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Project Overview 

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.  

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.   
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Executive Summary 
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▪ 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. 

60% of Inquiries Converted to Visitors 
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▪ 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.  

 

Seattle Southside Visitors 

6 



7 

▪ 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. 

Media Engagement 
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▪ 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.  

Measuring Direct Media 
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Key Performance Indicators 

3 Year Performance Overall 

Inquiries Received 27,835 

Conversion Rate 60.4% 

Converted Travelers 16,821 

Spending/Party $1,007 

Est. Tourism Revenue $16.9M 

Media Investment $1.2M 

Cost per Inquiry $43 

Return on Investment $14 

Seattle Southside’s overall 
marketing campaign generated 
an ROI of $14.  

The campaign produced nearly 28,000 unique 
inquiries to the area and over a three-year 
period approximately 60% of those inquiring 
travelers visited the area. Of those travelers, 
56% visited within the past 12 months. 

Those who visited spent enough to generate 
nearly $17M in tourism revenue for the 
Seattle Southside area.  With an investment of 
$1.2M in marketing, the return on investment 
was $14 for every dollar invested.  
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Geographic Distribution of Seattle Southside Inquiries 

SOURCE: SEATTLE SOUTHSIDE VISITOR SERVICES 

As the map below illustrates, inquiries came from all across the country. 
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Primary Destination Visited  

Seattle 
Southside 

18% 

Downtown 
Seattle 

62% 

Other 
20% 

Primary Destination Visited 

Q8: What part of the Greater Seattle area was your primary destination? 
Q14: How would you describe the Seattle Southside area to a friend or family member who 
has never been there before?  

More than 6 in 10 visitors to Seattle Southside indicated they came to the area primarily to visit Downtown 
Seattle.  Visitors describe the area with words like, great, beautiful and friendly.  

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

Describe Seattle Southside 
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Most Recent Visit 

Q15: When was your most recent visit to the Seattle Southside area? 
Q16: In what year was that visit?  

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

Seattle Southside has a distinct travel “season.”  The majority of visitors (70%) visit the area between June and 
October, while more than 4 in 10 visit in the summer months.    

Winter (Jan-
Mar) 
11% 

Spring (Apr-
May) 
14% 

Summer 
(Jun-Aug) 

45% 

Fall (Sept - 
Oct) 
25% 

Holidays 
(Nov-Dec) 

5% 

Season of Most Recent Visit 

8% 

56% 

27% 

9% 

2014

2013

2012

2011

Year of Most Recent Visit 
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Primary Purpose of Visit 

59% 

19% 

4% 

4% 

3% 

3% 

8% 

Vacation/Getaway

Visit friends/family

Recreation Day Trip

Business Trip

Meeting/Convention

Sporting Event

Other

Primary Purpose of Visit 

Q18: What was the primary purpose of your trip to the Seattle Southside area on your most recent visit? 
Q19: Using the scale provided, please rate how likely you would be to do the following when you visit the 
Seattle Southside area for a business trip or meeting/convention: 

More than half of visitors came to the area for a vacation or getaway.  Interestingly, more than three-fourths of 
those who came for business indicated they probably/definitely would extend their stay or add another trip 
for leisure purposes in the future.  

Definitely 
would 
41% 

Probably 
would 
37% 

Neither 
10% 

Probably 
would not 

10% 

Definitely 
would not 

2% 

Business Trip Likelihood to 
Extend/Add Leisure 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 RESPONDENT BASE: SEATTLE SOUTHSIDE BUSINESS VISITORS | N=28 
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Visitors 

Stayed 
Overnight 

88% 

Day Trip 
9% 

Live in the 
Area 
3% 

Visitors 

Q20: How many nights did you spend in the Seattle Southside area on this visit? 
Q21: Which of the following best describes the accommodations you used for this stay? 

RESPONDENT BASE: SEATTLE SOUTHSIDE OVERNIGHT VISITORS | N=611 

Most converted inquirers spend the night in commercial lodging accommodations.  Nearly 9 in 10 visitors 
stayed overnight on their visit—an average of nearly 4 nights.  Most overnight visitors chose a 
hotel/resort/motel for their stay.  

83% 

11% 

6% 

Hotel/Resort/Motel

Friends/Family

Other

Type of Accommodations 

3.54 
Nights in the 

Area 
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Primary Mode of Transportation 

Q23: What mode of transportation did you use to get to the Seattle Southside area on your most recent 
visit? 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

Most converted travelers fly to Seattle Southside.  The majority of travelers visited via airplane, not surprising given the 
distance traveled and large airport located in the area.  However, a variety of other transportation methods were also used. 

65% 
Airplane 

24% 
Personal Vehicle 

1% 
Bus 

4% 
Amtrak 

3% 
Cruise Ship 
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Functional Drivers to the Area 

Q25: Of these activities, please indicate if there were any that were a major influence 
in your visiting the Seattle Southside area on that visit.  You may choose up to 3. 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

The activities most likely to have motivated, or inspired, converted travelers to visit the area were activities in 
downtown Seattle, sightseeing and the mountains.  

56% 
Downtown 

Seattle 

32% 
Sightseeing 

18% 
Mt. Rainer/  

Mt. Saint Helens 
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Net Promoter Score 

Developed by Satmetrix, Bain & Company, and Fred Reichheld in The Ultimate Question 
*Source: “What’s Your Purple Goldfish” by Stan Phelps 

“How likely are you to recommend Seattle Southside to a friend or family member? 

Net Promoter Score = (% Who are Promoters) – (% Who are Detractors) 

1 2 4 3 5 6 7 8 9 10 
DETRACTORS 

NEUTRAL 

PROMOTERS 

0 

NPS (Net Promoter Score) is a leading measurement tool used by thousands of organizations across 
various industries.  Given the importance of positive word of mouth advertising, it is mission critical 
that travel destinations measure their brand advocacy using a metric like the Net Promoter Score.  
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Net Promoter Score 

▪ Two-thirds of visitors are Seattle 
Southside “brand promoters,” or those 
who are likely to recommend the area 
to others.  Conversely, only 9% are 
considered brand detractors which 
accounts for the net score of 57%.  

▪ The objective is to maximize the 
number of brand promoters and 
encourage them to advocate on behalf 
of the brand.  This is especially true 
among leisure travelers since personal 
recommendations are powerfully 
influential. 

Q27: How likely are you to recommend the Seattle Southside area to a friend or family member? 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

Seattle Southside earned a Net Promoter score of 57%, considered very good by industry norms.  Seattle 
Southside has more brand promoters than average and also fewer brand detractors. 

66% 

25% 

9% 

Promoters  (9 - 10) Neutrals  (7 - 8) Detractors  (0 - 6)

NPS: 

57% 
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Intent to Visit Seattle Southside 

Q33: How likely are you to visit the Seattle Southside area … 
Q34: How likely are you to visit the Seattle Southside area during the following seasons? 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 
NON-VISITORS | N=418 

45% 

76% 

39% 

81% 

93% 

82% 

37% 

55% 

75% 

17% 

63% 

87% 

69% 

17% 

In the Next 12
Months

In the Next 3
Years

Winter Spring Summer Fall Holidays

Visitors Non-Visitors

Nearly half of the visitors to the area intend to visit at some point in the next 12 months, while more than 
three-fourths plan to visit in the next 3 years.  Most would prefer to visit between Spring and Fall.  
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Requested Information 

Yes 
63% 

No 
37% 

Recall Information Mailed to You 

Q9: Do you recall receiving any materials mailed to you by Seattle Southside Visitor Services? 
Q10: Using the scale below provided, please indicate to what extent the materials you received from Seattle 
Southside Visitor Services influenced your decision to visit the Seattle Southside area.  

Nearly two-thirds of visitors recalled receiving the information they requested.  Additionally, 67% indicated the 
materials were at least somewhat influential in their decision to visit.  

25% 

42% 

14% 

19% 

Significantly influenced my
decision to visit

Somewhat influenced my
decision to visit

Very small impact on my decision
to visit

Did not influence my decision at
all

Impact on Decision to Visit 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 
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Best Source for Information 

Q13: Which of the following sources is the best way for Seattle Southside Visitor Services to  
keep you informed about what's happening in the area? 

Seattle Southside’s website is its most important consumer touch point.  Visitors indicated the website, direct 
mail and e-newsletters are the best ways to keep them informed about what’s happening in Seattle Southside.  

42% 
Seattle Southside 

Website 

36% 
Direct Mail 

34% 
E-newsletters 

RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 
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Contact with Seattle Southside 

Q28: Have you done any of the following? 
Q29: Which of the following best describes your primary purpose for visiting the Seattle Southside website 
the last time you went there: RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

More than half of Seattle Southside’s visitors have gone to the official website, most of whom had already 
decided to visit the area and were searching for information for their visit.  

84% 

11% 
6% 

Primary Purpose of Visiting Website 

Had already decided
to visit and was
looking up
information for
things to do, places to
stay, etc.

Had not decided if I
was going to visit or
not and was using the
website to help me
make that decision

Other

54% 

15% 

9% 

39% 

Visited the Seattle Southside
website

www.seattlesouthside.com

Visited the Seattle Southside
Visitors' Center

Called the Seattle Southside 1-
800 Number to request

information

None of the above

Contact w/ Any of the Following 
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Website Rating 

Q30: Using the scale provided, please rate the Seattle Southside website, www.seattlesouthside.com.  
Q31: Did you use the booking engine available on the Seattle Southside website to book any portion of your trip? 

RESPONDENT BASE: WEBSITE VISITORS | N=375 

The vast majority of website visitors thought the website was good or great, as well as easy to navigate.   
However, few website visitors used the booking engine available for any portion of their trip.   

44% 

45% 

11% 

0% 

0% 

Great website, very easy to
navigate

Good website, somewhat easy
to navigate

Average website, neither easy
nor hard to navigate

Below average website,
somewhat hard to navigate

Poor website, very hard to
navigate

Rate Seattle Southside Website 

6% 

94% 

Use Booking Engine on Website 

Yes

No
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A    

Household Decision Makers 

41% 

56% 

3% 

Overall Decision Maker 

Me

Me and my
spouse/partner

My
spouse/partner 31% 

46% 

65% 
53% 

4% 
1% 

Male Female

Me Me and my spouse/partner My spouse/partner

Q5: Who in your household is primarily responsible for making decisions regarding the travel destinations 
you and your family visit: 

RESPONDENT BASE: ALL RESPONDENTS | N=1,117 

Overall, more than half of respondents make decisions jointly with their spouse or partner.  In those 
households where there is only one decision maker, it is more likely to be female.  

1    
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Travel Options 

An all-inclusive travel 
package including 

airfare, lodging and 
activities 

20% 
I like to purchase travel 

amenities including 
airfare, lodging and 

activities separately or a 
la carte 

80% 

Travel Options Most Appealing 

Q6: Please read the travel options below and indicate which one you would be most likely to purchase. 

RESPONDENT BASE: ALL RESPONDENTS | N=1,117 

The majority of respondents indicated they would like to purchase their travel amenities separately rather 
than purchasing an all-inclusive travel package.  

2    
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Shoulder Season Visitation 

2% 2% 1% 1% 
3% 

0.2% 

20% 21% 

16% 

10% 

35% 

25% 

Thanksgiving Christmas New Years Martin Luther King
Jr. Day

Spring Break Easter

% Visited %Probably/Definitely Would Visit

Q17: Was your most recent visit to the Seattle Southside area on any of the following holidays/extended 
weekends? 
Q35: How likely are you to visit the Seattle Southside area during the following holidays/extended weekends? RESPONDENT BASE: SEATTLE SOUTHSIDE VISITORS | N=694 

Very few travelers came to the area for a holiday/extended weekend trip on their most recent visit.  However, 
there is some interest in visiting during Spring Break.  

3    
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Respondent Profile 

Visitors Non-Visitors 

Male 35% 30% 

Female 65% 70% 

Party/HH Age 56 56 

% Families (Party/HH) 20% 21% 

% Adults (Party/HH) 80% 79% 

HH Income $91k $85k 

Distance from Seattle Southside 1,621 miles 1,722 miles 

Demographically, visitors and non-visitors are very similar with the exception of household income.  This is not 
surprising considering the average visitor travels more than 1,600 miles to visit the area.  

RESPONDENT BASE: ALL RESPONDENTS | N=1,117 
4    
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Thank You! 

Know Your Customer 

417.877.7808 

1717 E Republic Road, Suite C 
Springfield, MO 65804 

@H2RMktResearch 

agaroutte@h2rmarketresearch.com 
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