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2023 Travel 
Insights

National travel predictions from experts at Madden Media.



National Economy

Inflation, interest rate increases, and a divided government have analysts predicting an economic recession. 

Leverage visitation data to identify your top origin markets and which target 

markets deliver the longest average length of stay.

Recessions are when destinations should double down on their strengths and 

lean on reliable origin markets.

https://www.cnbc.com/2022/12/23/why-everyone-thinks-a-recession-is-coming-in-2023.html


Marketing Trends
Embrace Vacation Reality — travel is so much more than the sights and sounds. It’s about the feelings of your stomach 
lurching on a thrill ride, rushing endorphins as you experience something new, tasting local authentic cuisine, and most 
importantly, sharing those moments with the people who matter most. (MM)

For years Google and Meta have been the kings of the digital advertising kingdom. With the rise of 

TikTok and Gen Z, consumers are shifting their consumption habits away from the digital stalwarts. It is 

recommended to monitor your performance on the two leading platforms and look to grow presence in 

other channels to meet younger travelers where they are. 

Giving consumers an escapist experience, whether in real-life or digitally, is the best way to make a 

lasting impression that resonates with travelers. 

Search engines are changing. Since August 2022 alone, Google has rolled out not one but at least five 

updates as part of its ongoing efforts to improve search results, meet user intent, and reduce spam.

As organic search changes, marketers need to create content to match user intent to leverage zero visit 

searches, equip websites with personalization technology to keep users engaged, and exceed user 

expectations.



Defining Visitor Generations

● Baby Boom Generation: Born 1946–1964 (Age 
77-59)

● Generation X: Born 1965–1980 (Age 58-43)
● Millennial Generation or Generation Y: Born 

1981–1996 (Age 42 - 27)
● Generation Z or iGen: Born 1997–2010  (Age 26 - 

13)
● Generation Alpha, the generation of children born 

between 2011 and 2025  (Age 12 and under)

#
#
#
#


AI & Marketing

A new way of working smarter, not harder



AI-Enhanced SEM & SEO
AI is the secret ingredient to a great Search Engine Optimization (SEO) recipe for destination marketing websites. Imagine 
having a tool that can analyze large amounts of data and tell you exactly what keywords and phrases to use to make your 
website more delicious to search engines. (MM)

We are already using some AI tools in our current efforts across SEO and Search Engine Marketing 

(SEM), and we envision these efforts to continue to expand AI and can greatly improve your overall 

search efforts (paid and organic) in several ways:

● Keyword Analysis

● Content Optimization

● Voice Search Optimization

● Predictive Analytics

● Image and Video Optimization

● Ad targeting

● Bid Optimization

Overall, AI can help optimize website content, improve search rankings, increase visibility and improve 

the effectiveness of ad campaigns. It can also provide detailed insights into how visitors interact with a 

destination marketing website, helping to identify areas for improvement and optimize the user 

experience.  Read the article from Madden Media.

https://maddenmedia.com/four-ways-ai-is-helping-destinations-connect-with-travelers/


AI-powered (but human-driven) copywriting
AI-powered copywriting is a tool that uses AI to generate content. After this initial creation, a human editor 
can review the content before publishing. It is estimated that 90 percent of online content may be 
synthetically generated by 2026. (MM)

This mixture of technology and human skill ensures that you get the best of both worlds: automated 

writing and original ideas from humans. AI-powered copywriting has become increasingly popular 

because it can be used for a variety of purposes, including:

● Creating landing pages for your website

● Writing emails for newsletters or other marketing assets

● Generating new blog posts

● Creating marketing advertising taglines

● Training AI-driven chatbots

● Check out ChatGPT…it’s free, for the time being!  www.openai.com/blog/chatgpt

About 50% of this article from Madden Media was provided by AI, all guided by an outline to start and 

refined with our knowledge. Time saved, easily 3-4 hours. 

https://futurism.com/the-byte/experts-90-online-content-ai-generated
http://www.openai.com/blog/chatgpt


QUESTIONS?



Visitor Data

Visitor Profile Study (Madden Media)

Vacation Rental Data (Key Data)

Website Analytics



Visitor Profile Study
Measured origin location information via mobile phones at 15 high-traffic points of interest around Table Rock 

Lake

Executive Summary

Origin Market

● 72% of visitors to Table Rock Lake came from surrounding drive markets (within 2-3 hours) from neighboring counties.

● The Top 5 Origin states (excluding Missouri) are: Kansas, Arkansas, Oklahoma, Illinois and Texas.

Traveler Behavior

● Overall, a majority of visitors to Table Rock Lake stayed overnight (82%).

● The average length of stay for all visitors was 2.2 days. We observed that out-of-state visitors tended to stay, on average, about half a day 

longer than in-state visitors  (LOS, In-State = 1.9; LOS, Out-of-State = 2.3).

● In terms of repeat visitation, we observed that for all visitors the average number of trips to Table Rock Lake was 1.8.  In-state visitors tended 

to visit somewhat more frequently, on average, than out-of-state visitors (In-State = 2.0; Out-of-State = 1.7).

Opportunities

● The top 5 Opportunity DMAs are: Kansas City MO, St. Louis MO, Springfield MO, Little Rock-Pine Bluff AR, and Tulsa OK.

● These are suggested opportunity markets and act as one piece of context for determining marketing plans.

* Note: Visitors to the destination are defined to be Qualified Arrivals.  Qualified Arrivals meet the following criteria: i) Stayed in the destination for 

longer than 4 hours, ii) live further than 50 miles from the destination, and iii) had less than 10 total trips to the destination per year (anyone with >= 

10 trips was considered to be a resident or non-qualified arrival).









Key Data











Top States 1-10

Top States 11-20

Feeder Markets



Website Analytics
VisitTableRockLake.com:  2022 
Users Top 10 States 

VisitTableRockLake.com:  2022 
Users Top 10 Metro Areas

VisitTableRockLake.com:  2022 
Users Interest Categories
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FY2023 
Marketing 
Strategy

July 1, 2022 to June 30, 2023



Marketing Funds

● Table Rock Lake Chamber of Commerce is the 
designated Destination Marketing Organization for 
Stone County and Table Rock Lake (DMO).

● As the official DMO, we are eligible for a Matching 
Marketing Grant from the Missouri Division of 
Tourism.

● FY23 Grant is $450,000 + $150,000 matching funds 
for a total of $600,000 in marketing dollars.

● We participate in a separate SEM coop program 
through MDT, which allows us to spend an additional 
$43,200 on SEM.

#
#
#
#


Our Goals

Drive traffic to 
VisitTableRockLake.com

Move traffic from 
VisitTableRockLake.com 

to member websites

Create Vacation Guide 
demand



Marketing Tactics

Paid Tactic Percent of Budget

Search Engine Marketing 24.66%

Google Display Ads 19.78%

META 19.75%

Google Video Ads 8.96%

Epsilon (Display) 8.94%

OTT 3.73%

TripAdvisor 3.58%

Targeted Email 3.57%

TikTok 3.55%

Native Ads 3.48%

Budget:
$600,000 + $43,200=$643,200



Marketing Fulfillment

Refreshed Creative



Marketing Fulfillment

Self-mange VisitTableRockLake.com



Marketing 
Fulfillment

Visitor Emails

● 69,500 subscribers

●  3 Email Subgroups
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