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Tonightôs Discussion 

 
 

Å2012 Marketing Budget 

 

Å2012 Marketing Strategy:  

   Building the Branson Brand  
 

 

  

 

 



  2012 City of Branson  

  Tourism Tax Budget for Approval 

                 

TOTAL EXPENDITURES    $1,968,715 

 

ïMarketing    $1,858,715   

ïHistoric Downtown Programs  $     60,000 

ïVeteransô Programs   $     50,000 
 

 

 TOTAL     $1,968,715 
       

 

 

        



2012  BLACVB  

Marketing Revenues 
                                

TOTAL MARKETING REVENUES   $8,396,136  

 

ïTCED Tax        $4,957,421   

ïCity of Branson Tourism Tax     $1,968,715 

ïPubs Revenue               $   467,000     

ïMO DIV Grant (Taney)    $   425,000   

ïMO DIV Grant (Stone)    $   150,000   

ïWeb Revenue      $   130,000   

ïOther Revenues              $   114,000 

ïTCED Opportunity Fund   $   184,000 

                             



 2012 BLACVB  

Marketing Expenditures 
 

              

TOTAL MARKETING EXPENDITURES        $8,396,136  

ïMedia (70%)                   $5,877,119 

ïPublic Relations (5.4%)                          $   450,327  

ïPublications (4.6%)                               $   382,500 

ïTrade Media Advertising (4.1%)        $   341,412 

ïDues and Sponsorships (3.4%)        $  283,847 

ïTrade Shows (3.2%)                            $   267,435 

ïM & C Opportunity Fund (2.2%)        $  184,000 

ïResearch (1.8%)          $   150,000 

ïCity-Sponsored Programs (1.3%)       $   110,000 

ïTeleresponse (1.2%)                       $   105,326 

ïAll other Programs (3%)                    $   244,170 

     
 



 2010-2012 Media Budgets 

           2012     2011     2010         
            

TOTAL MEDIA EXPENDITURES      $5,877,119 $6,666,705 $5,453,509 

ï Television (76%)       $4,467,119 $4,550,690 $4,124,279 

ïWeb (12.8%)    $   750,000         $   750,000 $   512,000 

ï Print/Outdoor (4.2%)   $   245,000         $   245,000 $   225,000 

ï Radio/Other (0.26%)               $     15,000         $     15,000 $     50,000 

ï Table Rock Project   (5.1%)     $   300,000 $   306,015 $   372,230 

 

SUBTOTAL PAID MEDIA (98.3%)    $5,777,119 $5,866,705 $5,283,509        
  

ïCreative Services (1.7%)      $100,000 $   200,000          $   170,000    

ï The Richards Group (for 2012)         --  $   600,000          -- 

 TOTAL      $5,877,119 $6,666,705 $5,453,509    
   

       

 

 

        



Branson/Lakes Area  

Chamber of Commerce   
  

COMMUNITY 
DEVELOPMENT : 
 
Economic development,  
special events and 
festivals, business-to-
business activities, 
leadership academy, 
volunteer programs, 
customer service 
training and moreé 



Branson/Lakes Area  

Convention & Visitors Bureau 

TOURISM MARKETING  
ÅTelevision, radio, web,  

     and print advertising 

ÅBrand management  

ÅTourism Research 

ÅWebsite development 

ÅPublications and collateral  

ÅMedia Relations and Publicity 

ÅLeisure Group Sales 

ÅMeeting & Convention Sales 

 

 



BLACVB Marketing Boards,  

Councils and Committees 

TCED Board of Directors 

City of Branson Board of Aldermen  

BLACC Board of Directors  

MO Division of Tourism 
   DISTRICT MARKETING COUNCIL  
ï Advertising 

ï Destination Sales  

ï Internet/Publications 

ï Leisure Initiatives 

ï Outdoor Adventure 

ï Public Relations 

ï Research 

ï RV/Campground 



Strategic Alliances 



Camelot Communications  

Clients 

http://www.payless.com/default.aspx


 

Branson Research Program 

Å Intercept Surveys 

ÅZip Code Collection/Analysis 

ÅPRIZM Evaluations 

ÅSmith Travel Research 

ÅAd Effectiveness Study 

ÅAd Message Testing/Media Evaluation 

ÅVisitors Psychographic Profile 

ÅNon-Visitors Study 

ÅOnline Travel Planning Study  

ÅGroup Marketing Effectiveness                Jerry Henry, CEO 
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Key Appeals of Branson  

 OUR PEOPLE: 

the source of the 

intimate, authentic, 

friendly experience 

that visitors have 

remarked upon 

since the 

beginnings of 

Branson/Lakes 

Area tourismé 

 

 



Key Appeals of Branson  

Å SHOWS: 100+ live shows ï all 

kinds of music, variety, comedy, 

magic  

Å ATTRACTIONS: Silver Dollar City, 

Titanic, Hollywood Wax Museum, 

White Water, the Tracks, and more 

Å OUTDOORS: 3 pristine lakes set 

in the breathtaking Ozark 

Mountains with lakeside resorts, 

3,000+ RV/campground sites and 

13 golf courses 

 

 

 



Key Appeals of Branson  

Å AMENITIES: 240+ restaurants, 19,000 hotel 

rooms, 64,000 theatre seats, 200+ outlet stores, 

Historic Downtown, Branson Landing 

shopping/dining complex with convention center 

and two Hiltons, and now low cost air service at 

new Branson Airport 

 

 

 



Common Misconceptions 

about Branson 

 
 

1) Branson is all about country music. 

2) Branson is all about traffic. 

3) Branson is only for seniors. 

4) Branson is mostly filled with  

 people on motorcoaches.  

5) Branson doesnôt have upscale 

restaurants, hotels or amenities. 



 2012 Branson Media Strategy 

ÅNATIONAL (Cable TV, Web, PR): Create/maintain broad demand 
for Branson brand as national destination ï covers all DMAôs in the 
U.S. $3.3M 

 

ÅPRIMARY MARKETS (TV, Radio, Web, Print, PR): 
Maintain/create demand in regional drive markets ï Kansas City, 
St. Louis, Little Rock, Tulsa, Ft. Smith, Oklahoma City $2.2M 

 

ÅCORE MARKETS (TV, Radio, Web, Print, PR):  Encourage local 
visitation during Ozark Mountain Christmas/Winter ï Springfield 
and Joplin $200,000 

 

ÅOPPORTUNITY MARKETS: Respond specifically to current 
economic and industry trends $500,000 
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Top 10 New Markets by  
MARKET SCORE Assessment 

 Interest 
in Visiting 

   % Have    
Visited 

Opinion 
of 

Branson 

% NV 
Would 

Consider 

 MARKET 
SCORE 

Paducah 48.0% 24.8% 57.6% 87.2% 151.4 

Wichita 64.1% 32.9% 73.5% 83.7% 133.9 

Peoria 52.1% 22.1% 51.0% 72.6% 131.6 

Wichita Falls 56.2% 17.5% 54.4% 68.2% 107.7 

Lincoln 47.6% 20.5% 60.7% 87.6% 91.8 

Oklahoma City 50.7% 30.1% 53.6% 80.4% 77.1 

Shreveport 52.4% 20.9% 60.5% 80.0% 69.1 

Omaha 38.8% 25.3% 50.6% 70.3% 64.2 

Dallas 42.6% 17.5% 52.3% 73.2% 63.4 

Tyler TX 43.4% 18.1% 52.4% 81.4% 52.1 

Test 27 Markets 37.9% 12.8% 42.1% 66.6% 25.9 
AVERAGE Core 7 Markets 63.5% 55.1% 74.2% 83.8% 454.5 



 2011 Outer Markets (301-650 mi.) 

ÅYTD October overall visitation to Branson is <4.9%>  

ÅAverage growth in 300-650 mi. markets is +6% 

ÅAverage growth in the six select markets is +12.8% 

 
 

 

 

 

 

 

 



A little bit of good newsé 

Å Improved Consumer Confidence, 

DJIA, Unemployment Rate 

ÅAll September Taxes +1-10% 

ÅOctober Sales Taxes +16-27% 

 

OCTOBER YTD TAX DATA 

Taney County +2.86%  

City Sales Tax +1.15% 

TCED Tax   +0.91% 

Stone County -1.18% 

City Tourism Tax      -6.81%  



www.h2rmarketresearch.com 

 

Rain and Floods and 

Tornadoes, Oh My! 
Torrential rains, flooding and even the Joplin 
tornado plagued Southwest Missouri right in 
ǘƘŜ ƳƛŘŘƭŜ ƻŦ ǘƘŜ {ǇǊƛƴƎ ŎŀƳǇŀƛƎƴΩǎ ǊǳƴΦΦΦ  ŀƴŘ 
the amount of media coverage surrounding 
these events was far larger than normal.  

It is believed that as a result, many potential 
travelers consciously or unconsciously 
removed Branson from their consideration set 
for summer trips; however, despite a 
challenging year, the fact is that it would have 
been far worse had the marketing campaign 
not worked as effectively as it did. 

WEATHER IMPACT  
B R A N S O N    A D    E F F E C T I V E N E S S   &   R O I   S T U D Y   
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Ad Campaign Reached 23.8M 

Overall, nearly 30% of travelers nationwide 
ǊŜŎŀƭƭŜŘ ǎŜŜƛƴƎ ŀǘ ƭŜŀǎǘ ƻƴŜ ƻŦ .ǊŀƴǎƻƴΩǎ 
television advertisements (up from the 25% 
generated  in 2010), representing a new record. 

Extrapolated across the total number of 
travelers in these markets, it is estimated that 
.ǊŀƴǎƻƴΩǎ ŀŘ ŎŀƳǇŀƛƎƴ ǊŜŀŎƘŜŘ ноΦу Ƴƛƭƭƛƻƴ 
traveler households this year, up 22% from the 
19.6 million in 2010. 

Likewise, despite investing a little more on 
media this year, the cost per aware household 
decreased from $0.16 to $0.14, considered 
extremely efficient by industry norms. 

ADVERTISING AWARENESS  
B R A N S O N    A D    E F F E C T I V E N E S S   &   R O I   S T U D Y   
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Travelers Give Television 

Ads Very High Marks  

The majority (76%) of respondents indicated that 
.ǊŀƴǎƻƴΩǎ ǘŜƭŜǾƛǎƛƻƴ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ƘŀŘ ŀ 
positive impact on their perception of the area, 
and all of the key message points resonated quite 
well. 

In fact, Branson recorded increases in every 
single message point tested this year.  The largest 
Ǝŀƛƴǎ ŎŀƳŜ ƛƴ ǘƘŜ ŀǊŜŀ ƻŦ άƎƻƻŘ ǇƭŀŎŜ ŦƻǊ ŀƴ ŀŘǳƭǘ 
ŎƻǳǇƭŜ ǘƻ ǾƛǎƛǘΣέ άƳŀƪŜǎ .Ǌŀƴǎƻƴ ƭƻƻƪ ƭƛƪŜ ŀ 
ŦǊƛŜƴŘƭȅ ǇƭŀŎŜέ ŀƴŘ άƳŀƪŜǎ .Ǌŀƴǎƻƴ ǎŜŜƳ ƭƛƪŜ ŀƴ 
ŀŦŦƻǊŘŀōƭŜ ŘŜǎǘƛƴŀǘƛƻƴέτall generating an 
increase of 0.4 or better compared to last year. 

CREATIVE  EVALUATION  
B R A N S O N    A D    E F F E C T I V E N E S S   &   R O I   S T U D Y   
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Ads Generate $291M in 

Incremental Spending  

Reaching and positive reaction are very important 
considerations, but to be effective the campaign 
must also drive travelers to Branson who would 
not have otherwise visited.  .ǊŀƴǎƻƴΩǎ нлмм 
television advertisement delivered well in this 
area. 

¢Ƙƛǎ ȅŜŀǊΩǎ ŎŀƳǇŀƛƎƴ ƎŜƴŜǊŀǘŜŘ олмΦоƪ 
incremental trips to the area and produced $291 
million in incremental travel spending, up nearly 
$125 million from last year.  Hence, while the 
area may be down overall, things could have 
been much worse had it not been for the 
effectiveness of the ad campaign. 

INCREMENTAL IMPACT  
B R A N S O N    A D    E F F E C T I V E N E S S   &   R O I   S T U D Y   
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Advertising ROI  

Increases to $88  

hǾŜǊŀƭƭΣ .ǊŀƴǎƻƴΩǎ ϷоΦол Ƴƛƭƭƛƻƴ 
ad investment generated nearly 
$291 million in incremental 
visitor spending, equating to a 
return on investment of $88, up 
ŦǊƻƳ ƭŀǎǘ ȅŜŀǊΩǎ Ϸрп whLΦ 

RETURN ON INVESTMENT  
B R A N S O N    A D    E F F E C T I V E N E S S   &   R O I   S T U D Y   
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OPPORTUNITY COST  
B R A N S O N   A D   E F F E C T I V E N E S S   &   R O I   S T U D Y  

It Could Have Been Worse 

²ƘƛƭŜ .ǊŀƴǎƻƴΩǎ ƎǊƻǎǎ ƛƴŎǊŜƳŜƴǘŀƭ 
spending from tourism appears to 
have decreased in 2011 overall, 
things could have been much worse.  
Given the current economic 
environment and the fact that most 
indicators have fallen steadily 
throughout the year, Branson could 
have taken an even more significant 
hit in 2011 had it not been for the 
marketing campaign and the 
resulting increase in visitation 
among aware households. 
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History of ROI 

$88

$54
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$51
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.ǊŀƴǎƻƴΩǎ ƳŀǊƪŜǘƛƴƎ ŜŦŦƛŎƛŜƴŎȅΣ ŀǎ ƳŜŀǎǳǊŜŘ ōȅ ǘƘŜ ƻǾŜǊŀƭƭ ŎŀƳǇŀƛƎƴΩǎ whLΣ 
has improved steadily over the past several years. 
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.ǊŀƴǎƻƴΩǎ brand awareness 

ranked 4th nationwide in 

unaided recall behind only 

Las Vegas, Alaska and 
Florida. 

28 
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Destinations with Highest Unaided Ad Awareness 

2.0%

2.0%

2.2%

2.6%

2.7%

2.9%

3.4%

3.9%

4.0%

5.2%

0% 1% 2% 3% 4% 5% 6%

Bahamas

Michigan

Disney World

California

Mexico

Hawaii

Branson, MO

Florida

Alaska

Las Vegas

hǾŜǊŀƭƭΣ .ǊŀƴǎƻƴΩǎ ǘǊŀǾŜƭ ŀŘǎ ǊŀƴƪŜŘ пth in unaided recall across all three tiers of 
respondents. Branson ads were mentioned by 3.4% of all respondents.  
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 2011 PR Ad Equivalency 

Å+19.5% vs. 2010 through November YTD 
 ($10.8M vs. $8.7M) 

 

ÅOn track for $12M+ in 2011  

 (ROI of 26 to 1) 
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         2012 Branding Update  

 Our updated brand 

strategy is to more 

clearly position 

Branson as a 

wholesome, intimate 

and authentic 

alternative to Las 

Vegas,  Orlando and 

other tourism 

destinations in order to 

appeal to Boomer 

couples, younger 

adults and families by 

season. 
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entertainment  
that brings us  
together  

2012: Building up to the 
Branson position  

bonding  

wholesome  intimate  

fun  welcoming  variety  
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Consumer Trends 

ωContentment.  Fun and spontaneity have been snatched away 
from us and we want it back!  We want meaning in our 
lifestyles.  LǘΩǎ ƴƻ ƭƻƴƎŜǊ ŀōƻǳǘ ŀŎŎǳƳǳƭŀǘƛƴƎ ǎǘǳŦŦΦ  LǘΩǎ ŀōƻǳǘ 
doing more in a broader context of things that really matter to 
us.  Small is getting bigger. 

 

ωAll the risk, all the stuff we used to do and used to collect is no 
longer as important as it used to be.  ²ŜΩǊŜ ǊŜǇƭŀŎƛƴƎ ŀƭƭ ǘƘŀǘ 
stuff with internal commitment which is rooted in 
relationships.  ²ŜΩǊŜ ƳƻǾƛƴƎ ŦǊƻƳ ŀ ŘŜŦƛƴƛǘƛƻƴ ƻŦ Ŧǳƴ ǘƘŀǘ 
originated from externally directed accumulation culture to an 
internally directed contentment culture.  ¢ƻŘŀȅΣ ƛǘΩǎ ƳƻǊŜ ŀōƻǳǘ 
people than possessions. 

Source:  J. Walker Smith, USTA Marketing Outlook Forum, 2011 
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Consumer Trends 

NOTE: These findings align well with our 2012 marketing campaign -- 
.ǊŀƴǎƻƴΦ LǘΩǎ ¸ƻǳǊ {ƘƻǿΦ -- which focuses on the bonding of our visitors 
ŘǳǊƛƴƎ ǘƘŜƛǊ .Ǌŀƴǎƻƴ ŜȄǇŜǊƛŜƴŎŜΦ LǘΩǎ ƳƻǊŜ ŀōƻǳǘ ƎŜǘǘƛƴƎ ŎƭƻǎŜǊ ǘƻ ǘƘƻǎŜ 
you love than about all the things you can do or buy. 


