourism topics to include, industry
trends, market research, product development, sustainable tourism, Strategic Community
Partnerships and unification in the County

»»»»» i
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DCVB: 2012 One Year Goals

Increase room tax collections by 2.5% from a 2011 projected year-end total of $3,276,843 to
$3,358,764 in 2012 *

A This will be accomplished by increasing awareness of the County to a regional and national
audience, therefore positively impacting travel decisions and by cultivating a customer service
culture that exceeds visitor expectations and turns every visitor encounter into a positive
experience

Increase DCVB revenue by 5.6% from a 2011 projected year-end total of $2,936,216 to $3,102,434
in 2012 *
A This will be achieved as we continue to take a leadership role in impacting tax collections,
increasing and retaining DCVB membership/partnership and offering competitive co-op
marketing opportunities to our members

Continue as a unified County with all 19 communities in the Tourism Zone through a strong Strategic
Community Partnership program and by communicating the DCVB role in the power of tourism in the
County

* Adjusted in February 2012 fex
Your stories. Our setting.
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Nationwide Trends

NATIONWIDE TRENDS FOR 2012
A Expect to continue with a slow, sluggish 2012 economy *

-

A Public will still travel, but spend less *
A Mass affluence is gone, however there is an emerging affluence among the young (20-35) *
A We are constantly connected

A Auto travelers primarily seek rest and relaxation (92%), lasting memories (89%), enriching
relationships with spouse/partner/children (83%), trying new experiences (82%), getting outdoors
and exploring nature (74%), stimulating the mind or intellectual challenges (72%), learning more
about history and local culture (72%)**

A All these are marketable activities for destinations and travel suppliers

SOURCES: *Dr. Lalia Ra **The Drive Market, Mandala Research LLC, ch, ESTO, Sept. 2011, 2011
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DCVB: Trends

TRENDS FOR DOOR COUNTY FOR 2012

A

The DCVB Brand Promise and 2012 Marketing Plan matches almost perfectly with the Nationwide
Trends as defined in the Drive Market Research (previous slide) stating consumers primarily seek
rest and relaxation (92%), lasting memories (89%), enriching relationships with
spouse/partner/children (83%), trying new experiences (82%), getting outdoors and exploring
nature (74%), stimulating the mind or intellectual challenges (72%), learning more about history
and local culture (72%)

The face of the traveler is changing
A Boomersi | am here, do not ignore me!
A Millennials i growth segment

Base our marketing on psychographics not demographics i we cannot predict behavior based
solely on age, however demographics are still key in media buying

Offer visitors customized experiences to meet their desires

Devel op new approach to marketing to AExperienc
prime markets

DOORCOUNTY Like nowhere else.’
‘ﬁuﬁ,ﬁ‘?} o |
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DCVB: Successes

Many successes were realized during 2011, the momentum of these achievements will continue into
2012. Some of these include:

A Rework of DoorCounty.com to facilitate in-house content management
A Mobile Website

A Aggressive Social Marketing

A Online Store

A CTATraining

D:OO_RQQUN’IX Like nowhere else.
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DCVB: 2011 Snapshots

Successfully restructured the organization
Received high Earned Media Coverage
Continued high visitation in the Welcome Center

Strengthened Membership and Visitor Information by strategies that assisted members to
complete and/or update InnLine information on DoorCounty.com

Reached out to members who could make better use of promotional benefits which are positively
effecting member participation and retention

Continued dialogue with the Tourism Zone Commission (TZC) with the addition of social media
numbers, a monthly Executive Summary and a quarterly PowerPoint presentation

Collected input from the community business associations

A Community Marketing Fund will continue in a new format renamed Strategic Community
Partnership

Continue trend toward increases in inquiries from both the small meetings and events and the
motorcoach markets resulting in increased group bookings throughout the County

Reenergized the CTA program and trained 89 new front-line ambassadors year to date (YTD)

Fully integrated marketing approach with e-marketing, social media and advertising to targeted
markets

DOORCOUNTY Like nowhere else.’
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Situation Analysis
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DCVB: Marketing Success Trends

Door County remains one of the most popular destinations in Wisconsin 8 and 2011 trends demonstrate
that popularity remains strong despite continuing U.S. economic challenges:

A

VISITOR CENTER VISITS. Per official count, 2011 physical
visits to Door County Visitor Bureau Welcome Center are
minus 3% of 2010 (through August), 43,186 visitors d an
impressive number considering the dramatic, unprecedented
growth of 2010

ONLINE WEB TRAFFIC. Per Google Analytics, total web
visits to DoorCounty.com are plus 4.6% YTD (August) over
2010

MOBILE WEB TRAFFIC. The new Door County Visitor
Bureau mobile website launched July, 2011 and in its first two
months received a total of 40,855 visits

SOCIAL MEDIA ENGAGEMENT. YTD, Facebook social
audience is plus 30.5% and Twitter social audience is plus
28.2% compared to 2010

Your stories. Our setting. D_OO_RCQUNTY Like nowhere else.
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DCVB: Marketing Success Challenges

Door County Visitor Bureau identifies the following primary challenges to overcome for continued success
and growth in 2012:

A NATIONAL ECONOMY. The current uncertainty concerning
the United States economy is reported in poor consumer
confidence & with the August, 2011 Consumer Confidence
Index at its lowest levels since 1980. Low consumer
confidence and a weak economy will negatively impact all
tourism

A FUEL PRICES. Particularly for a drive-market destination like
Door County, escalating fuel prices can in addition negatively
impact tourism

A FLAT GROWTH EQUALS FLAT BUDGET. Due in large part
to the sustained weakened economy since 2008, revenue
growth for Door County Visitor Bureau (and most destination
marketing organizations in the country) remains flat d
meaning return on advertising spend must be more robust
than ever

QOO_RPOUNTY Like nowhere else.
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DCVB: Marketing Success Opportunities

Door County Visitor Bureau (DCVB) identifies the following opportunities to capitalize on toward improved
growth and overall success for tourism development:

A CONTINUE TO BE INNOVATIVE. DCVB has demonstrated to be an
Aearly adoptero of new technology,
audiences increasingly prefer. DCVB will continue to capitalize on this
advantage and exploit new opportunities as they evolve

A FUEL PRICES. Particularly for a drive-market destination like Door
County, escalating fuel prices can positively impact Door County tourism
with people deciding to stay closer to home. The key target markets for
Door County are drive markets

A DIVIDE AND CONQUER. As travel consumers increasingly seek
experiences that can be uniquely tailored to their desires, DCVB will
pursue a brand promotion and delivery strategy that capitalizes on both
global and niche markets

A STOP, LOOK AND LISTEN. Because travel consumers desire unique
experiences, and because travel is so profoundly impacted by shared
consumer experiences that can fimake
develop numerous new opportunities for consumer feedback and input o&k,
the brand e
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DCVB: Marketing Success Opportunities (cont.)

Door County Visitor Bureau identifies the following opportunities to capitalize on toward improved growth
and overall success for tourism development:

A STRENGTH IN NUMBERS. Door County Visitor Bureau will provide new
opportunities for its tourism partners to reach and motivate new or larger
audiences through a more robust co-operative advertising campaign that
might not be otherwise economically feasible

A EVOLVING INVOLVEMENT. Additionally, Door County Visitor Bureau will
seek to provide increased new opportunities for its tourism partners to

i ndi vidually and personally partici
promotion

A OUTSIDE THE BOX. Additionally, Door County Visitor Bureau will

encourage its agency partners, as well as its tourism partners, to think

and propose new fAaha 1 deaso thadt ma
but done right, could be game changing
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DCVB: Overarching Objective

The overarching objective of I
Door County Visitor Bureau is to powerfully / N
and effectively brand /| s ,

Door County, Wisconsinas | ¢ P

the top-of-mind travel destination among e ;"‘
defined primary and secondary target ' *‘*, 3

markets within a five-hour drive radius,
resulting in the generation of outstanding
revenues and return for DCVB
and its travel marketing partners.

Your stories. Our setting. Like nowhere else.”




DCVB: Target Demographics

Door County Visitor Bureau identifies the following as primary and secondary markets:

> >

I I I > > D D

-

> >

> I > I >

WISCONSIN

PRIMARY TARGET

Adults 35-64 years old

Primarily married or partnered

More likely couple, but some with children
$70,000 plus annual House Hold Income (HHI)
Chicago, Minneapolis, Milwaukee, Fox Valley
Within five-hour drive radius

Desire unique travel experience

Price is not top consideration

Average 3-4 day travel experience

SECONDARY TARGET

Adults 25-39 years old and 65-80 years old
Married, partnered or single (sometimes travel in
groups)

Couples or families with younger children
$60,000 plus annual HHI

Within five-hour drive radius
Desire unique travel experience
Price may have some influence
Average 3-4 day travel experience




DCVB: Target Psychographics

Door County Visitor Bureau identifies the following as psychographics of both targets:

A Slightly higher to significantly higher than national average
disposable income

A Higher than national average education

A Positive emotional experience is the motivation and desired
outcome of vacation travel, as
uni que r egquSetid)e: sredmagmcre, r el .

reconnection or reward (Doof C
Set 0)

Passionate about their unique interests
Interested in travel and travel reviews

Due to income and education, more apt to own and utilize
mobile devices

Due to income and education, more apt to participate in somal
media and new media communities

Like nowhere else.”
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DCVB: 2012 Overarching Marketing Strategies

Door County Visitor Bureau identifies the following as 2012 overarching marketing strategies:

-

A

NO.2 WELCKERS POINT -

SOLET BAY A
ACKGROUNC” CHAMBERS ISLAND

STRAWBFRR

Continue to position Door County as a highly unique,
desirable, upscale, charming, artistic, recreational and fun
destination for couples, families and singles

Implement a brand promotion and delivery strategy that builds
horizontal awareness across all audiences, while driving high-
i mpact vertical awarenesSest do
audiences

Drive not only revenues, but databuilding and social media
audiences to enhance remarketing campaigns

Implement new, easy-to-use, value-added co-operative
advertising opportunities for our tourism partners

Implement new, easy-to-use channels that our tourism
partners can utilize to participate actively in promotional
efforts

Your stories. Our setting. DOORCOUNTY Like nowhere else.”
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DCVB: 2012 Overarching Marketing Strategies (cont.)

Door County Visitor Bureau identifies the following as 2012 overarching marketing strategies:

A Continue market research, which includes consumer surveys
and other feedback programs to
as well as identify opportunities for improvement

A Aggressively expand travel experience share and review
opportunities

A Proactively improve the perception of Door County Visitor
Bureau as adding value to partners

A Attract greater numbers of younger adults to build long-term
brand loyalty

NO.2 -‘cLCKERSVP(;INT i i i )
SOLET BAY A Accomplish all with highest quality

ACKGROUNC” CHAMBERS ISLANC

E STRAWBERR
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DCVB: Outcome Measurements

Door County Visitor Bureau identifies the following as 2012 outcome measurements:

T

>

Room tax collection

>

Occupancy

>

Online web metrics

>

Mobile web traffic

>

Social media communities engagement

>

Database building metrics

>

E-marketing metrics

>\

Earned Media Impressions

>\

Consumer research and reviews engagement

>\

Member engagement and value perceptions

WISCONSIN
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DCVB: 2012 Campaigns

Door County Visitor Bureau identifies the following as 2012 campaigns:

A PRIMARY
A Image Marketing Campaign (Year-Round)
A Spring Season Campaign (April-May)
A Summer Season Campaign (June-August)
A Fall Season Campaign (September-October)

A SECONDARY

A Experience Set Marketing Campaign
Music Lover (Regional Music)
Art and Arts Lover (Art, Theater, Galleries)
Active & Silent Sports (Marathons,
Hiking, Biking, Kayaking, Boating, Diving)
Gourmet Lover (Food and Wine)

> >

>

A Niche Marketing Campaigns
Winter Campaign
Motorcyclist Market
Weddings Market
Gay/Lesbian Market

> > > D

Your stories. Our setting.
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DCVB: Primary Campaign 1 Website

STRATEGY

A

Promote the destination as a whole along with member hotels, attractions, restaurants,
services and niche markets throughout Door County as well as establishing DoorCounty.com
as the premier go-to sight for Door County information

TACTICS

> > > >

Sell the experience

Search engine saturation

Relevant and quality information

User friendly

Provide added value to both visitors and members

ACTION STEPS

> > > >

>

Your stories. Our setting. . Like nowhere else.”

Continuous maintenance and upkeep with new photos and content
Pul I i nformation out of PDFG6s for optimal se
User friendly search options

Translation button to capture all potential visitors

ONext & button on I nnLine search results that
list

Ability to narrow down by more amenities when searching for lodging

Interactive map with additional options like satellite view or photos, a map

that will show ALL towns, villages and roads
ABook Nowodo option
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DCVB: Primary Campaign i Website (cont.)

A ACTION STEPS (cont.)

A Add member social media icons to their InnLine pages and a like button that links
a visitor to their Facebook page

A Share button that includes a link to all social/email tools

A Blogs that allow feedback (monitored but not interactive)

A Trip planner that is tied to Facebook. Allowing visitors to post their trip on
Facebook. AfterTripeyifiPls&mwBhaeaipr on Fac
pl anned my tr i piewmyitiBepaoyr Count yo

A Ability to post Door County postcards on Facebook

A Auto drop down headers on home page. Visitors want to see what is in each
category without having to click on it first

A Darken the tabs on home page and InnLine pages so they are more obvious and
more user friendly for the baby boomer generation

A Moving scroll bar on home page so people know there are more selections

A Access to a basic map throughout the site so people can figure out where things
are located easily without having to go to a different section

A Offer additional merchandise on Online Store for additional revenue to DCVB

Your stories. Our setting.
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DCVB: Primary Campaign 0 Image

Door County Visitor Bureau Digital Marketing Campaign will focus on driving traffic to DoorCounty.com,
while also creating significant awareness of the Door County brand, which will ultimately result in
consumer engagement that generates inquiries, reservations and revenue.

A SITUATION

A

> > > >

>\

More than 80% of all travelers utilize the Internet to research a trip, and consider it essential in
travel planning

More than 90% of online travelers read and value consumer reviews

Approximately 90% of online travelers watch online travel videos and are influenced by them
More than 80% of online travelers print maps or directions

Approximately 65% of online travelers read travel-related blogs

Approximately 40% of online travelers utilize mobile devices to access the Internet for travel
planning

More than 40% of all travelers visit destination sites directly to plan travel

Your stories. Our setting. [J)0OAG00NYY Like nowhere else.
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DCVB: Primary Campaign 0 Image (cont.)

A OBJECTIVE
Continue to generate awareness of Door County as a premier vacation destination

>

>\

Generate revenue for Door County

>\

Build significant web traffic and generate inquiries, reservations and revenue for travel partners

>\

Build databases

>

Build engagement

>

Obtain research

>

Enhance travel partner involvement and partner perceptions of DCVB value

A TARGET
A Primary and secondary audiences as defined earlier

Your stories. Our setting.




DCVB: Primary Campaign 0 Image (cont.)

A STRATEGY
A Enhance user experience with updates to DoorCounty.com

A Enhance travel partner involvement opportunities within DoorCounty.com

>

Launch new social media and review initiatives both internal at DoorCounty.com
and external to DoorCounty.com

>

Utilize multi-media advertising to drive traffic to DoorCounty.com

>

Utilize public relations initiatives to generate increased destination awareness through positive
editorial coverage in a variety of media outlets

A Utilize research to identify trends and enhance user
experience

45042, PRLAX (73526 | NFOD0GACOUNTYEOM

=3.59.9,. 5|
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DCVB: Primary Campaign 0 Image (cont.)

A TACTICS: WEBSITE MARKETING (DoorCounty.com)

A Enhance home page, replace images with active and motivating,
streaming video messages

A Reformat home page for improved SEO

A Update home page to offer Experience Set and Niche links

Create unique landing pages for Experience Set and Niche campaigns
Enhance presence (thus impact) of databuilding promotions on home page
Create opportunity for members to Avoiceo t hei

Create opportunity for visitors to share their personal experiences in Door County creating an
i nternal #ATri pAdvisoro effect; include |ike alil

Launch fiDoor County Corr espo SaandNichéemarketinga®r i ma I
greatly enhance blog

Add to video library

Your stories. Our setting.




DCVB: Primary Campaign 0 Image (cont.)

A TACTICS: MOBILE MARKETING (DoorCounty.com)

A APP (NEW) Downloadable Door County tourism app; given that 25% of
all mobile users are virtually mobile-only (meaning little or no online
usage), the new Door County tourism app would be beneficial for these
travel planners; it would also be beneficial to and, with promotion, highly
utilized on-location by travelers, as well as beneficial to DCVB travel
partners

>

TEXT (NEW) Mobile text messaging or behavioral marketing campaign

>

DATABUILD (NEW) Continue mobile marketing campaign that promotes
DCVB databuilding promotion (later)

FOURSQUARE (NEW) Working with DCVB travel partners and DCVB

social media, develop a robust, creative, motivating Foursquare
campaign that rewards Door County t
along their journey, and creates a Door County Foursquare community

Your stories. Our setting. [J)0OAG00NYY Like nowhere else.
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DCVB: Primary Campaign 0 Image (cont.)

A TACTICS: DIGITAL MEDIA (DoorCounty.com)

A PAY-PER-CLICK (PPC) Continue to expand marketing of
DoorCounty.com via paid search marketing under vendor direction and
management; provide monthly reporting on effectiveness

A BEHAVIORAL MARKETING (NEW) Explore media options and
budgeting for behavioral marketing campaign that places digital
marketing in front of consumers based on relevant content search
(examples Chicago Tribune Travel, Kayak Magazine, Midwest Living
Online, more), via digital ad networks

A E-MARKETING Continue to identify target audience available databases
(geographically targeted, demographically targeted, lifestyle targeted,
interest targeted); purchase lists; develop e-marketing campaigns

| Like nowhere else.”




DCVB: Primary Campaign 0 Image (cont.)

A TACTICS: SOCIAL MEDIA (DoorCounty.com)

A TRIPADVISOR RESOURCE (NEW) Establish Door County Visitor
Bureau on TripAdvisor as the official travel resource for Door County;
embed resource site with text, images and videos; encourage reviews
and social media sharing

A TRIPADVISOR PAID LISTING (NEW) Paid listing on TripAdvisor.com to
promote DoorCounty.com and drive visitor traffic to site (extremely
effective in accommodations marketing)

A DOOR COUNTY CORRESPONDENTS (NEW) La
Correspondentso concept; Door Count
will blog on experience sets and general travel, including but not limited

to: romance; family; outdoor sports; nature sports; adventure sports; art

and arts; gourmet travel and more

Your stories. Our setting. D_OO_RCQUNTY Like nowhere else.
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DCVB: Primary Campaign 0 Image (cont.)

A TACTICS: SOCIAL MEDIA (DoorCounty.com)

A DATABUILDING (NEW) Develop year-long databuilding promotion
(exampdle MdGrt hs of Funo) that encou
media sharing to collect market and re-market prospects, with 12 months
of contest rewards (example one three-night weekend rewarded per
month)

A EXTERNAL SOCIAL MEDIA (NEW) Develop a comprehensive social

media strategy that targets the top 50 influential websites and blogs

relative to Door County Visitor Bureau primary and secondary audiences;
seek Anfeature editorial o placements
dedicated media tour for targeted travel bloggers; link achievements to

social networks

A INTERNAL SOCIAL MEDIA (CURRENT AND NEW) Continue aggressive
and integrated social media campaigns including Facebook, Twitter,
YouTube; enhance new or underutilized social media networks including
Google+, Foursquare; provide reporting

Your stories. Our setting.




