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▪ North Lake Tahoe is well positioned among the competitive set, especially for its variety of product and year-
round appeal. Most of the competitors are known primarily as a warm weather or cold weather destinations. 
North Lake Tahoe’s unique position is its superior product in both summer and winter. However, within each 
season there is strong competition. 

▪ As North Lake Tahoe looks to position the destination, messaging should focus on the area’s Strengths to 
Promote such as scenery, weather and the outdoors. However, the destination's position could be improved by 
including messaging related to the Opportunities to Improve such as value, family activities and accessibility. 

▪ Additionally, current marketing is reaching a far less affluent audience than actually visits North Lake Tahoe. 
Future media placements should focus on a higher value traveler. 

▪ And finally, to improve the overlap between brand and tactical executions, there could be fewer components 
of the campaign. Namely, resources allocated to radio would be redistributed to existing media. SMARInsights 
finds this medium is best suited to event-based messaging. 
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Insights
▪ The North Lake Tahoe paid marketing campaign 

influenced nearly $154 million in visitor spending in 
the 2017-18 fiscal year, for a return on investment of 
$182 for every $1 spent on paid media. 

▪ With a modest budget targeting a handful of major 
U.S. markets, the campaign’s success is attributable 
to the number of households reached. The campaign 
was very efficient when compared to the average for 
destinations across the country. 

84,101

Influenced 

trips
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Influenced 

visitor 

spending
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Return on 

investment



▪ As the marketing organization for the area, North Lake Tahoe Chamber of Commerce is charged with 
promoting not only local tourism and businesses but also the cultural and civic welfare of the community. 
To that end, North Lake Tahoe develops and deploys destination marketing designed to promote 
visitation throughout the fiscal year. 

▪ A paid marketing campaign was placed in select markets between July 2017 and June 2018, using video, 
print, digital, out-of-home and radio ads as well as direct e-mail marketing. 

▪ To measure the effectiveness of the media placements, the Chamber partnered with Strategic Marketing 
& Research Insights (SMARInsights). Through consumer surveying, we see the impacts of the campaign on 
both the image of the area and travel. The research is designed to calculate an economic impact and ROI 
of the leisure marketing investment. 

▪ The following report:

• Measures the ability of the advertising to reach the target audience and generate recall;

• Quantifies efficiency of the media buy through the cost to reach an aware household;

• Forwards performance measures to assess the effectiveness of the creative in meeting its various 
communication goals;

• Determines the strength of the campaign in terms of spurring consumer actions, having a positive impact on 
perceptions, and increasing likelihood to visit; 

• Calculates the number of influenced trips, visitor spending, and return on investment of the media 
campaign; and

• Assesses the relative effectiveness of various elements of the campaign to help refine future efforts.

3

Background & Objectives



▪ Our advertising effectiveness methodology requires respondents to view the actual ads in order to gauge 
awareness, so SMARInsights developed and programmed an online survey. National sample vendors 
provided a link to the survey to potential respondents in the board’s target markets. 

▪ The board placed media in Los Angeles, New York, Austin, San Francisco and Sacramento. SMARInsights 
conducted 1,424 surveys in these markets during July 2018.  

▪ In order to qualify for the survey, respondents had to be travelers who take overnight leisure trips and are 
travel decision makers. 

▪ Upon completion of data collection, the results were cleaned, coded, and weighted to be representative of 
the population.
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Methodology



▪ North Lake Tahoe invested nearly $850,000 
throughout the 2017-18 fiscal year through 
three seasonal campaigns – summer, fall and 
winter. 

▪ Much of the budget was allocated to digital 
placements through banners, social and native 
executions. The video components of the 
campaign were also placed via digital outlets. 

▪ Print and outdoor were utilized only in select 
markets. 

▪ E-mail marketing was delivered not only to the 
DMO’s distribution list but also to prospect lists. 
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Campaign Overview

Media Spending

Video $82,425

Print* $17,000

Digital $564,203

Outdoor* $110,093

Radio $28,850

E-mail $43,286

Total $845,857

*Print was placed only in LA; Outdoor was placed only in LA and San Francisco



COMPETITIVE POSITION
Advertising Effectiveness & ROI
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▪ North Lake Tahoe’s competitive set includes not only other communities best known as ski areas but also 
destinations with warmer climates. Consumers have considerably more familiarity with the warmer-weather 
destinations. 

▪ North Lake Tahoe outpaces the competitive set that includes ski destinations but consumers are more familiar 
with other California destinations, including Napa, Palm Springs and Monterey. 
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North Lake Tahoe has more familiarity than 
other snow destinations but is in the middle of 
the pack for warmer-weather communities. 



▪ Visitation to the competitive set in the course of a year varies considerably. Overall, less than half of 
consumers in the targeted markets visited any of the competitive set. 

▪ And certainly ski destinations are dependent on snow conditions. For example, Colorado had very low 
snow totals for much of the 2017-18 ski season, reflective of lower visitation, even among other winter 
competitors. 
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Visitation is reflective of familiarity, 
but less than half of consumers visit any of 
the competitive set throughout a single year. 
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▪ North Lake Tahoe is well positioned among the competitive set in terms of interest in visiting and 
consumers being active in researching visitation to the area. Although Napa has the most familiarity, 
consumers in the target markets are just as likely to visit North Lake Tahoe in the next year. 
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Interest in visiting and researching 
North Lake Tahoe outperform the 
area’s familiarity in the competitive set. 
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▪ North Lake Tahoe’s product perception is especially strong for the scenery, atmosphere and winter 
product. SMARInsights typically sees that destination ratings above a 3.7 on a 5-point scale indicate a 
strong position. 

▪ Marketing can be especially useful for attributes with ratings between 3.5 and 3.7 – these are products 
for which the destination is not thought to be as strong. 

▪ Ratings above 3.0 but below 3.5 are less well defined and are not considered a strong position for a 
destination. 
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Image of North Lake Tahoe

Strengths = Ratings > 3.7 Opportunities = Ratings 3.7 <> 3.5 Weaknesses = Ratings <3.5
Lake 

Tahoe

Scenery 4.3

Atmosphere 4.0

Skiing/snowboarding 4.0

Hiking 3.9

Lodging 3.9

Weather 3.9

Snow quality 3.8

Water activities (kayaking, 

paddle boarding, rafting, etc.)
3.8

Dining 3.8

Service 3.7

Lake 

Tahoe

Après ski activities and nightlife 3.6

Cross-country skiing 3.6

Access 3.6

Biking 3.6

Accessibility 3.6

Convenience of getting around 3.5

Off-hill activities 3.5

Spas 3.5

Family programs 3.5

Gaming 3.5

Value 3.5

Lake 

Tahoe

Live music 3.4

Shopping 3.3

Golf 3.3

Beer and wine trails 3.2

Crowding on the mountain 3.2

Beaches 3.1



▪ North Lake Tahoe is in the unique position of being a dual seasonal destination. Most of the competitive set are 
known to be stronger for either their warm weather or cold weather product. With average indices, many other 
competitors are strong on these products as well.
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Product Position

Above average performance

Average performance

Below average performance

Performance Measures

North Lake 

Tahoe, CA

Mammoth 

Lakes, CA

Summit 

County, CO

Telluride, 

CO

Park City, 

UT
Napa, CA

Sonoma, 

CA

Santa Cruz, 

CA

Palm 

Springs, 

CA

Monterey, 

CA

Gaming 119 92 107 96 86 83 87 93 99 82

Scenery 105 95 100 102 99 101 96 96 91 101

Atmosphere 102 93 106 103 99 100 99 98 96 100

Value 102 99 105 94 100 97 99 100 99 99

Lodging 101 92 106 104 101 99 99 94 101 101

Weather 101 92 96 97 93 104 102 104 95 101

Service 100 94 106 105 100 101 100 96 101 99

Live music 100 94 109 107 100 96 97 103 101 102

Access 100 94 110 99 99 102 100 99 100 102

Convenience of getting around 99 96 110 95 100 101 100 99 101 102

Accessibility 99 94 109 93 97 101 101 102 103 100

Spas 99 88 111 102 97 103 102 93 109 98

Dining 99 89 98 98 96 108 101 97 103 100

Shopping 96 90 110 101 99 99 101 101 111 105

▪ Where North Lake Tahoe excels in relation to the competitive 
set is gaming. Although the product is considered an 
opportunity with a rating of 3.5, it is far stronger than any of 
the competitive set. The area is also strong among the 
competition for its top-rated attribute, scenery. 



▪ A handful of the competitors are known especially as winter destinations, so many fall short on the 
summer product attributes. 
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Summer Product Position

Above average performance

Average performance

Below average performance

Performance Measures

North Lake 

Tahoe, CA

Mammoth 

Lakes, CA

Summit 

County, CO

Telluride, 

CO

Park City, 

UT Napa, CA

Sonoma, 

CA

Santa Cruz, 

CA

Palm 

Springs, 

CA

Monterey, 

CA

Water activities 

(kayaking, paddle boarding, rafting, etc.) 116 96 106 91 85 81 84 111 82 106

Hiking 109 101 108 106 100 93 95 95 90 95
Beaches 107 90 90 80 73 81 84 134 86 129
Biking 102 93 109 101 93 100 100 103 97 101
Golf 99 89 103 94 90 98 99 91 116 107

▪ North Lake Tahoe is well positioned for a number of summer-
oriented products, including water activities and hiking. 



▪ There is a clear delineation between snow-oriented destinations and more summer-focused competitors 
when considering winter product offerings. Although North Lake Tahoe outperforms the average when 
all competitors are considered, other winter-oriented 
destinations outperform North Lake Tahoe for snow-related 
product.
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Winter Product Position

Above average performance

Average performance

Below average performance

Performance Measures

North Lake 

Tahoe, CA

Mammoth 

Lakes, CA

Summit 

County, CO

Telluride, 

CO

Park City, 

UT
Napa, CA

Sonoma, 

CA

Santa Cruz, 

CA

Palm 

Springs, 

CA

Monterey, 

CA

Skiing/snowboarding 130 122 127 131 135 72 77 70 67 69

Snow quality 128 124 134 134 136 74 77 68 70 71

Cross-country skiing 123 119 121 127 127 80 82 75 74 76

Après ski activities and nightlife 118 110 122 127 123 83 84 81 82 78

Crowding on the mountain 109 112 119 112 116 90 96 89 88 86

Off-hill activities 107 100 115 110 105 94 97 97 93 89

Family programs 104 103 110 104 105 90 93 103 93 103

▪ However, there are only slight differences between North Lake 
Tahoe and other winter competitors – an indication consumers 
consider the product offerings of these destinations similarly 
aligned. 



MARKETING RECALL
Advertising Effectiveness & ROI
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▪ The 2017-18 fiscal year marketing campaign 
reached nearly 5.3 million households in the 
targeted markets. Throughout the course of the 
12-month fiscal year, three seasonal campaigns 
were placed – each receiving similar levels of 
recall.

▪ SMARInsights evaluates the performance of 
hundreds of destination marketing campaigns. 
Because of this, a benchmark has been 
established for campaigns attempting to reach 
spot markets. The average cost per aware 
household for a DMO spot campaign is $0.67.

▪ With a modest budget targeting a number of 
large markets, the cost per aware household for 
the North Lake Tahoe campaign is far more 
efficient than the average. 
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The campaign reached nearly 5.3 million 
households in the targeted markets. 

Cost per Aware HH 2017-18

Targeted HHs 13,971,616

Recall 38%

Households with Recall 5,297,031

Media Spending $845,857

Cost per Aware HH $0.16

30%
28%

30%

38%

Summer Fall Winter Any Recall

Paid Marketing Recall



▪ While all destination marketing efforts are  
designed to drive visitation, they do so in different 
ways. SMARInsights sees video and print executions 
as the best options for building a brand, while other 
forms of media used by North Lake Tahoe are 
better at delivering tactical messages. 

▪ Video executions delivered on a digital platform are 
still considered brand-building media. And with the 
highest recall and minimal investment, video is one 
of the most efficient media at generating recall. 
SMARInsights has seen that video creates a stronger 
impression and therefore is noticed more and tends 
to have stronger recall.
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Although digital receives the most investment, 
video has the broadest reach of the campaign. 

*Print was placed only in LA; Outdoor was placed only in LA and San Francisco

Cost per Aware HH Video Print* Digital Outdoor* Radio E-mail

Targeted HHs 13,971,616 4,381,464 13,971,616 6,371,936 13,971,616 13,971,616

Recall 30% 15% 22% 16% 13% 10%

Households with 

Recall
4,139,829 648,217 3,077,039 1,031,708 1,838,489 1,456,369

Media Spending $82,425 $17,000 $564,203 $110,093 $28,850 $43,286

Cost per Aware HH $0.02 $0.03 $0.18 $0.11 $0.02 $0.03

30%

15%

22%

16%

13%

10%

Video Print Digital Outdoor Radio Email

Brand Tactical

Recall by Media

▪ Most of the North Lake Tahoe 
investment is in other forms of digital 
advertising. And while this has the 
highest cost per aware household, it is 
still considered quite efficient. 



▪ There were a number of digital platforms, with banners and paid social generating similar levels of recall. 
There were also native placements as part of the digital buy.

▪ Recall is important in influencing consumers to consider and visit a destination, but exposure to multiple 
media can push the impact even higher. This is especially true when both brand and tactical messages are 
delivered to consumers. Of those aware of the North Lake Tahoe marketing, more than half were exposed to 
both types of messages. 
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With an increase in recall for all media, 
there in an increase in overlap.

18%
17%

11%

Banners Social Native

Digital Recall

62%
10%

8%

20%

Media Overlap

None Brand Only Tactical Only Both Brand & Tactical



CREATIVE EVALUATION
Advertising Effectiveness & ROI
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▪ SMARInsights has developed a set of 
creative benchmarks based on the 
evaluation of hundreds of DMO 
campaigns. These are goal ratings 
campaigns should attempt to reach. 
These ratings vary depending on what 
they are attempting to do – communicate 
a message or spur a consumer to action. 

▪ That all of the communication attributes 
for the North Lake Tahoe creative receive 
ratings over 4.0 speaks to the area’s 
superior product. Only 10% of 
destinations receiving these kinds of 
ratings, and often they are reserved for 
state tourism bureaus that are able to 
spend millions of dollars in marketing 
production. 
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The campaign receives excellent 
ratings, rarely seen for local DMOs.
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▪ Impact ratings have slightly different benchmarks as they require an action from the consumer, which is far more 
difficult than just communicating a desired message. The ratings here are mostly above average but are not at 
the same level as the communication attributes – an indication that the brand messaging is good but the creative 
could be enhanced to better “close the sale.” 
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The creative isn’t as strong at “closing the 
sale” with impacting consumers to visit or 
learn more about North Lake Tahoe. 

3.8

3.7

3.6

3.0 3.1 3.2 3.3 3.4 3.5 3.6 3.7 3.8 3.9 4.0 4.1 4.2

Want to visit North Lake Tahoe

Want to learn more about things to see and do
in North Lake Tahoe

Want to go to the North Lake Tahoe website

Impact Ratings

Average Good
(top 25%)

Excellent
(top 10%)



▪ By understanding what motivates visitors to 
consider North Lake Tahoe and how the 
area is currently performing, messaging can 
both appeal to what is motivating and 
continue to improve the image of the state.

▪ The lower right quadrant has attributes on 
which North Lake Tahoe rates better than 
average but are not considered drivers. 
However, some are motivating to a niche 
audience. North Lake Tahoe is certainly 
recognized as a great ski destination, but 
this is a niche audience. 

▪ Those activities in the upper right quadrant 
have both high correlation to interest in 
visiting and receive strong image ratings. 
These Strengths to Promote are centered 
on North Lake Tahoe’s warm-weather 
product and the unique atmosphere. These 
provide an opportunity for the destination 
to move beyond its position as a ski 
destination. 

21

Creative Messaging

Opportunities to Improve

(strong driver  & low rating)

Beaches
Value

Family Programs
Off-hill activities

Getting around the area
Accessibility

Access

Existing Strengths to Promote

(strong driver & high rating)

Water activities (kayak, paddle 
board, rafting)

Hiking
Atmosphere

Weather
Dining

Scenery

Items to Monitor

(weak driver & lower rating)

Cross-country skiing
Biking

Gaming
Live music
Shopping

Golf
Beer and wine trails

Existing Strengths to Maintain

(weak driver & strong rating)

Skiing/Snow boarding
Lodging

Snow quality
Service

Après-ski activities & nightlife
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High

Low
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▪ The upper left quadrant’s activities are 
motivating, but consumers don’t have as 
strong a view of North Lake Tahoe for 
these attributes. Improving the area’s 
image for these attributes and featuring 
them in the creative could improve interest 
in visiting. 

▪ The lower left quadrant reveals attributes 
that are not strong drivers of interest in 
visiting and where the area has a lower 
rating. While likely important to some, 
these are not attributes or products that 
need to be addressed in creative. 
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Creative Messaging
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The campaign improves the image of the 
area, especially on important attributes.

▪ An important step in turning a targeted 
household into a visitor is to build the 
image of the destination. The North Lake 
Tahoe campaign was able to improve the 
image of the area for consumers who saw 
the advertising. 

▪ However, it is relevant where the 
advertising had the most impact. The 
attributes in orange to the right are those 
that were considered Opportunities to 
Improve as reviewed earlier. These were 
attributes that were considered motivators 
to driving interest in North Lake Tahoe but 
for which the image of the area could be 
improved. 

No 
Recall

Recall
% 

Change

Beer and wine trails 3.0 3.4 12.9%

Beaches 3.0 3.3 11.9%

Shopping 3.2 3.5 9.9%

Convenience of getting around the region 3.4 3.7 9.0%

Value 3.3 3.6 8.9%

Family programs 3.4 3.7 8.8%

Accessibility 3.4 3.7 8.7%

Service 3.6 3.8 8.0%

Access 3.5 3.7 7.6%

Weather 3.8 4.0 7.1%

Dining 3.7 3.9 7.1%

Spas 3.4 3.6 6.1%

Live music 3.3 3.5 6.0%

Off-hill activities 3.5 3.6 5.0%

Lodging 3.8 4.0 4.9%

Biking 3.5 3.7 4.8%

Après ski activities and nightlife 3.5 3.7 4.8%

Water activities (kayaking, paddle boarding, rafting, etc.) 3.7 3.9 4.3%

Snow quality 3.8 3.9 4.0%

Atmosphere 4.0 4.1 3.9%

Gaming 3.4 3.5 3.2%

Golf 3.2 3.3 3.1%

Hiking 3.9 4.0 1.4%

Skiing/snowboarding 4.0 4.0 0.4%

Cross country skiing 3.6 3.6 0.3%

Scenery 4.4 4.3 0.0%



▪ In addition to building the image of the destination, DMO marketing can spur consumers to gather information. 
With the rise of digital retargeting, this can be a bit deceiving as it is not known if a consumer took an action 
after seeing the creative or if digital marketing was delivered to the consumer because they took an action. 
Either way, those who were exposed to any component of the North Lake Tahoe campaign were more likely to 
engage with the area’s online and social media presence. 
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Impact on Information Gathering

8.2%

0.8% 0.1% 0.4% 0.9% 1.8%
3.2%

8.9%

22.5%

5.9%

2.0%
4.6%

3.2%

8.5%
7.2%

26.3%

Used Internet
search engine

Checked out
comments on
social media

Searched
Pinterest

Searched
Instagram

Searched
Facebook

Used travel site
like TripAdvisor

Searched the 
destination’s 

website

Gathered Any
info

Impact of Marketing on Information Gathering

No Recall Recall



▪ In addition to improving the image of the area and 
motivating information gathering, ads can also change the 
trip plans, encouraging visitors to do more, stay longer and 
spend more. Those aware of the North Lake Tahoe 
campaign did just that; they had longer trips, participated in 
more trip activities and spent more on their trips. 

▪ In addition, those who were exposed to the paid marketing 
had more overall familiarity with North Lake Tahoe. 
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Visitors who were aware the marketing 
stayed longer, did more and spent more.

Trip specifics Unaware Ad-Aware

Number of nights 2.9 3.3

Number of activities 1.7 2.5

Trip spending $1,321 $1,829

17%

32%

39%

38%

No Recall Recall

Impact of Paid Marketing on 
North Lake Tahoe Familiarity 

Very familiar Somewhat familiar



▪ As SMARInsights consistently sees, the more types of media to which consumers are exposed, the more 
likely they are to consider visiting. It is important to have not only overlap of multiple types of media, but 
also the kind of overlap is important. 

▪ When exposed to both brand and tactical components, interest in visiting North Lake Tahoe increases 
considerably. Given this, it could benefit North Lake Tahoe to pare down the number of executions. 
Namely, SMARInsights has found that radio is best utilized for special-event marketing. And while there 
was minimal investment here, allocating these funds to other forms of media could increase overlap. 
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Interest in visiting increases as 
consumers are exposed to multiple 
elements of the campaign. 

Unaware

One 
Medium 

Two Media

Three Media

Four or 
More   
Media

14%

19%

38%

49%

Impact of Media Overlap on 

Likelihood to Visit

Unaware

Brand Only

Tactical 
Only

Both

14%

20%

26%

38%

Impact of Brand & Tactical 

Overlap

30%



▪ SMARInsights’ methodology for measuring the impact of destination advertising relies on establishing a base rate 
of travel. Certainly, there would be travel to North Lake Tahoe even without any paid advertising. Thus not all 
visitation, or even visitation by aware households, is attributable to the ads. In this evaluation, the level of travel 
among unaware households is considered the base and what the area would see without the marketing 
campaign. Accordingly, any travel above that base by aware households is what is considered influenced. As such, 
this is a very conservative measure of influence. 
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The methodology for determining influence 
in the industry standard for destinations. 

Aware 
Travel

Unaware 
Travel

Travel 
Increment



8.1%

4.4%

13.0%

5.9%

Any Lake Tahoe Visit North Lake Tahoe Communities

Impact on Lake Tahoe Visitation

No Recall Recall
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The marketing was able to influence 
nearly 85,000 trips to North Lake Tahoe. 

▪ Given the rate of influence on travel to North Lake 
Tahoe, the paid marketing generated more than 84,000 
trips over the course of the 2017-18 fiscal year. 

▪ A challenge for North Lake Tahoe is that consumers do 
not make a distinction between north and south but 
likely hear and read both as all Lake Tahoe. For this 
reason, there is considerably less visitation when 
consumers are asked about specific communities they 
visited. 

▪ The paid media had nearly a 5% impact on overall travel 
to Lake Tahoe. However, when only North Lake Tahoe 
communities are considered, the rate of travel is far 
smaller. While other parts of the local community 
benefit from North Lake Tahoe’s investment, the 
inverse is likely true as well. It’s likely North Lake Tahoe 
is benefitting from investment made by Tahoe South 
and even individual lodging properties.

1.6%

Influenced Trips 2017-18

Households with recall 5,297,031

Incremental Travel 1.6%

Influenced Trips 84,101

4.9%



▪ Given the trip spending by aware visitors, influenced 
trips resulted in $153 million in economic impact to the 
community. This is spending that would not have 
occurred without the marketing campaign, returning 
$182 in influenced visitor spending for every $1 the 
DMO invested. 

▪ This is considerably higher than the $59 average 
SMARInsights sees for local DMOS. However, 
SMARInsights is often measuring a single campaign 
targeting travel for a shorter window of time. Because 
North Lake Tahoe’s evaluation is for an entire fiscal 
year spanning three seasonal campaigns, it is 
unsurprising that the return on investment would be 
considerably higher than the average. 

▪ However, the higher return on investment is also 
attributable to both the strength of the creative as well 
as an efficient media buy. 
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Influenced visitors spent more than 
$153 million, for a return of $182 for 
every $1 invested in paid marketing.

2017-18

Incremental trips 84,101

Visitor spending $1,829 

Economic impact $153,820,641 

CVB expenditures $845,857 

ROI $182 



▪ More than 247,000 room nights are attributable to the fiscal year’s marketing campaign based on the rate 
of visitors using paid lodging and the number of nights they spent on their trips. 

▪ The use of paid lodging is significantly higher for North Lake Tahoe than other destinations.  More than 
40% of trips often are for visiting friends and relatives, but VFR is minimal for North Lake Tahoe. 

▪ The marketing campaign generated more than $13.1 million in sales and lodging taxes to the 
municipalities served by North Lake Tahoe. Of this, $2.6 million was generated for the Transient 
Occupancy Tax (TOT) from lodging. 
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The campaign influenced more than 
247,000 additional room nights and 
generated $13.1 million in taxes.

* DestiMetrics 6 month historical average as of 6/30/18

Paid Lodging Nights 2017-18

Incremental Trips 84,101

Trips with paid lodging 89%

Trips 75,063

Nights per trip 3.3

Paid lodging nights 247,709

California Nevada Total

Sales Tax

% of overnights 71.2% 28.8% 100%

Visitor spending $109,558,578 $44,262,062.62 $153,820,641 

State and local sales tax 6.250% 8.265% 6.830%

State and local sales tax $6,847,411 $3,658,259 $10,505,671 

Lodging Tax

Average lodging spend* $288*

Share of overnight trips 59,901 24,200 84,101 

Lodging spending $17,251,433 $6,969,641 $24,221,074 

Lodging Tax $1,725,143 $906,053 $2,631,197 

Total taxes generated $8,572,554 $4,564,313 $13,136,867 



TRIP SPECIFICS
Advertising Effectiveness & ROI
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▪ Consumers do not make a distinction when traveling to the Lake Tahoe area if they are staying in North Lake 
Tahoe or South Tahoe. Although all visitors indicated they overnighted in North Lake Tahoe, when asked 
about individual communities where they stayed, only half actually overnighted in North Lake Tahoe. 
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About half of Lake Tahoe visitors end up 
staying in a North Lake Tahoe community.

50.4%49.6%

Overnight Distribution of 
North Lake Tahoe Visitors
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▪ Again, part of North Lake Tahoe’s uniqueness among the competitive set is that it is truly a year-round 
destination. While many competitors fall squarely as either a warm weather or cold weather leisure option, 
North Lake Tahoe is both. With this, there is nearly equal distribution between summer and winter trips. 
However, those visiting during the winter tend to be slightly more satisfied than those visiting in summer. 
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North Lake Tahoe sees nearly equal 
distribution in seasonal visitation – staking its 
unique position within the competitive set.

57%
67%

37%
31%

Summer/ Fall
(June-Nov)

Winter/ Spring
(Dec-May)

Trip Satisfaction by Seasonality

Very satisfied Satisfied

47.6%
52.4%

Seasonal Distribution of 
North Lake Tahoe Visitors

Summer/ Fall
(June-Nov)

Winter/ Spring
(Dec-May)



Summer/ Fall

(June-Nov)
Dining 62%

Scenic drives 60%

Sightseeing 58%

Viewing and enjoying natural scenery such as mountains, lakes, etc. 55%

Fine dining or eating at unique local restaurant 50%

Nature walks 44%

Visiting small towns and rural areas 38%

Shopping 36%

Entertainment and nightlife 34%

Hiking 33%

Experiencing the unique culture of the area 26%

Boating 23%

Visiting a national park, forest or monument 22%

Visiting historical sites 21%

Fishing 19%

Wildlife watching 19%

Festivals (music, arts, food, etc.) 17%

Visiting a spa 16%

Fall colors 15%

Visiting geological formations unique to the area 14%
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Summer Trip Activities

Summer/ Fall

(June-Nov)
Kayaking 13%

Camping 11%

Gondola rides 10%

Mountain biking 10%

Arts, culture activities 10%

Tubing 9%

Paddle boarding 9%

Golf 8%

Backpacking / mountaineering 7%

Whitewater rafting 7%

Off-roading 5%

Attending or participating in sporting events 5%

Parasailing 4%

Road biking 4%

Horseback riding 3%

Scenic helicopter 2%

Fat biking 2%

Rock climbing 2%

Yoga 2%

The Ale Trail 1%

▪ While North Lake Tahoe’s unique position relates to its year-round appeal, what consumers are doing on 
seasonal trips varies. By understand what the trips have in common and what motivates each season, North 
Lake Tahoe can develop marketing that better communicates messages that begin to “close the sale.”



▪ By understanding what visitors are doing 
on their summer trips and what motivated 
the decision to visit, North Lake Tahoe can 
market the area’s product in different 
ways.

▪ Those activities that have both high 
participation and motivation are best 
featured in the paid marketing. These 
products are mostly related to the area’s 
natural beauty and outdoor product –
which marries well with scenery, water 
activities and hiking that were previously 
identified as Strengths to Promote. 

▪ Those with high participation but low 
motivation can be left to industry partners 
to market when consumers are on their 
trips.

▪ And those activities with lower 
participation but high motivation are good 
products to feature in niche marketing. 
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Summer Marketing Targets

In-Destination Marketing

(Large Audience/Low 

Motivation)

Dining
Festivals
Shopping

Culture of the area
Wildlife watching

Small towns/rural areas
Spas

Fall colors
Geological formations

Paid Media Marketing

(Large Audience/High 

Motivation)

Natural scenery
Sightseeing

Scenic drives
Historic sites

Hiking
Nightlife

Nature walks
National park, forest or monument

No Marketing

(Small Audience/Low 

Motivation)

Paddle boarding
Mountain or road biking

Arts and culture
Off-roading

Horseback riding
Scenic helicopter

Rock climbing
Yoga

The Ale Trail

Niche Marketing

(Small Audience/High 

Motivation)

Whitewater rafting
Kayaking
Camping

Backpacking
Sporting events
Gondola rides

Golf
Parasailing

Tubing
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Winter Trip Activities
Winter/Spring

(Dec – May)

Dining 61%

Viewing and enjoying natural scenery 48%

Sightseeing 48%

Scenic drives 47%

Fine dining or eating at unique local restaurant 44%

Shopping 40%

Entertainment and nightlife 31%

Nature walks 30%

Hiking 29%

Skiing 28%

Visiting a national park, forest or monument 21%

Visiting small towns and rural areas 20%

Experiencing the unique culture of the area 19%

Wildlife watching 12%

Festivals (music, arts, food, etc.) 12%

Visiting a spa 11%

Visiting historical sites 11%

Snowboarding 10%

Tubing 10%

Mountain biking 10%

Gondola rides 9%

Cross country skiing 9%

Kayaking 9%

Road biking 8%

Horseback riding 8%

Fall colors 8%

Winter/Spring

(Dec – May)

Visiting geological formations unique to the area 8%

Attending or participating in sporting events or competition 8%

Golf 7%

Fishing 7%

Paddle boarding 7%

Boating 6%

Ice skating 6%

Off-roading 6%

Sledding 6%

Camping 6%

Yoga 5%

Arts, culture activities such as museums, theater performances 5%

Backcountry skiing 5%

Ice climbing 5%

Rock climbing 3%

Backpacking / mountaineering 3%

Snowmobiling 3%

Parasailing 3%

Whitewater rafting 3%

Scenic helicopter 2%

Dogsledding 2%

Fat biking 2%

The Ale Trail 2%

Snowcat tour 1%

Snowshoeing 0%



▪ Certainly what motivates a winter trip is a 
bit different from what motivates summer 
trips. However, there is considerable 
overlap with the natural beauty of the 
area.

▪ Much of the winter product beyond skiing 
is considered appropriate for niche 
marketing. 
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Winter Marketing Targets

In-Destination Marketing

(Large Audience/Low Motivation)

Dining
Shopping

Nature walks

Paid Media Marketing

(Large Audience/High Motivation)

Skiing
Visiting a national park, forest or 

monument
Natural scenery

Sightseeing
Culture of the area

Entertainment and nightlife 
Scenic drives
Small towns

Hiking

No Marketing

(Small Audience/Low Motivation)

Mountain & road biking
Ice skating
Festivals

Gondola rides
Wildlife watching

Spas
Historic sites

Geological formations
Off-roading

Rock climbing
Ale Trail

Snowcat Tour

Niche Marketing

(Small Audience/High Motivation)

Dogsledding & sledding
Ice climbing

Snowboarding
Fishing

Golf
Cross-country skiing

Sporting event
Horseback riding

Boating
Snowmobiling & Kayaking

Arts & Culture
Tubing



▪ It is important that the marketing reach the same kind of audience as is visiting North Lake Tahoe. 
SMARInsights typically finds that it is difficult to reach higher income households as they tend to 
consume media differently than lower income consumers. With this, the media reaches a less affluent 
audience than visited North Lake Tahoe throughout the 2017-18 fiscal year.

▪ Interestingly, SMARInsights often sees winter travel higher among younger audiences for ski destinations. 
However, for North Lake Tahoe, travelers tend to be Gen-Xers traveling with kids. 
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Visitor Demographics

Age Family Education Income

18-34 35-54 55+ Married Kids in HH

High 

School or 

Some 

College

College 

Grad or 

Higher

$75,000 or 

less

$75,000 to 

$150,000

More than 

$150,000

Aware Household 37% 37% 27% 54% 40% 37% 63% 47% 38% 15%

Summer Visitor 37% 28% 35% 60% 29% 32% 68% 32% 43% 25%

Winter Visitor 31% 46% 23% 59% 46% 28% 72% 27% 46% 28%



QUESTIONNAIRE
Advertising Effectiveness & ROI
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