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Project Description

The “Relax, Renew & Reconnect – Winter Getaways That Remedy” promotion is designed to increase tourism in the Kenosha Area from mid January through mid March, while growing awareness of the Kenosha Area in existing and new markets.  After polling Kenosha Area hotel properties and reviewing past years’ occupancy figures, it was determined that this specific time period is the slowest time of the year and offers the most opportunity for improvement.  

The theme was developed to appeal to consumers who may be feeling the effects of the “winter blues” or “cabin fever”.  At the heels of the busy holiday season and at the height of the frigid winter season, a weekend getaway or retreat is a welcome break during this time.  Emphasizing relaxation and reconnecting with family, this promotion offers value-added getaway packages that include overnight lodging as well as dining and entertainment options during their stay.  Packages will be the primary driver of this campaign, with the lure of leisure activities being secondary.

Many travel studies have shown that the practice of packaging offers a key incentive for families and most travelers will consider value and convenience over price.  The Kenosha Area CVB currently encourages its local hotel properties to pursue packaging because of its value-added benefits to the consumer and promotes their packages on our web site and on a small Visitors Guide insert.  However the “Winter Getaways That Remedy” promotion differs in several ways.  First, the packages themselves are significantly more valuable, with each hotel offering dining and a third activity or gift as requirements.  Second, grant funds would allow us to market the promotion through advertising, direct mail and mass e-mail, options that have been cost-prohibitive in the past.  The opportunity to apply for grant funding will allow the Kenosha Area CVB to enhance an evolving idea, create a more comprehensive program and take it to the next level where it can have a measurable impact on tourism during our shoulder season.  In addition, this promotion will establish a solid foundation that will convince hotel partners to invest in promotions such as this in future years.  Six key Kenosha Area hotel properties have committed to participating by developing special lodging packages for this promotion (see attached Hotel Package Descriptions):

1. Best Western Executive Inn – 116 Rooms

2. Country Inn & Suites – 89 Rooms

3. Hawthorn Suites – 82 Rooms

4. Holiday Inn Express Harborside – 111 Rooms

5. Quality Suites – 72 Rooms

6. Radisson Hotel & Conference Center – 120 Rooms

Participating hotels will also offer special room-only rates for those who wish to add additional nights onto their packages.  In addition, the promotion will also highlight many indoor and outdoor recreation opportunities available in the Kenosha Area – many of which are free or low cost.  The emergence of several new attractions in the community gives travelers new reasons to discover and re-discover the Kenosha Area, and the “Winter Getaways That Remedy” promotion promises to provide the incentive for them to take action and plan a trip here.  This element also helps to change perceptions that, like many Midwestern communities, there are limited things to do during the winter months.  

Goals

The primary goal of this promotion is to increase tourism in the Kenosha Area during the winter shoulder season.  A direct measure of increased tourism is area hotel occupancy.  We collected hotel occupancy data for the prior year promotion period, January 17 – March 15th.  This data revealed that the total room nights sold during this period in 2002 were 18,519 and the occupancy level was 54%.  

The goals established for the purpose of the “Winter Getaways That Remedy” promotion are:

1. Realize a 5% increase in average occupancy, resulting in a 59% occupancy rate

2. Realize a 5% increase in room nights, resulting in an additional 925 room nights sold

3. Sell 192 packages, or an average of 32 packages per hotel 

4. Receive 200 promotion inquiries via our toll-free phone line and email

5. Receive 2,000 hits to the dedicated “Winter Getaways” web page 

6. Achieve 5 or more free media placements as a result of PR efforts

7. Receive 200 entries for the web site package giveaway contest

A goal that is not as measurable as the above, yet nonetheless important, is that of increasing awareness of the Kenosha Area in our existing and new target markets.  Brand awareness is an increasingly important tool for any destination and we feel that this promotion can positively affect the number of consumers seeing the Kenosha Area’s message and image.  This campaign has the capability to affect the number of visitors to the Kenosha Area during the promotion period and well beyond.  

Target Market

The Kenosha Area has historically been a drive-in destination and this promotion, coupled with the Bureau’s established marketing endeavors, capitalizes on the nation’s growing trend of travel closer to home.  Over the course of the past year, travel trends have shown that families are taking shorter, yet more frequent trips and those trips are typically closer to home.  Other travel studies have suggested travel marketers should emphasize relaxation, restoration and rejuvenation rather than luxury, excitement and self-indulgence.

The Kenosha Area CVB’s own studies show that the majority of travelers to our community (36%) visit for a weekend getaway.  Based on the results of our annual Visitors Survey, we also know that women are the primary planners for the trip (52%) and the majority of the planners are 34 to 45 years old (30%).  The next highest age demographic is the 45 to 54 age group, which accounts for 25% of respondents.  Adding that most groups traveled with one to four additional people, we can conclude that couples and families make up the majority of leisure travelers to the Kenosha Area. Therefore, our demographic target for the “Winter Getaways That Remedy” promotion will be couples and families, with the adults in the 34 to 54 age bracket.  

The promotion will target consumers in geographic areas that are within a three or four hour drive time to the Kenosha Area.  This will include our primary market of Central and Northern Illinois, including the greater Chicagoland area as well as Central and Western Wisconsin, including the Madison, Green Bay and Appleton areas.  This market will provide the opportunity to attract visitors that are likely to spend the night in the Kenosha Area and stay longer in the community, thus adding to the economic impact.  

Economic Impact

The “Winter Getaways That Remedy” promotion is designed to impact our local economy by bringing additional tourists to the community to spend the night, dine, shop and partake in leisure activities and recreation. 

Based upon our marketing plan and subsequent goals, we estimate that approximately 192 families and/or couples will visit the Kenosha Area for an overnight stay as a result of this campaign.  With each family/couple purchasing a lodging package at an average price of $124 and an estimated 25% (48) purchasing a second room night at an average rate of $78, an initial economic impact of $27,552 is brought to Kenosha Area hotels and restaurants.    

To estimate additional recreational spending, we considered the most likely activities that families and couples would participate in during their visit.  Outlet mall shopping is our community’s number one attraction according to our Annual Visitor Survey, a statistic that has remained consistent since the survey’s inception many years ago.  With this in mind, and considering the popularity of other attractions such as Jelly Belly Center, we estimate that each couple/family will spend an average of $75 at retail businesses during their stay, creating an additional economic impact of $14,400.  Also, presuming that they will purchase an average of two additional meals in addition to what is included in their package, we estimate each couple/family will spend an average of $60 in area restaurants, providing an economic impact of $11,520.  These three elements provide a combined estimated economic impact of $53,472 by overnight visitors to the Kenosha Area community.

To estimate the economic impact of day visitors to the Kenosha Area, we conservatively estimated that 2% of the recipients of the direct mail piece (200) would visit the Kenosha Area on a day trip and spend an average of $67 per family/couple (roughly half of the overnight spending average) on retail and restaurant purchases. Therefore, an additional economic impact of $13,400 can be expected from day visitors to the Kenosha Area during the promotional period.  

The total estimated economic impact to the Kenosha Area by overnight and day visitors as a result of the “Winter Getaways That Remedy” promotion is $66,872.
Marketing Plan

Print Advertising

Taking advantage of the Wisconsin Department of Tourism’s Co-Op Advertising Program, ads will appear in six Illinois and Wisconsin newspapers, including Chicago Tribune, Chicago Sun Times, Chicago Daily Herald, Wisconsin State Journal, Appleton Post Crescent and Green Bay Press Gazette.  A rotation schedule over the course of ten weeks (beginning two to three weeks prior to the package valid dates) will provide ample coverage in all markets and the repetition will grow awareness of the promotion (see attached Media Plan and Ad Mock Up).  In addition, a full color version of the newspaper ad will appear in the January/February 2003 issue Wisconsin Trails Magazine, offering a separate audience which to draw from, a good lead time prior to the start of the promotion and a long “shelf life”.

Direct Mail

A full color brochure will be created to promote the campaign and will feature full details of the valuable hotel packages that are being offered (see attached Brochure Mock Up).  The booklet will also list suggestions of fun things to see and do in the Kenosha Area during the promotional period, including indoor and outdoor activities such as snowmobiling, skiing, candy company tours, outlet mall shopping, special events and much more.  The brochure will be direct mailed to 10,000 households within the geographical target markets, using the Department of Tourism’s Co-Op Mailing List Program.  Additional copies of the brochure will be used as fulfillment pieces in response to advertising or public relations efforts and will be sent with a copy of the 2003 Kenosha Area Visitors Guide to help with their getaway plans.  

Web Site

The Kenosha Area CVB will enhance its web site by creating a special “Winter Getaways that Remedy” page.  The page will replicate the details found in the printed brochure, so visitors cans simply download a copy from the site to use in their getaway planning.  Or, if they prefer, they can request a “Winter Getaways” brochure by emailing us directly from the web site or calling our toll free number.  In addition, the web site will offer a contest that will award two featured hotel packages each month from January through March.

Inquiry Fulfillment

To further expand the reach of this promotion, anyone who requests the new 2003 Kenosha Area Visitors Guide will also receive a copy of the “Winter Getaways That Remedy” brochure.  The 2003 Visitors Guide is published in early January and “Winter Getaways” brochures will be inserted into all outgoing Guides through the end of the promotion.

Public Relations Plan

Media Kits & Releases

Media kits will be developed to promote the “Winter Getaways That Remedy” promotion and encourage similar story ideas about the Kenosha Area.  Kits will be sent to an established list of travel writers and other media contacts in advance of the promotion and will also include an invitation for a personal FAM trip.  Kits will include the standard elements such as releases and print collateral, as well as a unique item associated with the “Winter Getaways That Remedy” theme.  

Media releases will also be sent to an extended media list, which includes outlets for posting special events and offerings on various web sites and publications.  This includes the Wisconsin Department of Tourism, which has supported many of the Kenosha Areas events and offerings by posting them on it web site and broadcast e-news mailings.

Broadcast E-Mail 

Using the Wisconsin Department of Tourism’s Co-Op E-Mail Program, a broadcast e-mail will be designed and sent to 10,000 addresses in the geographical markets outlined above.  The e-mail will offer full details of the promotion and will be designed to resemble the printed brochure and web page.  This e-mail will also be sent to the Kenosha Area CVB’s existing database of e-news subscribers (approximately 800 addresses).  

Tracking

There are many measures in place to track the effectiveness of the promotion and its marketing and public relations efforts.  First, the KACVB will use its standard web site reporting system to track the number of hits to the “Winter Getaways That Remedy” page as well as how the visitor found the site (newspaper ad, brochure, etc).  The KACVB will also track incoming phone calls and email inquiries as well as their source and reason for inquiry.  These processes will allow us to effectively track the effectiveness of the various media used in the campaign.  In addition, the KACVB plans to produce a postage-paid postcard to survey expenditures by those purchasing lodging packages.  Postcard surveys will be handed out to guests upon their check-in and include brief questions such as how many nights they stayed, how many people traveled in the group and how much they spent in a variety of categories (gas, restaurants, retail, etc.).  This will help us profile the visitors who respond to the campaign and provide a benchmark for future promotions.

Participating hotels will provide data as well to measure the effectiveness of the campaign.  Each hotel will submit a report at the end of the promotion that provides (1) the number of inquiries they received about the promotion and how those people heard about it and (2) the total number of packages and room nights sold.  Hotels will also provide their overall occupancy numbers and total rooms sold for the promotion period, so they can be compared with the same period in 2002.

Relax, Renew, Reconnect – Winter Getaways That Remedy

PROMOTION SUMMARY
Project Description

· The project is an 8-week sales promotion designed to increase tourism in the Kenosha Area during its slowest shoulder season.

· The theme developed to appeal to consumers feeling the effects of “winter blues” or “cabin fever”.

· The promotion also appeals to couples and families looking for a getaway opportunity to relax, renew and reconnect with family.

· The focus of campaign is the offering of value-added lodging packages, featuring overnight stay, meals and a third element such as an activity or gift.

· Six key hotel properties are participating in the campaign, offering one to three package choices per hotel.

· Additional indoor and outdoor activities, attractions and recreational opportunities will be highlighted, encouraging longer stays in the community.

Goals

· Realize a 5% increase in average occupancy, resulting in a 59% occupancy rate.

· Realize a 5% increase in room nights, resulting in an additional 925 room nights sold.

· Sell 192 packages, or an average of 32 packages per hotel.

· Receive 200 promotion inquiries via our toll-free phone line and email.

· Receive 2,000 hits to the dedicated “Winter Getaways” web page. 

· Achieve 5 or more free media placements as a result of PR efforts.

· Receive 200 entries for the web site package giveaway contest.

Target Market

· Couples.

· Families with school-age children.

· Adults in the 34 to 54 year old age bracket.

· Central and Northern Illinois geographical area.

· Madison, Green Bay and Appleton geographical areas.

Economic Impact

· $27,552 through package sales & additional overnight stays.

· $25,920 in retail & restaurant purchases by overnight families/couples.

· $13,400 in retail & restaurant purchases by day visiting families/couples.

· Total estimated economic impact = $66,872.

Marketing 

· Newspaper advertising in the Chicago Tribune, Chicago Sun Times, Chicago Daily Herald, Wisconsin State Journal, Appleton Post Crescent and Green Bay Press Gazette.

· Magazine ad in the January/February issue of Wisconsin Trails.

· Direct mail 10,000 full color brochures using Wisconsin Department of Tourism Co-Op Mailing List.

· Dedicated page on www.kenoshacvb.com offering promotion details and drawing for Winter Getaway packages.

· Insert full color brochure in all outgoing Kenosha Area Visitors Guides during promotion period.

Public Relations

· Distribute media kits to travel writers and media outlets, including FAM invitations.

· Send media releases to various outlets for posting on various web sites and publications.

· Send a broadcast E-mail brochure to 10,000 consumers using the Wisconsin Department of Tourism Co-Op E-Mail Program and 800+ consumers using KACVB E-mail database.

Tracking

· Web site reports to measure visits to the site and promotion page, as well as media sources.

· Phone and email call logs to measure inquiries and media sources.

· Return reply survey postcard for those purchasing packages to determine travel and spending habits.

· Hotel reports to measure the number of inquiries and media sources.

· Hotel reports to measure the number of packages sold and subsequent room nights.

· Hotel reports to provide total room nights and occupancy data for entire promotion period.
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Participating Hotel Packages
BEST WESTERN EXECUTIVE INN

I-94 & Hwy. 50

Kenosha, Wisconsin

(262) 857-7699 ( www.bestwestern.com/executiveinnkenosha

A Sweet Jelly Belly Getaway

Enjoy a relaxing and comfortable stay at the Best Western Executive Inn and receive two very “sweet” treats!  First, enjoy a $30 gift certificate to the nearby Cracker Barrel Restaurant where you’ll find delectable dishes to suit any taste.  Next, you’ll receive your very own Jelly Belly Bean Machine, fully stocked with all the best flavors for a bit of sweetness any time you crave!  And don’t forget to take the free Jelly Belly Junction Tour at Jelly Belly Center, a treat for all ages. $104  

COUNTRY INN & SUITES

I-94 & Hwy. 50

Kenosha, Wisconsin

(262) 857-3680 ( www.countryinns.com

Winter Delights in the Country

Your Winter Delights package includes one night’s accommodations at the Country Inn & Suites Kenosha and a $40.00 gift certificate to the Texas Road House restaurant where you’ll enjoy a hearty and heart warming dinner.  And feel at home with a complimentary basket of country style refreshments in your room. Standard $99 / King Suite $115
HAWTHORN SUITES

7887 – 94th Avenue (1 mile East of I-94 on Hwy. 50)

Pleasant Prairie, Wisconsin

(262) 942-6000 ( www.hawthorn.com

A Cool Night at the Races

Stay at the spacious all-suite Hawthorn Suites Hotel and enjoy an evening of thrilling greyhound racing at Dairyland Greyhound Park.  Your Cool Night at the Races package includes free valet parking, admission, programs and dinner for two in the Clubhouse Dining Room overlooking the racetrack.  Dinner includes an appetizer, two entrees and two desserts.  $135 

Hawthorn ZAP! Pack

In addition to our spacious studio suite, you and your family will enjoy a ZAP! Pack from nearby ZAP! Family Entertainment.  Your ZAP! Pack includes four laser tag games, 80 game tokens, four soft drinks and a one-topping pizza.  $129 

HOLIDAY INN EXPRESS HARBORSIDE

5125 – 6th Avenue

Kenosha, Wisconsin

(262) 658-3281 ( www.hiexpress.com/kenoshawi

A Great Lake Winter Getaway

Enjoy breathtaking views of Lake Michigan in winter at Kenosha’s only lakeshore & downtown hotel.  Your Great Lake Winter Getaway package includes an overnight stay and a $50 gift certificate to Mangia Trattoria, Kenosha’s finest Italian restaurant.  You’ll dine in charming European style at this renowned eatery offering flavorful pasta, grilled dishes and fine wine selection.  Also enjoy a complimentary night at the races at Dairyland Greyhound Park, with free valet parking, admission and race programs.  $119

QUALITY SUITES

I-94 & Hwy. 50

Kenosha, Wisconsin

(262) 857-3450 ( www.qualityinn.com/hotel/wi056

A Suite Getaway

Enjoy Quality Suites 2-room suites with all the comforts of home and more.  Your Suite Getaway package includes a $30 gift certificate to the nearby Cracker Barrel Restaurant where you’ll find delectable food and a warm-hearted country store. And for your sweet tooth, you’ll receive your very own Jelly Belly Bean Machine, complete with an array of flavors sure to please any taste!  And while you’re here, don’t miss the free Jelly Belly Junction Train Tour at Jelly Belly Center, a trip that’s a treat for any age!  $124    

RADISSON HOTEL & CONFERENCE CENTER KENOSHA

I-94 & Hwy. 165

Pleasant Prairie, Wisconsin

(262) 857-3377 ( www.radisson.com/kenoshawi

GO! Play

With your deluxe double or king room, enjoy a $40 gift certificate to the adjacent Chancery Pub & Restaurant and two passes to the LakeView RecPlex.  The LakeView RecPlex just one mile from the Radisson and is the largest indoor recreation facility in Southeast Wisconsin, featuring an indoor water park, field house and fitness center.  $149

GO! Dairyland

The GO! Dairyland package includes a stay in a deluxe double or king room and dinner for two at Dairyland Greyhound Park, Wisconsin’s premier greyhound racing facility.  Your package includes free valet parking, admission, race programs, an appetizer, two entrees and two desserts. Tax and gratuity not included.  Free shuttle service to Dairyland is available.  $135
GO! Romance

Pamper yourself and that special someone with our GO! Romance package, featuring a stay in our luxurious Jacuzzi suite, a bottle of champagne and chocolates.  Also included are a $40 gift certificate to the adjacent Chancery Pub & Restaurant and two movie passes.  Free shuttle service to the theater is available.  $189
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