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ABSTRACT

MEASURING THE EFFECTIVENESS
OF BROCHURES IN TOURISM DESTINATION MARKETING
By
Zongqging Zhou

Much of the travel and tourism industry relies on
brochures to market its products and destinations. Research
studies on improving the effectiveness, the design and the use
of brochures are, thus, badly needed. A review of the
existing literature reveals that effectiveness of brochures
has not received enough research attention and the instruments
employed in these studies do not adequately address the unique
features of brochures and measure their full benefits.
Accordingly, the primary objectives of this study included: 1)
to define a set of criteria for adequately measuring the
effectiveness of brochures, 2) to apply these criteria in a
case study involving Frankenmuth, Michigan to examine how
effective brochures are and to identify what factors influence
their effectiveness when used in marketing tourism
destinations, 3) to identify how lapsed time influences
reported trip expenditures, and 4) to examine whether
enclosing the previously requested brochure in a brochure
study has any effect on respondents' reported impressions and
effectiveness of the brochure.

Findings reveal that nearly all respondents read the
brochure they received. Consultation of the brochure on site
was found to be correlated with reported better trip
experiences. About 70% of the respondents had not made their

final decisions to visit Frankenmuth at the time of requesting



information. It was also found that the brochure had
different influences on first time and repeat visitors.
Findings suggest that respondents' recall of their trip
expenditures may not be as sensitive to lapsed time as
commonly assumed. The memory cue, an enclosed brochure
identical to that previously requested, however, resulted in
respondents' higher ratings of the impressions and
effectiveness of the brochure.

The findings from this study have several important
implications for destination marketers and researchers.
First, the almost perfect readership of the brochure suggests
that inquiry programs should be taken more seriously than they
generally are since inquirers as a group are without equal in
their receptivity for a destination marketer's message.
Second, on-site consultation of the brochure suggests the need
to design brochures that not only convey promotional messages
but also provide information such as maps, business hours, and
other information one would expect to find in a travel
guidebook. Third, since brochures have different influences
on first-time and repeat visitors, it would be useful for
destinations to design separate brochures to target the
interests of these two market segments. Fourth, since 70% of
inquirers had not decided on their destinations at the time
they requested information, destination marketers are
presented with an opportunity to have an impact if their
marketing strategies targeting inquirers are effective.
Finally, this study suggests that brochures serve a multitude
of purposes in fulfilling different information needs of
inquirers and therefore their impacts should be assessed in
ways that go beyond simply deriving a conversion rate so that

their full benefits to consumers can be truly revealed.
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CHAPTER ONE

INTRODUCTION

1.1 The Importance of Brochures in Tourism Marketing
Tourism is an important source of export earnings for
most of the countries in the world. 1Its economic importance
has been well-documented. For 1989, based on information
from the World Tourism Organization, worldwide international
tourism arrivals were estimated to be over 400 million, with
total receipts of more than $200 billion (excluding
expenditures on transportation). In 1989, worldwide
expenditures for domestic and international tourism taken
together were estimated at more than a trillion dollars
(Edgell, 1990). Within the United States, it is the leading
employer in fifteen states and is one of the top three
employers in 39 of the 50 states (Burke and Gitelson, 1990).
The importance of tourism in national and regional
development has caused increasing competition in efforts to
attract and lure tourists. According to the U.S. Travel
Data Center (U.S. Travel Data Center, 1989), every state in
the United States maintains an agency or division to promote
inbound travel. The budget for these offices ranges from

1
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$1.2 million in Nebraska to over $20 million in Illinois and
New York. Across the states, an average amount of $2.3
million were allocated to state promotional efforts (U.S.
Travel Data Center, 1989). The bulk of this money is, in
turn, allocated to advertising efforts, with one of the
primary objectives being the generation of requests for
information packages (e.g. brochures) that have been
prepared by the state.

Tourism destination marketing has become a major player
in this competition process. Government tourism
organizations, tourism destination marketers, tourism
operators and agents are constantly under pressure to seek
more efficient ways and tools to evaluate as well as to
market their products and services.

Brochures are important tools that have been used by
the tourism industry to market tourism products and
services, including destinations. With the tourism
marketplace becoming more and more competitive and with
large amounts of marketing expenditures being spent on
promoting destinations through the use of brochures
(Hodgson, 1993), the need for accurate evaluation of the

effectiveness of brochures has never been greater.
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1.2 Problem Statement and Objectives

Brochures are a unique medium of communication and
marketing, not only in terms of their content, format, and
design but also in terms of their varied means of
distribution. There are many means for distributing
brochures, such as mailing them to people who request them,
handing them out on site or displaying them in the lobbies
of hotels, in convention centers, in rest areas, in travel
agency offices and in tourist information centers.
Consequently, studies related to the effectiveness of
brochures vary greatly in terms of focus and emphasis. 1In
this paper, only the effectiveness of brochures requested by
and mailed to potential tourists will be examined.
Specifically, this paper is only concerned with the
effectiveness of requested brochures when used in marketing
tourism destinations. Literature on studies that are
related to the general topic of effectiveness of brochures
will also be reviewed to provide a broader perspective.

There have been a few studies published on the
effectiveness of brochures, but the reported results of
these studies have been mixed. While some researchers

suggest that brochures influence visitor behavior (Lime and
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Lucas, 1977; Krumpe and Brown, 1982; Roggenbuck and Berrier,
1982; Cherem, 1982 and Fesenmaier and Vogt, 1993), other
researchers indicate that brochures are either not
influential in impacting travel decision-making (Baas et
al., 1989) and travel behavior (Fesenmaier et al., 1993) or
are not read by most people who receive them (Fazio, 1979;
Cella and Keay, 1979; Middleton, 1988).

There are three major issues concerning studies of the
effectiveness of brochures. The first involves the question
of defining the word effectiveness; that is, what are the
criteria used in measuring the effectiveness of brochures.
The second is concerned with the effect of lapsed time on
reported data, especially in the area of trip expenditures.
The third is concerned with the relationship between
effectiveness of brochures and the characteristics of people
who request them to include: their motivation, prior trip
experience and demographic and socioeconomic factors.

Change in immediate sales has been the most widely used
measure of the effectiveness of brochures. Evaluation of
the effectiveness of brochures is often part of a basic
conversion study whose primary purpose is to estimate the

so-called "conversion rate", which is the ratio between
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people who call for information and people who actually
visit the destination after requesting information. It,
however, does not adequately assess the full effects of
brochures. Additional complications of conversion studies
as well as other brochure effectiveness studies will be
further discussed in the literature review.

Questions about the effect of lapsed time on reported
data have been mainly focused on reporting trip
expenditures. Rylander II et al. (1993) provide an
excellent review of these studies in their study of
nonresponse and recall biases in a survey of traveler
spending. They concluded that respondents' perceived
accuracy on reported trip expenditures was related to time
of completing the mailback questionnaire as well as trip
complexity. However, another dimension of the effect of
time on reported expenditure data was not examined in the
study. This is the question of whether or not the length of
lapsed time between when spending occurs and when spending
data are recalled results in reporting less or more trip
expenditures. Issues of memory and recall will be further

addressed in the literature review.
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Other memory and recall problems involve the effects of
cues, e.g. enclosing the previously requested brochure with
the questionnaire in a conversion study to assess
impressions and perceived usefulness of brochures. These
issues have not been addressed in the literature to date.

The issue of the relationship between effectiveness of
brochures and the characteristics of brochure-inquirers has
not received adequate attention in most brochure studies.
Fesenmaier et al. (1993) indicates that there is a need to
better understand the reasons why brochures are effective or
not effective. If these underlying reasons can be
identified, tourism destination marketers would be able to
design strategies to maximize effectiveness of brochures.

The objectives of this paper were: 1) to define a set
of criteria for measuring the effectiveness of brochures
based on theories of mass media effects and advertising
effectiveness models, 2) to apply these criteria in a case
study to examine how effective brochures are and to identify
what factors influence their effectiveness when used in
marketing tourism destinations, 3) to identify how lapsed
time (between when trips are made and when respondents are

asked to report) influences reported trip expenditures, and
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4) to examine whether enclosing the previously requested
brochure with an evaluative questionnaire in a brochure
study has any effect on respondents' reported impressions
and effectiveness rating of the brochure. Theories of mass
media effects and advertising as well as studies related to
effectiveness of brochures in tourism destination marketing
were reviewed to establish a theoretical basis for the

hypotheses developed to guide this study.



CHAPTER TWO

LITERATURE REVIEW

2.1 Theories of Mass Media Effects and Advertisipg

Tourism destination marketing comprises all
communication measures designed to create awareness of,
interest in and a favorable image for existing or new
tourism destinations with the aim of attracting customers to
them (Schmoll, 1977). It is impossible to explore the
effects of brochures without examining general advertising
concepts, since a brochure is only one of a set of tools
(media) used in advertising and marketing. It is equally
inconceivable to talk about advertising effectiveness
without discussing theories of media effects. 1In fact,
theories of media effects constitute a major part of
communications theory. Further, communications theory and
advertising theory have a close relationship, yet this is
not commonly recognized. McDonald (1993) claimed: "It seems
strange that there has been so little academic attempt to
apply communication theory to advertising, ..." (p. 133).

He went further to note that:
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The strength of advertising is that its

development has been driven by its practitioners

over the years. I am suggesting now that this

strength has become a point of weakness, and there

is a need for new academic input into the subject

(p. 134).

In this chapter, models of mass media effects will be
examined first, followed by a review of models of
advertising effectiveness. A review of advertising's impact
on consumers at the individual level and how direct and
indirect effects are handled will also be provided.
Finally, attempts will be made to relate these theories and

models to tourism destination marketing and brochure

research studies.

2.2 Theories of Mass Media Effects

The issue of media effects has a lengthy history (see
Jeffres, 1986, for a detailed discussion). Starting with
the early top-to-bottom powerful or so-called hypodermic
effects model popular in the 1930s and 1940s, to the bottom-
to-top limited effects or reinforcement effects model which
came on the scene in the late 1950s and 1960s (Klapper,
1960), and to a return to the powerful effects model in the

1970s (Gerbner, 1972), most researchers have concentrated
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their attention on the relation between mass media and
audience.

The hypodermic effects model suggests that the media
were directly responsible for changing peoples's ideas,
attitudes, and behaviors--shooting beliefs into peoples's
minds almost as a doctor inoculates patients with a
hypodermic needle. This model assumes that audience
members are all pretty much alike, responding to media in
predictable, similar ways. The hypodermic model presents
mass media as being very powerful.

According to the limited effects model, the mass media
merely reinforce existing attitudes and behaviors, because
audiences are "stubborn" and they use a number of defense
strategies such as selective attention, selective
perception, and selective recall to insulate them against
contradictory messages. In the 1970s, the limited effects
model was replaced by a direct effects model similar to that
of the late 1930s and 1940s. It is argued that mass media,
television in particular, affects or cultivates the norms
and values of a society.

In general, the question of mass media effects has

grown more complex rather than the reverse. Most
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researchers today would agree that the question of whether
or not mass media have effects is too simple a question.
Certainly the media are not all powerful, but neither does
the evidence suggest that audiences have defensive filters
that wash out all media effects. Today, mass communication
researchers are more interested in how people decode
messages; how motivations and other information needs relate
to various media effects. This latter point of view will be

adopted for this paper.

2.3 Models of Advertising

Theories of the effects of advertising reflect theories
of mass media effects. Accordingly, most of the early
models of advertising assumed that advertising operates in a
straight-forward "one-way" manner; i.e. the audience is a
group of passive receivers who await the advertising message
to hit them. In other words, advertisers choose what they
want to deliver, encode it in the form of an advertisement,
and deliver it through mass media to a basically passive or
receptive audience. The audience attends, partially
attends, or does not attend to the message and remembers

all, part, or none of it.
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One model of this advertising process has been referred
to as AIDA which stands for Attention, Interest, Desire and
Action (Haley, 1985). In this model, it is assumed that the
first job of advertising is to call the attention of the
audience to the fact that a certain product or service is
available. The message is then supposed to build interest
in the product or service and to encourage potential
customers to seek out more information. Once these first
two jobs are accomplished, the advertising is then supposed
to create an active desire to try the product or service.
Then, finally, the advertising is supposed to result in an
increase in sales.

In recent years, there has been a substantial cultural
shift away from the "passive" consumer view (McDonald,
1993) . It is argued that consumers are essentially active,
making choices and selecting which advertising they will
attend to or not. This view recognizes the importance of
selective perception, accurate target setting and the
emotional elements in consumer response. In other words,
the communications process is viewed as a" two-way" process

rather than "one-way".



13

Representing this limited effects or "two-way"
communications process is the Richardson-Haley's
sophisticated model of how advertising works (Haley, 1985).
Figure 2.1 is a reproduction of the Richardson-Haley model.
According to this model, the first step in the planning
process is to undertake a through review of the product,
brand, or service to be advertised and what it means to
consumers. The second step is to develop a communication
strategy. This involves a definition of the product
category within which the brand is competing and whether
incremental volume is expected to come from primary
competitors, other products, new occasions of use or larger
quantities of consumption per use occasion. The third step
involves the development of the advertising stimulus, e.g.
the core idea, the message type, support type, format, and
media considerations. At this point, the stimulus is
exposed to the consumer. However, the consumer brings to
the exposure situation a number of things that can have a
strong effect upon his/her reactions at the moment of
exposure. These include perceived and latent needs and the
benefits being sought, brand salience and perceptions,

interest and involvement in the product category, and the
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amount of risk (physical, economic, or social) that are
perceived to be involved in brand choice. Also affecting
responses are the information processing styles and the
purchasing and use styles of the individual. Information
processing styles include the ways in which people use
information to make decisions, the extent to which they are
seeking information and the types of information they are
seeking. The final factors influencing response are the
consumer's personality and style characteristics as well as
demographic characteristics.

It is assumed that some form of message processing
takes place, which will result in changes in peoples'
attitudes about and predispositions toward the advertised
product. Learning is also involved. The net effect can be
positive or negative; it can result in rejection or positive
reinforcement.

Consumers are also likely to be exposed to multiple
messages from the advertised brand and to messages from
competing products. If they receive no further messages,
the effects of the initial exposure can be expected to
diminish or "decay". Multiple messages are normally aimed

at reinforcement.
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Before buying, other influences---notably in-store
influences---come into play. These include distribution,
display, price, packaging, promotion, word-of-mouth,
influence of sales personnel, activity of other shoppers,
and the ambience of the store itself. 1In tourist
destination marketing, since destination marketers can not
provide "in-store" influences such as displays or other
shopper's activities, brochures can be used to describe the
physical aspects of the advertised destination and present

quotes from past satisfied visitors

2.4 Measurement of Advertising Effectiveness

The discussion so far has been only concerned with how
advertising is supposed to work, i.e. how advertisers
communicate with consumers. The problem is even more
complicated when the question is asked: "How do you measure
advertising effectiveness?" Most advertising, as McDonald
(1993) points out "is intended to increase, or maintain
sales in some form" (p. 53). Sales, therefore, has been
one of the measures that advertisers use to measure
effectiveness. Some advertising is designed to change or

maintain an attitude or culture to provide a context in
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which a desired behavior is more likely to take place, e.g.
corporate advertising. These differences explain why sales
measures can only apply to a limited number of products and
services. Moreover, this leads to another important fact
which is that there is a huge variety of objectives which
advertising can have and, therefore, of responses it can
seek from consumers. This is, of course, not to say that
some general guidelines or unifying principles of
advertising can not be drawn. To quote a metaphor by
McDonald (1993): "St Bernards, greyhounds and Chihuahuas are
very different, but they are still all dogs." (p. 110)

From the consumer's point of view, one way of
categorizing responses is to measure how close they are to
direct action. These responses can be classified along a
scale ranging from "direct" to "indirect". Using the
categories developed by McDonald (1993), direct and indirect

advertising strategies are discussed below.

DIRECT
1). TIake action.
This advertising aims "to get people to pull out a pen,

fill in the coupon, sign a check, address an envelope
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and mail it, or call a number." The response sought is
"I'1ll do that or buy that now." This approach is most
suitable for infrequent, low involvement products for
which there are not very clear-cut branded markets and
where the task is to overcome inertia or indifference.
Much advertising for local and annual tourist festivals
is of this type.

The desired response here is "That sounds interesting;
I'l1l] find out more about it." While an immediate
response is sought, it alone is not assumed to lead to
a product purchase decision. This strategy would be
used for infrequently purchased goods, especially if
they are complex or expensive, where the decision
requires thought and the comparison of alternatives:
for instance, durables, holidays, cars, insurance,
savings. A good example in tourism is marketing
destinations. Destinations can advertise through mass
media in which a phone number is provided to call for
further information. This type of advertising helps to
get the brand/destination onto the list of

brands/destinations for the consumer to consider.
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Relate to pneeds, wants, desires.
This type of advertising aims to get people to make the
link between the brand and their needs or desires.
Although an immediate effect is aimed at, there is no
immediate action. This advertising is particularly
aimed at trial of a new brand, and it works largely by
presenting "news". For example, Marriott International
has segmented its lodging product into four brands:
Marriott Hotels, Resorts and Suites, the company's
full-service lodging division; Courtyard, the moderate-
priced lodging product; Residence Inns, the extended-
stay product; and Fairfield Inn, the economy lodging
offering. Marriott International might run an
advertisement to "announce" this new segmentation and
the availability of these services. Consumers' action
might take place on the next suitable occasion, when
long-term memory of the advertising may be activated by
reading a brochure or by word-of-mouth recommendation.
Bri f mind 11 . isf
The desired response here is "That reminds me." This

is advertising for repeat purchase, habit dominated
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products for which people develop a repertoire of
brands they find acceptable. Such advertising keeps
the brand at the top of the short list, and reorders
the list when it has slipped. Many tourist
destinations spend millions of dollars each year trying
to keep their names at the top of this short list.
Destinations ranging from the largest theme park,
World Disney, to cities such as Traverse City and
Frankenmuth in Michigan employ this form of
advertising.

Modify attitudes.

This is advertising which seeks to change perceptions
and attitudes towards a brand which may take months or
even years to accomplish. The intended response is "I
never thought of it like that before." This
advertising strategy is appropriate for overcoming some
problem or when an obstacle has been identified as the
main priority for a product or service, such as giving
a brand a new personality to keep up with changes in
fashion. This approach is especially applicable to
tourism destination marketing, particularly where

image-repairing is an identified need. For instance,
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China, after the Tiananmen Square Incident of 1989,
launched a huge advertising campaign to present a
peaceful image of Tiananmen Square and a stable Chinese
government to counter the horrible image of bloodshed
as depicted by the mass media. Similarly, after
terrible storm destruction, Hawaii launched an
advertising campaign to reassure potential visitors

that it was again a safe place to visit.

INDIRECT

6).

This is advertising to maintain the status quo: "I
always knew I was right to buy X." Continuous
advertising for package goods and much corporate
advertising is of this type. It is intended to confirm
the added value consumers perceive from purchasing a
branded product over other brands. Tourism advertising
examples discussed in item 4) above also apply here.

By keeping a destination on the short list of potential
destinations to visit, the destination maintains a
certain level of "social status" as well as priority in

consumers' minds, reassuring past visitors that their
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choice was a right one while creating interest among

potential visitors.

It is not suggested here that any advertising
accomplishes all of these objectives or only one of them.
Most advertising works on several levels of directness to
accomplish a combination of objectives. These scales,
however, are useful in helping us understand what possible
responses an advertiser can expect from the consumer.

The above scale of response classification, however, is
not the only framework that advertisers use to try to
account for how consumers respond to advertising. The
"involvement" theory is another popular paradigm used to
explain the effect of advertising. One of the models based
on this theory was developed at the advertising agency
Foote, Cone & Belding (Berger, 1986; Vaughn, 1980; 1986).

It has been dubbed the FCB Grid. It conceptualizes the
different psychological responses which the same people will
have under different circumstances to an advertising
message. Figure 2.2 is a representation of the FCB Grid.
Its assumption is that if the causal factors behind the

responses of an individual can be determined, it will be
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Figure 2.2 The FCB Grid
(Source: adapted from Colin McDonald, How

Advertising Works, 1993, p. 117)



24

possible to aggregate individuals into response segments.
One central factor in predicting response is involvement in
the product category. Those planning to buy products
involving risk consciously attend advertising messages for
those products (Gardner, 1981). Peoples' involvement in the
decision process is directly related to their involvement in
the product category (Haley, 1985). In tourism marketing
for instance, if a destination being marketed fits into the
category (for example, fun places for children) that a
consumer is planning to choose, he/she will selectively
expose himself/herself to information about it. Further, if
there are competing destinations being marketed, the
consumer will seek further information to help make a
choice. Other examples (McDonald, 1993, p. 116) of each

category (See Figure 2.3 for a diagram) are:

¢ Think/high involvement: choosing a camera, or a life
insurance policy. Customers will seek information,
compare features and prices, think about and make a
carefully considered choice. A relevant example in
tourism is that of a traveller deciding where to go on

a long weekend or vacation trip. The mental
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sequence is Learn, then Feel, then Do, in accordance
with the hierarchy of effects approaches discussed
previously.

Think/low involvement: not major purchases, therefore
not requiring effort; but they do not give personal
satisfaction; we are only interested if they work. It
would be common to try a product on speculation and see
if it does the job required before we continue buying
it. Examples might be household cleaners or pet foods.
In tourism, making a visit to a local park or
neighboring town would serve as a good example. The
visitor does not have to seek a lot of information
about the particular park or town, since it does not
involve him/her in any significant social or economic
way. The sequence is Do-Learn-Feel.

Feel/high involvement; an expensive perfume or fashion
accessory; possibly cars or houses as well, although
they require thought as well as emotional attraction,
and straddle the think/feel line. In tourism, examples
used in the Think/high involvement category can also
serve as good examples, but choosing a luxury hotel or

buying a yacht may serve as more appropriate examples.
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The sequence is Feel-Learn-Do.

¢ Feel/low involvement: buying a Mars Bar or a pint of
lager. 1In tourism, a visitor's on-site behavior can
often fit into this category. A visitor can choose a
store or a restaurant to try it out. The sequence is

Do-Feel-Learn.

The Relevance-Accessibility Model of Advertising
Effectiveness (RAM) proposed by Baker (1993) is another
effectiveness paradigm that utilizes involvement theory.
Underlying the RAM model are two basic axioms: 1)the
elements of the advertising message must be accessible at
the time of brand choice to be effective; 2)advertising
information must be relevant to be effective. The RAM
assumes that advertising can be effective only when the
impressions it creates in a consumer's memory are retrieved
(accessed) from memory when brand evaluations are made. The
RAM further assumes that accessed advertising information
must explicitly or implicitly be perceived by the consumer
to be relevant at the time of brand choice if it is to have
a direct effect on brand choice. Explicit recognition of

relevance refers to those situations when consumers
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consciously and deliberately seek out specific information
because they believe it to be a more reliable indicator of
quality than other information.

One important proposition in this model is the
assumption that brand response involvement determines
consumers' preferred level of information. In Baker's
words:

Simply put, involvement refers to the intensity of

mental effort (Cohen, 1982, quoted by Baker).

Brand response involvement (BRI) is the degree of

mental effort expended by the consumer while

making a brand choice. When BRI is high,

consumers are motivated to think intently about

their brand choice; they are motivated to

explicitly search for information and compare

brand alternatives. At the other extreme, when

BRI is very low, consumers are not motivated to

think about their brand choice; they have little

desire to either seek information or to compare

brand alternatives. (p.63)

The BRI has two major antecedents. They are perceived
product differentiation and perceived product risk (Kapferer
and Laurent, 1985). Perceived product differentiation
refers to the degree consumers believe there are performance
differences between the brand alternatives in a product

category. In tourism, the product can be a tourist product,

a service or a combination of both, or even a destination.
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In the case of a destination, this perceived product
differentiation can be in the areas of image, location and
service.

Perceived product risk refers to the probability that a
brand choice may result in undesirable consequences. The
consequences may be economic, perhaps the loss of thousands
of dollars that result from choosing a wrong yacht, or the
involvement of a large amount of money expended for an
annual family vacation. They can be physical, perhaps the
loss of life when going to a warring country or a crime-
stricken destination. Risks can also be social and
psychological, such as the fear of being ridiculed or fooled
when visiting a place with totally different cultures and
languages.

Taylor (1974) suggests that the consumer's decision-
making process is related to the risk involved as a result
of choice. Since the outcome of a choice can only be known
in the future, the consumer is forced to deal with
uncertainly, or risk. Risk is often perceived to be painful
and uncomfortable in that it may produce anxiety, in which
case it must be dealt with in some manner by the consumer.

In tourism, potential tourists call for information to
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reduce the uncertainty or risk that they perceive to exist
if a wrong choice of destination is made. Gitelson and
Crompton (1983) suggest that there might be three reasons
underlying external information-seeking behavior in travel
decisions. First, travelling usually involves investment of
discretionary dollars and a considerable investment of
discretionary time and is, thus, a high risk purchase
action. Obtaining further information is one way to reduce
the perceived risk in the decision. Second, the consumer
cannot directly observe or inexpensively experience
beforehand what is being purchased. The third reason for an
external search of information may be due to the lack of
familiarity with the destination. From this point of view,
brochures can be a very helpful tool in satisfying this

external search for information.

2.5 Evaluation of Tourism Destination Marketing

Previous discussions on theories of mass media effects
and advertising have laid a sound foundation for examining
how tourism destination marketers evaluate their advertising
and promotional efforts. Tourism destination marketing has

been defined in various ways. According to Mill and
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Morrison (1992), "Marketing is a management philosophy

which, in light of tourist demand, makes it possible through

research, forecasting, and selection to place tourism
products in the market most in line with the organization's
purpose for the greatest benefits" (p. 419). They further
note that there are three concepts involved in this
definition. First, marketing is a way of thinking about a
situation that balances the needs of the tourist with the
needs of the organization or destination. Second, this
definition stresses the role of tourism research in
understanding marketing segmentation. Third, the concepts
of positioning and product life cycle are useful to ensure
the proper placement of tourism services in the market and
to suggest the appropriate marketing strategies and plans
resulting from that decision.

Destination marketing differs, in many ways, from
traditional product marketing. 1In the first place,
destinations are sold as an "experience" rather than a
product. It is "intangible" in that it can not be stored;
if it is not sold on the day offered, the value of the
potential experience is lost and can not be recovered.

Secondly, a destination's infrastructure cost is fixed. 1If
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it is not used to its full capacity, under-utilized capacity
represents a waste of resources and a cost to the
destination's businesses (Mill and Morrison, 1992).

A third important variable that makes a tourist
destination different from industrial products is that the
experience or service is an amalgam of several products and
services (Mill and Morrison, 1992). The experience results
from the use of various services such as transportation,
lodging, food and beverage, activities and so on. The
fourth difference lies in the nature of demand. Demand for
destinations is highly elastic, and seasonal in nature. It
is, thus, subject to fluctuations in taste and fashion as
well as more objective factors such as price. In many
cases, the experience sought can be satisfied by other
destinations or activities (Mill and Morrison, 1992).

The last, and surely not the least important difference
is the risk involved in making a decision to select a
destination. Choosing a destination involves more variables
than choosing most other products, especially if the
destination is far away from home and thus involves
variables such as distance and travel time, length of stay,

safety, cost, vacation planning, means of transportation, to
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name only a few. Moreover, these costs or investments are
in most cases "unrefundable" or "unrecoverable". If a
customer is dissatisfied with a product he/she purchases,
he/she is able, in most cases, to return it or exchange it.
In the case of choosing a destination, once one makes the
trip, the cost and the experiences associated with the trip
are no longer recoverable or exchangeable.

These special characteristics of travel destination
products suggest that: 1) marketing a destination should not
copy the practice used in marketing most products, and
consequently, 2) measuring the effectiveness of an
advertising campaign or marketing effort should be done in
accordance with its unique characteristics and 3) brochures
can serve as a special medium of communication in satisfying
the needs of the customer for purchasing a high-involvement
product such as a travel destination.

As noted above, choosing a destination as compared with
purchasing industrial products is generally considered a
high-involvement activity. It fits somewhat in the first
quarter of FCB Grid (see Figure 2.2), i.e., learn-feel-do.
It implies active information searching on the part of the

consumer in advance of purchase. Consumers, however, can
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not experience the destination product before they actually
take the trip. Brochures, often with colorful pictures and
detailed descriptions of scenic spots available at the
destination, fill the visual and tangible void that other
destination marketing media can not provide at a reasonable
cost.

Tourism destination marketing studies that relate most
closely to brochure evaluation can be generally classified
into three categories: 1) economic impact studies, 2)
conversion studies and 3) brochure studies. While this
classification seems arbitrary because of the overlapping of
these three types of studies, it is also true that each of

them has a different objective and central focus.

2.5.1 Economic Impact Studies

Studies of the economic impact of travel information
provided at welcome centers can be found in the works of
Tierney and Haas (1988) and Fesemaier and Vogt (1993).
Tierney and Haas found that welcome center visitors in
Colorado spent approximately $440, or 11% more than those
travellers who did not visit a center ($394). They also

found that information obtained at the welcome center
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influenced respondents' length of stay. Fesemaier and Vogt
(1993), in their study to evaluate the economic impact of
travel information provided at Indiana welcome centers,
found that users of the travel information provided at the
welcome centers spent, on average, $21 per visitor group
more than originally planned.

There are other types of economic studies (for more
coverage on this topic, see Ritchie and Goeldner (eds),
1987, TIravel, Tourism, and Hospitality Research). 1In
general, the goal of these economic impact studies is to
show the benefits and costs of marketing efforts. Tourism
destination marketers are interested in how much money is
spent by tourists and how these expenditures affect local
economies including employment. Since these studies are not
directly relevant to the focus of this paper, no further
review of this literature will be provided.

Although the studies of economic impact of travel
information provided at welcome centers noted above provide
a good deal of information about the relationship between
users of such information and spending behavior, it is not
known whether these findings can be generalized to

information inquirers who call to request travel
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information. One of the objectives of the case study
presented in this paper was to find out whether mailed

brochures affect respondents' spending patterns.

2.5.2 Conversion Studies

Conversion studies are probably the most popular
approach to studying the effectiveness of tourism
advertising (Woodside, 1990) and have been claimed to be the
basis for evaluating the effectiveness of tourism
advertising (Silberman and Klock, 1986). Conversion studies
have often been used indirectly for examining effects of
brochures on consumers' travel decisions. As Burke and
Lindblom (1989) note, conversion studies are often used to
evaluate response to direct marketing of tourism
destinations in which marketing activities take place
followed by consumers' inquiries which result in the
delivery of the requested promotional material often in the
form of brochures.

Conversion studies involve surveying a sample of
inquirers generated from advertising and asking the surveyed
inquirers whether they visited the destination from which

they requested information. Conversion studies are often
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conducted several months or longer after inquiries are
received via toll-free telephone calls, coupons appearing in
the ads, or reader response cards.

Conversion studies yield a conversion rate which is the
percentage of inquirers who visit after being exposed to the
direct response marketing campaign. This conversion ratio
can be used to estimate effectiveness and efficiency ratios,
economic impact, and return on investment (Burke and
Lindblom, 1989). This conversion rate, however, is obtained
under the assumption that marketing efforts are responsible
for all the tourists who visit, while in fact many
information inquirers have already decided to visit the
destination before they are exposed to the advertising
messages (Purdue, 1984; Schroeder and Kreul, 1986; and
Davidson-Peterson Associates, Inc., 1990). The conversion
rate thus obtained without factoring out respondents who
have already decided to visit is often referred to as "gross
conversion rate" and has often been criticized for inflating
the conversion rate obtained (Burke and Gitelson, 1990;
Woodside, 1990 and Ronkainen and Woodside, 1987). Because
of this, many researchers (Burke and Lindblom, 1990;

Ronkainen and Woodside, 1987; Ellerbrock, 1981 and Ballman
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et al., 1984) have pointed out the need to use "net
conversion rate" versus "gross conversion rate". The "net
conversion rate" involves factoring out inquirers who
report that they planned the trip before being exposed to
the marketing campaign or before requesting the information
package.

Conversion studies appear to have their roots in the
sequential or direct effects of mass media theory and the
sales effect in the traditional advertising literature.
Siegel and Ziff-Levine (1990) presented a "conversion model"
to summarize this approach. Their model is presented in
Figure 2.4.

This model resembles in many ways the familiar model of
advertising effects discussed previously, i.e. AIDA.
(Attention, Interest, Desire and Action). Advertising is
assumed to work sequentially from stage to stage. That is,
consumers are exposed to advertising and are then led
through a series of stages, each of which draws them closer
to the final desired goal of conversion, i.e. visiting the
destination in question. One important aspect of this
conversion model is that the inquiry/fulfillment stage is

deemed a necessary step in the selling of a destination and
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must occur prior to visitation (Siegel and Ziff-Levine,
1990). Despite the importance of the inquiry stage, which
usually results in the mailing of an information package
which is often in the form of brochures to inquirers, the
role of brochures, a special marketing medium included in
most fulfillment packages, in the consumer's decision-making
process is largely ignored.

Another critical element in conversion studies involves
visitor spending which is used in combination with the
conversion rate to assess the economic impact of marketing
efforts. Expenditure data are usually collected directly
from the same respondents who were questioned in the process
of estimating the conversion rate. Criticisms have arisen
as to how accurate these expenditure data are (Ballman et
al., 1984). Clearly, a major problem associated with
estimating visitor expenditures is the time factor. There
are two questions involved in the time factor. The first
involves how lapsed time affects the consistency of reported
data. The second involves how the length of lapsed time
between the visit and when respondents are asked to recall
trip expenditures affects the direction (inflated or

deflated) of the reported expenditures.
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Many studies can be found in the literature that
attempt to address the first question. Mak et al. (1977)
reported that participants in surveys often had problems
accurately remembering the amount of money which they spent.
Rylander II et al. (1995) use a research design to compare
early and late respondents in terms of reported confidence
in reporting expenditure data. They found that early
respondents reported more confidence than late respondents
in their reported expenditure data. Other researchers have
reported that consistency of reported expenditures decreases
quickly as lapsed time increases (Muha, 1976). This has led
some researchers (Rylander II et al., 1995) to recommend
procedures that obtain complete responses either during or
immediately upon completion of a respondent's trip.

However, it is not always practical to collect
expenditure data immediately upon completion of a
respondent's trip. This is especially true in the case of
conversion studies for a couple of reasons. First, a
sufficient number of brochure-inquirers has to accrue before
a reasonable sample frame can be obtained. Second, on-site
expenditure data collection may not be feasible due to the

cost and the fact that the tourists being interviewed may
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not be brochure-inquirers. It is, therefore, not uncommon
to find conversion studies conducted several months after
respondents have made their trips.

The second aspect of the time factor involves how the
length of lapsed time between the visit and receipt of the
questionnaire affects the direction (inflated or deflated)
of reported expenditures. Mak et al. (1977) reported that
survey respondents significantly underestimated their
expenditures. Similar conclusions were reported by Stynes
and Mahoney (1989), Frechtling (1987) and Howard et al.
(1991). In other words, the longer the length of lapsed
time between the visit and when the questionnaire is
received, the more likely respondents will underestimate
their trip expenditures.

A related issue in such studies is the effect of the
presence or absence of cues. Providing cues may allow
respondents to recover some memories that fall outside of
the reference period but are recalled with a considerable
degree of detail and vividness (Sudman and Schwarz, 1989).
Recognizing that cues may influence results in evaluating
effectiveness of brochures, the case study presented in this

paper used an aided-unaided research design. Half of the
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sample received a questionnaire with the brochure enclosed
while the other half received only the questionnaire. The
former will be referred to as the aided questionnaire and
the latter as the unaided questionnaire. The purpose of
this design was to assess the impact of this cue on
responses to the series of questions included in the
research instrument and thereby provide insight into the
degree that recall bias may influence results from brochure

studies of this type.

2.5.3 Review of Brochure Studies

A review of the literature in the area of tourism
destination marketing reveals that only a few research
studies have been conducted to directly assess the
effectiveness of brochures in marketing tourism destinations
(Etzel and Wahlers, 1985; Baas et al., 1989 and Wicks and
Schuett, 1991). It is, therefore, not surprising that
little is known about the overall effectiveness of brochures
(Wicks and Schuett, 1991). Baas et al. (1989) undertook a
study to assess the effectiveness of an informational
brochure for increasing awareness, interest, and

participation in charter boat trip opportunities along the
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Oregon Coast. They concluded that the brochure did not
positively or negatively affect charter trip participation
and appeared to be effective only in increasing awareness of
charter trip opportunities. Using involvement and
uncertainty (risk) theory, Etzel and Wahlers (1985) reported
that respondents requesting the brochure and having no
knowledge of the attraction were much more likely to visit
than would otherwise be expected. It was also found that
experienced travellers and active vacationers were
significantly more likely to request information. They also
found that income and education are positively correlated
with active information seeking. The overall conversion
rate for their study was 62.4%.

Other brochure studies focus on on-site behaviors of
brochure users. Fesenmaier and Vogt (1993) used three major
criteria to measure the effectiveness of travel information
provided at Indiana welcome centers. These criteria
included: extension of time spent in Indiana, selection of
alternative attractions, and incremental expenditures
produced by longer visits or visiting different places.

They concluded that motorists were influenced to extend

their stay and select alternative attractions. Lime and
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Lucas (1977) examined the effects of a brochure for
redistributing Boundary Waters Canoe Area visitors to lesser
used areas and found that 33% of the study participants
visited a new area after receiving the brochure. Krumpe and
Brown (1982) found that 37% of visitors who received a
brochure on Yellowstone National Park backcountry trail
selection took a lesser used trail, as compared to 14% of
the visitors who did not receive a brochure. Roggenbuck and
Berrier (1982) studied the effects of a brochure designed to
disperse campers in the Shining Rock Wilderness Area.
Significant differences were found between individuals
receiving brochures and those not receiving brochures.
Cherem (1982) compared newspapers, radio announcements, and
brochures for redistributing use in a crowded developed
recreation area. Brochures were found to have some effect
on redistributing use.

Still other brochure effects studies deal with physical
aspects of brochures. Gilbert and Houghton (1991) conducted
a brochure study to investigate the process of selecting
brochures displayed in travel agency offices. The chief
objective of their study was to examine factors which may

lead a consumer to choose one or more brochures in
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preference to others.

From the above discussion, it is clear that each of
these studies examined part of the potential effects of
brochures on travel destination choice. The overall
effectiveness of brochures may be assessed by combining the
strengths of these studies, namely, the immediate sale
effects (e.g. Baas et al., 1989), the relationship between
travel decision and information seeking behavior (e.g. Etzel
and Wahlers, 1985) and the on-site behaviors (e.g.
Roggenbuck and Berrier, 1982; Fesenmaier and Vogt, 1993).

One of the major problems with the existing brochure
effects studies is that they fail to answer the more basic
questions of: a) Are sales an adequate measure of
effectiveness of brochures, b) Does brochure use cause
visits? and if so, to what extent does it cause visits and
c) How are brochures used in the consumer's decision-making
process in choosing a destination and d) Are there other
possible long-term or indirect effects of brochures? A
change in peoples' attitude toward a destination may not
result in immediate action but may influence their decision-
making in the long run. These effects are as important as

any other for attracting potential visitors and establishing
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a foundation for growth.

Moreover, what makes things even more complicated is
the fact that in all of these studies a similar
methodological approach was used to measure effectiveness of
brochures even though they were distributed via many
different channels. In some studies, brochures were
distributed on site; in others, travel information was
provided at welcome centers and still in other cases,
brochures were mailed out to respondents. As has been
discussed earlier, motivations and degree of involvement can
be very different from one situation to another. Because of
this consideration, this research focused on one method of
distributing brochures that being mailed out brochures, and
a research instrument and measurement criterion were

designed to specifically serve this purpose.

2.5.4 The Uniqueness of Brochures

Brochures are a unique means of marketing as well as
communication. Brochures are unique in that they not only
differ from the electronic media but also from other print
media where they obviously belong. Being a print medium,

brochures differ from the electronic media in that they



48

require more active participation on the reader's part; that
being a brochure can be read again and again and kept for
later reference. They differ from other print media,
newspapers and magazines in particular, in that their
format, layout, length, quality of paper, means of
distribution can vary from case to case. They, therefore,
provide a wider spectrum for creativity and ingenuity, but
at the same time create greater difficulty in measuring
their effectiveness and generalizing findings to a larger
population. Thirdly, most brochures are requested and
distributed free of charge. As a result, motivational
factors such as involvement and risk become important
variables in explaining the effectiveness of brochures.
Finally, most brochures are mailed directly to the
consumer's home, falling suspiciously into the category of
"junk mail" and running the risk of being thrown away
without even being opened. As a result, the first criterion
in measuring a brochure's effectiveness is to ask if the
brochure in question is received, opened and read.

Since choosing a destination is a relatively highly
involved activity as discussed earlier, for advertising to

be effective, the elements of the advertising message must
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be accessible at the time of brand choice. Brochures carry
information that does not go away as electronic advertising
messages do and can be kept for future reference whenever
consumers feel the need to refer to them.

The uniqueness of the brochure as a communication
medium dictates that the study of the effects of the
brochure requires establishing its own set of variables,
while at the same time utilizing as much as possible the
rich heritage of communication and advertising theories when

appropriate.

2.6 Major Research Hypotheses

The above literature review and discussion gives rise
to several research hypotheses. They are based either on
theories central to communications literature or on specific
research findings highlighted in the literature review.
Instead of inserting these hypotheses in various places
immediately before relevant discussion, they are presented
together here for the sake of convenience. In addition,
these hypotheses reflect the four objectives of the study

which were:
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2)

3)

4)
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To define a set of criteria for measuring the
effectiveness of brochures based on theories of mass
media effects and advertising effectiveness models.

To apply these criteria in a case study to examine how
effective brochures are and to identify what factors
influence their effectiveness when used in marketing
tourism destinations.

To identify how lapsed time between when trips are made
and when respondents are asked to report influences
reported trip expenditures.

To examine whether enclosing the previously requested
brochure in a conversion study has any effect on
respondents' reported impressions and effectiveness

ratings of the brochure.

The hypotheses used to guide this study are presented

below. For convenience, variables involved in each

hypothesis and their coding schemes are included here prior

to detailed discussion later in this dissertation.

Statistical procedures used to test hypotheses are also

noted under each hypothesis. Those hypotheses which address

research methods issues are so labeled.



51

Hl: The more respondents use brochures, the more likely

they are to report a higher level of trip satisfaction.

Test: Chi-square and Correlation
Yariables: Experience*, Visit, Recom, Rating,
Consultation.

Variables Defined:

Experience: Was your experience in Frankenmuth on this
trip worse or better than expected?
1 2 3 4 5
Much worse Much better
Visit: How likely are you to visit Frankenmuth
again?
1 2 3 4 5
Certain not to Certain to visit
visit again again
Recom: After this trip, did you recommend a visit to
Frankenmuth to anyone?
Yes(coded as 1 ) No (coded as 2)
Don't know (coded as missing)
Rating: Overall, how would you rate Frankenmuth as a
tourist destination?
1 2 3 4 5 6 7
Terrible Excellent
Consultation: Did you consult the brochure while visiting
the Frankenmuth on this trip?
Yes (coded as 1) No (coded as 2)
* = dependent variable

H2: Brochures are more likely to have impact on those who
have not visited the destination than on those with

prior trip(s) in terms of influencing the trip

decision.

Test: T-test and Correlation
Yariables: Prior visit(s), influence of the brochurex*.



Prior
visit(s):

Influence of
the brochure:
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Variabl Defined:
Prior to requesting information, had you ever

visited Frankenmuth?
Yes (coded as 1) No (coded as 2)

To what extent did the brochure influence
your decision to visit Frankenmuth?

1 2 3 4 5 6 7
Had no influence Actually caused
at all me to visit

H3: The more lapsed time there is between when a trip is

made and when trip expenditures are reported, the more

likely respondents will underestimate trip

expenditures.
Test 1: T-test
Variables: Spending categories*, sampling year

Spending
Categories:

Sampling

Year:
aided/unaided:
Dates of
Visit:

Correlation

Total expenditures*, dates of visit
Two-way analysis of variance

Total expenditure*, year(factor) and
aided/unaided (factor)

Variabl Defined:

How much money did your spending unit spend
on this trip in Frankenmuth on each of the
following items? (open-ended)

1992 (coded as 1) and 1994 (coded as 2)
aided (coded as 1) and unaided (coded as 2)

When did you depart on your first trip after
requesting information? (open-ended)
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Notes:

1. 920900=September 1992; the same coding scheme applies
to all departure date.

2. The total time span is 24 months from September 1992 to
September 1994.
3. Specific codes are as follows:
(920900 thru 921231=1) (930100 thru 930331=2)
(930400 thru 930631=3) (930700 thru 930931=4)
(931000 thru 931231=5) (940100 thru 940331=6)
(940400 thru 940631=7) (940700 thru 940931=8).

H4: Respondents receiving aided questionnaires will more
likely report higher ratings of impressions and
influences of brochures than respondents receiving
unaided questionnaires. (The focus of this hypothesis

is on research methods.)

Test 1: T-test

variables: Usefulness*, interesting*, attractivex*
interest*, influence*, spending*, accuratet*,
quality* and aided/unaided.

(Note: All the scales used for the following variables
employed a 1-7 rating system, with 1 representing negative
or no effects and 7 representing positive or strong
effects.)

Usefulness: How useful was the information in the brochure?
Interesting: To what extent was the brochures interesting
to read?
Attractive: To what extent was the brochure attractive
in design?

Interest: To what extent did the brochure decrease/
increase your interest?
Influence: To what extent did the brochure influence

your decision?
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Spending: To what extent did the brochure cause you to
spend more money?

Accurate: How accurate was the information contained
in the brochure?

Quality: How would you rate the overall quality of
brochure?

Aided/Unaided: Questionnaires with/without enclosed

brochures.

H5. There exists a significant linear relationship between
effectiveness of brochures and the independent
variables including: prior experience, income,
perceived usefulness of information contained in
brochures, whether or not respondents spent a night in

Frankenmuth and age.

Test: Multiple regression
Variables : Effectiveness*, income, prior, experience,
night spent, usefulness, and age.

Variabl Defined:

EFFECTIVENESS: To what extent did the brochure influence
your decision to visit Frankenmuth?"

1 2 3 4 5 6 7

Had no influence Actually caused

at all me to visit
INCOME: What was your total annual income before

taxes?

(There are 12 categories of income. The
lowest income category was coded as 1, and
the highest income category was coded as 12)
PRIOR
EXPERIENCE: Prior to requesting information, had you ever
visited Frankenmuth?
Yes (coded as 1) No (coded as 2)



NIGHT SPENT:

USEFULNESS::

Age:

55

Did you spend any nights in Frankenmuth on

this trip?

Yes (coded as 1) No (coded as 2)
How useful was the information in the
brochure?

1 2 3 4 5 6 7

Not at all Extremely
Useful Useful

Age of respondents.
(open-ended)



CHAPTER THREE

METHODS

3.1 Case Study Setting

In early 1993, the director of the Frankenmuth Chamber
of Commerce (FCC) contacted the director of the Travel,
Tourism and Recreation Resource Center (TTRRC) for
assistance in evaluating a brochure that the FCC mailed to
people who called toll-free for information about
Frankenmuth. A team was soon formed to work out a project
plan. The FCC's research objectives were: 1) to establish
the conversion rate: how many information inquirers actually
visit Frankenmuth, 2) to establish how much money visitors
spend in Frankenmuth and 3) to collect data on the
demographic characteristics of information inquirers. The
research design developed for this study accommodated the
FCC's objectives plus the four additional objectives noted
in the previous chapters.

The brochure tested in this study was designed to
attract potential tourists to visit Frankenmuth, a small
town in Southeastern Michigan. Frankenmuth was founded in
1845 by a group of fifteen German-Lutheran missionaries who

56
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came to the area for the purpose of teaching Christianity to
the Chippewa Indians. Today, it is a thriving community of
4,400 residents who take pride in preserving their German
heritage. Frankenmuth has long claimed to be the number one
visitor attraction in Michigan. It is located 86 miles
north of Detroit, Michigan, approximately a two-hour drive
from Detroit. Each year over three million people visit
Frankenmuth.

The Frankenmuth Convention and Visitors Bureau is an
arm of Frankenmuth Chamber of Commerce and has been actively
involved in marketing Frankenmuth as a tourist destination,
using various marketing tools such as media placements,
public relations, billboards as well as brochures. A toll-
free 800 telephone number is provided to inquire about
Frankenmuth as a tourism destination. Each inquirer is
sent a brochure, regardless of the nature of the inquiry.
The brochure highlights scenic places in Frankenmuth and
describes various recreational activities as well as
providing lodging and travel-related information. It
contains colorful pictures and has an attractive overall

format.
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3.2 Definition of Effectiveness
The word effectiveness has been used to denote various

meanings in different types of research studies. For

example, in a typical conversion study, effectiveness would

mean a higher conversion rate. In an advertising campaign,

effectiveness may mean the number of recalls an audience can

make after viewing a particular ad, or it may mean the size

of audience a particular ad has reached. For the purpose of

this study, the word effectiveness is operationalized to

include the following concepts:

1) . Whether or not the brochure reaches those requesting it
(i.e. inquirers)

2) . Whether or not the brochure is read by inquirers

3). Whether or not reading the brochure affects the
destination decision-making process

4) . Whether or not reading the brochure influences on-site
behavior of inquirers to include: length of stay,
spending as well as choice of lodging

5). Whether or not the brochure is used as a guide during
the visit to the destination

6). To what degree reading the brochure leads to changes in

inquirers' attitudes, perceptions and expectations
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toward the chosen destination before, during and after

the visit.

3.3 Questionnaire Development

A careful review of the literature was conducted to
make sure the questions asked in the questionnaire were
relevant to the research questions of concern and were
consistent with theories of media effects and advertising
related to brochure studies in tourism destination
marketing. Questionnaire development also reflected the
major two thrusts of this dissertation, one being concerned
about methodology questions and the other with brochure
effectiveness as defined above. Two seven-page
questionnaires were developed for this study: an unaided
recall questionnaire and an aided recall questionnaire. The
brochure being evaluated was enclosed with the aided recall
questionnaire to serve as a reminder of what had been
previously sent to respondents; no brochure was enclosed
with the unaided recall questionnaire. The two
questionnaires were identical except that the brochure under
study was referred to as "the enclosed brochure" in the

aided recall questionnaire, but only "the brochure" in the
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unaided recall questionnaire. A copy of the unaided recall

questionnaire is presented in the Appendix A.

3.4 Major Variables Studied
Variables were developed with both the FCC's objectives
and this dissertation's objectives in mind. Major variables

are presented below:

1) Information sources for phone number of the FCC
2) Prior visit to Frankenmuth

3) Trip decision

4) Visited or not after requesting information

5) Length of stay in Frankenmuth

6) Trip expenditures in Frankenmuth

7) Trip satisfaction

8) Brochure use

9) Impressions of the brochure

10) Perceived usefulness of the brochure
11) Brochure effectiveness

12) Demographics of respondents
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3.5 Research Design
The research design developed for this study reflects

the theoretical underpinnings of the mass media effects,

advertising and tourism destination marketing literature
reviewed. Figure 3.1 illustrates the research design.

Through this design, research hypotheses regarding

methodology that were introduced in Chapter three can be

examined. Specifically, Hypotheses 3 and 4 are
methodological questions. The relationship between the

research design and the hypotheses is shown in Figure 3.1.

As a reminder, the two hypotheses are repeated here:

H3: The more lapsed time there is between when a trip is
made and when trip expenditures are reported, the more
likely respondents will underestimate trip
expenditures.

H4: Respondents receiving aided questionnaires will more
likely report higher ratings of impressions and
influences of brochures than respondents receiving

unaided questionnaires.
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Figure 3.1. Overall Research Design

Note: The 1992-93 sample frame consisted of brochure-

inquirers between September 1, 1992 to March 15, 1993; and
the 1993-94 sample frame from September 1, 1993 to March 15,
1994.

3.6 Sampling Frame

The sampling frame consisted of the list of people who
requested brochures in 1992-93 and 1993-94 periods
respectively. The 1992-93 sample frame consisted of

brochure-inquirers between September 1, 1992 and March 15,
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1993; the 1993-94 sample frame consisted of brochure-
inquirers between September 1, 1993 and March 15, 1994.
There were two reasons for choosing this discontinuous
sample frame. First, The FCC was more interested in knowing
how effective their brochures were in attracting prospective
late fall and winter season visitors. Second, for the
purpose of this study, a compatible sample frame earlier in
time was needed to conduct meaningful research comparisons.
The 1992-93 sample frame consists of 3,512 inquirers and the
1993-94 sample frame consists of 6,113 inquires. The total
sample frame was, thus, 9625. Both of these sample frames
were provided by the Frankenmuth Chamber of Commerce.
Inquiries from Mexico and overseas countries were deleted
from the sampling frame, due to the fact that the
questionnaire was written in English and the consideration
that their reported trip expenditures might skew the
reported mean spending. Canadian respondents were not

excluded.

3.7 Sampling Procedure
A systematic random sampling procedure was applied to

both the 1992-93 and the 1993-94 lists. One-thousand-two-
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hundred respondents were selected for the 1992-93 sample and
another 1200 for 1993-94, achieving a total sample size of
2400 for the study. Of the 1200 respondents selected for
the 1992-93 sample, 600 were sent the unaided questionnaire
(the brochure under study was not enclosed); the other 600
were sent the aided questionnaire (the brochure under study
was enclosed). The same procedure was applied to the 1993-
94 sample; six hundred received the aided and 600 the

unaided questionnaire.

3.8 Data Collection

A decision was made to send out the questionnaires by
certified mail, based on the previous satisfactory
experience of the author with this approach (Gull Lake View
Golf Club Visitors Survey, 1992, unpublished). Although it
costs more initially, it produces a higher response rate in
a short period of time, saving time and the cost for
postcards and other reminder mailings. No reminder
postcards were sent.

Every effort, however, was made to maximize response
rates within the constraints of the project budget. Cover

letters were personalized and individually signed. A coupon
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book and a coupon worth two dollars redeemable at one of the
restaurants in Frankenmuth were enclosed with the
questionnaires to the potential respondents. Additionally,
upon return of the questionnaire respondents were offered a
chance to win one of the following gifts:

1. A Frankenmuth overnight getaway package, including a
two-night stay and meals at the Bavarian Inn and Zehnder's
Restaurant, a Bronner's Christmas Wonderland Gift
Certificate, and passes for many of Frankenmuth's tours and
activities.

2. A "Taste of Frankenmuth" gift basket.

3. A signed and numbered print of the famous Frankenmuth

Holz-Brucke (covered wooden bridge) .



CHAPTER FOUR

RESULTS

4.1 Basic Findings

Questionnaires were mailed out May 15, 1994, and, by
September 1, 1994, a total of 1192 completed questionnaires
were received. Responses across the four subsamples was
evenly distributed as can be seen in Figure 4.1. The
overall response rate was 49.7 percent. The demographic
characteristics of respondents are provided in Table 4.1.
The majority of the respondents were female (72%). More
than half of the respondents (52%) worked full time. Over
60% of the respondents have a college education.

It was found that 91 percent of respondents received a
brochure after requesting information from Frankenmuth
Chamber of Commerce (FCC). Fifty percent of respondents
said they visited Frankenmuth following requesting
information from FCC, of which 99 percent stated that they
read the brochure that was sent to them. This fifty
percentage is what is commonly referred to as the "gross
conversion rate." (The percentage of individuals who
responded to advertising by requesting information and

66
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Number of the Responses by Year and

Type of Questionnaire Sent.
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Table 4.1 Demographic and Socioeconomic

Characteristics of Respondents

Variable Year Total Total
1992-93 1993-94 (Percent)
Gender
male 162 169 331 28%
female 431 421 852 72%
Education
elementary 9 8 17 2
high school 197 213 410 35
undergraduate 264 274 538 46
graduate 115 91 206 18
Exployment
full time 296 315 611 52
part time 68 74 142 12
unemployed 6 8 14 1
homemaker 71 72 143 12
retired 142 93 235 20
student 4 17 21 2
other 5 10 15 1
Age
under 18 1 7 8 0.7
18 - 24 12 17 29 2.5
25 - 34 79 96 175 15
35 - 49 181 239 420 36
50 - 65 219 161 380 32.8
66 and over 92 63 155 13.3
Incaome
under $25,000 22 22 44 4.2
$25,000 - $34,999 20 23 43 4.1
$35,000 - $49,999 30 31 61 5.9
$50,000 - $74,999 74 76 150 14 .4
$75,000 - $104,999 150 126 276 26.5
$105,000 - $119,999 139 155 294 28.3
$120,000 and over 56 60 116 11.2
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eventually visited the destination.) Burke and Gitelson
(1990) have noted that regional and state tourism agencies
regulafly report 60% to 80% conversion rates. Compared with
this range, the reported rate of 50% is relatively low.
Ronkainen and Woodside (1987), however, compiled a list of
conversion rates from several studies which showed rates
ranging from 22% to 62%. Compared with this range, the
conversion rate obtained for this study is relatively high.
As has been pointed out from the beginning of this paper,
however, gross conversion rates are controversial and, in
many cases, misleading and so are net conversion rates.
Neither of these ratios are of central interest in this
paper and will not be discussed in further detail here.

Among the other half of respondents who said they did
not visit Frankenmuth after requesting information, ninety-
six percent claimed that they read the brochure that was
sent to them. 1In addition, among those respondents who did
not visit Frankenmuth after requesting information, 91
percent said that they were considering a visit to

Frankenmuth in the near future (Figure 4.2).



Considering a visit
91.1%

Figure 4.2
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Not considering
8.9%

Among Those Not Visiting Frankenmuth,

the Percentage of People Who Were/Were

Not Considering A Trip in the Near
Future.
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When asked about the timing of their request for
information, only 29 percent (Figure 4.3) of the respondents
said that, when they requested the information, a visit to
Frankenmuth was already planned. This number seems to be
considerably lower than figures reported in other studies.
For instance, a study of the effectiveness of the 1990
Wisconsin tourism marketing program (Davidson-Peterson
Associates, Inc., 1990) found that 80% of respondents had
already decided to go to Wisconsin at the time of requesting
information. If the number (29%) reported here is true, it
means that seventy-one percent of the respondents had either
not made their final decision where to go for their trip or
were not even considering a trip at all when they requested
information. This is an important finding for this
destination's marketers. Its implication is that there is
considerable opportunity for them to effectively influence
and attract this large portion of the undecided potential

travel population.
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Already decided upon
29.0%

Not being considered
6.2%

Being considered
64.9%

Figure 4.3 Status of Decision of All Respondents
to Visit Frankenmuth When Inquiry Was
Made
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More than half (51.8%) of the respondents had visited
Frankenmuth on another occasion prior to requesting
information in this case, and less than 25 percent (23.6%) of
the respondents had requested information to help plan their
prior visit(s) to Frankenmuth. More than half (64%) of the
respondents reside out of Michigan and almost 80 percent
(79.6%) of the respondents reported that Frankenmuth was
their primary destination. These findings are presented in

Table 4.2.

Table 4.2 Other Characteristics of Respondents

(N=1192)
Variable Year Total
1992-93 1993-94
(Percent) (Percent)
Prior visit(s) 47.7 55.9 51.8
Request Information
for Prior Visit(s) 27 20.7 23.6
Residence
Michigan 28.7 42.7 36
Out of Michigan 71.3 57.3 64

Primary Destination 77.1 82.9 79.6
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Seventy-five percent of the 1992-93 respondents took their
trips before June 1993, highly representative of the
sampling duration which ranged from September 1, 1992 to
March 15, 1993. For the 1993-94 sample, the percentage was
even higher. Over 95 percent of the 1993-94 sample made
their trips between September 1, 1993 to June 30, 1993-94,
the sample period being from September 1, 1993 to March 15,

1993-94. The findings are presented in Table 4.3.

Table 4.3 Distribution of Dates When Trips Were Taken

by 1992-93 and 1993-94 Respondents

(N=558)
Dates 1992-93 Dates 1993-94
(12 Months) (12 Months)
Sep. 92-Dec. 92 37.8% Sep. 93-Dec. 93 40.7%
Jan. 93-Mar. 93 10.3% Jan. 94-Mar. 94 35.3%
Apr. 93-Jun. 93 26.3% Apr. 94-Jun. 94 18.9%
Jul. 93-Sep. 93 25% Jul. 94-Sep. 94 4.8%
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When asked " To what extent did the brochure decrease
or increase your interest in visiting Frankenmuth?" on a
scale from 1 to 7 with 1 representing "not at all" and 7
indicating "greatly increased my interest", the mean
response was 5.65, which indicates that the brochure was
very helpful in increasing respondents' interest in visiting
Frankenmuth. However, using a similar scale, when asked "To
what extent did the brochure cause you to spend more money
in Frankenmuth on this trip than you would have
otherwise?", the mean was only 3, which means that basically
the brochure had only minimal effect on the total
expenditure the respondents would have otherwise made on
their trip. A minimal to moderate effect of the brochure
was found when respondents were asked to what extent the
brochure influenced their decision to visit Frankenmuth.
The mean for this question was 4.5 on a scale from 1 to 7
with 1 being "no influence" , 4 functions as a mid-point and
7 "actually caused me to visit". Ratings on the rest of the
variables in Table 4.4 were, however, relatively high. The
mean for usefulness of the brochure was 5.79; the mean for

question 2 (interesting to read?) was 5.61; the mean for



Table 4.4 Effects and Impressions of the Brochure
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(N=533)
Variables Year Cases Mean* G_Mean®
1)How useful was the 1992-93 310 5.82 5.79
info in the brochure? 1993-94 235 5.75
2)To what extent was the 1992-93 310 5.59 5.61
brochure interesting to read? 1993-94 235 5.62
3)To what extent was the 1992-93 309 5.78 5.80
brochure attractive 1993-94 235 5.82
in design?
4) To what extent did the 1992-93 308 5.62 5.65
brochure decrease/increase 1993-94 235 5.68
your interest?
5)To what extent did the 1992-93 306 4.44 4.45
brochure influence your 1993-94 232 4.46
decision to visit?
6) To what extent did the 1992-93 305 3.36 3.29
brochure cause you to 1993-94 232 3.21
spend more money?
7)How accurate was the 1992-93 302 6.05 6.08
information contained 1993-94 235 6.11
in the brochure?
8)How would you rate the 1992-93 308 6.02 6.03
overall quality of 1993-94 235 6.05
the brochure?
Note:
a Means obtained from a scale of 1 to 7, each of them

representing the opposite extremes of the scale:

negative or lower rating and positive or higher rating.
b G_mean stands for grand mean for the combined samples.
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brochure design was 5.8; the mean for information accuracy
was 6.08 and the mean for brochure quality was 6.03. The

responses to these questions are summarized in Table 4.4.

4.2 Brochure Use and Trip Satisfaction

Hypothesis 1 states that the more respondents use
brochures, the more likely they are to report a higher level
of trip satisfaction. When asked the question whether they
consulted the brochure while visiting Frankenmuth, 78
percent of the respondents answered yes. This suggests that
their information needs did not end with the beginning of
the trip but continued during the period of the visit. The
usefulness of the brochure was, thus, greatly increased and
consequently more likely to exert its expected effects.
Consulting the brochure on site was taken to represent
frequent use of the brochure, since logic suggests that
respondents who consulte<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>