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Project Overview
PURPOSE
The purpose of the Seattle Southside Conversion Study is to determine the conversion rate of visitors
who inquired with Seattle Southside and were influenced to stay in the region but did not book
through Seattle Southside Visitor Services (SSVS). The objective of this study is quantify Seattle
Southside’s inquiry conversion rate, determine how much money converted travelers spent in the
area and calculate the DMO’s marketing ROI.
TARGET AUDIENCE
The Seattle Southside Conversion Study was conducted among travelers who inquired to SSVS for
information about visiting the area. The research was conducted in February of 2014 using a
combination of telephone interviews and online surveys. This study measured the level of travel and
spending that SSVS generated over the past 3 years (2011-2013).
SAMPLE
A total of 1,117 respondents were interviewed for this study. This size of sample provides for a
maximum margin of error of +/-2.9% at a 95% confidence interval, considered very good by industry
standards. Seattle Southside visitors accounted for 694 of these respondents while 418 interviews
were travelers who inquired but did not visit Seattle Southside in the past 3 years.
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Executive Summary

60% of Inquiries Converted to Visitors
▪ Over the past 3 years, 60% of those who
inquired to Seattle Southside Visitor Services
ultimately visited the area.
▪ This is very good compared to the H2R
Industry Norm of 33% for destinations across
the U.S.
▪ Return on investment is $14 for every $1
invested.
▪ Visitors who inquired stay longer and spend
more than the average visitor to Seattle
Southside. They typically stay 3.54 nights and
spend $1,007.
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Seattle Southside Visitors
▪ Visitors indicated that activities in Downtown
Seattle and the sightseeing were the primary
functional drivers that inspired them to visit.
▪ Those who have visited the Seattle Southside area
in the past describe it as an area that’s beautiful
with friendly people. Most visitors came in the
summer (45%) or fall (25%) months for a
vacation/getaway.
▪ The average visitor traveled more than 1,600 miles
to visit Seattle Southside, and the majority (88%)
stayed overnight. Most (65%) chose to fly in to the
area, while others drove (24%), took a train (4%) or
were on a stop from a cruise ship (3%).
▪ More importantly, two-thirds of visitors would
recommend Seattle Southside to a friend and 74%
would visit again in the next 3 years.
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Media Engagement
▪ The media that Seattle Southside Visitor Services used
to engage travelers had a positive influence on
travelers’ decision-making process. Nearly two-thirds of
those who requested information from Seattle
Southside Visitor Services recalled the materials they
received—and 67% said those materials influenced
their decision to visit.
▪ Visitors also recalled several other types of media,
including the Seattle Southside website (25%), direct
mail pieces (23%) and e-newsletters (14%) about the
area. They indicated that these types of materials were
also the best ways to keep them informed about what’s
going on in the area.
▪ Those who visited the Seattle Southside website did so
primarily to search for information about a visit they
had already planned. However, only 6% used the
booking engine available. Most indicated they had
already booked their trip or were planning to go directly
to vendors’ websites to book what they needed.
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Measuring Direct Media
▪ Traditionally, Conversion Studies such as this one are
used to measure the impact media spending has on
convincing those who inquire about a destination to go
ahead and visit. However, many destinations are
finding that fewer and fewer visitors are inquiring in a
traditional manner before they visit, leaving no way to
track their conversions.
▪ Much of Seattle Southside’s marketing budget was
funneled into online sources used to market directly to
those travelers who may not inquire for information
directly with SSVS before visiting. Because this
conversion study was not designed to capture the
impact of those travelers, H2R recommends measuring
the impact of all general travelers in a second phase of
research. The next best step is to determine the
marketing effectiveness of SSVS’s online campaigns
through a Digital Media Conversion Study.
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