
Dial Testing: Does it Really 
Improve the Quality of 
Tourism Advertising?



About Peter A. Mayer Advertising
• 1967
• Louisiana’s leading agency
• Known for strategic marketing and results
• Clients:

– LA Tourism
– Delta Queen
– Sonesta Hotels
– Harrah’s

– NO Tourism
– Morial Convention Center
– Loews Hotel
– Audubon 



How Agencies Use Research
• To assess and measure

– Can be both qual or quant
– A, A, U
– Focus Groups, IDI’s

• To evaluate & select among alternatives
– Positioning research
– Copy/concept testing



PAMA’s 7-Step Approach to 
Campaign Development

• Insight (research)
• Positioning
• Creative Brief (strategy)
• Concept Development
• Validation (creative research)
• Execution
• Tracking/Assessment



Why Conduct Creative Research?

• Clear and compelling positioning is crucial
• Infinite options against a single positioning
• Selecting the best one – and the most 

effective way to communicate – is critical
• Objectivity
• Especially true for tourism advertising
• Cost vs. benefits



About RJF Communications, Inc.

• Founded in 1984
• Specializes in research-based communications 

strategies
• Utilizes skills honed in political process to 

develop strategies in competitive 
environments

• Tourism clients include: LOT, NOTMC, 
Waldorf=Astoria Hotel and Delta Queen



About Media-PULSE Analysis

• Test ads, messages and products
• Combines best aspects of qualitative and 

quantitative research
• Utilizes written, oral, and electronic data 

collection
• Perspective of target audience 



How Media-PULSE Works
• Recruit target audience
• Individual dial/Instant capture
• Benchmark questions
• View test materials
• Re-ask benchmark
• Written responses
• Breakout groups
• Strategic recommendations



Advantages of Media-PULSE

• Flexible approach
• Convergence of results
• Multi-dimensional understanding 
• Choose best concept, strengthen chosen 

materials and avoid mistakes



Case Studies



Louisiana Tourism

• Insight:  Unique destination
• Positioning:

Louisiana is one of the nation’s truly unique         
tourism destinations.



LOT Creative Concepts

• Three totally different campaigns
• All executed against same positioning
• Print/TV

– “Words”
– “Theory”
– “Only in Louisiana”











Key Findings/Recommendations

• Successfully increased interest
• Strong “Word” print; problems with TV
• Lose the French!
• Need greater emphasis on scenic beauty, 

cuisine, uniqueness and fun
• New execution of “Word” concept









New Orleans Tourism

• Insight:  The real deal
• Positioning: 

New Orleans offers visitors a destination 
experience that is authentic and fun



NOTMC Creative Concepts
• Four different campaigns 
• All executed against the same positioning
• Print/TV

– “Let yourself go”
– “It’s for us, but you’re invited”
– “Happenin’ everyday…”
– “Come write your own story”













Key Findings/Recommendations

• All campaigns out performed other cities
• “Happenin’ Everyday” strongest campaign
• Highlight food, music and history
• Show day and night activities
• Special care with casino usage









Delta Queen Steamboat

• Insight: Emotional benefit of connecting with 
an earlier America

• Positioning:
Traveling aboard the Delta Queen is a step 
back in history to an earlier, simpler era – the 
golden age of Steamboatin’.



DQ Creative Concepts

• Three totally different campaigns
• Executed against same positioning
• Print only

– “Discover Mark Twain’s America”
– “Three Boats that Discovered America”
– “The River was Like a Book…”









Key Findings/Recommendations

• “Discover Mark Twain’s America” strongest
• Emphasize destinations
• Colors, look of other campaigns more inviting
• Importance of stressing nostalgia
• Type size





Limitations of Media-PULSE

• Qualitative
• Budget



Why Tourism Industry?

• Through the eye of target audience
• Participants enjoy subject 
• Competition and clutter
• Tight budgets/big rewards



Wrap-Up

• Dial Testing offers some key advantages
– Tactical
– Qualitative and quantitative insight
– Accommodates multiple campaigns
– Defensible
– Helps make the work better
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