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Purpose. The purpose of this study is to measure the impact 
{ǇǊƛƴƎŦƛŜƭŘ /ƻƴǾŜƴǘƛƻƴ ϧ ±ƛǎƛǘƻǊǎ .ǳǊŜŀǳΩǎ нлмф ƳŀǊƪŜǘƛƴƎ 
campaign had upon visitation and spending, as well as to calculate 
a marketing ROI. The results of this study have been compared to 
the previous campaigns, the Springfield Historical Average and the 
H2R Proprietary Industry Norm (H2R Norm) where applicable. 

Target Audience. The Springfield 2019 Marketing & Media 
Effectiveness Study was conducted among travelers living in the 
St. Louis, Kansas City, Tulsa, Wichita, Little Rock and Fort Smith 
DMAs, as well as travelers living within a 51-500 mile radius of 
Springfield. The research was conducted in December of 2019 in 
order to capture the travel and spending that was generated as a 
direct result of the campaign and provide an accurate 
measurement of the marketing ROI.

Sample. A total of 2,000 travelers were interviewed for this study. 
This sample size provides for a maximum margin of error of +/-
2.2% at a 95% confidence interval overall. 
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Advertised Markets

ǐThe sample for the 2019 Marketing & Media Effectiveness 
ǎǘǳŘȅ ǿŀǎ ǘŀƪŜƴ ŀŎǊƻǎǎ ǘƘŜ {ǇǊƛƴƎŦƛŜƭŘ /±.Ωǎ ŀŘǾŜǊǘƛǎŜŘ 
market area which encompasses a radius of 51-500 miles 
and included six Spot Markets (Kansas City, St. Louis, 
Tulsa, Wichita, Fort Smith and Little Rock), all 
commensurate with how the marketing was placed and 
measured in the past. 

ǐTo represent travelers from each of these areas fairly and 
appropriately, the results in this study were once again 
weighted by market tier. Tier 1: 51-150 miles, Tier 2: 151-
225 miles, Tier 3: 226-400 miles and Tier 4: 401-500 miles. 

ǐResults from each Tier were weighted commensurate with 
household population to provide an overall average 
reflective of the aggregate travel population across the 
advertised markets, meaning that those areas with larger 
populations received a heavier weight than markets with 
smaller populations. 



Executive 
Summary

Springfield, MO 2019 Marketing & Media Effectiveness Research
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ǐ¢ƘŜ {ǇǊƛƴƎŦƛŜƭŘ /±.Ωǎ нлмф ƳŀǊƪŜǘƛƴƎ ŎŀƳǇŀƛƎƴ ǊŜŀŎƘŜŘ 
39.5% of travelers across a 500-mile radius, which 
exceeded the H2R Norm of 35% and improved from 38% in 
нлмуΦ hǾŜǊŀƭƭΣ {ǇǊƛƴƎŦƛŜƭŘΩǎ ƳŀǊƪŜǘ ǊŜŀŎƘ Ƙƛǘ тΦпa ŀǿŀǊŜ 
traveler households, up 2% from 7.3M in 2018. 

ǐGiven a media investment of $1M this year, the SCVB 
generated a cost per aware travel household that averaged 
just $0.14, considered quite efficient compared to the H2R 
bƻǊƳ ƻŦ ϷлΦнт ŀƴŘ ƛǎ ŎƻƳǇŀǊŀōƭŜ ǘƻ ƭŀǎǘ ȅŜŀǊΩǎ ϷлΦмоΦ

ǐWhile most metrics improved this year and exceed H2R 
bƻǊƳǎΣ ǎƻƳŜ ǎǘƛƭƭ Ŧŀƭƭ ōŜƭƻǿ {ǇǊƛƴƎŦƛŜƭŘΩǎ IƛǎǘƻǊƛŎŀƭ 
Averages. This is largely due to the use of digital marketing 
which reaches a more engaged target market and delivers 
a larger level of incremental visitation than traditional 
campaigns. But, this improved level of targeting typically 
delivers a smaller aggregate pool of travelers which hinders 
marketing efficiency metrics. A similar scenario has been 
experienced by many other DMOs across the country.

Marketing Efficiency
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ǐWhile efficiently reaching new travelers is an integral part 
of a successful campaign, marketing is considered most 
effective when the travelers who see the ads are ultimately 
more likely to have visited Springfield than those who were 
not exposed to the marketing. And that was certainly the 
ŎŀǎŜ ŦƻǊ ǘƘŜ {ǇǊƛƴƎŦƛŜƭŘ /±.Ωǎ ŎŀƳǇŀƛƎƴ ǘƘƛǎ ȅŜŀǊΦ 

ǐThe level of impacted visitation (+1.9%) increased for the 
third straight year and generated 140k impacted trips in 
2019τa record high for Springfield.

ǐLikewise, these incremental visits generated nearly $93M 
in incremental travel spending for the areaτtopping last 
ȅŜŀǊΩǎ ǎǇŜƴŘƛƴƎ ƭŜǾŜƭ ōȅ нм҈Φ

ǐOverall, the campaign generated an ROI of $91, marking a 
9% increase over the 2018 ROI and 6% higher than the 
Springfield Historical Average of $86. 

Influenced Travel, Spending & ROI
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ǐ{ǇǊƛƴƎŦƛŜƭŘΩǎ ŎŀƳǇŀƛƎƴ ŜȄǇŜǊƛŜƴŎŜŘ ǎŜǾŜǊŀƭ ƛƳǇǊƻǾŜƳŜƴǘǎ 
in its creative evaluation this year. Nearly three-quarters of 
travelers in this study felt the ads made Springfield more 
appealing (+5pts). Travelers were also more likely to 
believe the ads were relevant to them (+4pts), fit with 
what they think about Springfield (+4pts) and were 
ŘƛŦŦŜǊŜƴǘƛŀǘŜŘ ŦǊƻƳ ƻǘƘŜǊ ŘŜǎǘƛƴŀǘƛƻƴǎΩ ŀŘǾŜǊǘƛǎƛƴƎ όҌуǇǘǎύΦ

ǐ{ǇǊƛƴƎŦƛŜƭŘΩǎ ƎǊŜŀǘ ƻǳǘŘƻƻǊǎ ŦŜŀǘǳǊŜŘ ƛƴ ǘƘŜ ŀŘǎ ǊŜǎƻƴŀǘŜŘ 
with travelers. They were significantly more likely to select 
natural, scenic beautyas a top takeaway compared to last 
year (+7pts), but variety(47%) and a fun and exciting 
family destination(36%) remain as the top two message 
takeaways. 

ǐMost importantly, however, the campaign increased 
ǘǊŀǾŜƭŜǊǎΩ Ǉƻǎǘ-exposure intent to visit Springfield by 18 
pointsτup from +12 points in 2018 and considerably 
higher than the H2R Norm of +8 points. 

Marketing Evaluation
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ǐ{ǇǊƛƴƎŦƛŜƭŘΩǎ ǳƴŀƛŘŜŘ ǘƻǇ-of-mind brand awareness of 1.1% 
tied with Austin and California. This ratio ranks Springfield 
at #15 compared to #41 in 2018, #17 in 2017 and #31 in 
2016. This level of volatility is not unusual given the 
changing marketplace and intensity of competition. 

ǐSpringfield visitors continue to take nearly two trips per 
year to the Springfield area, and most visit during the peak 
season or April-September timeframe (33%). Shopping 
(45%), Bass Pro Shops (38%) and museums/cultural events 
(21%) continue to be the most popular activities, as well as 
the primary drivers.

ǐVisitors continue to skew toward Caucasian or White (83%) 
with no children in the home (60%). Prospects (non-visitors 
who are likely to visit after viewing the ads) are slightly less 
likely to be Caucasian or White (66%) but more likely to 
have children in the home (52%).

Springfield Visitation
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