
Mammoth Lakes Summer and Fall
2023 Ad Effectiveness



Objectives

• Mammoth Lakes Tourism (MLT) has partnered with Strategic Marketing & Research Insights (SMARInsights) to conduct advertising 
effectiveness research since 2014. MLT engaged SMARInsights to conduct quantitative research to understand the impact of the 
2023 advertising campaign. 

• Specific goals of the research include measuring:

– Level of advertising recall among targeted consumers by market;

– Changes in attitudes or perceptions that can be linked to the advertising;

– Ad influence on likelihood to visit the destination;

– Strength of the creative at communicating key messages;

– Ad impact on travel anticipation behaviors such as researching the destination;

– Ad influence on leisure visits to Mammoth Lakes and on visitor spending; and 

– Economic impact and return on investment (ROI) of the 2023 advertising
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Ad Tracker Evolution 
• As Mammoth Lake Tourism’s advertising program evolves, research methodology must be re-evaluated regularly to ensure the most accurate data is utilized to report out on total 

program impact. 

• Now in its 9th year (since FY14-15), MLT’s campaign has grown beyond its original goal to create destination viability beyond Winter and skiing, which leaned into season-specific 
activities to drive incremental visitation in Summer and Fall. Today’s program runs year-round and showcases the “Unreal” landscapes and experiences responsible visitors can 
expect to find and enjoy any time of year, supported secondarily by seasonal messaging.

— This is a great feat for the MLT program, matching the likes of Visit California that sustains and measures success against a year-round, integrated program of work, leading to 
greater advertising impact. 

• FY22-23 brought one of Mammoth Lake’s longest Winter in years and a first for the advertising program, running Winter-season creative to support the extended ski season 
through mid-July. In addition, a condensed Summer quickly transitioned into Fall, essentially creating one Non-Winter season in the eyes of visitors. Because of this:

— The extended Winter messaging makes it more difficult to assign Summer incremental travel, as visitors could have been encouraged by extended Winter or Summer 
activities. 

— The succession of Summer into Fall messaging led to overlap in advertising recall, and in turn drove stronger incremental travel to the destination. 

• Understanding MLT’s evolved advertising program, the unpredictability of Winter weather, and the positive impact of Summer + Fall messaging overlap, it is recommended moving 
forward to measure in two waves for (1) Winter and (2) Total year ROI that includes additional travel generated by the Summer/Fall advertising.  This is reflected in the following 
report. 
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Methodology

• SMARInsights’ advertising effectiveness methodology requires respondents to view the 
actual advertising to gauge awareness, so we developed and programmed an online survey. 
National sample vendors provided a survey link to potential respondents.

• Ads were tested in the markets where MLT ran creative: California and Nevada for both the 
waves and Denver and the Northeast for the Winter wave.  SMARInsights developed the 
sampling plan based on how the media was placed in these markets.

• For this latest wave, 1,000 interviews were completed in November and December 2023. In 
order to qualify for the survey, respondents had to be travel decision-makers who:

—Are over the age of 18.

—Regularly take overnight leisure trips of at least 50 miles from home.

—Either engage in outdoor activities or have taken an outdoor, nature-focused vacation 
in the spring, summer, or fall.

• Upon completion of data collection, the results were cleaned, coded and weighted to be 
representative of the population.

• The following report summarizes the results of the research and combines the findings 
with the Winter ROI measure to provide a fiscal-year ROI.
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Ad Effectiveness Research

Winter Summer/Fall

CA+NV 1,615 1,000

Denver 204

Northeast 1,126

TOTAL 2,944 1,000



Insights 
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• The FY22-23 campaigns influenced 445,000 trips and $799 million in visitor spending. This translates into an ROI of $398 in spending in the community for each $1 in 
marketing, and a tax ROI of $30. 

— The strong ROI was achieved by reaching more people and creating synergy between the seasonal campaigns.  The winter campaign ROI was $358, but with the continued 
marketing and the synergy between the campaigns, the ROI increased for the fiscal year.

• Consumer reaction to the creative concepts tested was overwhelmingly positive at over 80%, 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 an inclusive 
destination that values sustainability and stewardship like nowhere else.

— The advertising works holistically with MLT-owned media – especially Facebook, Instagram, YouTube, and the Visitor Guide.

• The result is that those with ad recall indicate they are much more likely to visit Mammoth – the percentage jumps from 22% for the unaware to 45% for the ad-aware. This is 
positive as it will help generate more visitation and attract additional new visitors to the destination. 

— This past year, 50% of the visitors indicated that they were returning, up from 40% last year. With a large base of returning travelers and limited new visitors, it is important 
to speak specifically to potential first-time visitors to the area to broaden the reach and effectiveness of the advertising.   

• Another positive finding is that the ads appeal to the audience of travelers who want to preserve the destination.  This will lead to more visitors who are respectful of the 
destination and help preserve it.

• The ads were also helpful in attracting visitors who fly to the destination.  Almost half of the ad-aware visitors indicate that they flew to Mammoth, compared to only 12% of the 
unaware.



Ad Awareness



Awareness

• Recall across all seasonal campaigns was higher than in 2022, resulting in a slight bump in overall awareness for the year. The 
high level of recall across the seasonal campaigns is positive and shows that consumers were exposed to multiple seasonal 
messages.

• While reach is important, overlap can increase the impact of the advertising and increase incremental travel.  This will be 
explored later in the report, but the lower recall with stronger overlap can be a better strategy.
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Overall Recall

• The winter campaign targets a much larger geography including 
California, Nevada, Denver and the Northeast, while the summer and 
fall efforts are targeted within California and Nevada. 

• Thus, the cost per aware household is a good way to evaluate the 
efficiency of the media.

• The campaigns are effective in reaching households, as seen by an 
overall cost per aware household of $0.24.

• The campaign is performing better than the average CPAH for 
SMARInsights studies, which is $0.42 per aware household.  Both 
seasonal campaigns perform better than average – showing strong 
media efficiency.

• Though the Summer/Fall campaign appeared to be more efficient with 
the media spending, it benefited from the momentum generated by the 
winter ads that ran much longer than usual this year. Plus, as noted, 
the winter campaign includes far market targeting and households less 
familiar with Mammoth Lakes, as well as utilizes a broader set of 
traditional and digital paid media partners to ensure reach and impact.

Winter 2022 
(+ Extended 

Winter)
Summer/Fall 2023 2023 Total

Recall 40% 44% 41%

Aware Households 5,432,301 3,005,222 8,437,523

Media Spending $1,703,835 $304,128 $2,007,963

Cost per Aware Household $0.31 $0.10 $0.24
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Consumers are positive 
about the creative

For ads across all media types and seasons, the response was extremely positive. The benchmark for positive responses 
is 60%, so by achieving over 80% it is clear that the ads have strong appeal to the target audience. 
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83% 83%
88%

16% 16%
11%

1% 1% 1%
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Ad Ratings by Medium
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*For the rest of this report, social and digital will combined and referred to as “digital.”



Communications Ratings 
– Digital Ads 
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• SMARInsights has developed benchmarks for 
destination creative based on the evaluation 
of hundreds of campaigns. On a 5-point 
scale, the average rating for something the 
creative is attempting to communicate is 3.8, 
with campaigns in the top 10% generating 
rating of 4.2 or higher. 

• The positive overall response to the creative 
is echoed by the strong communication 
ratings received by the campaign’s digital 
assets. 

• The digital ads in this campaign received 
ratings well over the threshold to be part of 
the top 10% of campaigns for all metrics. 
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4.48

4.54

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0

A place that offers many unique landmarks to explore (Rainbow Falls, Devils
Post Pile, Hot Creek, etc.)

A place that has a lot  to offer in the other seasons outside of Winter

A place that exudes a sense of awe and wonder

A place with an abundance of outdoor activities and experiences

A place that inspires me to want  to keep Mammoth Lakes beautiful

Communication Ratings - Digital (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

Awesome
(top 1%)



Communications Ratings 
– Video Ads
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• Continuing the campaign’s strong 
performance, the video assets used in 
summer and fall 2023 also received 
strong communications ratings. 

• The video ads received ratings in the top 
10% for all communications metrics 
except for being “like nothing I have seen 
or experienced before,” which performed 
slightly better than average. 

• The communication ratings across the 
board for this campaign are exceptionally 
strong regardless of medium. 

3.91

4.31

4.42

4.42

4.53

2.5 2.6 2.7 2.8 2.9 3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2 4.3 4.4 4.5 4.6 4.7 4.8 4.9 5.0
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A place that I want to take a vacation to

An authentic outdoor playground

A place that exudes a sense of awe and wonder

A place that inspires me to want  to keep Mammoth Lakes beautiful

Communication Ratings - Video (5-point scale)

Average Good
(top 25%)

Excellent
(top 10%)

Awesome
(top 1%)



The ads encourage responsible 
tourism practices
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• The top communication rating for both digital and video assets was for 
showing “A place that inspires me to want to keep Mammoth Lakes 
beautiful.” The messaging goes beyond helping educate potential 
travelers by impacting the behavior of Mammoth Visitors.

• Ad-aware travelers place more importance in choosing a destination that 
focuses on sustainability efforts as well as personally practicing 
responsible tourism during their trips.

• This is critical as the ads are effective at attracting visitors who will 
respect the destination and help preserve what makes Mammoth Lakes 
so appealing.

54%

79%

70%

87%

How important are sustainability and
stewardship efforts in choosing

destination?

How important is it to you to practice
responsible tourism/travel practices

while in a destination?

Ad Impact on Responsible Practices
Top Two Box

Unaware Ad-aware

5-point scale from 1 – Not at all important to 5 – Very important



The ads improve consumers’ image 
of Mammoth Lakes
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Mammoth 
Lakes - 

Unaware

Mammoth 
Lakes – 

Ad-aware Lift

Is an inclusive and welcoming place 3.83 4.12 0.30

Is a destination that values sustainability and stewardship 3.78 4.01 0.23

Is like nothing you have ever seen before 3.62 3.85 0.23

Offers an extraordinary sense of awe and feeling of exhilaration 3.97 4.15 0.18

Is unpretentious and down-to-earth 3.79 3.94 0.15

Offers an abundance of year-round activities right outside your door 3.91 4.06 0.15

Is majestic in scale and awesome in its natural beauty 4.08 4.21 0.13

Is a destination for outdoor adventurers 4.16 4.29 0.13

Has an abundance of diverse terrain 3.92 4.05 0.12

Is a place you want to protect or keep beautiful 4.28 4.35 0.06

Is an authentic outdoor playground 4.06 4.11 0.05

Is rustic and rugged 3.86 3.68 -0.17

• The strong response to the ads leads to a sizable lift in 
areas that Mammoth Lakes received comparably low 
scores for, such as being inclusive, valuing 
sustainability, and showing something the viewer 
hasn’t seen before. 

• Interestingly, the only metric that decreases among the 
ad- aware group is that Mammoth Lakes is “rustic and 
rugged.” This likely means that the ads help broaden 
the image of Mammoth Lakes to potential travelers. 



The ads help drive likelihood to visit

• The positive response to the campaign goes beyond strong ratings and improved perceptions of Mammoth Lakes. These ads are effectively encouraging future 
travel, as can be seen by the lift of 23% in likelihood to travel to Mammoth Lakes when comparing ad-aware and unaware individuals

• While likelihood to visit Mammoth Lakes decreased from FY21-22, the performance this year is in line with past trends. The spike in FY21-22 could be due to 
increased travel rates and demand following the easing of COVID-19 related-travel restrictions while FY22-23 more closely resembles a normal, pre-COVID year. 
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22%
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Lake Tahoe Mammoth Lakes -
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Likelihood to Visit
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22% 22%

33%

22%

45%
48%

53%

45%

FY 17/18 FY 18/19 FY 21/22 FY 22/23

Likelihood to Visit Mammoth Lakes, 
Year-to-Year

Unaware Ad-aware



The ads direct consumers to owned media

• The ads are effectively driving consumers 
to Mammoth Lakes’ owned media, as can 
be shown by the large lift in usage 
between ad-aware and unaware 
respondents. 
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16%
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24%
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34%

34%

Pinterest
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X (formerly Twitter)

Used Visitor Guide

YouTube

Instagram

Facebook

Ad Impact on Usage of Owned Media
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The ads influence usage of the Visitor Guide

The effectiveness of the ads at directing consumers’ to 
MLT owned media is demonstrated further when 
looking at visitor guide usage. 

• Nearly a quarter of ad-aware visitors used the visitor 
guide during their trip in contrast to only 1% of 
unaware visitors. 

• Nearly half of individuals who used the guide used it in 
both digital and print formats. The guide was mostly 
used as a planning tool prior to deciding to travel to 
Mammoth Lakes. However, it was common for visitors 
to use after booking and during their trip as well.

• 94% of visitor guide users found it very useful, and no 
one found it less than somewhat useful. This asset is 
effective in educating travelers about the destination, 
helping them to get the most out of their trips. 
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FY22-23 ROI



Incremental Travel
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Winter Full Year
Total HHs 13,580,753 20,410,803 

Aware% 40% 41%

Aware HHs 5,432,301 8,437,523

Increment 5.6% 5.3%

Influenced Trips 292,459 445,157

Trip Spend $1,954 $1,795 

Influenced Spend $571,585,411 $798,837,533

The initial winter campaign generated 292,000 incremental trips, and 
another 137,000 were generated through the summer and fall – for a total 
of 445,000 incremental trips
• As noted, this year with the extended winter season and the use of 

winter creative into the summer months, the impact of the specific 
seasonal campaigns is hard to determine – but the total impact is clear.

• This year, campaigns reached over 8 million households and generated 
over 445,000 trips to Mammoth Lakes which generated nearly $799 
million dollars in visitor spending.



Return on Investment

Winter Full Year

Awareness 40% 41%

Aware HH 5,432,301 8,437,523

Increment 5.6% 5.3%

Influenced Trips 292,459 445,157

Trip Spending $1,954 $1,795

Influenced Visitor Spending $571,585,411 $798,837,533

Media Spending $1,703,835 $2,007,963 

ROI $335 $398 

Local Tax Impact $44,007,238 $60,938,012

Tax ROI $26 $30 
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2023 advertising achieved a strong ROI of $398.
• Mammoth Lakes Tourism’s 2023 campaigns influenced more than 

445,000 trips. For every dollar MLT spent, leisure visitors spent $398 
in the community. 

• Visitor spending generated over $60 million in taxes in Mammoth 
Lakes communities or $30 generated for every advertising dollar 
spent by MLT. 

• The winter ROI (measured in June) was $335, but with the ability to 
extend the winter season, and the promotion of summer and fall, the 
full-year ROI increases to $398.  The ability to build synergy between 
the seasonal campaigns was effective in efficiently attracting 
additional visitation to the community.

• For comparison, the combined ROI last year was $249 – but it did not 
include all markets. This year was the first year to provide adequate 
sample & visitation from all markets.



Trip Specifics



Flights to Mammoth

The method of travel for most Mammoth 
Lakes visitors is driving, but it is nearly 
an even split among the ad-aware.

• The ads help direct potential travelers 
to flight options to Mammoth Lakes 
that other travelers may not be aware 
of as can be seen by the 21-point lift in 
awareness of flight options between 
the ad-aware and unaware groups. 

• The ads don’t just inform; they lead to 
action. 35% of visitors chose to travel 
by air; however, this figure increases to 
just shy of 50% among the ad-aware. 

• Visitors who fly to Mammoth spend 
more money in the destination - $2615 
for flyers vs $1661 for those who 
drove.
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26%

17%

38%

All Ad-Unaware Ad-Aware

Aware of Air Service Options 
to Mammoth Lakes

35%

12%

48%

All Ad-Unaware Ad-Aware

Flew to Mammoth



Lodging and Stay Length

• Day trips made up a small portion 
of travel to Mammoth Lakes, with 
most travelers opting to stay 
between 3 and 6 days. 

• Hotels and motels were the most 
frequently utilized lodging type by a 
sizable margin.
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21%

24%

44%

In a property you own

In a rental unit (condo/ house)
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At an RV park/Camping
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In an Airbnb/Vrbo
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Lodging Type

Day Trip, 
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1-2 days, 
24%

3-6 days, 
55%

7+ days, 
28%

Nights Stayed



Activities
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• Natural beauty is a major strength of 
Mammoth Lakes. As a result, the top 
nine motivators for trips to Mammoth 
Lakes are tied to outdoor sightseeing 
and activities. 

• Although the scenery is a major draw, 
travelers do more than experience the 
outdoors on their trips. Travelers shop 
(46%) and eat at local restaurants 
(39%), spending more money in the 
communities in Mammoth Lakes.

• Additionally, travelers participate in 
fishing at high rates (39%) even 
though it does not place among the 
top 15 trip motivators. 
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Motivated

30%

31%

32%

34%

37%

37%

38%

39%

40%

45%

45%

56%

57%

60%

62%

Visiting historical sites
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Fishing

Visiting a national park, forest, or…
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Nature walks

Sightseeing

Viewing mountains, lakes, etc.
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Travelers to Mammoth Lakes are overwhelmingly 
positive about their experiences. 
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Strongly 
disagree, 

0%

Disagree, 
1%

Neutral, 
10%

Agree, 39%

Strongly 
agree, 49%

Mammoth is Inclusive and 
Welcoming

Good, 
5%

Very good, 
33%

Excellent, 
62%

Trip Experience Rating
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24%

57%

6 and below

7

8

9

Extremely likely (10)

Likelihood to Recommend Mammoth Lakes
(1-10 Scale)

No trips rated less than “Good.”



Familiarity Prior to Trip

The combination of advertising, destination features, and past 
experiences has helped build a loyal population of travelers. 

• The number of travelers who returned to Mammoth Lakes 
increased from 40% in FY21-22 to 50% this year. This suggests 
a growing pool of travelers who plan to return to Mammoth 
Lakes year after year. 

• Only 10% of travelers to Mammoth Lakes were not familiar with 
the destination prior to their trip. With a large base of returning 
travelers and limited new visitors, it could be beneficial to begin 
shaping messaging to speak specifically to potential first-time 
visitors to the area to broaden the reach and effectiveness of 
the advertising. 
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10%
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17%
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50%

Other

Yes, I own a home there

Yes, I was attending a planned event
(tournament, meeting, wedding, etc.)

No, I was not familiar with Mammoth Lakes
prior to my recent trip

Yes, I used to live in the area

Yes, I have family or friends who own
property there

Yes, I have family and friends there

Yes, I’ve always wanted to go there

Yes, I’ve been many times and know it will 
deliver the vacation I want



Appendix: 
Questionnaire



Questionnaire
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