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Visitor Profile Study and ROI Analysis
October 2012

NORTH 4] STAR




INTRODUCTION &
SIGNIFICANCE



INTRODUCTION

e An online survey was conducted June 1-29, 2012

‘o This survey represents VCB engaged
consumers of Red Wing, MN
— 201 1-12 visitor inquiries, Facebook fans, Twitter

followers

s |n total, the survey had 479 responses
— Statistical s-ignificancewas-calc-ulated at 95% +/- 4.3
margin of error (5 and lower is reliable)



RESPONDENT DEMOGRAPHICS
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RESPONDENT DEMOGRAPHICS

Would you say that you live in an

urban/suburban area or rural area? L.
 64% of respondents live in an

urban or suburban area.

Rural

by » At least 55% of respondents
made use of a 201 | or 2012 Red
Urban / Wing Visitors guide.
Suburban
64%

Did you request,pick up, download, or
otherwise receivea2011 or 2012 Red
Wing Visitors Guide?

Yes
55%

lden't
remember
20%




“In your own words, what is the first thing that comes to mind when
you think of Red Wing?”
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LEARNING ABOUT RED WING

How did you first learn about RedWing as a destination? (Choose all that apply)

Explore Minnesom Visitors/Travel Guide : o | 40%

e or iy memver TR | 25
Drove byfpassed shrough N 2>
Advertisement, visizors guide, or brochure from Red Wing l_l‘i%
ldon't remembar, Ive known about it for a leng time R 15
Explore Mississippi Blufis Visitors/Travel Guide — 15%

e N 1
lliva nearby — 12%
Googlefsearch enginesearch - 8%
Advertisement for a particular community, shop, restad rant, or attraction — 8% 1

Attended a festival, event or concert _ 6%

Facebook, Twitter, other social media B

o
5

5% 10% 15% 20% 25% 30% 35% 40% 45%

Other: Minnesota resident, Red Wing resident, visited previously, Red Wing Shoes



DESCRIBING RED WING

Based on your perceptions and opinions, what TWO phrases
or adjectives below BEST describe RedWing, MN? » Respondents most often

described Red Wing as scenic

Scenic | _ : 5 | 49% (49%) and strongly associated
j River town ~ 46% - thecity with the Mississippi
| Potzery and stoneware R RS SS T 307 | RiverValley(46%).
AT— :
Shoes (ENNENERSNSESRE 6% | * Pottery (30%), heritage and
Friendly DESEEERSSSENNE 112 | history (22%),and shoes (16%)
Relaxed/aid back  ISNNEERSSEE] 113 . were also common responses
Fun SRR 8%
Ruralfsmall zown  [EEEERENEE 7% :od
|« Avery small number of
Exiips MESS7E | respondents found Red Wi
aloenind o | pon ents0 ound Red Wing to
JUR— 4 be boring (1%)
Rugged/outdoorsy NN 4% {
Cultural [HEE 3% i
Manufactoring [ 3% 1i
: Other [ 2% 1
Boring/nothingto do B 1% i
| Rejuvenating B 1% ‘ o o o _ E
; 0% 10% 20% 30% 40% 50% 60%

Other: golf, rejuvinating, historic, dirty town



PERCEPTIONS OF RED WING

Based on your perceptions,how well do the following descriptions match

your ideas of RedWing? Match the following on a scale of 1-10 with | being

"does not match"

Naturally scenic and beaudful
Greatviews and vistas

Great place w sy and explore the Mississippi River Valley
Rich in history

Safe

Clean

A friendly/welcoming place

Family-friendly fun

A great place for fastivals and events

Unique attractions

Variety of outdoor activities

Something for every season

Plenty of things to do

Affordable~good value

Aplace rich in culture and arts

Great local restaurants and dining

A great place for shopping

A top getaway destination

Does Not Match <

and 10 being "exact match."

s 8.64
el 8,58 i
g 8.
8.
8.44 i

8.09

803

8.02
a 7.96

1 7.81
7.8
7.79
e 771
B17.68
756

= 7.39

§ 9.2
1 9.01

55
55

2 3 4 3 6 7

9 10

> Exact Mazch




NON-VISITORS &
RESIDENTS



CONVERSION TO VISITATION

Have you visited RedWing in the past
two(2) years!? » Of respondents that have not
recently visited, 64% had visited
the Red Wing area in their
lifetimes.

MNo
32%

1live here

lNo (32% of respondents)...

Have you visited the region in your
lifetime?

Yes |
64%
No
‘ 18%

e e e A At g e e A e S T AT



REASONS FOR NON-VISITATION

Those who have never visited Red Wing,

Why have you NOT visited RedWing? (Choose all that apply)

1 plan to travel there eventually ‘l

Financial reasons

Unaware of things to do there _ 21%

Daon't have the time

| Decided to go somewhere else instead - 11%
Other - 7%

|
Too far away/out of the way - 7%
Not interested 0%
10% 20% 30%

40%

50%

MN (28 out of 479)

| 61%

60%

70%



POTENTIALVISITORS

Have you visited RedWing in the past
two(2) years!

| 3%

i Yes b

i &4% ~;f

- llive hera

’ ]

ot A st 2 e A AR e e i ey

| 45%

40%

0%

50%

5%
30%
25%
20%
i 15%
. 10%
5%

» Among those that have not visited in the past
two years, 44% responded that they were
«§omewhat Likely” to visit while 23% reported
being “Very Likely” to visit.

« Only 6% of non-recent Visitors responded
being “Unlikely” to visit.

How likely are you to go in the next year or so?

44%

23%

Very Likely

Undacided

Somewhat Likely Unlikely



INSPIRING UNLIKELY/UNDECIDED VISITORS

The 33% of those undecided or unlikely to visit Red Wing were asked...

» Money saving efforts
like “Vacation value
packages” (45%) and
lodging discounts (31%)
were the most
common responses

o “Access to more
information” (37%) was
also a frequent
response.

What would malke you more likely to visit Red Wing?
(Choose all that apply)

Vacation value packages e : 45%

‘

Access to more information 37%

|

Discounts en ledging 3%

More fastivals and events

27%
Other 22%

Better promotion of activities 22%

Discounts on shopping

|fa friend or family member recommanded it — 16%

0%

|
i
| !
Discounts on foed _ 16% \
More to do on weekends [N 0%

More cultural and performing arts events B 0%
Easy to follow, personalized iinararies B o
More nightlife / music 4

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Other: cost, "dedls oﬂ’sgason,“ family activites, "l really wish there were more pottery available." e



RED WING RESIDENT THOUGHTS

Haveyou visited Red Wing in the past How do you describe Red Wing to
two (2) years? ‘—

someone who has never been there?
o “Scenic river town, unique shops, beautiful parks,
fun place to visit.”
o “It is a beautiful river town, full of great people
and great things to do.”
o “Beautiful, but doesn't understand that tourism
should be its top industry.”
» “It's like the idyllic town in Richard Scarry’s
children books.”

Yes

64%
1 live here

3%

What is your perception of the Red Wing Visitor and Convention Bureau?
» “Doing a great job promoting Red Wing - have stopped several times to get info for friends
visiting the area.”
o “They do a great job creating marketing materials informing potential tourists about all Red
Wing has to offer.”
» “Does some good promotions, but apparently doesn't have the power or vision to create or
support tourism-enhancing ideas.”
o “| think they work hard but | think the focus is on older visitors. | eat at the Veranda to try and
get the best view of the river and meet a lot of visitors and there is nothing for them to do in the
evenings.”



VISITOR ORIGINS &
PATTERNS



TRIP PLANNING

What resources did you use to plan or get information
for your trip to RedWing? (Selectall that apply)

Internet / websites b s . 58%

Personal or previous experience 50%

Visitor guide(s)

Recommendations from family or friends _ 26%

25% (

47%

Visitors Bureaus / Visitor or Welcome Centers

Read an article - 13%
Other - 7%
Smartphone - 6%

Recommendations or suggestions from hospitality |
staff or locals . 6%

0% 10% 20% 30% 405 50% 60% 70% \
Other: AAA, none, Explore MN, Eagle Center ad ' Cotal




VISITOR INFLUENCES

Were you influenced at all by any of the following sources of
information in your decision to visit RedWing? (Choose all

that apply)

Red Wing Visitor Guide 43%

None of these 39%

Red Wing Visitor Bureau website 27%

Red Wing Visitor Bureau e-newsletter . 3%

Red Wing Visitor Bureau social media posts I 2%

0% 10% 203% 30% 40%

50%

Other: Family and friends, visited in the past, Explore MN, don'trecall T e




PRIMARY PURPOSE

What was the primary purpose of your most recent trip to Red Wing,
or the ONE main reason you went?

Just to experience the toWn i o ST | 18%

Just passing through ‘_

Other |

To enjoy outdoor activities

For a weelkend/getaway with family

For a romantic getaway |

To go shopping i

Visit friends/family in Red Wing :

For the arts/pottary

For a weekend/gemway with friends

R 5

Businessiworl/employment - 2%
Visita eollega or university [l 1%

Attend a special event (like a concert, festival, etc.)

0% 5% 10% 15% 20

Othér: Biking, visiting for the day, resident, Mississippi cruise, 100 Mile ; " ) -



ACTIVITIES

While you were visiting Red Wing, which of the

following did you

Visited historic downtovn Red Wing
Shopped ata local store

Spent time av/on the Mississippi River
Shopped for potery

Visivad Red Wing Pottery Mussum

Visitad the Red Wing Shes Stora and Mussum
Shopped for antiquas

Spant ima at/on Lake Pepin

Viewad fall foliage

i Stopped by the train depot!VCB
Viewed wildlife

Outdoor racreationzl adventurasiactivities
Vfisited Treasura lsland Resort & Casine
Visitad an art gallery/galleries

Visited Featherstone Pottery

Visitad Falconer Vineyards

Other

Visited the Red Wing Arts Association
Visitad the T.B. Sheldon Theatre
Rusyy's River Rides

Rodathe Red Wing Trolley

Goodhue County History Center
Visitad Hobgeblin Music/Stonay End Harps
Visitad the Anderson Center

Visited the Aliveo Milimry Museum
Visited a spa

Araat a local restaurant |

do? (Select all that apply)

. ; MR R | 71% |
RS RRSRET 70% i
E———t R
PRSP 50%
D AR | 39%
RSN 355
FEEREEE 35% i
VoA 37
DR 4%
T 34%
R 313 5
EERUETEEE 197 'l
AR 25
] 22% ‘
B 15%
2%
B 9%
EER 6% 3
B 6% :
B 6%

R
Bike riding/mountain biking NN ©
TR

B 5%
B 5%
g 5%
B 3%
3%
B 2%
0% |

0% 10% 20% 30% 40% 50% 60% 70% 80%

L Other: golf, climbed the bluffs, “drove upa scanic outlool," Frontenac State park

WWhich outdoor recreational adventures/activities?

Hiking y i
Other G g s
Camping [ 14>
Bortng NI 13%

Swimming

Fishing 7 8%
Playing solf - 6%
Snowmaobiling B
Snowsking [ 2%

Reckclinibing ! 2%

0x 10% 203 0% 40%

The 25% of visitors who did outdoor recreational
adventures/activities were asked...

50:‘-’;__1

Other: Walking, picnicking sight seelng



DRAW ACTIVITIES

Draw Activities: which do planning visitors want to do?

Eataza local rastaurant  fmeee

Visit historic downtowmn Red Wing
Shop ata local stora

Spend time at/on the Mississippi River
Shop for potery

Visit Red Wing Pormery Museum

Visiz Rad Wing Shos Store & Mussum
Shep for antiques

Spend time at/on Lake Pepin

View fall foliage

Stop by the wain depot/Visitars and Convention Bureau
Views wildlde

Qutdoer recreational adventures/activities
Visit Treasure lsland Resort & Casino
Visit an art gallery/galieries

Visit Featherstone Pottery

Visit Falconer Vineyards

Other

Visit the Red Wing Arts Association

Visit the T.B. Sheldon Theatre

Rusty's River Rides

Ride the Red Wing Trollay

Goodhue County History Center

Visit Hobgoblin Music/Stoney End Harps
Visitthe Anderson Center

Visit the Aliveo Military Museum

Visita spa

1 Planning visitors

1 Past visitors

i e e e



OVERNIGHT VISITS

Did you stay overnightin Red Wing during your
most recent visit?

Yes, 36%

No, 4% _{

The 36% of visitors who stayed overnight were asked...

How many nights did you stay? (Choose One)

50% s
45%

40%

35%

30%

25%

20%
135 I
0% |

0% 0% 0% :
0% B T -
[ 2 3 4 5 [3 7 8 9 10 Mere than 10

34%




OVERNIGHT STAYS

The 36% of visitors who stayed overnight were also asked...

Where did you stay? (Choose One)

Hotel or motel 71%

With friends and family - 10%

Campground . 7%
Bed and Breakfast . 7%
Other l 5%

0% 10% 20% 30% 40% 30% s0% 70% 80%
Other: casino, rental house ] i |

et s




EXTENDING VISITORS” TRIPS

B What could have potentially motivated you to extend your

trip by a day or two?

Discounts on ledging, foed,

and/or shopping : ceE : 50%
If there were a festival or event |
i X 36%
was interested in !
Better promotion of available _ 13%
offerings and activities
More to do overall _ 10%
More nightlife / music - 7%
Easy to follow, personalized - 6%
itineraries
0% 10% 20% 30% 40% 50% 60%

Other: More time, nothing, live nearby, more money




VISITOR ASSESSMENT



OVERALL SATISFACTION

i Ona scale of 1-10,with | being the worst possible experience and 10
being the best,how would yourate the overall experience of your
most recent visit to Red Wing?
40%
- 34%
30% |
| 25%
25% ] 23%
20%
15%
10%
10%
; % 0%
0% [__m__.__?_m-—d——#——___,_m___d_l “ :
| 2 3 4 5 6 7 8

N sppamnstrns s omron < e i >

. 34% of visitors rated their overall experience an 8
. A combined 48% of visitors rated their overall experience a 9 or 10
« Only 19% of visitors ranked their visit less than an 8

g W e ARS8 U ALl e A MRS LA A RSN A TS Rt i 1 ettt



LIKELIHOOD OF RETURN

80%

70%

60%

50%

40%

30%
20%
10%

0%

How likely would you be to take another trip
to RedWing? (Choose One)

73%
18%
6%
Eo NG -
Very likely Somewhat I'm not sure Somewhat  Yery unlikely
likely unlikely




CHANGES INVISITOR

PERCEPTIONS

Did your perception of Red Wing change once
you visited?

_|fes, 28%

Did your perceptio change in a positive
or negative way?

Positiva, 95%

« Among visitors whose
perceptions changed, those |

changes were overwhelming |
positive. : ‘
MNegative, 3%




ROI CALCULATIONS



“VCB ENGAGED”

This survey sample represents approximately 6,422 VCB engaged consumers of
Red Wing, MN.

.
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' VCB Engaged Visitors (those who

interacted with the CVB prior to visiting)

Total Email and Total Facebook Total Twitter
Mail inquiries “Likes” Followers

3 J,

4754 |+ | 1,540 | 4 128




AVERAGE PER PERSON SPENDING

Category Spending Average % of total
Lodging $ 38.83 16%
Food & Dining $ 51.04 22%
Shopping $ 81.48 34%
Entertainment / Attractions $ 25.92 1%

Gas / Fuel / Transportation $ 35.36 | 5%
Miscellaneous / Other $ 4.54 2%
TOTAL $ 237.17 100% |

Average Spending per Respondent/Party: $237.17

rAverage of Days per Respondent Group (Nights + 1) = 3.16

$237.17 / 3.16 (avg _ $75.05 per

stay in days) party per day




TOTAL ESTIMATED VISITOR SPENDING

of those who engaged with the Red Wing Visitors Bureau
(Gross Conversion)

Estimated Visitor
Spending in 201 |

Spendlng per
Party per trip

Party-trips . Avg # of
(6,422 x 64%) annual trips

4110 X | 1.63 X $237.17 = \ $1,588,873




RETURN ON MARKETING INVESTMENT,
Red Wing Visitors Bureau Marketing Budget
(Gross Conversion)

Estimated Total
Visitor Spending

$ 1,588,873

Advertising
Budget

$ 45,000

l

Return on Marketing
investment Ratio

“For every dollar spent by the Red Wing Visitors Bureau on
marketing, $35.3 | was returned to the area in visitor spending.”



TOTAL ESTIMATED VISITOR SPENDING of
those who were influenced to visit by Red
Wing Visitor marketing materials
(Net Conversion)

Party-trips « Spending per _ Influenced Visitor
(4,110 x 61%) Party per trip Spending in 201 |
2,507 X $237.17 \ = $594,609

“Of the $1,588,873 spent by VCB engaged visitors last year, at least $594,609
was spent by people who made their decision to visit based on the VCB’s
marketing materials (esp. visitor guide and website). Red Wing would not have
seen this revenue last year were it not for the VCB's marketing efforts.”



ADD’L INTENDING VISITOR SPENDING
(Future Conversion)

" Ho W e s

| o | IR W S

H % I HIES Y7 QIS E
LT i 1% V iSILLD|

e . Estimated “Intending”

S X Iipendmg |:Z|er - | Visitor Spending to be

future visits ™ avg arty per da .
Y P Y generated in the next Year

'.J-"Jr‘ o AN R t‘ fapm e fﬁ\%\
+ O annual Trips)

i

X $237.17 $523,434




TOTAL VISITOR ROI
(Including Future Conversion)

This year’s spending + | _ | Marketing | _| Return on Marketing
projected additional Budget B Investment Ratio
spending next year

$ 523,434 |+ | $1,588,873 - $45,000

“In addition to the $1,588,873 already spent by visitors from 201 | marketing,
$523,434 will likely be spent by visitors coming within the next year. This
brings the total visitor spending resulting from last year’s marketing to
$2,112,307; or an overall ROI of $46.94 for every dollar spent on
marketing.”



