
MAMMOTH LAKES TOURISM

WINTER 2018-19
Advertising Effectiveness Research



Background & Objectives

• Mammoth Lakes Tourism (MLT) conducts research to track the impact of its seasonal 
marketing investments on visitation to the destination and visitor spending. While these are 
not the only metrics that show the advertising is working, they are the ultimate goal of the 
advertising, and are what generates the transient occupancy taxes (TOT) that return to the 
community and fund further destination marketing. 

• This wave of research measured the following for the Fiscal Year 2018/19 Winter campaign:
• Awareness, favorability, perceptions of the destination, and trip motivators in existing 

CA + NV markets
• First-year performance in the NEW Denver market

• As in prior research, respondents were screened to be at least 18 years old, travelers, and 
travel decision makers for their households. Travelers were also screened to be outdoor 
travelers, which represents 71% of the traveling populations in the markets surveyed. This 
population is used as the base in this reporting.

• Data was collected from May 31-June 4, 2019. The trip data that was gathered in this 
wave of research will be compiled along with summer/fall 2018 and subsequent ROI 
research, for calculation of a Fiscal Year 2018-19 economic impact and ROI for the 
No Small Adventure campaign.
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Surveys per Market Winter 2018-19

Los Angeles 200

San Diego 100

San Francisco 201

Other California 100

Nevada 100

NEW: Denver 200

Total 901
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No Small Adventure Advertising Campaign
• The No Small Adventure campaign is a multi-year, multi-season brand campaign. The look of the seasonal ads is consistent with creative that 

has run for several years. The research looks at reach and impact of individual seasonal executions, within the context of the larger campaign.

• The research tested Winter 2018-19 seasonal ads:
• 360 Degrees of Adventure video and social assets
• General Winter seasonal assets
• Snow Blitz social assets
• Winter air service assets
• Swinter (Summer meets Winter) assets

• The bulk of winter ads ran October 2018 through March 2019. Winter spending totaled $863,733. $64,938 was spent on paid advertising 
in Denver for the first time in campaign history.

• Data on trips to Mammoth Lakes using air travel is being collected throughout the year. Impact of the ads on trips to Mammoth Lakes will be 
evaluated in the fiscal year-end ROI report. 
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Campaign 
Spending 2016-17 2017-18 2018-19

Summer
$768,258 

(Summer 2016)
$689,412

(Summer 2017)
$1,082,748 

(Summer 2018)
Fall $404,000 $738,000 $542,250

Winter $541,454 $940,833 $863,733
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FY17/18 budget

FY18/19 budget
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Executive Summary – Insights

EXISTING MARKETS (CA & NV)

• Awareness of the winter campaign is 42%, up 5% YOY, thanks to continued momentum in California and Nevada markets. 

• The ads receive high ratings for communicating an awe-inspiring winter experience and Mammoth Lakes’ unique winter assets 
and pillars. 

• The ads generate visit interest and winter visitation. 

• Among visitors, the ads generate trip planning research, particularly on MLT’s website, social media pages, and guides. 
Visitors also report being influenced by air service ads.

NEW MARKET: DENVER

• First-year market establishing MLT at 21% awareness.

• The ads positively impact perceptions of Mammoth Lakes.

• Interest in winter visitation remains lower than SMARI industry average, that said, Denver itself is a snow destination, so moving 
the needle on visit interest to a new snow destination among these consumers will take time.
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Executive Summary – CA + NV vs. SMARInsights Benchmarks
• MLT’s campaign continues to surpass industry benchmarks in the California and Nevada markets. 
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CALIFORNIA + NEVADA MARKETS Winter 2017-18 Winter 2018-19 Benchmark

Awareness 38% overall
50% among snow travelers

43% overall
59% among snow travelers

Predicted*: 
44%

Cost per aware household $0.32 $0.25 $0.32

The ads communicate that Mammoth Lakes offers an awe-inspiring 
winter experience 

4.3 overall
4.5 among snow travelers

4.1 overall
4.2 among snow travelers Top 10%: 4.0

The ads showcase Mammoth Lakes as a great place to enjoy the 
outdoors and nature in winter 

4.3 overall
4.5 among snow travelers

4.2 overall
4.3 among snow travelers Top 10%: 4.0

The ads make me interested in visiting Mammoth Lakes in the 
winter 

3.8 overall
4.2 among snow travelers

3.5 overall
4.0 among snow travelers Top 10%: 4.0

The ads make me want to visit Mammoth Lakes for a leisure trip 4.0 overall
4.3 among snow travelers

3.8 overall
4.1 among snow travelers Top 10%: 4.0

* Predicted awareness is not a benchmark per se. SMARInsights’ predictive model considers creative ratings, media spend, and population size.
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Executive Summary – Denver
• MLT debuted its winter campaign in Denver, where there is more opportunity to generate reach and visit interest.

• The following performance sets a baseline for benchmarks to be set and measured YOY.
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DENVER MARKET Winter 2018-19 

Awareness 21% overall
24% among snow travelers

Cost per aware household $0.26

The ads communicate that Mammoth Lakes offers an awe-inspiring winter experience 4.0 overall
4.2 among snow travelers

The ads showcase Mammoth Lakes as a great place to enjoy the outdoors and nature in 
winter 

4.2 overall
4.3 among snow travelers

The ads make me interested in visiting Mammoth Lakes in the winter 3.3 overall
3.6 among snow travelers

The ads make me want to visit Mammoth Lakes for a leisure trip 3.6 overall
3.9 among snow travelers
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Awareness & 
Efficiency

Mammoth Lakes Winter 
2018-19 Ad Effectiveness 
Research
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Winter advertising reached 43% in the California and Nevada 
markets.
• Total awareness grew from 2.9M households last winter to 3.2M. This is the highest winter reach to date.

• Continued momentum of the campaign is generating awareness growth.
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26% 28% 33% 38% 43%

$325,432 $368,808
$541,454

$940,833

$798,795

FY 2014-15 FY 2015-16 FY 2016-17 FY 2017-18 FY 2018-19

Year-Over-Year Winter Spend + Reach

Awareness Media Spending



MLT generated higher awareness with lower spending.

• The relationship between spending and reach is summarized in the efficiency metric, cost per aware household. SMARInsights’ benchmark 
for this metric is $0.32, while the winter campaign is at $0.25. 

• This puts the winter campaign above average in terms of efficiency. However, while efficiency is an important metric to monitor, it is not the 
ultimate goal of the campaign and needs to be considered alongside the impact of the advertising on visitation and visitor spending in the 
community.
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Winter 
2015-16

Winter 
2016-17

Winter 
2017-18

Winter 
2018-19 % chg

Total households 7,476,644 7,476,644 7,610,828 7,359,148

Total awareness 28% 33% 38% 43% +13%

Aware HH 2,093,460 2,481,082 2,911,976 3,155,768 +8%

Media spend $368,808 $541,454 $940,833 $798,795 -15%

Cost per aware household 
(CPAH) $0.18 $0.22 $0.32 $0.25 -21%

Benchmark 
CPAH*: 
$0.32

*Benchmark for CVB spot-market campaigns that do not include broadcast TV. 

MAMMOTH LAKES TOURISM WINTER FY18/19 AD EFFECTIVENESS RESEARCH 9



Brand 
Communication

Mammoth Lakes Winter 
2018-19 Ad Effectiveness 
Research
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Message communication is 
strong, achieving excellent 
scores compared to industry 
average.
• The ads receive top 10% ratings for communicating key 

messaging and for generating visit interest.

Creative rating benchmarks based on all domestic destination advertising 
SMARInsights has tested; over 100,000 cases from over 100 leisure ad campaigns 
including destinations such as Chicago, Dallas, and Los Angeles. Shown are mean 
scores on a 5-point scale where 1=not at all and 5=very much. Benchmarks are lower 
for impact attributes (make me want to visit) as it is harder to motivate actions than 
to influence perceptions, thus these attributes generally receive lower agreement 
than communication attributes. 
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In 2017-18, was “…epic winter experience”.

4.3

4.1

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3

Winter 2017-18

Winter 2018-19

Communicate that Mammoth Lakes offers an awe-inspiring winter 
experience

4.3

4.2

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3

Winter 2017-18

Winter 2018-19

Showcase Mammoth Lakes as a great place to enjoy the outdoors 
and nature in winter

Weakness
(bottom 15%)

Average Good
(top 25%)

Excellent
(top 10%)

4.04

3.79

2.50 2.75 3.00 3.25 3.50 3.75 4.00 4.25

Winter 2017-18

Winter 2018-19

These ads make me want to visit Mammoth Lakes for a leisure trip



Winter ads generate “excellent” ratings for communicating 
MLT’s pillar assets.
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4.2

4.3

4.3

4.3

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3

…show that Mammoth Lakes offers an abundance of diverse terrain 
and activities

…communicate that Mammoth Lakes is majestic in scale and awesome 
in its natural beauty

…communicate that Mammoth Lakes is a destination for outdoor 
adventurers

…show that Mammoth Lakes is an outdoor playground

These ads…

Ratings Weakness
(bottom 15%)

Average Good
(top 25%)

Excellent
(top 10%)

Creative rating benchmarks based on all domestic destination advertising SMARInsights has tested; over 100,000 cases from over 100 leisure ad campaigns 
including destinations such as Chicago, Dallas, and Los Angeles. Shown are mean scores on a 5-point scale where 1=not at all and 5=very much.
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Impact of the 
Advertising

Mammoth Lakes Winter 
2018-19 Ad Effectiveness 
Research
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Ads increase positive sentiment among aware travelers.

• Agreement with these pillar statements is already 
high among travelers unaware of the winter 
executions. This illustrates that Mammoth Lakes is 
already known this way among this population. 

• However, the even higher agreement among those 
aware of the ads shows that the campaign is 
reinforcing the messaging, ensuring positive 
sentiment among consumers.
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75%

74%

73%

74%

74%

80%

82%

64%

64%

66%

67%

69%

73%

74%

…has an otherworldly natural landscape

…offers an extraordinary sense of awe and 
feeling of exhilaration

…has an abundance of diverse terrain

…offers an abundance of year-round activities 
right outside your door

…is an authentic outdoor playground

…is majestic in scale and awesome in its 
natural beauty

…is a destination for outdoor adventurers

Top 2 Box agreement that Mammoth Lakes...

Unaware Aware



Ads generate likelihood to visit Mammoth Lakes.

• Ads continue to boost likelihood to visit Mammoth Lakes in the next 12 months by more than 20 points.

MAMMOTH LAKES TOURISM WINTER FY18/19 AD EFFECTIVENESS RESEARCH 15

25%
19%

49% 46%

2017-18 2018-19

Likelihood to visit, year over year

Unaware Aware



Ads motivate MLT website and social media research.

• Those aware of the destination advertising are less likely to use family 
and friends as a trip-planning resource and instead use MLT direct 
resources. The ads lead to trust in MLT resources.

• Additionally, Mammoth Lakes visitors cite airline ads as a trip planning 
tool.

• Comparing to last year, usage of the website is higher among ad-aware 
visitors. Use of other resources is similar year over year.
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1%

4%

8%

9%

10%

12%

13%

14%

16%

17%

23%

26%

43%

46%

11%

0%

7%

0%

13%

0%

7%

0%

7%

7%

19%

7%

40%

36%

Magazine and newspaper articles

Guide books

Advertisements

Airline ad

Online traveler reviews

Travel agent

Travel guide, visitor planning guide

Travel blog

Video platform

Ski-snowboard website

Online travel advice websites

Social media

Family or friends

www.visitmammoth.com

Resources used to plan Mammoth Lakes trips

Unaware Aware
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27%
24%

21% 20%
14%

46%

26%
23%

13% 12%

www.visitmammoth.com Social media Travel advice websites Travel guide Travel agent

Usage among ad-aware visitors YOY

Winter 2017-18 Winter 2018-19

Year over year results are directional only, due to sample sizes. 
Not all resources asked this winter were asked last year.



Ads are associated with higher winter visitation.

• The campaign generated winter visits. 

• Ad-influenced visits will be analyzed more fully in the ROI report, when data on additional trips generates a more robust sample.

*At year-end, an ROI measure will be calculated using these trips and other data gathered during research throughout the year. Shown above are preliminary results and while they are accurate directionally, the trips 
used in the ROI calculations will be subject to more stringent qualifications such as overnight stays in paid lodging, etc.

MAMMOTH LAKES TOURISM WINTER FY18/19 AD EFFECTIVENESS RESEARCH

3% 3%

2%

9%

11%

9%

2016-17 2017-18 2018-19

Winter Visits* by Ad Awareness

Unaware Aware
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New Market: 
DENVER

Mammoth Lakes Winter 
2018-19 Ad Effectiveness 
Research
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Background & Objectives
• Winter 2018-19 marks MLT’s first advertising investment beyond the California and Nevada markets; ads were also served to the 

Denver DMA with a nominal budget.

• The Denver market was selected to support United Airlines’ recently added direct flight to Mammoth Lakes. 

• Compared to California and Nevada markets, Denver is farther from Mammoth Lakes – thus getting there takes longer – and less 
familiar with MLT’s leisure product. So the task of the ads in this new market is different.

• Further, the metrics when entering a new market are different from maintaining a presence in existing ad markets. It is important 
to keep in mind:
• Even in existing ad markets, a new campaign tends to start with relatively low awareness; awareness grows as the ads 

continue to run and wear in with consumers.
• In a new market, which has not received ads before, the ads must perform the additional task of introducing a new 

destination to consumers who may not be familiar and generating interest in learning more.

• In addition, the Denver market presents some particular challenges:
• Travelers in this market have many of the same snow-sport experiences available to them there in Denver that MLT is 

offering. Motivating consumers to leave home to have a similar experience farther away and costing more is hard. 
• While the direct flight makes it easier for Denver consumers to get to Mammoth Lakes, Denver consumers have many other 

direct flight options to other snow-sport destinations. Therefore, MLT is competing with the Denver market itself and with 
other winter destinations to which residents can easily fly.

MAMMOTH LAKES TOURISM WINTER FY18/19 AD EFFECTIVENESS RESEARCH 19



Awareness + Efficiency
• Winter ads reached 21% of the Denver market in MLT’s first campaign aimed here, helping 

to establish a baseline for future campaigns.

• This was achieved with less than $65,000 in advertising investment with the cost per aware 
household coming in at $0.26.

CONTEXT

• This CPAH is when efficient compared to SMARInsights’ $0.32 benchmark used to 
evaluate MLT’s existing CA & NV markets.

• MLT’s ads debuted in winter 2014-15 in CA & NV markets at 26% with $325K ad 
investment. It cost $0.16 to reach each aware household that first winter, and this 
was among markets in closer proximity to Mammoth Lakes, more familiar with the 
destination, and with fewer close-by snow-sport and flight alternatives. 

• Awareness in Denver can be built over time with continued ad investment.

Denver winter 2018-19

Ad spending $64,938

HH pop 1,157,570 

Awareness 21%

Aware HH 248,878 

CPAH $0.26

* SMARInsights’ predictive model considers creative ratings, media spend, and population size.
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Brand Communication
• The creative receives excellent ratings among Denver consumers for communicating that Mammoth Lakes is a great place to enjoy

the outdoors and nature in winter, and that it offers an awe-inspiring winter experience.

• These attributes are communication ratings, which reflect how well the ads communicate key messaging. We will see impact 
ratings next. Communication ratings influence perceptions, while impact ratings influence trip-planning behaviors. Perceptions 
move ahead of behaviors, so high communication attributes tell us the ads are affecting Denver perceptions of Mammoth Lakes.

4.0

4.1

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3 4.5 4.8 5.0

Communicate that Mammoth Lakes offers an awe-inspiring winter experience

Showcase Mammoth Lakes as a great place to enjoy the outdoors and nature in
winter

These ads...

Ratings Weakness
(bottom 15%)

Average Good
(top 25%)

Excellent
(top 10%)
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Brand Communication
• These attributes are impact ratings, reflecting the ads’ influence on behaviors. Behaviors follow perceptions. The fact that these 

ratings are lower relative to the benchmarks is consistent with the ads’ performance in a new market. As the ads continue to run
and wear in, and as perceptions continue to be influenced, we would expect impact ratings to improve.

• It is also relevant that ratings for the ads generating visit interest are in the top 25% of ads tested – meaning that these are strong 
at influencing general interest – but that they are below average at generating winter visit interest. This latter point makes sense in 
the context of Denver travelers having many alternatives at home and short flights away for winter leisure travel. It is a taller order 
to influence winter visitation from another snow-sport destination.

3.25

3.64

2.50 2.75 3.00 3.25 3.50 3.75 4.00 4.25 4.50 4.75 5.00

...interested in visiting Mammoth Lakes in the winter

...want to visit Mammoth Lakes for a leisure trip

These ads make me ...

Ratings Weakness
(bottom 15%)

Average Good
(top 25%)

Excellent
(top 10%)
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Impact of the Advertising
• Unaware agreement with these pillar statements is uninfluenced 

by the ads, and it shows us that as a baseline, Denver consumers 
recognize Mammoth Lakes generally as a beautiful place for 
outdoor activity.

• The first exposure to MLT advertising moves the needle strongly 
upward for Mammoth Lakes being a place for outdoor adventure, 
majestic in scale and awesome in natural beauty, with diverse 
terrain that offers awe and exhilaration. 

• The ad-influenced movement of these image attributes reinforces 
the excellent communication ratings Denver consumers gave the 
ads. Again, shifting perceptions is a pre-cursor to influencing 
behaviors. So the impact shown here points to future visit interest 
and potential visitation down the road.

68%

50%

72%

56%

58%

69%

81%

49%

52%

53%

54%

55%

57%

63%

Has an abundance of diverse terrain

Has an otherworldly natural
landscape

Offers an extraordinary sense of awe
and feeling of exhilaration

Is an authentic outdoor playground

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

Is majestic in scale and awesome in
its natural beauty

Is a destination for outdoor
adventurers

Top 2 box agreement that Mammoth Lakes...

Unaware Aware
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Impact of the Advertising
• The unaware level of likelihood to visit Mammoth Lakes in the coming 

year reflects the uninfluenced response of the Denver market. Just 5% of 
travelers are very likely to visit in the coming year and only 1% is already 
planning a trip.

• Among ad-aware Denver consumers, however, the shares of visit intent 
are much higher. At the other end of the scale, fewer ad-aware Denver 
consumers are unlikely to visit, while in the middle, the shares of 
“somewhat likely” remain about the same. The ads shift people away 
from being unlikely to visit, and toward some degree of visit intent. 

• While we cannot equate these preliminary levels of intention with actual 
trips, directionally these point to successful conversion of Denver 
consumers to visitors in the future. 

1% 4%5%

19%

33%

35%

36%

31%

25%
12%

Unaware Aware

Likelihood to visit Mammoth Lakes in the 
next year

Not at all likely

Not very likely

Somewhat likely

Very likely

Already planning a
trip
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Appendix Mammoth Lakes Winter 
2018-19 Ad Effectiveness 
Research
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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.

• SMARInsights conducts online research routinely and works with a number 
of survey vendors who have large national online panels that are 
demographically representative of the population. Because we use a 
national online panel to purchase the sample, the results can be projected 
to the populations of the areas surveyed.  

• An online survey was conducted with 901 outdoor travelers in California, 
Nevada, and, for the first time, Denver. 

• Data were weighted to be representative of the population. At this sample 
size, overall results are provided at +/- 3.26 at the 95% confidence level.
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Definitions

Traveling household
• Households that typically take at least one 

overnight leisure trip per 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

Snow travelers
• Outdoor travelers who take snow vacations and 

tend to be more active outdoors
• Roughly half of outdoor travelers in the 

targeted geographies are snow travelers

Non-snow travelers
• Outdoor travelers who do not typically take 

snow vacations



Awareness of MLT winter advertising is growing among snow 
and non-snow travelers. 

• MLT’s target audience for its year-round messaging is outdoor travelers. Winter creative has a particular focus on snow travelers.

• Winter ads reach a higher share of snow travelers than non-snow travelers. Year over year, awareness among both populations continues to 
grow.
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44%
50%

59%

22%
27%

33%

2016-17 2017-18 2018-19

Winter ad recall

Snow travelers Non-snow travelers
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The ads are excellent at 
communicating winter assets 
to snow travelers.

• Snow travelers rate the ads in the top 10% of ads SMARInsights 
has tested for communicating an awe-inspiring winter experience 
and showcasing the destination as a great place to enjoy the 
outdoors. While lower than last winter’s ratings, this is still a very 
positive result.  

*Creative rating benchmarks based on all domestic destination advertising SMARInsights has tested; over 100,000 cases from over 100 leisure ad campaigns 
including destinations such as Chicago, Dallas, and Los Angeles. Shown are mean scores on a 5-point scale where 1=not at all and 5=very much.

28MAMMOTH LAKES TOURISM WINTER FY18/19 AD EFFECTIVENESS RESEARCH

In 2017-18, was “…epic winter experience”.

CA + NV Snow travelers

4.5

4.2

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3 4.5 4.8 5.0

Winter 2017-18

Winter 2018-19

Communicate that Mammoth Lakes offers an awe-inspiring winter 
experience

Weakness
(bottom 15%)

Average Good
(top 25%)

Excellent
(top 10%)

4.5

4.2

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3 4.5 4.8 5.0

Winter 2017-18

Winter 2018-19

Showcase Mammoth Lakes as a great place to enjoy the outdoors 
and nature in winter

4.3

4.1

2.5 2.8 3.0 3.3 3.5 3.8 4.0 4.3 4.5 4.8 5.0

Winter 2017-18

Winter 2018-19

Make me interested in visiting Mammoth Lakes for a leisure trip
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Among snow travelers, more than half of those who recall the 
ads intend to visit Mammoth Lakes in the coming year. 

• The ads generate a more than 20-point lift in visit intent among snow travelers and non-snow travelers. But 
baseline (unaware) visit intent is higher among snow travelers. 

CA + NV Snow travelers

33%

15%

56%

37%

Snow Traveler Non-Snow Traveler

By type of traveler

Unaware Aware



Ads are associated with higher winter visitation.

• The winter ads generated winter visits. 

• Ad-influenced visits will be analyzed more fully in the ROI report, when data on additional trips generates a more robust sample.

*At year-end, an ROI measure will be calculated using these trips and other data gathered during research throughout the year. Shown above are preliminary results and while they are accurate directionally, the trips 
used in the ROI calculations will be subject to more stringent qualifications such as overnight stays in paid lodging, etc.
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8% 9%
6%

13%

16%
14%

2016-17 2017-18 2018-19

Snow Traveler Winter Visits* by Ad Awareness

Unaware Aware

CA + NV Snow travelers
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Awareness of Individual Winter Ads
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18%
17%

13%
12%

10% 10% 10%9%
8%

7%

10%
7%

Winter 360 flat Winter ads - Flight,
LAKings, GDN

Swinter ads FB Winter - Against Tahoe
Carousel

Facebook Swinter -
Carousel

FB Winter - Brand Carousel Winter 360

CA + NV Denver

360 creative not served to Denver market



2%
8%

12%

38%
36%

31%
35%

17%
16%

6%

Unaware Aware

How likely are you to visit Mammoth Lakes in the next 
year?

Not at all likely

Not very likely

Somewhat likely

Very likely

Already planning a trip

Visit Intent Calculation

• The visit intent algorithm is one 
that SMARInsights has developed 
from years of destination research 
comparing intent to subsequent 
actual travel. 

• Visit intent is calculated as:
• 100% of those already 

planning a trip, plus
• 80% of those very likely, plus
• 20% of those somewhat likely 

to visit

X 20% = 6%

X 80% = 31%

X 100% = 8%

6%
31%
+8%
45%

Visit intent among 
ad-aware travelers
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Snow traveler demographics
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Winter 2018-19 Snow traveler Non-snow

18-34 41% 21%

35-54 37% 31%

55+ 22% 48%

Married 53% 53%

Single/Never married 33% 29%

High school or less 9% 11%

Some college/technical 
school 25% 28%

College graduate 46% 37%

Post-graduate degree 20% 24%

Kids in HH 35% 20%

Under $75K 47% 49%

$75-$149K 35% 35%

$150-$299K 14% 13%

$300K+ 4% 3%
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Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire


