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• review key elements to consider when analyzing ads 

• review UOT ads 

• review competitor ads 

• SMARI Results 

• Review good, bad and ugly from other competitors

In this session we will… 



• What are they selling?  

• What competitive advantage does this destination have, and are 
they portraying it in the ad? 

• Who are they targeting? 

• How are they selling - through facts, emotion, humor, celebrity 
endorsements, expert endorsements? 

• Is there a call to action?  What do they want the target audience 
to do?

Advertising Analysis: Key elements to consider 



Sierra Quitiquit
Pro Skier / Model / Utah Local







Brolin Mawejje
2018 Ugandan Olympic Team Hopeful / Utah Local





Chris Waddell
13-time Paralympic Medalist / Utah Local





Mom / Utah Local
Jill Layfield





Sage Kotsenberg
2014 Olympic Gold Medalist / Utah Local





Karl Malone
14-Time NBA All-Star / Utah Fan
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Communication Ratings       UT   CO   MT  WY  CA 

With beautiful scenery 

With dramatic landscapes 

That has outdoor adventure for all levels  

That is challenging 

That is elevating  

That is luxurious 

That has lots of activities for kids 

That offers high-end amenities and services  

That has something surprising or unexpected 

That is an appealing destination for a winter vacation  

That offers appealing skiing/snowboarding opportunities 

Where the ski slopes are easy to access 

Impact Ratings  UT  CO  MT  WY  CA 
Want to learn more about things to see and do in the state 

Want to visit the state 

















Texas Monthly



























Alaska Beyond



Alaska Beyond











































• Washington 

• North Dakota 

• Rhode Island 

• Nebraska 

• Australia

The Ugly… 



• 2006 branding effort 

• 32 people on committee chose “Say Wa” 

• $442,000 (Source: KHQ.com) 

• In less than a year, the state canceled the campaign  and 
returned to, “Endless discoveries of the independent spirit.” 

• State tourism office eliminated in 2011 (only state in U.S. without 
a robust tourism promotion program) 

• Washington’s share of tourism growth has been below average 
for the past four years (Source: ptleader.com) 

“SayWA” 

http://KHQ.com
http://ptleader.com


North Dakota - Legendary 



• Full campaign featured six :15-second TV ads and 10 print ads 

• Tourism director claimed ad was simply meant to highlight the 
state’s nightlife in a youthful way by showing a few young ladies 
on a girl’s night out 

• “People expect that all we have is national parks and natural 
beauty,” Coleman [tourism office director] said. “People wonder 
if there will be nice meals and amenities - somewhere to see a 
play or have a drink.” 

• Ad was pulled while negative comments poured in on Facebook 

Source: ibtimes.com 

North Dakota - Legendary 



Rhode Island - Cooler & Warmer 





• $550,000 to create the “Cooler & Warmer” brand 
• Storm of mockery on social media 
• Created by 86-year old creator of “I Heart NY” logo with 

assistance from a Rhode Island firm 
• Surveyed 1,886 people including Rhode Island residents, and 

travelers from neighboring states as part of testing process 
• Video included footage of Iceland 
• New VisitRhodeIsland.com website highlights out-of-state 

restaurants, mislabels private golf courses as public and includes 
questionable stats (site claims RI has 20% of the country’s historic 
landmarks) 

• RFP to create the campaign received 51 proposals 

Source: wpri.com 

Rhode Island - Cooler & Warmer 

http://VisitRhodeIsland.com


Visit Nebraska. Visit Nice.  

A not-so-nice State audit of Nebraska tourism Commission found: 
• No procedures to review purchase orders against contracts resulted in $4.4 

million over the contracted amount with ad agency over course of three years 
• Exceeded appropriation for the State Visitors Promotion Cash fund by more 

than $700,000 in FY 2015. 
• Questionable expenses for a photo shoot across Nebraska which included 

alcohol, cigarettes, and mileage reimbursements for trips where gasoline was 
also billed to the state 

• Photo shoot paid $550 to the daughter of the Tourism Commission director 
to be one of the models 

• $44,000 paid to one speaker at the 2015 State tourism conference.  State also 
paid for extra meals and chair massages. 

• Gifts including thousands of dollars in meals and alcohol provided by the ad 
agency to the Commission director, employees and spouses. 

• $18,511 spent to relocate an existing Commission employee from Sidney to 
Kearney 

Source: KETV.com 



Australia - “So where the bloody hell are you?” 



Australia - “So where the bloody hell are you?” 

• $180 million ad campaign launched in 2006 by Tourism Australia 
• Created by the Sydney office of the London ad agency M&C Saatchi 
• Banned by Broadcast Advertising Clearance Centre in UK (wouldn’t 

allow the word “bloody” in television versions of the commercial) 
• Tourism minister and model lobbied, and ban lifted to allow ads to 

run after 9 p.m. 
• Advertising Standards Authority ordered removal of billboards with 

the slogan.  Received 32 complaints. 
• Banned in Canada because of implication of “unbranded alcohol 

consumption” by the opening line: “We’ve poured you a beer.” 
• Also concern in Canada about use of the word “hell” 
• Ads allowed in U.S. and New Zealand.  In Singapore, the words 

“bloody hell” were removed 



Australia - “So where the bloody hell are you?” 

• Tourists from U.S. and China increased slightly, but visitors from 
Japan, Germany and UK declined 

• The Age newspaper credited the ad with a $1.8 billion increase in 
spending.  Goal was to attract higher-spending, longer-staying 
visitors, not just to increase tourist numbers.  Source: The Age, 9 March 
2007 

• Prime Minister Kevin Rudd stated, “That campaign, every place I 
have visited in the world, has been basically described as an 
absolute gold disaster.”  Source: Sydney Morning Herald, 24 June 2008 



Print Ads



Texas Monthly



Florida Dreamscapes



Texas Monthly



AFAR



Dreamscapes



Dreamscapes



AFAR



National Geographic 
Traveler



Alaska Beyond



AFAR



AFAR



Thank You


