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Importance of the Visitor Experience

What is Rating & Review Data

Visitor Experience Data in Action
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Importance of the
Visitor Experience
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All Roads Lead to

Strategy, Evolving KPI’s and Decision Influence

2023 | FUTURES STUDY

respondents said online
reviews were “extremely
or very important” when
making travel decisions

A Strategic Road Map
for the NEXT Generation of
Destination Organizations

DESTINATION
[ ] VN E=AY4 &
“——

NextFactor

................

#2 Strategy: Developing
for the customer

#2 Evolving KPI’s —

#2 Top Trends — Customers are
Increasingly seeking a

#3 Top Trends — Communities expect to be
more engaged in

for locals and
visitors

Importance & Influence — ~
/month;
submitted by 17.4 million members
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Measuring Visitor Experience
Key to Manage and Measure Destination Performance

A Quality Experience Positively Impacts:
1. Spending

2. Loyalty and Repeat Visits
3. Reputation

4. Competitive Advantage

5. Awareness and Decision Making
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What is
Rating & Review




I Visitor Experience - Beyond the Survey

¥ fravelsat

Leverage sentiment rating and review data from major global platforms

Scalable and Measurable Insights
* Numeric Rating
« Sentiment —
« Travel Experience Score tror,
* Publicly available & DPR compliant

Quantify Sentiment Across Sectors
 Accommodations
 Restaurants (O Hotelspecials
« Attractions

zomato CRBITZ

Aggregated and Property Level Insights
« Trends and seasonality
« Destination, region, neighborhood comparisons
« Visitor segments
« Origin markets, etc.

X
** travelocity
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Visitor
Experience Data
In Action
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Destinations Monitoring Visitor Experience via TravelSat
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https://www.slovenia.info/en

ldentify Strengths and Weaknesses to

Inform Tourism Vision

Use case — Review data used to map London’s
competitive strengths and weaknesses to drive the
Tourism Vision 2030 + Visitor Experience Strategy.

Data scope: 1.7 million reviews analyzed across 2,000+
POls dispersed in all neighborhoods.

Benchmark against competitive set — 10 Key Urban Global

Competitive Cities across Europe, North America and Asia.

Extensive analysis — Granular trends per season, markets,
districts, travel companions, experience categories, etc.

Results — Results informed the Tourism Vision 2030 and
2024 London Visitor Experience Strategy.

Impact —

1. Joint strategy aligning DMQO’s stakeholders

2. Tighten relationship with industry and public partners.

3. Strategy to diversify products and provide more
unique experiences

v travelsat

Visitor Visitor
motivations satisfaction

LOND@N"

& PARTNERS

London experiences — strengths and weaknesses

There is a strategic choice for London. Should we improve weaknesses or build on our strengths?

London strengths London weaknesses
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Many of the lowest scoring experiences
are accommodation and budget related
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Monitor Destination Performance and

Award Best-in-Class Operators

Use case —Year-in-review visitor satisfaction data used to
monitor destination performance and reward best-in-class
operators.

Data scope: Half a million reviews consolidated from 254
Hotels, 246 Restaurants and 500 Attractions across Brussels.

Benchmark against competitive set — 15 European Capital
Cities.

Extensive analysis — Granular trends per season, markets,
districts, travel companions, experience categories, etc.

Results —TravelSat KPIs integrated into overall DMO
measurement strategy, committed to sharing with Board
Members and Industry representatives.

Impact — Rating results used to measure visitor experience and
encourage industry operators to increase satisfaction, identify
and reward the “Best operators” of the year based on their
Travelsat Rating Score.

v travelsart

¥ fravelsat

@ Benchmark European Cities
W Brussels

Overall Rating (/10)

AMBIENCE

FOOD & BEVERAGE 83471

VALUE FOR MONEY

~
VISIE brussels

Accommodation Sub-ratings
Brussels accommodations’ strengths and vigilance areas

LOCATION
10,0

9,0 g

ROOMS

~
visit

.brussels &»

CLEANLINESS &
HYGIENE

SERVICE & STAFF

FACILITIES

=

A deep dive into Brussels’ Accommodation sub-ratings shows that
properties’ location is rated highest. Cleanliness and hygiene,
important factors for travelers post-pandemic, come in at a close
second.

Nevertheless, ambient factors, such as the décor and lighting, of
Brussels’ Lodgings are rated lowest in comparison to other sub-
ratings, yet food and beverage hold the largest difference versus
the benchmark. As such, more attention should be placed to these
two areas.

Finally, the perceived value for money is evermore crucial in the
current context of inflation, meriting that Accommodation
expenses are leveraged with a special degree of attention to
detail towards the visitor experience.

Note: the sub-ratings analysed concern private properties in Brussels and not public areas
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Blending Data Sources & Scorecard KPlIs aéz;mw

Use case — Integrate TravelSat Visitor survey results
and Rating + Review satisfaction data to monitor the
Visitor experience across verticals.

Data scope — Annual reviews consolidated from 70
Hotels, 110 Restaurants and 100 Attractions and more
than 8K annual survey responses.

Visitor sentiment scorecard development — Enhance
insights by bringing together different data sources to
validate trends and help answer the “why’s”.

Results — Establish and confirm visitor composition
profiles to understand and validate visitor type and
market share. Create trend charts across each vertical
to compare visitor scores over time.

Impact — Ongoing tool for internal teams to reference
and monitor visitor perception over time to help
understand context and factors driving scores to
ultimately drive action.

Ratings and Review Traveler Composition
‘ 95
90

|

Visitor Sentiment - Accommodations
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Survey Respondent Traveler Composition Visitor Sentiment - Attractions and Activities
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Destination Snapshot

Rating Performance Summary

Year-to-date performance for visitors from zll origin countries visiting all destination regions in 2024 compared to the same period in the previous year.

Overall Rating :
. » SEephanson

9.05 21.7%, &

Reviews

20.59K

sMenominege
Products eMarinata
« Peshimgo

297 N2
Overall Sentiment

8.64 N -2.8%. Y

® @

Reviews

13.62K ® Accommodation Food & Drink ® Attraction Point of Interest @ Visitor Services
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Sentiment by Sector

Sentiment by Sector

Discover the performance of the product sectors available in your market through their scores and numbers of reviews.

Accommodations

8.25

I‘-I

Accommodations Sub-Sectors

N -3.4%

Hotels and Inns
Resort

Motel
Campground

Bed and Breakfast

0 500 1K 15K 2K 25K

M Score ® # Reviews

Attractions

8.99 N -4.7%,

Attractions Sub-Sectors

Water Tours 943
Land Tours 9.6
Shopping and Markets
Landmarks and Buildings 8.09
National and State Parks 8.04
Entertainment and Even... 8.53
General Attraction 8.83
Museums, Science Cent... 9.4
Agritourism
Natural Attraction 8.39
Local Parks and Gardens 8.08
Golf Course 93

0 200 400 600 80O 1K

W Score ® # Reviews o

Food & Drink
11 BT

Food & Drinks Sub-Sectors

N-1.1‘}b

Restaurants 877
Bars & Pubs 8.68
Cafes 8.65
Breweries, Distilleries,
Wineries B-77
Restaurants, Pubs, Cafes 9.09

0 1K 2K 3K 4K 5K

W Score ® # Reviews

v
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Trends by Sector

Sentiment Trend: Accommodation , All Sub-Sectors

Select from the Sector and Sub-Sector filters on the right to uncover period-over-period and seasonal insights.

Sentiment Trend

1.5K
1K
w
=
al
=
@
=
500
0
Jan 2024
O Last Year # Reviews 166
A Current # Reviews 141
W Last Year Score 8.89
W Current Score 8.59

High Season

@ 8.16

. __..""—-_—‘

Feb 2024
245

165
8.75
B.6

N -3.0@&

Mar 2024
177

184
9.03
B.62

%

Accommodation 0 All Sub-Sectors o

12
8
v
2
(Fal
4
Apr 2024 May 2024 Jun 2024 Jul 2024 Aug 2024 Sep 2024
194 471 823 1.12K 1.12K 964
211 4384 747 1K 964 909
9.05 8.81 8.78 8.27 8.27 8.48
8.53 8.46 8.4 8.06 8.07 8.28 o
Shoulder Season * Low Season
8.37 N -3.3@& 8.60 N '3'0%
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Accommodation — Sentiment Drivers

Satisfaction Drivers: Accommodation. All Sub-Sectors
Select from the Sector and Sub-5Sector filters on the right to uncover additional insights.

Aocommodation 9 All Sub-Sectors ‘0

Overall Sentiment Service Location Facilities Cleanliness
N 5.7%, 7.67 ¥ -11.9%, 7.13 N -28% 8.56 A14%
8.64  ~N-29% _
Value for Money Ambiance Food & Beverages Room
N -4.5 7.64 N-15 7.44 N 0.4 No data in filtered range
™) k-~ (' (' o
Analysis of Yearly Performance by Rating Type ¥
10
Cleanliness
Owerall
Service
8 Locaton . ."‘L5 Amblence
Walue .
&
Others
L]
B
o
[=]
A
4
2
1
-15.00% -10.00% -5.00% 0.00% 5.00%

Year-Over-Year Growth
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Accommaodation

Highest Number of Reviews

Best Western Maritime ...
Open Hearth Lodge
Newport Resort

Coachlite Inn of Sister Bay
Gordon Lodge

The Water Street inn
Westwood Shores Wate...
Somerset Inn & Sulites
Parkwood Lodge

Ephraim Motel

0 40 80

W Score ® i# Reviews

Lowest Number of Reviews

Door County KOA

Cliff Dwellers Resort
Townliner Motel

Bay Point Inn

Beantown Campground
Hillside Waterfront Hotel
Yogi Bear's Jellystone Pa...
Liberty Lodge at Sister B...
Washington Island Cam...
Village View Inn

W Score

120

95

160 200

X

Sentiment Score

4" 8.27

Highest Sentiment Scores

Hillside Inn

Blacksmith Inn Onthe S...
Townliner Motel

Garden Gate Bed and B...
The Foxglove Inn

Fish Creek Campground...
Scofield House Bed and ...
Liberty Lodge at Sister B...
Frontier Wilderness Ca...
Sand Bay Beach Resort

0 20 4 60 80 100

B Score ® # Reviews

Lowest Sentiment Scores

Door County KOA

Quality Inn & Suites
Whistling Swan Inn
Baileys Sunset Mote! & ...
Cliff Dwellers Resort
Lull-Abi Inn

Harbour Village Campgr...
Best Western Maritime L...
Super 8 by Wyndham St...
Balleys Woods Campgro,..

0 50 100 150 200

M Score ® # Reviews

Accommodation Deep Dive — Property Level Analysis

# Products

# Reviews

N-31% 4.81K

Highest YoY Sentiment Score Growth

Hillside Waterfront Hotel
Fish Creek Campground..
Nordic Lodge

Blacksmith Inn On the S..
Waterbury Inn

Sand Bay Beach Resort
Washingten Island Cam...
The Lodge at Leathem S..
High Point Inn

Fish Creek Motel & Cott..

B YoY Score Growth

@ # Reviews

Lowest YoY Sentiment Score Growth

Cliff Dwellers Resort

SR -37.46%

Door County KOA o N -34.20%

Baileys Woods Campgro... B -23.62%
Bay Pointinn e I -23.01%

Village View Inn o 1%

Whistling Swan Inn S 21 98%
Baileys Sunset Motel & ... o H-19.25%
Hy-Land Court RV Park ... I -19.03%
Harbour Village Campgr... B -1835%
Egg Harbor Lodge . B -18.24%

0 g 16 24

B YoY Score Growth ® # Reviews

32

N -9.[}%{6

Q
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Certified Tourism Ambassador Program

ECONOMIC
GROWTH

Growing the local economy
through strong businesses,
enhanced visitor spending, and
workforce development.

INDUSTRY
PARTNERSHIPS

Engaging traditional and non-
traditional partnerships to
strengthen tourism and the
tourism product.

Quality of Life.

Quality of Experiences.

Stakeholders » Visitors « Residents

™

TOURISM
AWARENESS

Increasing business and local
residents’ awareness of the
importance of tourism and

working to preserve the
community they love.

QUALITY
EXPERIENCE

Enhancing visitor satisfaction
and fueling positive word-of-
mouth through a
knowledgeable and connected
front-line.
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Accommodation Deep Dive — Property Level Analysis

Best Western Maritime Inn Profile Satisfaction Drivers for Best Western Maritime Inn

In this section, discover what influences the Satisfaction scores provided by the product’s reviewers. By clicking on a bubble of
your choice, you can drill down into another level of details when available.

Accommodation %% ## - Hotels and Inns | 1001 N14THA
Analysis of Yearly Performance by Rating Type ¥
10
Overall Sentiment
8 Service
6+38 N -1 55% Food & Beverages Overall . .
Cleanliness ’ FREAIteS
o 6 . Localion
R § Ambience
Reviews L
4
170 N 1. 7%
2
Overall Rank ]
-20.00% -18.00% -16.00% -14.00% -12.00% -10.00%
2 8 Year-Over-Year Growth o
out of 95 '°'
Cleanliness Trend Performance for Best Western Maritime Inn
This section presents the scores and review numbers over time. It helps you understand if there are any fluctuations in satisfaction during
specific monthly or seasonal periods. Select from the filter on the right to change Satisfaction Driver measure. Cleanliness [+ ]

Region Rank

Product Trend
1 O out of 20 o 80 10
60 7.5
© b
City Rank 5 W0 s §
g v
9 out of 19 0 20 25

Jan 2024 Feb 2024 Mar 2024 Apr 2024 May 2024 Jun 2024 Jul 2024 Aug 2024 Sep 2024
0 Last Year # Reviews 2 6 6 17 22 61 70 35
A Current # Reviews 2 1" 6 6 29 6 44 70 15
W Last Year Score 8 4.14 9,75 9.32 8.61 6.69 6.38 7.32
W Current Score 0 B8.45 8.33 5 517 10 4.68 5.56 7.67
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Aligning with Destination Stewardship

20 Destination
34 Stewardship Plan

-

ngoing

DESTINATION

nOOR COUNTY

II3i 1141 ] | he most exceptional place in the Great
Lakes region to reset and connect with

Vision
nature, arts, and adventure. rove




I Stewardship Plan Strategic Goals

Support Develop and
Environmental Enhance
Sustainabillity Experiences

Champion
Community
Stewardship

Improve
Infrastructure
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I Strategic Goal #2

n Develop and Enhance Experiences

What this means:

Continuing to develop high-quality visitor experiences
Enhancementstolocal arts, history, culture, and agricultural offerings
Incorporating art, heritage, history and culture into experiences

Enhancing sense of place for visitors
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Resident Perceptions

Quality of Experiences in Door County

Outdoor recreation and entertainment were rated as the highest quality experiences in Door
County, followed by arts & culture, museums, dining and shopping. Indoor recreation and sporting
events were rated as the lowest quality experiences.

3
2.5 2.41 2.41 31 31 53
. . . 2.27 291
1.98
2 1.81
1.5 4
1 4
0.5 -
D T T T T T T T T 1
Outdoor Entertainment Arts & cultural Attractions, Culinary/dining  Retail shopping Craft Festivals and Sporting event Indoar
recreational experiences experiences museums and experiences experiences brewery/winery events experiences recreational
EXperiences historic sites experiences exXperiences

Please indicate your perception of the following experiences in the Door County.

(1-Low Quality;3-High Quality) rove



Aligning Resident and Visitor Perceptions

Understand Strengths, Weaknesses and Misalignment

Visitor vs Resident Sentiment Comparison

10
8.8
8
6.7
6
4
Outdoor recreation Entertainment Attractions, museums Culinary/dining Retail shopping Craft brewery/winery

and historic sites

— Resident Sentiment — Visitor Sentiment
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Comparisons Across Destination

e ®

At

\

Central
Overall Sentiment

8.58

Reviews

9.75K

Products

80

@

N -2.0%

N -8.5%

8-

Northern (v

Overall Sentiment

8.73 N -2.5%.

Reviews

27 76K Central (v

Qverall Attraction Sentiment
Products

214 9.22 N -2,?9&

Attraction Sub-Sectors

Water Tours

General Attraction
Museums, Science Cent...
Shopping and Markets
Local Parks and Gardens
Agritourism

Natural Attraction

Land Tours

Landmarks and Buildings
National and State Parks
Entertainment and Even...

0 200 400 600 8OO 1K

B Score ® # Reviews a

Northern

Overall Attraction Sentiment

9.05 N -37%

Attraction Sub-Sectors

Land Tours 965
Water Tours
Landmarks and Buildings 866
Mational and State Parks
Shopping and Markets 834
Entertainment and Event Ve _
Museums, Saence Centears, .. 013
Agritourism 7.4
General Attraction
Golf Course 012
Beach B.55
MNatural Attraction
Local Parks and Gardens 86
Amusement and Therme Parks
Historical Sites & Heritage L. 8.18

Mature Center, Preserve
0 400 800 1.2K 1.6K 2K

B Score ® # Reviews
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Sentiment by Visitor Type

Satisfaction Measure (Sentiment) by Product Sub-Sector & Visitor Composition

Couples Families Friends Solo

Water Tours

Museums, Science
Centers, Galleries

Lacal Parks and Gardens
MNational and State Parks
Land Taurs

sNopping and Markets

Entertainment and Event
Venues

Landmarks and Buildings
Matural Attraction

Mature Center, Presepe

General Attraction
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Sub-sector Satisfaction Drivers

Satisfaction Drivers: Attraction Agritourism

Select from the Sector and Sub-Sector filters on the right to uncowver additional insights.

Cwverall Sentiment Service

6.72 N -22.5%,
8.99 N -4.7%

Value for Money
7.79 ¥ -7.5%

Location

6.41 21.6%,

Ambiance

9.00 N -27%,

Attraction [ ] Agritourism 7]
Facilities Cleanhness
6.5 N -19.0%, 5.79 N -20.6%,
Food & Beverages Roam

o data in filered range

6.55 N -74%

Analysis of Yearly Performance by Rating Type W
10
Ambience
Overall b
Value
8
Senvice Facilities Eaod rages
. e Locatian
6 Cleanli
L
: [ ]
v
4
2
1
30, 00% 200004 10004 0.00% 10,004

Year-Over-Year Growth
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I Action Items to Explore

1.

ldentify strengths and weaknesses to prioritize areas
of opportunity to improve experience and increase
competitiveness

Integrate satisfaction drivers into Customer Training
Program

Quantify and measure destination stewardship
strategic goal progress

Manage and monitor destination reputation

Share with Economic Development / Business
Improvement Districts
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I Key Takeaways

1. Positive visitor experiences has real
meaningful results

2. Management needs to be measured and
monitored

3. Share and collaborate with industry
stakeholders and partners to drive action
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Thanks!
Questions?

reach out to learn more and schedule a demo
Info@rovemarketing.ca
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Jamie Mageau Rich Adam
Client Success Lead Head of Client Development

jamie.mageau@rovemarketing.ca rich.adam@rovemarketing.ca
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