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Tourism is the second largest industry  
in Tennessee  

Generates over $22  billion a year in 
economic impact for the state  

Creates jobs and funds services like 
healthcare, education and public safety
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Family travel is a valuable segment and makes 

up 35% of all domestic travel. In 2018, only 18% 

of Tennessee visitors were families. To increase 

visitation from this valuable segment, we had 

to inspire families to choose Tennessee for 

their family vacation destination.   

ChAlLeNgE



oBjEcTiVeS
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Communication Objective: Generate interest measured by 
intent to travel among our target audience 

Marketing Objective: Develop a campaign that would break 
through so that parents would see Tennessee as a family 
vacation destination  

Commercial Objective: Drive travel to Tennessee   
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89%  
Stress about the time and effort involved  

in planning the perfect family trip
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As a parent, you want 

nothing more than to hear 

your kids laugh, because 

it’s proof they are happy. 

TrUtH



tHe iDeA 
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pErFoRmAnCe
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Hotel Revenue 

$42.2MM $142:$1
Return on Ad Spend 

$42 above benchmark  

5.9MM
Hotel & Flight Searches 

4.6M above benchmark 

*Benchmarks based on historical data and performance. Results are based on ADARA’s enriched data model.



bUiLdInG tHe bRaNd
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tAkEaWaYs
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Know Your Audience 

Use Existing Technology in New Ways  

Data is a Powerful Persuader



ThAnK yOu!


