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Background & Objectives

• Mammoth Lakes Tourism (MLT) has partnered with Strategic Marketing & Research Insights 

(SMARInsights) since 2013 to conduct advertising effectiveness and seasonal visitor profile measures. 
With leisure travel recommencing after 2020’s COVID -19 travel restrictions, MLT and its partners are 
eager to measure the impact of their advertising and public relations campaigns on visit intent, visitation, 

and responsible, sustainable tourism. 

• This report focuses on the Spring/Summer 2022 paid advertising. Goals are to:

— Measure awareness of the advertising in California and Nevada

— Assess reactions to the creative

— Gauge impact of the advertising on destination image, destination rating, and likelihood to visit 

versus the competitive set 

— This report also summarizes the FY21-22 advertising investment in California, Nevada, and the Northeast 

markets in an ROI figure and associated metrics:

— Measure advertising impact on visitation and on trip details

— Calculate an ROI on the campaign

— Look at the impact of the campaign on visitor understanding of responsible, sustainable tourism

— Present insights and recommendations
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Methodology

• The SMARInsights’ methodology for measuring advertising effectiveness relies on respondents viewing 

the actual ads. With this methodology, an email with the survey link is sent to a qualified list of potential 
participants and they are asked to complete the survey. 

• Qualified households are surveyed to gauge travel behaviors, perceptions of the destination, and – at the 

end of the survey – awareness of the advertising.

3

Qualified Respondents

Traveling household

• Households that typically take at least one overnight leisure trip/year

Outdoor travelers

• Traveling households that:

• enjoy passive or active outdoor activities and/or 

• enjoy being outdoors in nature

• Population used as the base for this research
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Methodology

• Three waves of research were completed; 

surveying was done following the conclusion of 
each seasonal campaign in the markets where 
ads ran. The winter report was given the 

heaviest weight to reflect strategic priority and to 
enable analysis of additional markets.

• An online survey was conducted with outdoor 
travelers in California and Nevada in three 
waves, and in Denver and the Northeast target 

markets following the winter campaign. Within 
market groups, surveys fell out naturally by 

population.

• As a cost-containment measure, the survey was 
streamlined and data collection occurred 

simultaneously for the ad effectiveness and 
visitor profile studies. In FY 19/20, only the 

winter wave of research was conducted. No ad 
effectiveness measure was taken in FY 20/21.
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Ad 

Effectiveness 

Research

Fall Winter
Spring/ 

Summer

FY 21/22 

TOTAL

CA+NV 501 1,258 503 2,262

Denver 496 496

Northeast 1,259 1,259

TOTAL 501 3,013 503 4,017

Ad Effectiveness 

Research
FY 18/19 FY 19/20 FY 21/22

CA+NV 2,423 648 2,262

Denver 752 200 496

Northeast 756 1,259

TOTAL 3,175 1,604 4,017



Spring-Summer 2022

Mammoth Lakes Ad Effectiveness Research
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Insights – Summer Campaign

• The Mammoth Lakes Summer campaign was able to reach 22% of the targeted travelers. This is fewer 
than past summer campaigns (pre-pandemic). The campaign ran both brand creative and Hug What You 
Love stewardship creative as separate messages. Running two individual messages may have led to 
lower recall overall; going forward, the integration of stewardship with brand messaging would likely 
improve recall.

• Another challenge is that more destinations are advertising this year, which is making it more difficult to 
gain awareness in a larger field of competitors.

• Consumer reaction to the creative concepts tested was overwhelmingly positive at 79%, and there was 
almost no negative reaction. The creative resonates with the target audience.

• The advertising effectively improves familiarity and perceptions of the destination. The strongest impact 
of the ads is positioning Mammoth Lakes as refined, luxurious, like nothing else, and a destination that 
values sustainability and stewardship.

• The advertising works holistically with MLT-owned media – especially the Visitors Guide, Facebook, 
Instagram and the MLT website.

• The result is that those with ad recall indicate they are much more likely to visit Mammoth – the 
percentage jumps from 33% for the unaware to 53% for the ad-aware.  
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CA+NV – With lower spending than pre-
pandemic, summer ads reached 22% of 
outdoor travelers
• We know that awareness moves with spending, so lower recall is to be expected this year with a smaller 

budget. Compared to pre-pandemic summer spending, MLT spent 49% less, but recall is only down 30%. 

• Although advertising ran in summer 2021, there was no measure of ad awareness due to interruptions to 
and restrictions on the leisure travel landscape due to COVID-19. 
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48%
46% 47%

31%

22%

$768,258
$689,412

$1,082,748

$773,750

$300,000

$395,005

2016 2017 2018 2019 2020 2021 2022

Summer Ad Awareness

Awareness Media Spending

No measurement due to COVID-19

In Spring/Summer 2022, MLT ran brand (No Small Backyard ran all year) and Hug What You Love including some 
of the same images from Fall. On July 12 Hug What You Love stopped running, replaced by Maladies.



CA+NV – Consumers are 
positive about the creative
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• Reactions to the creative were strongly positive, with 79% of 

the respondents positive about each of the three creative 

executions. The benchmark is 60% positive – so the ads are 

well above that.

• There were very few negative responses to the summer ads. 

Of the very few negatives, most related to more negative 

perceptions of a progressive agenda or that the ads felt 

political – more so with the Hug What You Love creative. 

SMARInsights has seen this type of reaction to stewardship 

and sustainability messaging in this highly polarized 

environment. But since this is only 2% to 3% of the 

consumers in this instance, it is not a significant issue. 

• This reinforces MLT’s successful targeting of its target 

audience, which values stewardship. Those who don't 

appreciate this message are not likely to respond to the 

advertising anyway. 

78.9% 78.5% 78.7%

18.5% 18.7% 19.3%

2.6% 2.8% 2.0%

HWYL Escape - Dog Escape/Maladies

Reaction to Summer Creative

Negative

Neutral

Positive

SMARInsights



CA+NV – The ads help drive 
familiarity with the destination

• As we saw in prior seasons, those with recall of the ads indicate higher familiarity 

with Mammoth Lakes. 

• Lake Tahoe continues to have the strongest familiarity, and that’s true even with 

ad recall. But the gap is much smaller among those who recall the MLT ads. 
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31%
23%

14% 9% 7% 4% 5% 4%

38%

31%

20% 24%

12% 12% 10% 8%

23%

26%

28% 28%

27% 28% 25%
16%

Lake Tahoe Mammoth

Lakes - aware

Bear Mountain Mammoth

Lakes -

unaware

Park City Vail Jackson Hole Breckenridge

Familiarity with the Competitive Set - Impact of Ad Recall

Know a little

Know a fair amount

Know a lot
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CA+NV – The ads improve 
consumers’ image of the destination

• This table compares image ratings among those with and without recall of the MLT summer 

ads. Those with recall are much more likely to agree that Mammoth Lakes is refined, 

luxurious, and is like nothing else.

• The ads also have a strong positive impact on Mammoth Lakes’ image as a place that values 

sustainability and stewardship. For the most part, this resonates with travelers – and visitors 

in particular. 
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Agreement that Mammoth Lakes… Unaware Aware Difference

Is refined and luxurious 3.2 3.7 0.4

Is like nothing I have ever seen before 3.3 3.8 0.4

Is a destination that values sustainability and stewardship 3.5 3.8 0.3

Offers an extraordinary sense of awe and feeling of exhilaration 3.7 3.9 0.3

Is majestic in scale and awesome in its natural beauty 3.9 4.1 0.3

Has an otherworldly natural landscape 3.7 4.0 0.3

Has an abundance of diverse terrain 3.7 3.9 0.2

Is unpretentious 3.5 3.6 0.2

Is a destination for outdoor adventurers 4.0 4.1 0.2

Offers an abundance of year-round activities right outside your door 3.7 3.9 0.1

Is an authentic outdoor playground 3.8 4.0 0.1

Is rustic and rugged 3.6 3.6 0.0



CA + NV – Summer ads bring Mammoth 
Lakes closer to Lake Tahoe

• Mammoth Lakes’ biggest competitor is Lake Tahoe. Consumers are generally more familiar with 

Lake Tahoe and have a more positive image of it. Without the advertising, Lake Tahoe outperforms 

Mammoth Lakes on all image attributes. 

• But among those with ad recall, Mammoth Lakes’ ratings exceed Lake Tahoe’s for “is like nothing I 

have ever seen before” and “is unpretentious.” The ratings overall for Mammoth (among the ad-

aware) are very similar to Lake Tahoe – making it much more competitive.
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Agreement that [PLACE]… Mammoth Lakes Lake Tahoe Difference
Mammoth Lakes -

aware

Difference 

(Mammoth - Tahoe) 

with ad awareness

Is like nothing I have ever seen before 3.4 3.6 -0.2 3.8 0.2

Is unpretentious 3.5 3.6 -0.1 3.6 0.1

Is rustic and rugged 3.6 3.7 0.0 3.6 0.0

Has an otherworldly natural landscape 3.8 4.0 -0.2 4.0 0.0

Is a destination that values sustainability 

and stewardship
3.6 3.9 -0.3 3.8 0.0

Is refined and luxurious 3.3 3.7 -0.4 3.7 0.0

Has an abundance of diverse terrain 3.8 4.0 -0.2 3.9 -0.1

Is majestic in scale and awesome in its 

natural beauty
3.9 4.2 -0.3 4.1 -0.1

Offers an extraordinary sense of awe and 

feeling of exhilaration
3.7 4.1 -0.3 3.9 -0.1

Is a destination for outdoor adventurers 4.0 4.3 -0.2 4.1 -0.1

Is an authentic outdoor playground 3.9 4.1 -0.3 4.0 -0.2

Offers an abundance of year-round 

activities right outside your door
3.8 4.2 -0.4 3.9 -0.3



CA + NV – Summer advertising works 
holistically with MLT’s owned media

• Social channels, the website, and the travel guide are 

more frequently used by those aware of the ads, and 

there is likely some exposure to ad content through 

these channels as well.

• All travel guide users deemed it useful (the other option 

was “not useful”). 
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Somewhat useful, 
29%

Very useful, 71%

How would you rate the usefulness of the guide? 

2%

1%

1%

2%

2%

3%

6%

1%

6%

10%

14%

26%

29%

32%

36%

41%

Pinterest

TikTok

Twitter

YouTube

Visited MLT

website

Instagram

Facebook

Used Visitor

Guide

Ad impact on usage of owned 

media

Aware

Unaware
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CA + NV – Summer ads generate 
significantly higher visit interest

• Likelihood to visit Mammoth Lakes increases from 33% to 53% among outdoor travelers 
who recall the advertising. While consumers are still more likely to visit Lake Tahoe, among 
those aware of the ads, the gap is much smaller.  

• Compared to pre-pandemic, likelihood to visit Mammoth is higher among both unaware and 
ad-aware travelers.

• In the next section of the report, we look at actual visitation influenced by the advertising.
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60%

53%

35% 33%

20%
18% 17% 15%

Lake Tahoe Mammoth

Lakes -

aware

Bear

Mountain

Mammoth

Lakes -

unaware

Park City Jackson Hole Vail Breckenridge

Likelihood to Visit in the Next Year

SMARInsights

22% 22%

33%

45%
48%

53%

FY 17/18 FY 18/19 FY 21/22

Likelihood to visit Mammoth 

Lakes, year-to-year

Unaware Aware



FY 21-22 ROI

Mammoth Lakes FY 21-22 Ad Effectiveness Research
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• MLT ran two sets of creative in September and October 2021 in California and 

Nevada: the brand campaign and the stewardship-focused Hug What You Love 
(HWYL). 

• In Winter 2021-22, MLT continued to run the brand advertising.

• In Spring/Summer 2022, MLT again ran brand and Hug What You Love including 
some of the same images from Fall. On July 12 Hug What You Love stopped 

running, replaced by Maladies. No Small Backyard ran all year.
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Campaign Overview

FY 21-22 CA+NV Denver Northeast

Fall $158,871 

Winter $538,452 $188,984 $385,689 

Spring/Summer $395,005 

Total $1,092,328 $188,984 $385,689 



Insights – ROI

• The total fiscal year campaign was able to reach 40% of targeted travelers. The winter 
ads had the highest reach, followed by fall and then summer. There was significant 
overlap in recall of the seasonal ads among consumers, which is positive.

• The FY21-22 campaign influenced 160,000 trips and $219 million in visitor spending. 
This translates into an ROI of $201 in spending in the community for each $1 in 
marketing, and a tax ROI of $5.42. This figures exceed those from FY2017-18 and 
2018-19, the two most recent years for which there were such measures.

• Winter visitors spend significantly more, so this season showed the strongest level of 
influenced visitor spending. Fall was the most efficient campaign, with the highest ROI 
– but there is synergy between the campaigns, so the individual seasonal ROI numbers 
should be considered with care. For fall, the level of travel was the lowest – but the 
increment was strong.

• While the ROI is high this year, there was pent-up demand for travel that allowed a 
smaller expenditure to still generate strong levels of travel. As travel patterns return to 
a more normal pattern, smaller spending levels may not be able to generate this level 
of travel or an ROI this strong.
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CA+NV – FY21-22 ads reached 
40% of travelers
• Winter ads had the highest reach in these markets and were also the most targeted in terms 

of reaching and appealing to snow travelers.

• Because there were overlapping exposures, with some travelers recalling ads from multiple 
seasons, the total reach is 40%.

• 2% of travelers and 4% of snow travelers are IKON pass holders. The ads reached these 
travelers at a higher rate than non-pass holders.
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29%

35%

22%

40%

Fall Winter Summer TOTAL

Campaign Reach

Unaware, 60%Recall 1 
campaign, 15%

Recall 2 
campaigns, 16%

Recall 3 
campaigns , 9%

Campaign Overlap

SMARInsights

Fall = September-November

Winter = December-May* 
Summer = June-August

*”Winter” typically ends in March but 

snow continued through May this year



Incremental travel measure

• Measuring incremental travel is the key to producing a conservative measure of advertising 

impact. It is also the industry standard, used by most destinations measuring ROI.
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Goal: positive travel 
increment (means the 

ads influenced 
additional visits)

1. Unaware travel is the 

baseline, or the level of 

visitation that would have 

occurred without the 

advertising.

3. The difference between 

these two levels of visitation is 

the travel increment. This is 

the % of travel influenced by 

the advertising.
1%

7%

Unaware Aware

Incremental Travel
2. This is the share of ad-

aware households that 

visited.

6 pts



CA+NV – FY 21-22 ads influenced 
160,000 trips and $219M in visitor spending

• Baseline (unaware) visitation was low in fall 

2021 as the omicron variant of COVID-19 
caused many travelers to hesitate. MLT’s 
well-liked messaging and outdoor product 

influenced visitation. Very low ad spending 
means a high ROI for this season, but we 

would not expect that type of outcome to 
continue at that level of spending,
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0.9%

1.6% 1.8%

3.6%
3.8%

5.4%

Fall Winter Summer

Incremental Travel

Unaware Aware

FY21-22 Fall Winter Summer TOTAL

Awareness 29% 35% 22% 40%

Aware HH 2,008,035 2,416,035 1,507,228 2,702,826

Increment 2.7% 2.2% 3.6% 5.9%

Influenced trips 53,742 52,274 54,557 160,573 

Trip spending $1,239 $1,702 $1,177 $1,369

Influenced visitor 
spending

$66,565,283 $88,976,188 $64,204,364 $219,745,836

Media spending $158,871 $538,452 $395,005 $1,092,328 

ROI $419 $165 $163 $201 

• Strong winter recall and a long 

snow season generated the highest 
visitor spending of the year. 

• Summer saw the highest seasonal 

increment in awareness.

• For the year, the advertising 

influenced visitor spending that 
represents nearly a quarter of total 
visitor spending.

Increment: 2.7% 2.2% 3.6%

2018-19 ROI $249 $198 $99 $165



CA+NV – Positive response to messaging that 
resonates generated strong visitor spending 
with low media investment 

• MLT’s FY21-22 advertising generated $201 for every dollar spent on the campaign – and over $5 was 

returned to the destination in local taxes.

• Compared to prior years, this is a larger ROI despite fewer influenced trips. That is because due to the 
unusual circumstances of the year – pandemic recovery, changing leisure travel landscape, and economic 

volatility – targeted messaging about Mammoth Lakes’ outdoor product resonated strongly and generated 
strong impact. However, continued spending at this low level could begin to lead to erosion in the gains 

made to date. Pre-pandemic, MLT’s spending was building. Some of this spending was moved to more of 
a maintenance level in order to focus funds on developing other markets. We will look next at those 
results.
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CA & NV markets 2014-15 2015-16 2016-17 2017-18 2018-19 2021-22

Media spending $635,836 $1,043,808 $1,713,712 $2,387,183 $2,488,731 $1,092,328

Incremental trips 122,691 198,981 224,042 202,902 255,307 160,573 

Trip spending $1,087 $1,372 $1,520 $1,752 $1,570 $1,369

Influenced visitor 
spending

$133M $273M $341M $356M $401M $220M

ROI $210 $262 $199 $149 $165 $201

Local tax impact $3.6M $7.4M $9.2M $9.6M $10.8M $5.9M

Tax ROI $5.74 $7.07 $5.37 $4.02 $4.46 $5.42 
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Denver – Winter ads had reasonable 
reach but a small impact on visitation

• Among those unaware of the advertising, Mammoth Lakes 

visitation was virtually nonexistent at just a quarter of a percent. 

• The ads did spur some visitation and there was a positive 
increment, but it is quite small, potentially generating fewer than 

2,300 trips. The ads also impact likely future visits. 

• This market will continue to be challenging, particularly at this 

level of spending. MLT invested just $188,984 in this market for 
the winter campaign. Since Denver has much closer, more 
familiar snow destinations, it will take time and money to build 

an audience in this market.
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0.26%

0.93%

Unaware Aware

Denver Travel Increment

FY21-22 Denver

HH 1,227,647 

Awareness 28%

Aware HH 343,741 

Increment 0.67%

Influenced trips 2,297 

Findings are directional only. Data includes just 7 trips from 
Denver; sample size is too small to extrapolate further. 
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12%
16%

12%

26%
29%

21%

FY18/19 FY19/20 FY21/22

Likelihood to visit Mammoth Lakes

Unaware Aware



Northeast – this market responded to 
MLT’s winter messaging and generated 
a positive return

• As in Denver, we see virtually no visitation from this 

market group among those who do not recall the 

winter ads. And there is a positive lift with nearly 

4% of those aware of MLT’s ads visiting this winter.

• The data need to be handled cautiously as this is 

based on a very small sample of trips. But it 

appears that the Northeast market did generate a 

positive return on the advertising investment. And, 

the ads are impacting future likelihood to visit. 
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0.62%

3.86%

Unaware Aware

Northeast Travel Increment

Northeast

HH 6,786,748 

Awareness 29%

Aware HH 1,968,157 

Increment 3.24%

Influenced trips 63,840 

Trip spending $2,322

Influenced visitor 
spending

$148,225,526

Ad spending $385,689

ROI $384

Results are directional only and presented to show a positive 
impact. Data includes just 28 trips from this market.
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8%
12%

31% 31%

FY19/20 FY21/22

Likelihood to visit Mammoth Lakes

Unaware Aware



Ad impact on sustainability 
and stewardship

• As indicated by overwhelmingly positive reaction to the creative, the sustainability messaging resonates 

with MLT visitors. Visitors who place higher value of sustainability and stewardship are more aware of the 
ads, pointing to successful targeting. 

• Among those aware of the advertising, 70% say sustainability and stewardship efforts were important in 

their choice of Mammoth Lakes as a destination – and nearly half of these say it was “very important.”
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32%

48%

53%

47%

9%
6%6%

0%

Unaware Aware

How important were sustainability and 

stewardship efforts in your destination choice?

Slightly unimportant

Neutral

Moderately important

Very important

35%

70%

Unaware Aware

Sustainability and stewardship 

efforts were important in 
choosing Mammoth Lakes as my 

destination
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Appendix

Mammoth Lakes FY 21-22 Ad Effectiveness Research
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire
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