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How Social is Your Destination Marketing Organization (DMO)? - #DMMI09 Edition

Status: This is an effort to bench-mark the web presence of all Convention and Visitors Bureaus attending the Destination Management and Marketing Institute
in Indianapolis, Indiana on November 11-13, 2009. Approximately 72 destinations were ranked.

Background: In July of 2009, Gammet Interactive created the original 12-point algorithm that featured 28 objects of measurement. That algorithm was then
used to create a social media assessment and evaluation of the 50 official U. S. tourism office web sites. In August 2009, the algorithm weighting was slightly
changed to correspond with social media usage and growth. There was also another criterion of measurement added to the formula: web site domain in-links
via the Yahoo network.

After visiting the official web site of each tourism office/destination marketing organization (DMO), Gammet Interactive utilized the following 13-points to
publish the most current “How Social is Your DMO?” rankings:

1) Certified Site Traffic Measurement from Quantcast.com 8) Panoramio Presence

2) Presence of Social Media Icons and Links on the Web Site Home Page 8) YouTube Presence

3) Keyword Search in Google 9) Content Sharing Via a Social Media Tool like Add This or Share This
4) Facebook Presence 10) Blog Presence

5) Twitter Presence 12) User Generated Content/Review Site

6) MySpace Presence 13) Domain in-Links via Yahoo

7) Flickr Presence

Situation: This evaluation was conducted during 4-day period, during the first week of November. We also extended our best effort to find the “official”
presence of each specified DMO on sites like Flickr, Facebook, YouTube, etc. If we did not locate specific social media links on the tourism web site, we
attempted multiple searches on the specific social media outlet. The searches were done methodically with a four-step process that would result in a consistent
attempt to locate the official destination presence. Each search began with the city name, then was followed by the web site URL, the city name followed by the
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word “travel”, and concluded with a either the tagline represented on the website or the city name followed by the word “tourism”. After four searches, we

abandoned the process and recorded the score of “0” for that assessment point.

In effort to present an example of how each point was measured, we have noted a sample of the criteria that we used to determine the score for presence on
Twitter:

a) Presence on the web site= Yes or No

b) Followers - Assessed on a scale of 0 to more than 15,000 followers

c¢) Updates— Assessed on a scale of 100 to more than 3,000 updates

d) Twitter Grade — Assessed from the Hubspot tool — twitter.grader.com

The convention and visitors bureaus are ranked on the following pages in descending order, 1 through 72, with the total score on the far right column. Ties are
recorded and noted in the scoring. The total scores listed are based on the weighted scale with values that were determined from an assessment of the social
media outlets, popularity and importance of brand awareness.



DMO Social Yahoo Google Content 3rd
Rank oMo URL Site Media Google |, Facebook | Twitter | MySpace | Flickr YouTube . |Blog| Party | Totals
. Inlinks Maps Sharing .
Traffic | Prevalence Reviews

1 Lehigh Valley CVEB lehighvalleypa.org 0 10 5 B 28 24 0 17 4 16 5 20 B 145
2 Columbus, OH CVB experiencecelumbus.com 0 10 3 9 16 34 7 17 4 16 5 20 0 141
3 MNewport Beach CVB visitnewportbeach.com 3 10 5 4 20 26 4 17 4 9 5 1B 15 140
4 Lexington CVEB visitlex.com 0 10 3 7 29 21 4 B 4 19 0 1B 15 138
5 Minneapolis CVEB minneapolis.org 0 10 5 B 1B 29 4 19 4 11 5 12 B 133
] Indianapolis CVEB visitindy.com 0 10 3 9 35 1B 0 B 4 16 0 20 B 131
7 Buffalo Miagara CVE visitbuffaloniagara.com 0 10 5 9 14 14 0 15 4 16 5 20 15 127
7 Lake County CVB lakecounty.org ] 10 1 7 14 25 4 11 4 16 ] 20 15 127
9 Baton Rouge Area CVEB visitbatonrouge.com 0 10 1 9 1B 26 4 7 4 13 5 20 B 125
10 Fargo-Moorhead CVB fargomoorhead.org 0 10 5 ] 17 28 7 15 2 19 0 0 15 124
10 Louisville CVB gotolouisville.com 0 10 3 ] 15 19 0 1B 5 23 5 20 0 124
12 Albuquerque CVEB itsatrip.org 0 10 3 9 31 26 0 B 5 17 5 0 B 122
13 Greater Lansing CVB lansing.org 0 10 5 5 14 23 0 17 4 9 5 20 B 120
14 Philadelphia CVB philadelphiausa.travel 0 10 3 10 16 26 0 20 5 16 5 0 B 119
14 Jacksonville CVB visitjacksonville.com 0 0 5 9 17 24 4 17 4 13 0 1B B 119
16 Panama City Beach CVB visitpanamacitybeach.com 3 10 3 4 32 26 4 10 3 9 0 0 B 112
17 DuPage CVE dupagecvb.com 0 10 3 5 14 24 7 11 5 9 5 0 15 108
1B Maples, Marco Island, Everglades CVE paradisecoast.com 3 0 5 7 14 15 4 7 3 13 0 19 15 105
19 Kissimmee CVB visitkissimmee.com 0 10 3 4 16 28 0 11 5 16 5 0 0 98
20 Newport County CVB gonewport.com 0 10 3 7 14 20 4 7 4 0 5 20 0 94
20 Richmond Metropolitan CVB visitrichmondva.com 0 10 1 4 -10 27 4 9 4 14 5 1B B 94
20 Bloomington/Monroe County CVE visitbloomington.com 0 0 1 B 14 20 4 14 4 9 0 20 0 94
23 Fresno CVB fresnocvb.org 0 10 3 4 14 13 0 7 5 9 5 14 B 92
23 Rockford Area CVB gorockford.com 0 0 3 7 26 24 4 14 4 10 0 0 0 92
25 Hocking Hills Tourism Association 1B00hocking.com 0 10 3 ] 14 15 0 13 1 10 0 1B 0 90
26 Heritage Corridor CVB heritagecorridorcvb.com 0 10 5 3 14 15 0 13 5 9 0 0 15 B9
27 Kokomo/Howard County CVEB kokomo-in.org 0 10 3 1 14 14 0 10 2 10 5 1B 0 B7
28 Battle Creek/Calhoun County CVEB battlecreekvisitors.org 3 10 3 4 19 16 0 10 4 0 0 16 0 B5
28 Santa Barbara CVB santabarbaraca.com 0 0 5 B 26 21 4 7 4 10 0 0 0 B85
30 Dublin CVB irishisanattitude.com 0 0 3 4 15 18 0 10 4 9 0 20 0 83
30 Tacoma Regional CVB traveltacoma.com 0 10 3 ] 14 22 7 7 5 9 0 0 0 B3
32 Wichita CVB gowichita.com 0 10 3 5 17 20 0 7 5 15 0 0 0 82
32 Pocahontas County CVE pocahontascountywy.com 0 10 5 4 16 15 0 1 2 9 0 20 0 B2
34 Fort Wayne/Allen County CVB visitfortwayne.com 0 0 3 7 15 20 0 12 4 13 5 0 0 79
34 Park City Chamber of Commerce & CVB parkcityinfo.com 0 10 3 B 16 15 4 5 3 10 5 0 0 79




DMO Social Yahoo Google Content 3rd
Rank DMO URL Site Media Google | . Facebook | Twitter | MySpace | Flickr YouTube . |Blog| Party | Totals
\ Inlinks Maps Sharing \
Traffic | Prevalence Reviews
36 Princeton Regional CVB visitprinceton.org 0 10 1 7 14 15 0 17 3 9 0 0 0 76
37 Columbus, IN Area CVEB columbus.in.us 0 0 3 4 14 15 4 B 4 10 0 11 0 73
38 Chicago's North Suburbs CVB chicagonorthsuburbs.com ] ] 3 1 14 20 4 B 4 9 ] ] B 71
38 |New Braunfels Chamber of Commerce & CVB nbcham.org 0 0 3 ] 14 15 0 10 5 10 0 0 B 71
a0 5t. Joseph CVB stjomo.com 0 10 1 4 5 15 7 13 5 10 0 0 0 70
41 5t. Paul CVEB stpaulovb.org 0 10 3 4 14 17 0 7 5 0 5 0 ] 65
42 South Bend/Mishawaka CVE exploresouthbend.org 0 10 5 4 14 13 4 7 4 0 0 0 0 61
42 Virginia Beach CVB vbfun.com 3 ] 5 7 ] 17 4 7 4 ] ] 14 0 61
44 Hendricks County CVB tourhendrickscounty.com 0 10 3 4 15 0 4 5 2 9 0 0 B 60D
45 Owensboro-Daviess County CVB visitowensboro.com 0 10 3 4 16 0 4 10 3 9 0 0 0 59
46 Evansville CVB evansvillecvb.org 0 10 3 5 14 13 4 5 4 0 0 0 0 58
a7 Fayetteville Area CVB visitfayettevillenc.com 0 0 3 5 16 0 4 7 3 0 0 19 0 57
48 Alachua County CVB visitgainesville.com 3 0 1 4 13 0 4 7 4 0 0 20 0 56
48 Palm Beach County CVB palmbeachfl.com 0 10 5 9 -10 1B 0 12 3 9 0 0 0 56
48 Mississippi Guif Coast CVEB gulfcoast.org 3 10 5 B 15 0 0 12 3 0 0 0 0 56
51 Dubois County Tourism Commission visitduboiscounty.com 0 0 5 4 16 14 0 14 2 0 0 0 0 55
52 Rochester, MN CVB rochestercvb.org 0 0 3 ] 0 14 0 3 3 19 5 0 0 53
53 Edmond CVB visitedmondok.com 0 10 3 4 14 15 0 3 3 0 0 0 0 52
54 Augusta CVEB augustaga.org 0 0 1 4 17 0 0 7 5 9 0 0 B 51
55 Madiszon, IN Area CVE visitmadison.org 0 10 1 4 16 0 0 B 2 0 0 0 B 49
56 Abilene CVB abilenevisitors.com 0 0 3 4 16 14 4 3 3 0 0 0 ] 47
57 Jackson CVB visitjackson.com 0 0 3 9 -10 16 7 7 3 10 0 0 0 45
58 Greater Madison, WI CVB visitmadison.com 0 0 5 7 0 0 0 B 4 13 5 0 0 42
58 Lafayette - West Lafayette VB homeofpurdue.com 0 10 3 4 -10 0 0 17 3 15 0 0 0 42
58 Stevens Point Area CVB spacvb.com ] 10 3 4 14 ] ] 3 3 ] 5 ] 0 42
61 Wilson County CVB wilsoncountyovb.com 0 10 1 1 14 0 0 3 3 0 5 0 0 37
62 Perry County CVB perrycountyindiana.org 0 0 3 3 17 0 0 7 1 0 0 0 0 31
B3 Fairfax County CVB fxva.com 0 0 1 5 15 0 0 3 5 0 0 0 0 29
64 Greene County CVB greenecountychio.org 0 0 1 3 14 0 0 3 3 0 0 0 0 24
65 Kosciusko County CVB koscvb.org 0 0 3 3 0 0 0 7 2 0 0 0 B 23
66 Muncie/Delaware (VB munciecvb.com 0 10 1 4 -10 0 7 3 2 0 5 0 0 22
67 Empaoria Area CVEB emporiakschamber.org 0 0 1 4 14 0 0 1 1 0 0 0 0 21
BB Charlottesville/ Albemarle CVE pursuecharlottesville.com 0 0 1 ] 0 0 0 7 4 0 0 0 0 18
69 Chesapeake Conventions & Tourism visitchesapeake.com 0 0 1 ] 0 0 0 5 4 0 0 0 0 16
69 Kalamazoo CVB discoverkalamazoo.com 0 0 3 4 0 0 0 5 4 0 0 0 0 16
71 Semincle County CVB visitseminole.com 0 0 1 4 0 0 0 1 3 0 5 0 0 14
72 Woodward CVB cityofwoodward.com 0 0 1 1 0 0 0 1 2 0 0 0 0 5




“How Social is Your DMO?” — Scoring Parameters

Summary: Below you will find an explanation of how we came up with scoring parameters. Our statement saying that “social media is continually changing and
evolving” was validated again this month. So, in response to that evolution, we did some adaptation. Panoramio changed the way that they count photos and
display search results. In response to that, we incorporated Google maps and the images displayed during a city search into our formula on this report-replacing
the original Panoramio scoring. There were also some difficulties with the Hubspot Facebook Grader tool and we could not get consistent results. Because we
didn’t have an alternative, we eliminated it from the formula—hopefully for this month only.

Scoring Parameter Definitions:

Quantcast

Quantcast is used to determine whether or not a site is Quantcast certified to measure site traffic. This is done for two reasons. First, so DMQ’s can legitimize
their site traffic in a transparent and public process. These numbers can then be accessed and utilized by stakeholders, legislators, and/or possible site
sponsors/advertisers. It can also give a DMO some benchmarks in terms of how they measure up to other organizations in their geographic area, competitive
set or budget structure.

Google
Google is used to determine the reach of the site by entering in the location name into the Google search box. Based on where the DMO site ranks on the results

page they are awarded a score. Being the first site listed will allow for more points.

Yahoo In-Links

The Yahoo search engine was used to determine how many links are tracked back to the web site domain. The numbers of in-links ranged from more than
200,000 to less than 5,000 per site. This is an important factor to determine the reach of the web site and how well it is being shared. In-links also place a part in
the search popularity of the web site.

Facebook

First, we check to see in the DMO has a Facebook presence represented on their homepage. If it is located on their site they will receive points. On the Facebook
site, we look for a Fan Page specifically for the DMO and assign points based on whether or not they have a Fan Page, and how it is utilized. Items measured are
the number of fans, DMO photos, fan photos and videos. Each of these categories receives points based on the amount participation. Finally, we run the
Facebook Fan Page through Hubspot’s Facebook Grader, www.facebook.grader.com and it their ranking into the scoring formula.

Twitter

The first step is to determine if there is a Twitter presence recognized on your web site with an icon or link to your Twitter stream. We then review your Twitter
stream and measure the number of followers you have and how many updates were made. The final step is to run the Twitter user name through Hubspot’s
Twitter Grader — www.twitter.grader.com to see your official grade. After we collect all of this data, it is placed in a grading scale and scored based on the point

system we have developed.



Myspace
We check to see if the DMO has a presence on Myspace. The more activity on Myspace the more points they will receive overall. We also recognize that

MySpace plays less of a part in the travel planning process, so the ranking carries less weight in the total formula.

Flickr
If the DMO has a branded account on Flickr, it receives points. If there is an account for the destination, the more photos within the set will receive more points.

A DMO would need to have created an account for all users to upload photos of the destination. There are many groups and sets that may have the same name
as a destination; however, this would have to be administered by a DMO member in order to receive points.

Panoramio

Panoramio is used to measure the amount of photo traffic of a destination online as these images feed into Goggle Maps and Google Earth. We entered the
destination name into the site and recorded the number of photos that have been uploaded. With Panoramio, and a destination account is not necessary as we
look for photos with destination related tags uploaded by consumers. In this set of rankings, due to a change in the way Panoramio displayed the number of
images, we used the Google Maps integration of Panoramio and scored the destination based on photos present following a city search.

YouTube
In order to receive points for YouTube, the DMO will have had to create an account for destination and upload videos to create viral buzz. We measure the score

based on the number of videos on their YouTube page and the number of subscribers to that specific page.

Content Sharing

While examining the DMQ’s website, we check for the use of sharing tools. If there is a place on the page that makes it easy for the user to share the information
with their friends using this tool, there will be points awarded.

Blogging
The use of blogs are also very important in the formula. The score is based on recognition of the blog on the website and/or if there is a news or information

feed frequently updated, along with an area designated consumer/user comments. There will also be more points awarded if the blog had been updated
frequently with consistent content.

Review Sites
The last thing we look for within the DMO site is the use of any user generated content or reviews. Testimonials or user generated content are recognized and
scored accordingly. Also, any branded review site for the destination will allow for additional points. This includes integrated independent review sites.

After all of these numbers are counted, they are placed into a spreadsheet and then applied to measurement set. Each organization is then ranked in order from
highest to lowest.



“How Social is your DMO?” — Glossary

Quantcast- www.quantcast.com — Quantcast is a web site that is based on viewing the statistics of other Web sites. Quantcast Corporation's prime focus is to

analyze the internet's Web sites in order to obtain accurate statistics. Quantcast rates Web pages by ranks. Participating websites voluntarily insert Quantcast
HTML code inside Web pages they wish to have included in statistics. This code allows Quantcast to keep track of the traffic directed towards those Web sites.
(Source: Wikipedia)

Facebook- www.facebook.com - Facebook is a popular, free-access social networking website that is operated and privately owned by Facebook, Inc. Users can

join networks organized by city, workplace, school, and region to connect and interact with other people. People can also add friends and send them messages,
and update their personal profile to notify friends about themselves. (Source: Wikipedia)

Twitter- www.twitter.com - Twitter is a free social networking and micro-blogging service that allows its users to send and read other users' updates (otherwise

known as tweets), which are text-based posts of up to 140 characters in length. Updates are displayed on the user's profile page and delivered to other users
who have signed up to receive them. Senders can restrict delivery to those in their circle of friends. (Source: Wikipedia)

MySpace- www.myspace.com - MySpace is a social networking website with an interactive, user-submitted network of friends, personal profiles, blogs, groups,

photos, music, and videos for teenagers and adults internationally. (Source: Wikipedia)

Flickr- www.flickr.com - Flickr is an image and video hosting website, web services suite, and online community platform. It was one of the earliest Web 2.0

applications. In addition to being a popular Web site for users to share personal photographs, the service is widely used by bloggers as a photo repository.
(Source: Wikipedia)

Panoramio- www.panoramio.com - Panoramio is a geolocation-oriented photo sharing website. Currently, some of the photos uploaded to the site can be

accessed as a layer in Google Earth and Google Maps, with new photos being added at the end of every month. The site's goal is to allow Google Earth users to

learn more about a given area by viewing the photos that other users have taken at that place. The website is available in several languages. (Source: Wikipedia)

YouTube- www.youtube.com - YouTube is a video sharing website where users can upload, view and share video clips. Unregistered users can watch the videos,

while registered users are permitted to upload an unlimited number of videos. (Source: Wikipedia)

Yahoo — www.yahoo.com — Yahoo is best known for its web portal, search engine, Yahoo! Directory, Yahoo! Mail, Yahoo! News, advertising, online mapping,

video sharing, and social media websites and services. In May of 2009, it was the second most trafficked web domain in the world. (Source: Wikipedia)

Gammet Interactive - www.gammet.com - Gammet Interactive is a marketing technology advisor that offers e-travel insight to members of the travel, tourism

and hospitality industries. The company assists organizations with the process of assessing their internet marketing needs along with providing services to
develop, implement and manage cost effective online and social media marketing programs. The organization was founded by tourism industry veteran David
Serino in 2000.

For more information, or to forward any comments and/or suggestions, contact David Serino directly at dserino@gammet.com or post them publicly on the
comments sections at - www.daveserinoblogs.com — to create a conversation with others. Follow him on Twitter - @GammetGuy




