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ABOUT LONGWOODS INTERNATIONAL

Established in 1978s a market research consultancy, Longwoods International is a premier market research firm that is a respected leader within
the travel and tourism industry.With headquarters in Columbus, Ohio and Toronto, Ontario, and with offices in Idaho, lllinois, Indiana, Michigan, New
York, Tennessee, and KentuckyLongwoodsconducts strategic market research for public- and private-sector clients throughout North America,
Europe and the Pacific Rim.
Longwoods is known for a multitude of destination marketing services, most notably:
© Overnight and day visitor profiles, including visitor volumes and expenditures, throughlravel USAR)
the largest American domestic travel study, begun in 1990.
9 Destination advertising awareness , return -on-investment of advertising campaigns ,

andNDeUwd| nA Ui D | NFeAU 06¢ & C ¢ RAdiossaWidgrahgetnfieisére t@lGattiputes. Y] 6 irU || Né HD

Q[ éeLtdo ®gygDAWE) UN éeceDiy] U)nH on & CcDUU|ney]JonrU | NEAD gon adoeéecCt
® Resident sentiment research, which investigates both practical and emerging concerns among residents in a destination regarding tourism,

] AALWC] AH Yo¥|] AU UWAT &U DAO6nRnoN|] A CDEDLOoFNDAYg FTDUGAD] €DC Dne€j donNDnR
© Custom qualitative and quantitative research

Soundly grounded in scientific principles, our research methodologies have beepeer-reviewed, intensely scrutinized by legislators and the media,
and critically evaluated by academics and economists. Owrcientific integrity has been recognized with numerous Best Practice awards, as well as
invitations for speaking engagements across North America.

With the acquisition of Clarity of Place, Longwoods now also offers cuttingedge approaches to help destinationsvaluate the alignment of the
needs of visitors with those of residents , the community capacity for destination growth, the health of their brand,
and their ability to remain competitive.

Lmngwoods




OVERVIEW: Advertising Return on Investment

H PROJECT OVERVIEW
Longwoods was engaged to conduct a program of research designed to
Campaign Dates measure the ROI and advertising awareness tifie Kentucky Tourism

advertising campaigns.

Spring oFall A benchmark study was conducted after the conclusion of the
2024 advertising period to measure awareness of specific ads, estimate the
impact of advertising awareness on intentions to visit and destination
image, and measure shortterm conversion that occurred during and
} shortly after the campaign period.

and online media including:

»1 D DUY] NeybuU o6¢g Ul D AéKehtdckyder U | N7

| |
| |
| |
| |
: Digital Ads : o
I . : conservative in that:
: Social Ads I . . . .
: Print Ads : Trips taken/intended by people in the absence of advertising are backed
i Video Ads : ?:Ut' fi trol dures hel that only advertisi
|
: Out-of-Home Ads : . :c)lnserva:jl\:g con ro. p:o(cj:edures elp ensure that only advertising
: Audio Ads | influenced trips are included.

Lmngwoods
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SURVEY METHODOLOGY —

Survey fielded in23 key markets and received2000 qualified
respondents.

|
|
|
|
|
. I
Qualified respondents areadult travelers* and members of |
. . |
major online consumer research panel. .
|

|

|

|

|

|

|

|

Sample drawn to berepresentative and proportionate to
sample DMAs, age, and gender.

Sample Markets + Respondent Distribution
Existing Markets (1,000)

Data were weighted orkey demographic variables (geography, i
age, sex, household income, household size) prior to analysis t'p
ensure that results are representative of and projectable to the :

traveler population in specific markets. ;

New Markets (1,000)

survey length wasl8minutes. For a sample of this sizethe

|
|
|
Fieldwork was conducted inFebruaryoMarch2025. Median :
|

confidence level is + / 68, 19 times out of 20 :

- Lmngwoods

*Adults 18 years of age or older who have taken at least one day or overnight leisure trip in the past 3 years and intetakisone in the next 2 years. 5




2024 SAMPLING MARKETS —

Existing Markets

Atlanta (185) -
Bowling Green(15)

i New Markets
Charleston-Huntington (25) _ o
Chicago(240) Champaign Springfield - Decatur (25)

L . Dallas-Fort Worth (205
Cincinnati (65) Detroit (125) (205)
Columbus, OH70 .
E\c/)aunrg\/iﬁ:(zol)-n ) Grand RapidsKalamazoo-Battle Creek (55)
Indianapolis (80) Orlando-Daytona BeachMelbourne (115)
K - Washington, DCHKagerstown) (185)
noxville (35) Dayton(30)
Lexington (35
Lgﬁliggiﬁ; (215)) Cleveland Akron (Canton)95)
Nashville (80) Toronto [CMA], Ontario(165)

Paducah-Cape GirardeauHarrisburg (25) =
Saint Louis(80)

Lmngwoods




KEY FINDINGS: ADVERTISING —

Six inten §2%)travelersink DA YWA L +  Total @dvgrtisifgrnerkets recalled seeing at least one Kentucky advertisement during the!
Spring - Fall 2024 campaign. Existingmarkets garnered a 66% awareness level and New markets garnered a 58% awareness |leMet Fall &!
Spring AOR ad campaigns had the highest level of awareness, each garnering 57%.

Half (50%) remembered at least oneligital ad, followed by video (46%), print (42%), social (37%)dio (35%), and OOHB(0%).

The ads with the highest level of recall in the Total advertising markets were:
Spring AOR 30s Vide@38%
Fall AOR 30s Videa37%
Spring AOR Social Outdoan28%
Fall AOR 30s Audia28%
Spring AOR 30s Audia27%

Lmngwoods




KEY FINDINGS: ADVERTISING 6 it UR C u

Lookingatk DA UWA Lt  » 0 vadvértidiNgrridrketsptigi@ vere an estimated 723 million ad exposures over the campaign timeframe,
with the highest medium being digital ads, at 271 million recalled exposures. Social ads had 101 million recalled expospra#,ads had 136:
million recalled exposures, video ads had 93 million, audio ads had 68 million, and OOH ads had 55 million recalled exposures !

|

|

|

|

|

|

|

|

|

|

|

: When we relate the number of ad exposures recalled to the amount of money spent on advertising in Total advertising markegsnedium,
: we see that the cost for 1,000 recalled exposures for any ad was $14@2ing the campaign.

|
|
|
|
|
|
|
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KEY FINDINGS: RETURN ON INVESTMENT

The 2024 campaign produced an additiona8.2 million trips to Kentucky that otherwise would not have materialized in the absence of this
advertising.

Using Travel USA® estimates of average visitor expenditures, Longwoods estimate that these incremental Kentucky visitors sp&529.7
million while in Kentucky.

When related to total advertising costs of $10.8 million, this translates into a return on investment of $49 in visitor spemd) for each ad
dollar spent.

Those incremental expenditures yielded the following in taxes:
$40.9 million in state and local taxes for Total advertising markets. Return on investment of $4 in taxes for each ad dokgent in Total
advertising markets.

Kentucky Tourism spent an average of $3.39 in advertising for every incremental trip earned from Total advertising marketsrohg this
campaign.

L@;ngwoods




KEY FINDINGEBRAND HEALTH

Vvoid & cbuoy|lney)lon | i kDAUWALt »owid)] UNRU »oUét &CeDIl Ufordrhostfbe Né i L D
perceived to be exciting, appealing to adults, offer a family atmosphere, and have good sightseeing opportunities.

»1T ] U AéNTeée| Hn TeéeCc €& UydonH FoU|J U] eED | NTFeAY on Tadjadvertisingriatkét Y| 'U ] i H
residents exposed to the campaign gave the destination higher rating scores than those unfamiliar with the campaign for abbtHButtons.
voad YT D GDNeée|nJnA cbUOyY|lney)on eyyia)] awybl i FDOADTFUY]| on Ugpergetiong | 1 C
of Kentucky for every image dimension evaluated.

Comparing the image ratings of people who have never visited Kentucky versus that of those who have visited in the past twarg, we have
& NDeUwWdOD o6 [ FUOoCWAU CDL)] €D0t gr MJre igcerit KentéckyviSitbrs tha@ngri-visitpes vgted tliern 6 g U
destination favorably in all 10 Hot Buttormttributes. From this analysis we find that Kentucky had no significant product weaknesses.

Relative to the other destinations in the competitive set for this study, Kentucky places in theniddle for its overall image among Total
advertising market travelers. Across the Total advertising markets surveyed, aboutalf (47%Yyated Kentucky very favorably as a
cbuoy)neéey)on Uyl Dt [ Fowt C GDeéettt Dnl ot €)] U] Y] aHAdr kDn UGekdiat(57%)¢ i L U
and ahead of West Virginia (43%), Indiana (37%), and Ohio (35%)).

Amongst the competitive destinations included in this study, Kentucky ranks rare favorably as a destination that has
( DI ADLEDRY €étwD ¢god Yl D NonbDt dr

Lmngwoods
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ADVERTISING AWARENESS* BY MARKET

TOTAL MARKETS EXISTING MARKETS NEW MARKETS

‘ 62% ‘ 667 ‘ 687

L@ngwoods

Base: Total Markes 12

*Saw at least one ad and based on markets where shown




AWARENESS* OF THE AD CAMPAIGN e —
Aware of
62 o/o Any Ad

DIGITAL AWARE VIDEO AWARE PRINT AWARE SOCIAL AWARE AUDIO AWARE OOH AWARE

50% 46% 42% 37% 35% 30%

L@ngwoods

Base: Total Markes 13

*Saw at least one ad and based on markets where shown




ADVERTISING AWARENESS* BY CAMPAIGN —

Fall AOR

Spring AOR

Spring Diversity

Fall Diversity

o

10 20 30 40 50 60
Percent Aware

*Saw at least one ad and based on markets where shown

Lengwoods

Base: Total Markes 14




DIGITAL ADVERTISING CREATIVE

World-renowned bourbon Be one with nature Legendary horse culture
Discover Kentucky's unique bourbon Houseboats, rock climbing and epic Make new four-legged friends and visit
experiences and fascinating distillery vistas — experience Kentucky’s great iconic race tracks and museums

tours. outdoors. throughout Kentucky.

Spring AOR Native Compilation

Lmngwoods
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SMILES AS BIG
U As

ﬁ&%‘%p@p HOUSEBOATS.

DISTIL ERY

\ ST D SMILES AS BIG
" WORLD*RENOWNED .
DISTILLERY TOURS.

«'H

xémuqxv

KENTucKY

Coms 08 for you

KENTUCKY I
i 898 % 30 - \ SMILES AS BIG TEAN -t
o g B e OB, i

WORLD-RENOWNED - SMILES AS BIG
DISTILLERY TOURS. &EL"&E&Y = AS HOUSEBOATS.

j‘ KENTUCHY

Spring AOR Display Leisure Omnibus Compilation Spring AOR Display Leisure Outdoors Compilation

Lmngwoods

16




ey MGy KENTUGKY

World-renowned bourbon Legendary horse culture  Glide Through Nature

Discover Kentucky's unique bourbon Make new four-legged friends and visit  Enjoy the spectacular scenery of horse
experiences and fascinating distillery iconic race tracks and museums and bourbon country on a family tour.
tours. throughout Kentucky.

Fall AOR Native Compilation

L@hgwoods
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YOUR%?# AWA ﬂ KENTUEKY SELECT A PHOTO TO

CAPTURE YOUR KENTUCKY MOMENT

SN

PLAN
YOUR GETAWAY. !‘(ME.'! Tl!ﬂ(«!

Fall AOR Display Compilation Fall AOR Rich Media Page Grabber

L@;ngwoods
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= Enrich your life

Discover Kentucky's unique culture
through museums, musical
performances and local eats.

Spring Black Traveler Digital Compilation

 MAJESTIC MOMENTs

SHARE

Create cherished
memories

KENTucKY

u"‘”“* se8 Lok Youtialy

Share spectacular adventures and
family fun throughout the Bluegrass
State.

Spring LatinX Traveler - Digital Compilation
Le NgWOO ds
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| @ND2 » "~ u~r W

DISCOVER
LEGENDARY
HORSE
CULTURE.

EFOSRY

Make new friends

§  Throughout Kentucky, people and
§ horses share a special connection. Feel
it for yourself.

TEAN Al
| J KENTUCKY ",

KENTUCKY
Come 306 fot Yourcepy |

Spring LGBTQ+ TravelerDigital Compilation

2 D! » " ND w—aonaleC

BE ONE
WITH
NATURE:

wENTUCRY

.\ Nature at your doorstep

A getaway to Kentucky offers all kinds
of opportunities to escape the
everyday world.

BE ONE

TEAM il
KENTUCKY.

WITH NATURE.

Fall Black Traveler Digital Compilation | ® ngWODdS

20




@ND2 » ™ ~pu~rr W

< SHARE. . 4
MAJESTIC

DISCOVER LEGENDARY
HORSE CULTURE.

ey

Create enduring
moments

Pair signature Bluegrass flavors and
sips with can’t-miss performing arts
and live music.

Escape the every day

Kentucky's outdoors are perfect for the
ultimate family glamping adventure.

KENTUEKY

o Come e for Yoursely

Fall LatinX Traveler - Digital Compilation Fall LGBTQ+ TravelerDigital Compilation

L@hgwoods
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AWARENESS* OF DIGITAL ADS

N
)]

Spring AOR - Display Leisure Omnibus Compilatio

N
(93]

Spring AORoNative Compilation
Fall AORDRich Media Page Grabber

N
(63}

N
)

Fall AORxDisplay Compilation

N
IS

Spring AOR®RIich Media Page Grabber

N
N

Fall AORNative Compilation

Fall Black TravelemDigital Compilation

N
N

N
N

Spring Black TravelerDigital Compilation

N
=

Spring LatinX Traveler@Digital Compilation

Fall LatinX TraveleraDigital Compilation

N
o

Digital Ad
Spring LGBTQ+ TravelenDigital Compilation 20
Awareness
Fall LGBTQ+ TravelenDigital Compilation 20
Spring AOR - Display Leisure Outdoors Compilatio_ 17
0 10 20 30 40
Percent Aware
Len gWoo ds
*Saw at least one ad and based on markets where shown TERMATION A
22

Base: Total Markes




AWARENESS* OF VIDEO ADS —

Spring AOR - 30s video

Video Ad Fall AOR - 30s video
Awareness

Percent Aware

Len gwWo odas
*Saw at least one ad and based on markets where shown NTERMATION A

Base: Total Markes 23




PRINT ADVERTISING CREATIVE

'

] f

L - —— i
[

ONLY IN'KENTUCKY DO BOURBON TASTINGS i 1 H'TffTHE RESET BUTTON ON g
FEATURE FOUR-LEGGED GUESTS OF HONOR. : i OUR-IMAGINATION.

|

L
From unique bourbon experiencesito experimental spirits, Kentucky brings f

a distinct flavor and finish. Plan your Bluegrass getaway at kentuckytourism.com.

4 pe
TrE Y TETE

Diverse, eclectic and inspiring — arts and culture in Kentucky continually surprise
KENTUBKY and delight visitors. Plan your Bluegrass getaway at kentuckytourism.com.

Come tee for yoursely KENTUERY
KENTuCKY e

Owensboro Museum of Fine Art Come se8 [ Yoursely KENTUCKY.

Spring AORxPrint National Compilation 1
L® ngwoods
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THINK OF KENTUCKY AS RISE ABOVE THE EVERYDAY:
A PORTAL TO OTHER WORLDS.

A getaway to Kentucky offersiall kinds of opportunities to escape the everyday world.

7%&5 s %Mﬁ% - (/)ohw see /or }ou_rsa#

KeNTuckY KENTUCKY

kentuckytourism.com

A getaway to Kentucky offers all kinds of opportunities to escape the everyday world

THhis is %nfucfg?‘ z arma see /nr 9@4}‘5:/f

Spring AORxPrint National Compilation 2
L® ngwoods
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ONLY IN KENTUCKY DO BOURBON TASTINGS
FEATURE FOUR-LEGGED GUESTS OF HONOR

FEEL THE UNIQUE BONL

Spring AOR Print Toronto Compilation Spring AOR Print Horse Spring AOR Print Tubing
Farm Tour

Lmngwoods
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PRINTADVERTISING CREATIVE: 6 1 UR C

JOURNEY THROUGH

THINK OF KENTUCKY AS MOTHER NATURE'S
A PORTAL TO OTHER WORLDS. WILD IMAGINATION

JOURNEY THROUGH

MOTHER NATURE'S
WILD IMAGINATION.

: IN KEN & THINK OF K.ENTUCKY AS
HORSEPLAY ISN'T ON O ) A PORTAL TO OTHER WORLDS.

EAM
KENTUCKY.

Fall AOR Print Toronto Compilation Fall AOR Print Cave Kayaking Fall AOR Print
Mammoth Cave

L@mgwoods

27




AWARENESS* OF PRINT ADS

Spring AOR®Print National Compilation 2

N
(o))

N
(o]

Fall AORXPrint Toronto Compilation

N
&)

Spring AORMPrint Toronto Compilation

Fall AORxPrint Cave Kayaking

N
)]

Fall AORPrint Mammoth Cave

N
N

Spring AORMPrint Horse Farm Tour

N
[y

Print Ad

Spring AORPrint Tubing
Awareness

[EY
[o¢]

=
(0]

Spring AORMPrint National Compilation 1

o
al
'_\
o

15 20 25 30 35 40
Percent Aware

Len gWoo ds
*Saw at least one ad and based on markets where shown TERMATIOHN A

Base: Total Markes 28




SOCIALADVERTISING CREATIVE

% Kentucky Tourism X
KY  sponsored

“ee

% Kentucky Tourism - %  Kentucky Tourism
RY Shomosd X KY  sponsor X

Thrill seekers and nature lovers, it's time to
embark on an epic outdoor adventure in
Kentucky. From above ground to below, the
perfect getaway is waiting for youl

Diverse, eclectic and inspiring — delight in
Kentucky's music, arts and culture.

Discover Kentucky's unique bourbon
experiences and fascinating distillery tours.

" & 'j¢‘;
= }
0 B!

Tour the Learn ¢ Leave Hear tF
i A Learn more Learn more
Seek thrill LSt Weore Sleep « distilleries the cra ordinary... stories
rides. the tre«
©O & 209 2 comments 6 shares v "
OO0 & 28k 246 comments 274 shares OO0« 257 I
Y Like (O Comment 2> share Cfb Like () Comment ¢ Share oY Like (0 comment £> Share

Spring AOR Social Outdoor Spring AOR Social Bourbon Spring AOR Social Culture

4% Kentucky Tourism X
KY sponsored

Enjoy an equestrian adventure like no other in
Kentucky. Gallop into fun with new four-legged
friends or watch these majestic athletes in
action.

ey
Legendary Explor
horse culture Lhovh races on hor:

©O0 @ 681
Y Like

48 comments 57 shares

&> Share

() comment

Spring AOR Social Horses

4% Kentucky Tourism
KY

Thrill seekers and nature lovers, it's time to
embark on an epic outdoor adventure in
Kentucky. From above ground to below, the
perfect getaway is waiting for you!

S.eek thrill L i Sleepu
rides. trees.
Ub Like C] Comment £ Share

Fall AOR Social Carousel

L@hgwoods
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AWARENESS* OF SOCIAL ADS —

Spring AOR»Social Outdoor
Spring AOR»Social Horses
Fall AORxSocial Carousel

Spring AOR»Social Bourbon

Social Ad

Awareness
Spring AOR»Social Culture

10 15 20 25 30 35 40
Percent Aware

o
a1

Len gwWo odas
*Saw at least one ad and based on markets where shown ITERMATIONA

Base: Total Markes 30




AWARENESS* OF AUDIO ADS —

Fall AOR - 30s Audio

Audio Ad Spring AOR - 30s Audio
Awareness

0 5 10 15 20 25 30 35 40
Percent Aware

Len gwWo odas
*Saw at least one ad and based on markets where shown ITERMATIONA

Base: Total Markes 31




OOHADVERTISING CREATIVE —

W‘HO} SAYS MAKING NEW
FRIENDS IS CHALLENGING?

Come 108 L1 Yoursely

 kentuckytourism.com

WHERE THE PHENOMENAL
IS AN EVERYDAY THING. ™ warrammy

N\

kentuckytourism.com

Spring AOR OOH Compilation Lenowoods
S

32




OOHADVERTISING CREATIVE: 6 it UR C

KENTUI:KY

Come 428 o4 ysurioly

T TEAN il /
KENERICRY kentuckytourismicor

Fall AOR OOH Compilation I_f:“;ngwoods
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AWARENESS* OF OOH ADS —

Spring AOR - OOH Compilatio

OOH Ad Fall AOR - OOH Compilatio

Awareness

0 5 10 15 20 25 30 35 40
Percent Aware

Len gWoo ds
*Saw at least one ad and based on markets where shown TERMATIOHN A

Base: Total Markes 34




KENTUCKY TOURISM WEBSITE B —

Awareness of Website

157

Base: Total Markes

How useful was the Tourism Kentucky website?

Very useful 68%

Somewhat useful

Not very useful

Not at all useful § <1%

0% 10% 20% 30% 40% 50% 60% 70% 80%

L@ngwoods
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ACTIONS TAKEN TO OBTAIN INFORMATION ABOUT TRAVELING TO KENTUCKY

Internet Search 40%

Used Social Media (i.e. Facebook, Twitter, Instagram
Visited www.KentuckyTourism.com 22%
Downloaded or Requested Kentucky Tourism Guid
Contacted Convention and Visitors Bureau / Chamber of Commerc

Contacted Kentucky State Tourism Office 5%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

L@'ngwoqu

Base: Total Markes 36




'MEDIA DIAGNOSTICS
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TOTAL EXPOSURES* RECALLED BY MEDIUM

roal 723

Exposures -
Million

Digital Print Social Video Audio OOH
Exposures Exposures Exposures Exposures EXxposures EXxposures

271 136 101 93 68 55

Million Million Million Million Million Million

Looking at k D i1 U W Adtal arlvértising markets , there were an estimated
723 million total ad exposures over the campaign timeframe, with the highest medium being digital ads, at 271
million recalled exposures. Social ads had 101 million recalled exposures, print ads had 136 million recalled
exposures, video ads had 93 million, audio ads had 68 million, and OOH ads had 55 million recalled exposures.

Len gWOoo ds
*Incidence of awareness X traveler population x mean frequency recalled
Base: Total Markes 38




COST PER THOUSAND EXPOSURES RECALLED

Total Ad Spend  Total Exposures

723 Million
| Social ! Print i Audio ! Digital 1 OOH ! Video
' Ad Spend | Ad Spend |' Ad Spend |, Ad Spend |! Ad Spend ;' Ad Spend

Cost Per 1,000 Exposures Recalled

Any Ad

The cost per 1,000 exposuresrecalledy 6 i €t &éC | i oFdl B024canphign ¥s14.92F 0 | n H
Social ad spend was the most efficient for cost per 1,000 exposures recalled at $2.37.

Lmngwoods

Base: Total Markes 39




'RETURN ON INVESTMENT
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RETURN ON INVESTMENID24 B —

Ad Investment

3.2Mincremental Trips

\.) $529 M incremental Visitor Spending

$40.9 Mincremental Taxes*

Len gWOoo ds
*Effective Tax Rate7.76 from Tourism Economics

Base: Total Markes 41




RETURN ON INVESTMENID24 B —

Existing New

Markets \WETEGIS Total
Ad Investment $7.0M $3.8M $10.8M
Incremental Trips 2.3M 0.908M 3.2M
Incremental Visitor $345.0M $184.7M  $529.7M
Spending ' ' '
Incremental State + Local $26.7M $14.3M $40.9M
Taxes

L@'ngwoqu
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RETURN ON INVESTMENT: 2024 —

S ST OeEEm—_—-———-—_—-—_——_—_—_—E_—E—E—_E—_E—_—_—_—- [
/
/ |
/ I
/
|
/’ CAMPAIGN EFFICIENCY
/
Kentucky Tourism spent an average of $3.39 in advertising P 7 : . :
for every incremental trip earned from Total advertising \\ Ad $ S Per Tnp: l
markets during this campaign. \ N l
. |
N Trips Per Ad $: !
\ |
SN |
Le NgWOO as

Base: Total Markes 43




RETURN ON INVESTMENT B —

Existing New

Markets Markets Total

| ¢ ARG T $3.08  $4.18 $3.39

Trips per Ad $ 0.33 0.24 0.29

Lengwoods
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THE BOTTOM LINE —

4 )

In advertising
Investment

- J $49 Spending ROI

\_? $4 Tax ROI

Every$1 investedin the 2024 Kentucky advertising campaign
generated $49 in direct visitor spending and $4 in taxesin the
destination.

Lmngwoods

Base: Total Markes 45




THE BOTTOM LINE —

Existing  New

Markets Markets Total

Spending ROI $49 $49 $49

Tax ROI $3.82 $3.76  $3.80

L@'ngwoqu
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PAST VISITATION —

Kentucky 44% 52%
44% of travelers within Kentuckyr Total
markets have visited thestate during their
lifetime. Among those, 52% have visited during North Carolina 43% 46%
the past 2 years. West Virginia 30% 41%
- N L@'ngwoods
*Among those who have ever visited respective destination TERMAT

Base: Total Markes 48




INTENT TO VISIT IN NEXT 12 MONTHS B —

9 Probably or Definitely Will Visit

Destination in Next 12 Months*

/4
S
|
l
\
Q - - North Carolina 44%
_______ /
Kentucky 43%
43% of respondents intend to visitKentucky
West Virginia 31%

. La}ngwoods
*On a day or overnight trip —

Base: Total Markes 49




ACTIVITIES PARTICIPATED ON OVERNIGHT TRIP TO KENTUCKY.

Shopping 55%
Unique/local foods 45%
Visited a national/state park 42%
Visited a landmark/historical site 41%
Outdoor activities (eg. hiking, paddling, fishing) 40%
Visited a museum 32%
Distillery tours 31%
Attended a special event/festival 30%
Swimming 25%
Horseracing/casinos 21%
Sporting activities (e.g., golfing, tennis) 18%
Houseboating 10%
None of the above 6%

0% 10% 20% 30% 40% 50% 60%

L@ngwo_qu

Base: Total Markes 50




' BRAND HEALTH OVERVIEW
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WHAT IS A TRAVEL MOTIVATOR? B —

Travel Motivators in this Study
Exciting

Adult Appeal

Family Atmosphere

Sightseeing

Unigque

Respondents evaluated the image of Kentucky anslix Worry-Free
other destinations on an overall basis and on a series of

o _ Popular
detailed image attributes.

Luxurious

Similar image attributes are grouped together to form .
J Irotp J Entertainment
Travel Motivators.
Sports and Recreation
Travel motivators are ranked in descending order based
on the average correlation* value for their respective Affordable

individual attributes. Climate

Lmngwoods
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TRAVEL MOTIVATOR GROUPINGS —

Sightseeing Worry-Free
Exciting Is an interesting place Good place to relax/escape from hectic life
A fun place I(_SC:[eSaiof oSresei ar?tgedec:n A place I.would feel welcome
Must see destination J J _ Warm, friendly people

Great place for walking/strolling about Getting around the state is easy

An exciting place

Interesting cities/small towns
A real adventure

Truly beautiful scenery/setting

Great shopping

Beautiful gardens and parks

Noted for its cultural offerings (e.g., museums,
history, landmarks, architecture)

Popular

Popular with travelers
Well-known destination
Often notice advertising

Adult Appeal
Good for an adult vacation
Good for couples

Luxurious
Great luxury product offerings (e.qg., spas, fine dining
Offers a variety of luxury hotels/resorts

Family Atmosphere
A good place for families to visit

Unique

Unique travel experience

Interesting local people/cultures/customs/traditions
Interesting/notable culinary scene

Unique distillery tours

Lmngwoods
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TRAVEL MOTIVATOR GROUPING&R C uy —

Entertainment

Great live music

Exciting nightlife/entertainment
Interesting festivals/fairs/events

Great for theatre and the performing arts

Affordable

Good vacation packages

Affordable accommodations and dining options
Not too far away or expensive to consider for a
vacation

Sports and Recreation

Excellent national/state park facilities/conservation
areas

Great for outdoor recreation (e.g., hiking,
backpacking, camping)

Great for kayaking/canoeing/rafting

Great for professional or college sporting events

Climate

Great climate overall

Great for a warm weather vacation
Great for a cold weather vacation

Lmngwoods
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TRAVEL MOTIVATORS

For a destination ink D i U W Fotatmerkets to

HDY on YdheeDLDOGUR AORU)] C
and foremost, be perceived to ke exciting,

appealing to adults, offer a family atmosphere,
and have good sightseeing opportunities.

Other factors of moderate importance incluce
unigueness, a worryfree destination, popular
amongst travelers, has luxury product offerings,
and entertainment activities.

Lower priorities are sport and recreation,
affordability, and the climate.

Base: Total Markes

_VF
DaeuyU] on

Exciting
Adult Appeal
mily AtmospherE

Sightseeing

Unique
Worry-Free
Popular
Luxurious

Entertainment

Sports and Recreation
Affordable

Climate

Travel motivators are ranked in descending order based on the average
correlation value for their respective individual attributes.

L@ngwoogjs
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HOT BUTTONS

Hot Buttons are the ten individual image attributes
most closely tied to destination selection in
k Dn U W iytal imarkéts.*

Hot buttons are high on a traveler's 'wish list' when
selecting a destination they'd really enjoy visiting.

*Based on strongest correlation value to "A place I'd really enjoy visiting”
Base: Total Markes

Is an interesting place
A fun place
Must see destination
Good for an adult vacation
Lots to see and do
A good place for families to visit
An exciting place
Good for couples
Unique travel experience

Good vacation packages

L@mgwoods
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ADVERTISING IMPACT ON OVERALL DESTINATION IMAGE

»1 ] U AéeNTé| Hn 1T é&Cc & FoU] U] €D

*Saw at least one ad
t+r  DOUADAY FIlo
Base: Total Markes

| NFéAU on
campaign gave thestate a significantly higher rating than those unfamiliar with the campaign for

ytieebDLDaU

(

the attribute Kentucky] U 1 é FLéAD ~ FowtC GDéttt Dnl
*
Aware Unaware
Percent who strongly
agree Kentucky is
"A place I'd really enjoy
visiting." ** o
g b37%
. - -/ - - - - - -=--"==-"==""=-"=""="=""=/"=""="=""=""== |
1 In Total advertising markets, the Kentucky Tourism :
: campaign earned a 14point reputational lift for this :
: variable. I
________________________________ |
JutoRALI RGBS 10 UlD FOIADKU o¢ G5UTAECOAUD AlelRA e Dususnoru ONGWOOdS
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ADVERTISING IMPACT ON OVERALL DESTINATION IMAGE

»1 ] U AéeNTée| Hn T eC €& FoU] U] €DKentdckyeTraeles award Gféh€ DL DG U
campaign gave thestate a significantly higher rating than those unfamiliar with the campaign for
the attribute Kentucky] U 1 DI ADLE DU €étwD ¢god Yl D N

Aware* Unaware

Percent who strongly
agree Kentucky is
"Excellent value for the

money." ** 52 O/O

I The Kentucky Tourism campaign earned a 2@oint
I reputational lift for this variable.

*Saw at least one ad LG} WOQOQs
tt DGADRY FTo UytonHtt eHGDDr |0 YiI D FTDUGADAY o6¢g aDUFaeaCcDAYU Hj €] rH & UYyeybNDAY en qu ' 6 H O L
Base: Total Markes 59




ADVERTISING IMPACT ON HOT BUTTONS

: : 53
This campaign had a strong positive IS an interesting place 35
impact on Total advertising market A fun place - 51
YyaiéeeDLDIUR FTDOADTIUY]JONU 06¢g kDAY~ =+~ 46
Must see destination 27
Total advertising market residents Good for an adult vacation - 56
exposed to the campaign gave the 50
destination higher rating scores than Lots to see and do 37
those unfamiliar with the campaign for A good place for families to visit 4o 57
all Hot Buttons. 44
An exciting place 26
For the remaining destination attributes Good for couples - 51
& perceptions, we find that the 51
campaign did an exceptional job of Unique travel experience 32
] NFdo€) nH TDOTLDRU '-FDG%O@VQC;-'tiOL“ac%Bey - 48
Kentucky for every image dimension
evaluated 0 10 20 30 40 50 60 70
' Percent Who Strongly Agree
Aware of Any Ad Unaware of Any Ad
&

Base: Total Markes 60




DESTINATION IMAGE MOST IMPACTED BY ADVERTISING

Often notice advertising 21
Noted for its cultural offerings 21
Excellent value for the money 21
Great for theatre and the performing arts 20
Well-known destination 20
A real adventure 20
"Difference in Percent Who Strongly Agree" Must see destination 19
is taken from comparing the destination _ _
image ratings of respondents who are Greatlive music 19
Aware of Advertising vs. Interesting cities/small towns 19
Unaware of Advertising. Good for an adult vacation 19
Unique travel experience 18
Great luxury product offerings (e.g., spas, fine dining) 18
Is an interesting place 18
Great for a cold weather vacation 18
Popular with travelers 18
0 5 10 15 20 25 30

Difference in Percent Who Strongly Agree

&

Base: Total Markes




DESTINATION IMAGE MOST IMPACTED BY ADVERTUSINGN URCW——————

A fun place 18
Interesting local people/cultures/customs/traditions 18
Offers a variety of luxury hotels/resorts 18
Excellent national/state park facilities/conservation areas 18
Great for sightseeing 18
Great for kayaking/canoeing/rafting 17
An exciting place 17
Great for professional or college sporting events 17
Great for outdoor recreation (e.g., hiking, backpacking, camping) 16
Interesting festivals/fairs/events 16
Good vacation packages; 16
Getting around the state is easy 16
Affordable accommodations and dining options 16
Warm, friendly people 15
Not too far away or expensive to consider for a vacation 15
A good place for families to visit 15
15

Great shopping

20 25 30
Difference in Percent Who Strongly Agree

0 5 10 15
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DESTINATION IMAGE MOST IMPACTED BY ADVERTUSINGN URCW——————

Great for a warm weather vacation 14
Beautiful gardens and parks 14
Truly beautiful scenery/setting 14
Exciting nightlife/entertainment 13
Lots to see and do 13
Good for couples 13
Interesting/notable culinary scene 13
I would feel safe traveling anywhere in this state 13
Great climate overall 12
Great place for walking/strolling about 12
Good place to relax/escape from hectic life 12
A place | would feel welcome 12
Unique distillery tours 10
0 5 10 15 20 25 30

Difference in Percent Who Strongly Agree

Base: Total Markes 63
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PRODUCT VS. HOT BUTTONS

Is an interesting place
A fun place
Must see destination
Good for an adult vacation
Lots to see and do
A good place for families to visit
An exciting place
Good for couples
Unique travel experience

Good vacation packages

Base: Total Markes

57
41
53
40
53
36
59
44
56
42
63
47
47
35
57
42
56
39
51
39
10 20 30 40 50 60

Percent Who Strongly Agree

Visited Past 2 Years ™ Never

Comparing the Image ratings of people
who havenever visited Kentucky versus
that of those who havevisited in the
past two years, we have a measure of
[ TGO CWAU tleletlativ€ DG't g r
satisfaction of the two groups.
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TOP PRODUCT STRENGTHS VS. DESTINATION IMAGE

In Total markets,more recent
Kentucky visitors thannon-visitors
rated the destination favorably in all

10 Hot Buttonattributes.

"Difference in Percent Who Strongly
Agree" is taken from comparing the
destination image ratings of respondents
Who have Visited in the Past 2 Yearsys.
those who haveNever Visited.

Base: Total Markes

Not too far away or expensive to consider for a vacation
A place | would feel welcome
Excellent national/state park facilities/conservation areas
Affordable accommodations and dining options
Great for outdoor recreation (e.g., hiking, backpacking, camping)
Unique distillery tours
Interesting cities/small towns
Excellent value for the money
Unique travel experience
Great for professional or college sporting events
Interesting festivals/fairs/events
Warm, friendly people

| would feel safe traveling anywhere in this state

0

26
23
23
22
21
20
19
18
17
17
17
17
17
20 25 30

Difference in Percent Who Strongly Agree

&
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TOP PRODUCT STRENGTHS VS. DESTINATION IMAGE (Cont'd)}———

Base: Total Markes

Must see destination
A good place for families to visit
Getting around the state is easy
Great for kayaking/canoeing/rafting
Is an interesting place
Good for couples
Great place for walking/strolling about
Interesting local people/cultures/customs/traditions
Truly beautiful scenery/setting
Beautiful gardens and parks
Good for an adult vacation
Lots to see and do
A real adventure
Popular with travelers
Well-known destination

Often notice advertising

16

16
16
15
15
15
15
15
15
15
15
15
14
14
14
14

5 10 15 20 25 30
Difference in Percent Who Strongly Agree
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TOP PRODUCT STRENGTHS VS. DESTINATION IMAGE (Cont'd)}———

Base: Total Markes

Good place to relax/escape from hectic life
A fun place

Great for sightseeing
Great live music
Great climate overall
Noted for its cultural offerings
An exciting place
Great for theatre and the performing arts
Good vacation package
Great for a warm weather vacation

Offers a variety of luxury hotels/resorts

Great shopping

Interesting/notable culinary scene

Exciting nightlife/entertainment

13

13
13
12
12
12
12
12
12
12

11

5 10 15 20 25 30

Difference in Percent Who Strongly Agree
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TOP PRODUCT WEAKNESSES VS. DESTINATION IMAGE

THERE WERE NO SIGNIFICANT
PERCEIVED PRODUCT WEAKNESSES
VS. DESTINATION IMAGE

Lmngwoods
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