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Project Objectives

North Lake Tahoe Resort Association commissioned St rata Research to test the
reaction to and preference for differing North Lake Tahoe creative.

The primary objective was to explore the reactiont o the overall campaign, what
the creative communicated about North Lake Tahoe, a  nd to explore the reaction
to the “n” and “11 Neighborhoods” concepts.

In specific, the research set out to answer:

What is the overall impression of the campaign?

Does the campaign impact future visitation consideration?

Is it clear the advertisements are for North Lake Tahoe?

What does the “n” symbolize and is there any confusion regarding the “n” icon?

How does the “11 Neighborhoods” concept work with and complement the campaign?



Methodology

In order to answer these research objectives, quali  tative testing was conducted in
the form of traditional focus groups. In total, 4 focus groups were conducted in
California:

— 2 in San Francisco, CA — May 07, 2008

— 2 in Orange County, CA — May 08, 2008

To qualify, each respondent had to meet the followi ng criteria:
— Be between the ages of 25 and 54
— Have a minimum household income of $75,000
— Have a propensity to visit a mountain resort destination in summer and/or winter times
— Be interested in a variety of activities (winter and summer) at a mountain resort destination
— Be a North Lake Tahoe non-rejector

In total, we spoke with 36 respondents. Please see  the appendix for a more
detailed list of participants.



Summary of Findings

What was the overall impression of the campaign? |  n general, eye-catching and
captivating!

The print campaign resonated well, eliciting feelings of a high-end mountain resort destination due to the
professional, simple, breathtaking photography taking center stage in the creative.

The TV spot, however, has the capacity to appear disconnected from the print ads due to the perceived ‘sexy’
nature of the voice-over, background music, and amount of focus on the woman with the goggles. These factors
combined made the TV spot seem less ‘high-end’.

Does the campaign impact future visitation consider ation? Yes, for some.

The imagery captivated the beauty of North Lake Tahoe, and for those unfamiliar with Lake Tahoe in general it
gave the impression that there is great snow / ski conditions and high-end resorts.

This was true particularly in Orange County where Utah and Colorado were considered to have ‘premiere’ snow conditions; prior
to seeing the creative perceptions of Lake Tahoe’s snow conditions were more in line with Big Bear and to a lesser extent
Mammoth Mountain.
However, the perception of South Lake Tahoe as the hustle-and-bustle metropolis with nightlife and gambling
remains the greatest barrier for those not convinced to stay in North Lake Tahoe.

Additionally, and most specifically for Orange County residents, where North Lake Tahoe is physically located and how easy it is
to get there was of particular concern, and an issue that the creative did not address.

Is it clear the advertisements are for North Lake T ahoe? Yes, in San Francisco.
Those in San Francisco immediately caught on that the creative was advertising North Lake Tahoe in specific.
Those in Orange County who were unfamiliar with Lake Tahoe in general did not know there is a distinction
between North and South; as such, an immediate distinction was not recognized.




Summary of Findings

What does the “n” symbolize and is there any confusi on regarding the “n” icon?
The “n” icon was not immediately understood by all t 0 be specific to North Lake
Tahoe; however, it did prove to have considerable b  randing power!

The “n” was considered hip, eye-catching, intriguing, with almost all instantly associating the “n” as a brand
symbol.

The combination of the photography and “n” created an element of intrigue that drew people into the
advertisement, with many mentioning that their eyes were drawn to the “n” and then directly down to the “North
Lake Tahoe” icon at the bottom right.

The “n is for north” reference was not immediately recognized as a reference to North Lake Tahoe; rather, there
were thoughts of it symbolizing going ‘North,” away from their daily grind to a peaceful, beautiful get-away;
predominantly by those in Orange County.

There was a split decision regarding replacing “n is for north” with ‘north lake tahoe” or “north tahoe”.

Ultimately, “n is for north” created a sense of intrigue that drew them into the ad yet was not immediately recognized as being for
North Lake Tahoe.

Whereas “north tahoe” did not add an element of intrigue but did provide that instant North Lake Tahoe recognition.

How does the “11 Neighborhoods” concept work with an d complement the
campaign? This concept was poorly received and was considered the most

disconnected concept from the campaign’s overall pu rpose.
The “11 Neighborhoods” concept resonated a real estate ad, whereas most want to get away from their
‘neighborhood’ and not visit one for their vacation.
Further, the ads did not show them the ‘neighborhood’ so the reference was confusing and disconnected from

the imagery; even the ads with the textual descriptions of each were not well-received as panelists believed they
were being sold a sub-division or location to move.




Detailed Findings




What was their first impression of the print campai gn?

The print campaign overall was extremely well-recei  ved for its eye-catching
photography that was graceful and stylish yet simpl istic in nature. Further, the
photography captured the essence of what interests these mountain resort

vacationers: breathtaking, natural beauty.

— In specific, they felt that the campaign’s design represented clean simple
lines, illustrating not only scenic shots but action shots, which
complemented one another.

Emotive mentions were:
Pristine
Appealing
Believable
Surreal
Beautiful
High-end
With great snow and a beautiful lake (water)

— Additionally, many felt the “n” grabbed their attention in both the Winter and
Summer ads.




What about the print campaign concept as a whole?

Again, due to the clean images selected, the whole campaign resonated very
well, yet slightly limited in scope.

The focus seemed very concentrated on ‘extreme’ sports, particularly skiing, which alienated some who prefer
more relaxing activities, such as having a glass of wine while taking in the scenery.
In specific, there were mentions of wanting to see shots of relaxing activities, nightlife, and friends and families enjoying an
activity together (whether leisure or active).
They also felt that the text did not connect with the pictures, since the text did not focus specifically and solely
on what was portrayed in the photo (such as mentions of “11 Neighborhoods”).

Additionally, those unfamiliar with North Lake Tahoe, particularly those in Orange County, need more
information about how to get there (more specifically, they need the impression that it's easy to get to).

They are very unfamiliar with the area and have the perception it is way too far to drive to, and confusing or difficult to figure
out how to fly into.

Further, almost all of those from Orange County could not identify whether a resort (such as Alpine, Kirkwood, Heavenly, or
Squaw) was in North or South Lake Tahoe, while approximately one-half from San Francisco either did not know or were
incorrect.
Last, for those familiar with Lake Tahoe, South Lake and North Lake have two very different perceived
identities. South Lake is an active metropolis with nightlife and gambling as well as the daily outdoor
activities, while North Lake is the mellow, relaxing, quiet, laidback area with virtually no nightlife and gambling
possibilities.
The ads did little to change those perceptions.




What about the TV advertisement?

Unlike the print campaign, the winter television sp ot received mixed
reactions, with most finding particular aspects tak ing away from the
feellng of ‘high-end’ that the print ads elicit.

The model, voice-over, and background music were received by some as too ‘sexy’, low-budget, and for many
“cheesy”; a term mentioned often during and after having watched it.

— In specific, the model gave the impression that she was not experiencing the ‘fun’, but was watching from a far.
Further, the amount of time focusing on her, at the start and conclusion of the ad, took away the focus on the
actual activities and beauty of North Lake Tahoe which distracted from the ad’s overall purpose.

— The voice-over was perceived by many as ‘too sexy’ and ‘cheesy’, taking away the high-end impression of a
‘high-end’ destination. To a lesser extent, the background music gave the same impression as the voice-over.

— However, the imagery shown in the goggles (once expanded to full screen) was very well-received with
consistent mentions of being captivating and drawing the viewer in.

— Last, until the very end there was no mention of North Lake Tahoe, and the last screen shot that did mention it
went too quickly for the viewer to ascertain who or what was being advertised.




How did the campaign rate on certain aspects?

After seeing the campaign in its entirety, most fel t they were more inspired
to visit North Lake Tahoe and had the impression th ere Is great snow

guality and skiing / snowboarding.

— The ads performed best at getting across the concept of great snow quality, which is critically important given that
one of the top aspects most important to mountain resort vacationers is the perception of great snow quality
(based on the findings of the online advertising tracking study).

— There was very little movement in the feeling that the ads captured the essence of North Lake Tahoe,
predominantly because it showed little of the area’s identity other than great snow / beautiful scenery. Further,
given the limited activities shown in the photographs, there was a feeling that the activities to do were limited —
which excluded nightlife and gambling.

Less so after Same as before More so after \

Inspires to visit North Lake Tahoe

Captures the essence of North
Lake Tahoe

Gives me the impression that there
is great snow quality and skiing /
snowboarding

Gives me the impression there are

a lot of activities to do in North
\\ Lake Tahoe




Does the “n” add value?

Almost all preferred the “n” remain as it adds
considerable value overall, both in terms of visual
intrigue and as a perceived brand.

In general, the “n” was believed to be eye catching, hip, intriguing,
modern, fresh and young, clean, and peaking their curiosity, with the most
used adjective being “brand”.

For some, when they mentioned the “n” was intriguing, they stated that it
actually drew them into the ad, wanting to learn more.

For others, the “n” was perceived as representing “North” as a direction or
for Northstar if they were familiar with Lake Tahoe in general.
The reference to “North” as a direction was positive as it gave a sense of getting
away from the city and heading “north” to a vacation destination away from the
daily grind.
As the campaign unfolded, it took on a whole new value in which many
felt the “n” was becoming a brand trade-mark. And when asked if they
would prefer the ad without the “n,” the overwhelming response was: NO.

The few who did not like the “n” were expected to vote toward removing it.
However, when asked once shown the image without the icon they became
thoughtful and ultimately voted for it to remain.



Which ‘n’ icon text was preferred?

When presented with four options for caption text u nderneath the

“n”, “north lake tahoe” and “north tahoe” were the on es that
resonated to the top, followed by “n is for north”.
—  “north lake tahoe” was considered:
Simple
Ties everything together
Defines it
There is no confusion
Was very specific
Shows direction and region
—  “north tahoe” emphasizes:
The difference between North and South Lake Tahoe

Provides a broader regional perception of Lake Tahoe being more than a lake
(meaning the mountains, etc.)

- “n is for north” was considered:
Catchy
Suspenseful: made them think, North what?

o While this question may seem counterintuitive to the purpose of the ad, it
actually served to draw them into the ad to read further.

—  “Lake Tahoe” was:
Confusing
Boring
Provided no distinction between North and South

Ultimately, the difference in selection revolved ar  ound preferring
instant acknowledgment so they did not have to thin k, or the
intrigue the more vague option provided.

—  Further, the “n is for north” was thought to have the ability to be more broad reaching, that it
stands for North Lake Tahoe, but also could build to be ‘nature’, etc. It was believed its
purpose was broader than to just indicate a location.

—  The location references were not considered to have any further meaning.



What was their reaction to the “11 Neighborhoods "?

The concepts of the “11 Neighborhoods” was considere d confusing and off- putting.

The term conjured the feeling that the advertisements were either trying to get them to move to North Lake Tahoe,
or was simply not inviting because they live in a neighborhood - they don’t want to vacation in one.
Further, since the imagery was perceived to have nothing to do with showing a ‘neighborhood,’” there were general
comments such as:

Who cares about the neighborhoods?

Are there good neighborhoods and bad ones?

Why would | want to go to a neighborhood, | want to go to a resort?

What does the picture have to do with 11 neighborhoods?

Are they selling a sub-division?
Listing the neighborhoods added value for some, without the “11 Neighborhoods”
reference, as it brings to mind areas or resorts they forgot about or did not

know were a part of North Lake Tahoe.
However, for most, listing the cities added little overall value, particularly if they were
unfamiliar with Lake Tahoe in general.
There were suggestions to replace the term neighborhoods with
communities or resorts.
However, even with that change the overall concept did little to help interest
them in visiting North Lake Tahoe. They are not interested in vacationing in a
neighborhood or community within a vacation resort destination.



What about the other icons / logos presented?

The North Lake Tahoe icon image at the bottom right of the ads was perceived as

being a bit out-dated and disconnected aestheticall y with the “n”.
— The disconnect came because aesthetically the “n” appears hip and contemporary, while the North Lake Tahoe

icon appears out-dated stylistically, particularly in terms of the font used.
— The icon on its own did not bring forth negative comments, only its placement in conjunction with the
“n” imagery.
Similarly, the Pure Experiences tag-line simply see  med
disconnected to the ad itself in terms of placement and

aesthetics.

— For most, the words Pure Experiences placed at the bottom seemed disconnected
from the “n” and the North Lake Tahoe icon — there was no aesthetic cohesiveness
between the three images shown.

— Further, it didn’t stick out and had no connection to the story the “n” and text were
trying to tell.

Overall, the primary issue between these three icon images
used was that there did not seem to be a cohesive | 0ok so that
they complimented one another to tell one story; al most as if
three different ad designs were in place.




In Strata’s Opinion

The print campaign has the ability to drive interes t and visitation to North Lake
Tahoe in its current form. However, based on findi  ngs we recommend the
following for future consideration:

1.

o

The “n” adds considerable value and branding ability; therefore, it is strongly recommended
to continue using this design theme.

While the “n is for north” was not voted the top text for the “n” icon, it was the only one that
had the ability to draw readers into the ad because they wanted to learn more. While the
goal is to get North Lake Tahoe recognized, using the North Lake Tahoe icon and copy text
to announce the location can off-set the recognition concern.

Consider revising the North Lake Tahoe icon to better match the “n” icon aesthetically so

they build on one another, off-setting the need to use a different, less intriguing “n” icon
reference, such as “north lake tahoe”.

— Further, consider placement of the Pure Experiences tag-line separate from the North Lake Tahoe, to
make it more meaningful or purposeful, or remove it entirely.

Match the copy text to the image shown to maintain focus and off-set confusion.
Discontinue references to and creative focused on the concept of the “11 Neighborhoods”.

Include creative that shows a variety of activities, extreme and passive, as well as nightlife,
gambling, and friend / family focused imagery.

Consider using multiple shots in one ad, such as this example,
as it presents a well-rounded view into winter and summer
sports, without overburdening the picture.



Appendix




Respondent Profile

— San Francisco

Group 1

Group 2

When Vacation at Children in
Name Age Mountain Marital Status HH Ethnicity
Resorts
Julie M 45-54 SU M Yes Caucasian
Dennis M 45-54 W No Caucasian
Jody K 35-44 SU, W S No Caucasian
Boris W 35-44 W s No African
American
Jeff S 35-44 SuU S No Caucasian
Luis T 35-44 W No Hispanic
Rob L 25-34 W M No Caucasian
David M 25-34 SU, W s No African
American

Christiane G 25-34 F, W S No Caucasian
Karen F 45-54 SU, W M No Caucasian
Neela R 25-34 SU, W S Yes Asian
Susan J 25-34 SU, W M No Caucasian
Kristen Y 45-54 SU, W, SP M Yes Caucasian
Andy G 35-44 SuU, SP S No Caucasian
Jason H 25-34 w M Yes Asian

Hispanic/
Xavier H 25-34 W, SP S No African
American

*SU=Summer, F=Fall, W=Winter, SP=Spring




Respondent Profile

— Orange County

Group 1

Group 2

Name

Age

When Vacation
at Mountain
Resorts

Marital Status

Children in
HH

Ethnicity

Loreen P 45-54 W, SP M No Hispanic
Terie S 45-54 SU, F, W, SP M No Caucasian
Ryan R 25-34 SU, F, W, SP S No Caucasian
Jack V 45-54 w M Yes Caucasian
Jeff F 25-34 SU, W, SP M Yes American
Indian
Owen E 25-34 SU, W S No Caucasian
Joy E 25-34 SU, W No Caucasian
Gail T 25-34 SU, F, W, SP M Yes Caucasian

LeaT 25-34 F, W, SP M No Caucasian
Sokha M 35-44 W, SP S No Asian
Paulette C 45-54 w M Yes Caucasian
Cindy G 45-54 SU, W M No Caucasian
Ken B 45-54 w S No Caucasian
Steve T 35-44 SU, W M No Caucasian
Jorge G 35-44 SU, W M Yes Hispanic
Shane R 35-44 SU, W M Yes Caucasian

*S=Summer, F=Fall, W=Winter, S=Spring




