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INTRODUCTION

The Mexico Tourism Board is an organization dedicated to promoting Mexico, its culture and
destinations to an international audience. Its mission is to work with various stakeholders in the
tourism industry to position Mexico as the world’s leading international travel destination. This report
outlines the insights gathered from a media content analysis and social listening audit conducted to
review, measure and evaluate its new “Live it to believe it” campaign from September 2014 to May
2016. The measurement and evaluation was done using media monitoring and social listening tools
to evaluate the performance of the campaign based on clearly defined objectives. Our findings from
the audit formed the basis of our recommendations on how the organization can improve on its
performance in the future.
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SITUATION

Tourism is the second most important source of revenue for Mexico only after repatriated income and
even above its oil resources. Recently, there have been increased reports in the media about the
security situation in the country. The Mexico Tourism Board became concerned about the
exaggerated perception of the security issues and the negative effect on its mandate of attracting
tourists to the country. In 2014, the Board launched its “Live it to believe it” campaign in traditional
and social media with a renewed focus on promoting the unique cultural experiences offered by its
popular destinations. A departure from its previous approach which focused on tourist sites, the new
campaign aimed to change misunderstanding and misrepresentation of top destinations in the
country. It focused on experiences of the beauty, culture, natural biodiversity and gastronomic
delights that Mexican cities have to offer. It positioned travel to Mexico as an adventure to a modern
and sophisticated destination. It further leveraged the campaign through sponsorship of iconic events
such as Formula 1, Cirque du Soleil and Snow Graffiti, and by supporting the new James Bond
movie “Spectre” which was shot in Mexico City.

The major aim of the campaign was to increase awareness and position Mexico as the top vacation
destination for citizens of the United States. It was also intended to position Mexican cities not just as
a collection of tourist attractions but as a safe destination that leads to not just sun and beaches but
to memorable, personal stories. The campaign targeted young and adult consumers between the
ages of 18 - 54 who are likely to consider Mexico as an ideal spring break or holiday destination.

In 2015, Mexico welcomed 32.1 million tourists who came to enjoy its diverse culture, special culinary
offerings and mega-biodiversity. It also moved ahead of Russia to clinch the 9" position as a top
global tourism destination in World Tourism Organization (UNWTO) rankings. After running the
campaign for 2 years, the client is interested in finding out the performance of its communication
campaign in achieving its goals among target audiences, especially in the Mid-West region of the
United States. As a result, our analysis will focus on measuring or evaluating the performance of the
“Live it to believe it” campaign on traditional and social platforms within this geographical region and
within the specified time frame.
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GOALS AND OBJECTIVES

Given the aforementioned background, our measurement and analytics toolkit will examine the
current campaign outputs and outcomes with a focus on making recommendations based on the
following overall goals and measurable objectives:

Goals
e Increase positive awareness for Mexico as a leading tourist destination
e Improve Mexico’s reputation as a safe holiday destination
e Improve competitive market share for Mexico as an international travel destination

Objectives
e To increase awareness and engagement with Mexico among target consumers in the
Midwest by 15 percent in the next 6 months.
e Toincrease positive sentiment about Mexico and its key tourist destinations among target
consumers in the Midwest by 10 percent by December 2016.
e To increase consumer preference/market share for Mexico as a tourist destination by 10
percent by June 2017.



KAA STRATEGIES

P

CURRENT PERFORMANCE

In order to analyze the current performance for the “Live it to Believe it” campaign across social
media, we used Crimson Hexagon, which allowed us to view performance on Twitter, Facebook,
Tumblr, Google Plus as well as blogs and forums. We configured two monitors to analyze the
effectiveness of the “Live it to Believe it” campaign as well as to compare Mexico tourism mentions to
its competitors. We also analyzed traditional media coverage of “Live it to Believe it” through a media
audit using Google.

Monitor 1: This monitor was used to measure the effectiveness of “Live it to Believe it” when it comes
to social media. We also ensured coverage only came from within the Midwest US region by
specifying the states mentioned in “Monitor 2.” The monitor searched for mentions of “Live it to
believe it,” and “#liveittobelieveit.”

Monitor 2: This monitor was used to compare Mexico tourism talk across social media to its
competitors. The data we collected from Crimson Hexagon is an accumulation between September
1%, 2016 and June 6, 2016. The monitors were specifically set up to only include mentions within the
Midwest US region. These states included lllinois, North Dakota, South Dakota, Nebraska, Kansas,
Minnesota, lowa, Missouri, Wisconsin, Indiana, Ohio and Michigan. The competitors we included in
the monitor were as follows: Mexico, Brazil, Puerto Rico, Dominican Republic, Panama, Cuba,
Belize, Argentina, Guatemala, Honduras, Costa Rica, El Salvador, Nicaragua, Colombia, Venezuela,
Ecuador, Chile, Peru, Bahamas, Virgin Islands and Saint Lucia. As you can see, we focused on
destinations that we felt would typically be considered comparable to Mexico’s tourism offerings
including beach environments, similar cultures, as well as geographic location.

Traditional Media: Lastly, we performed a traditional media audit by looking at overall “Live it to
Believe it” mentions on Google between September 1%, 2014 and May 31%, 2016.

As you will find in Appendix_, Monitor 2 allowed us to compare mentions mentions of Mexico to its
competitors using a topic wheel. The top 5 topics for Mexico included “Trip to Mexico,” “Beach in
Mexico,” “Travel,” “Mexico Vacation,” and “Mexico for Spring.” These results shot that those traveling
to Mexico are certainly excited about their trips and those who are not traveling, would love the
opportunity to do so. It is important to also mentions of Mexico coming from the Midwest were
significantly higher than all of the competitors we included. As you will see in Appendix_, Mexico
claims 37% of total posts when comparing to Cuba, Bahamas, Panama, Costa Rica, Brazil, Puerto
Rico and Argentina. It's closest competitor according to the data, Cuba, holds 19% of total posts
between the aforementioned competitors. Also, 91% of total posts mentioning Mexico were either
positive or neutral. This compares to 94% of Cuba and Bahamas posts being positive or neutral. It's
important to mention that Mexico is getting plenty of social media coverage, beating out Cuba,
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Bahamas, Panama, Costa Rica and even the upcoming Summer Olympics hosts in Brazil. It is also
clear that the majority of coverage is also positive or neutral.

With that being said, it is important to compare this coverage to coverage including “Live it to Believe
it.” Mexico tourism has significantly increased in the past few years, climbing above Russia. The
question is, how successful has the “Live it to Believe it” campaign. We felt that Monitor 1 would give
us a good idea of just how successful the campaign has been on social media. Of all social media
posts since September 1% 2014, only 1,116 posts mentioned the “Live it to believe it,” or
“#liveittobelieveit.” Compared to the 62,309 total posts out of the Midwest US that mentioned Mexico,
this small percentage can be higher. If you look at Appendix_, you will see that when compared to
total sentiment seen in Monitor 2 across Mexico coverage and its competitors, “Live it to Believe it”
has a much more coverage positive in tone. This compares the campaign to its potential maximum
reach. Although the Live it to Believe it campaign has aided in successfully increasing tourism in
Mexico, its reach can be improved across social media.

When looking at the demographic graphs generated from Monitor 1, 54% of total posts came from a
female account, and 46% came from Male accounts. In regards to age, 26% of total posts came from
18 to 24 year olds, the spring breakers. 55% of all posts came from those aged 35 and above. It's
clear that the majority of those traveling to Mexico are either young “spring breakers,” or families.

There was also positive coverage of “Live it to Believe it” across traditional media according to our
findings. That being said, we only found 22 total articles from a general google search using “Live it
to Believe it.” Of the 22 articles, all but one was either positive or neutral in tone. Although Mexico
tourism is being covered throughout traditional media and social media, the tagline of the campaign
fails to take advantage of the potential reach available.
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FUTURE STRATEGY AND TACTICS

In order to effectively understand your current standing in the marketplace, a well-defined
measurement and analytics platform must be put in place. Monitoring your own reputation and those
of your competitors—through traditional media auditing and social media listening—is the first step.
Going further, the data gathered through monitoring would then need to be analyzed to discover what
drives effectiveness.

In the traditional media sphere, Google Alerts and Google Search are basic tools to gather coverage
for later analysis. Key messages, tonality, volume, prominence and share of voice can be measured
from the content collected with those tools.

Social media prominence and reach can be found using users’ Klout scores or websites’ Alexa page
ranking, quantifying which messages are more important than others. Google Analytics can also give
or determine a website’s unique visitors, bounce rate and conversions, all crucial measures of
success that show how interested users are in your content.

Beyond the simple free tools mentioned above, there are two paid tools that bring invaluable insights
into the digital realm. SPSS Professional is a renowned statistics software program that determines
correlation and causality among multiple factors and outcomes. Crimson Hexagon is a powerful
social listening platform that can measure sentiment, share of voice, affinities, trends and
demographics of any social media posts associated with your brand. While it does come with a hefty
subscription fee, it has the ability to churn through millions of posts automatically and bring forth
insights that may have never come to light without it.

The macro-strategy with all of these tools is to monitor yourself and your competitors to see what's
working and what's not. If the Costa Rican tourism authority has brought an entirely new audience
into the market, you will be able to capture and replicate their success. Alternatively, you could
unlock a key segment of the market before your competitors by understanding your potential
audience on a deeper level. For example, an insight could show you that college-aged spring
breakers and young parents are connected in more ways than one would assume—through their
shared interests in coupons and recipes (Appendix I). In sum, these platforms will help you better
grasp the consumers that will be heading your way, therefore making you more capable of catering
to their needs.



KAA STRATEGIES

P

TIMELINE AND BUDGET

Measurement and evaluation should be a continuous and iterative process. Based on our
recommendations on future strategy and tactics, the timeline for the implementation of the toolkit will
cover the initial period of formative research to set benchmarks and determine strategy which will
begin immediately in June 2016. The second stage will focus on continuous measurement and
evaluation of traditional and social media outputs to assess the key performance indicators so as to
further align the strategy. The third stage in December 2016 will focus on evaluation and research to
find out the outcomes, the drivers or causal relationships and effect on business results. The insights
from the third stage will then be used in an iterative fashion to determine future research and
implementation strategies. For the best results, we recommend ongoing measurement and
evaluation for a period of at least 12 months in order to set baselines or benchmark effectively
against performance by the competition.

Stage 1: June — July, 2016
e Formative research
e Set benchmarks

Stage 2: July — December, 2016
e Continuous monitoring
e Assess/Monitor KPIs
e Align strategy

Stage 3: December — June, 2017
e Evaluative research
e Focus on outcomes, causal relationships
e ROI/Effect on business results
e Realign strategy

Stage 4: June 2017 - Full evaluation and final report
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Budget
S/N  TOOLKIT COST (%)
1. | Google Alerts Free
2. | Google Search Free
3. | Google Analytics Free
4. | Twitter Analytics Free
5. | Klout Free
6. | Alexa Free
7. | SPSS Professional 5,240 / year
8. | Crimson Hexagon 25,000 / year
9. | Professional fees/Retainer 300,000 / year
Total 342,240

10
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OVERALL PITCH

Taking advantage of the data that floats around us can be the missing link in a public relations
campaign. By monitoring both traditional and social media, we were able to find the strengths and
weaknesses of the ‘Live it to believe it’ campaign from August 2014 to the present. The traditional
media coverage it received was overwhelmingly positive, and the social media coverage was more
than any of its competitors. However, the volume of traditional media coverage was far less than
expected, and the social media coverage didn’t necessarily result from the campaign or did not
mention the hashtag provided.

Moving forward, putting a measurement and analytics piece into the campaign is a must and will
uncover valuable insights for further strengthening the ‘Live it to believe it' campaign. The Crimson
Hexagon platform was able to showcase the affinities of potential consumers (anyone in Monitor 2,
defined previously) compared to the average social media user. In simple terms, it showed distinct
characteristics of your customers that you can use to cater to them.

Appendix 1 shows some affinities that you would expect. Vacation, coupons and parenting are
popular among the target audience while soccer, fashion and make up are not. Appendix 2 shows
some less obvious affinities, with the target audience being more interested in celebrities, MSNBC,
theology and R&B while not being interested in Justin Bieber, hip hop or Beyoncé (crazy right?). This
newfound knowledge enhances the basic demographic data already collected and gives insight more
into the way consumers think rather than make broad generalizations.

This shows the power of the tools we presented in this proposal. Combining traditional and social
media analytics is a recipe for success.
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A3. Topic Wheel 1

Mexico2-KAA — Topics from 9/1/14 10 6/5/16 §g8
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A4. Topic Wheel 2

Mexico2-KAA — Topics from 9/1/14 10 6/5/16 §g8
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"Live it to Believe it" - Traditional Media Audit

Summer Liko No Other: Maxico Tourism Hits Record Mexico fourism hits record lovels, 14 milion
1 oM |CEweE  [WebMNews [NBC News lgan Grillo a5 140| MIA IW tourists, 20 percant more than 2013 MNone High
“Live it to Balieve i* campaign to show
rhexico a8 a modern, sophisticated and
2 1148201 4| Maxico "Live il o Betieve IL,” anlers Eta_set Web Yucatan Times |NIA 44| 129,608 A Nane High
T_ggwmdl fourigm, presmedion of &l
3 ATETICAN SPOTT Wb Mews |Cronkite News | Emily Mahoney NA| 347121 NiA|"Live it to Believe it" at amenican Super Bawl None High
To promele lounism, Mexice jsins iebration of ai-
4 113002015 W [Web News |Cronkite News (Emily Mahoney MNIA 347121 MiA|"Live it 1o believe” al suparbowl MNane High
LIVE IT TQ BELIEVE IT in Puerio Vallaria — Riviera
5 2027 Blog [ The Jourmey | NIA MIA NiA S NiA|Pueris Vallari and Riviers Nayarit iourism Mane High
Five sponsors of Mayweathar vs, Paguiao fight chipina Maxico Tourism sponsars Mayweather vs,
B 41252015 1 Wb News [ABC News Dan Rafael 96 151 72|Paguiao Nane Low
T A4128/2015| Maxico wil air Mayweather ve. Paquiac for free [Wab Mews |Sporting News | Travis Durkee 1] 2,140 NiA|Mexico Tourism to play fight for free MNone Medium
Playing Mexican national anthem at big fight was an Ruben Mexican Anthem surg at Mayweather
(] L — ~=  |wab News |SFGata MNavaretie Jr a5 230 13|Pacquiac fight None Low
8 T Max | am; Live & Bebeve it Festival Wb News [El Reporte MiA MIA NI NiA | Mex | Am Live i 1o believe it festival Nane High
MEX | AM: LIVE IT TO BELIEVE IT to Shawcase
J Arts, i A, CONnS, and Nasdan Global
10 THE201 5| 8EaE Frarm July T9-26 in Biy Area Wl Mews | N 14,530/ NiA|Mex | Am Live it 1o believe it festival MNane High
Discovar the Cultural Grealness of Mexico &t Mex | Am
1 THTI201 5| Festivar DEPESHA MIA MR NiAj NiAMex | Am Live it o believe it festival None High
Max | Am' Exhibit Showcases Premiera Art. Culture and RAUL A,
12 THE201 5| B Wb Mows [NBC News REYES 95 137 NIAMex | Am Live it o believe it festival None High
Max | Am' Exhibit Showcases Pramiera Art, Culture and
13 THO201 5| Beas Wb News [NBC News Paula A 95 140| NiAMex | Am Live it to believe it festival Nane High
14 11412016 HBD FPY Canmala Ci Call Tranacript Ti i HBO PPV MiA MNIA 153,717} Nia|Canelo conference call transcript MNone Low
15 AM22016| Visit Puerto Vallarta: Live il to believe it Blog Fantasy Aishe | Kelly Glynn -] 3.717.856) Nia|Visit puerto Vallata MNone High
Custom Paintob, Diplomalic Plales: Maxican Mexican Ambassador in Delhi, Meita Pria,
16 4162016 Ambassadors Unigus Ride Wish News |NDTV Sarah Jacob NiA W55 NiAjlive it 1o believe it car. None High
Imn-Nmk campaign from Mexico Live
L Vallarta - Nayarit: Live it fo Balieve It (Wb News [Travel Pulse  |NIA MNiA 21,151 NiAit to balieve None High
Meaxico Surprises U.S. Waorkaholics With Versions nl
18 5112016 Thameglves Whi REIEN Taks @ Holiday Web News |ADWeek David Hiefaber ] 1,588 Mexico videa None High
Destination Mexico Confinmed as Official Partner jo the SSE Women's
18 SM32016| 016 SSE Wamsn'g vilEssnal — |Biog MiA NA NiA I M partner of SSE Women's invitation None High
Arnig
Weissmann &
20 Fodalfo Lopaz Negreta will be retiring Wik News |Travel Weakly |Michalle Baran 15,623 43 |Mexico Tourism Board CEO retiring MNone High
21 [NIA Flavours of Mexico Wb News |itrvel2000 MIA 55| 520,527 NiA | Mexico delcious food Nane High
%d Cotto & Canelo Alvarez Spesk to Boxing Media Mexico Teurism to sponsor Cotto Alvarez
2N i Bicg Boxing Insider |NIA 64 138231 WA fight. None Low

17



A6. Volume of “Live it to believe it”

Total Volume

800

700

600

500

400

300

200

100

KAA STRATEGIES

1

1

1

Sep 2014 Nov 2014 Jan 2015 Mar 2015 May 2015 Jul 2015 Sep 2015 Nov 2015 Jan 2016 Mar 2016

B Total Volume (1,115)

18

Mexico- KAA — Volume from 9/1/14 to 6/7/16 §o8



KAA STRATEGIES

A7. Sentiment of “Live it to believe it”

Posts

650

600

550

500

450

400

350

300

250

200

150

100

50

1

1 1 1

Sep 2014 Nov 2014 Jan 2015 Mar 2015 May 2015 jul 2015 Sep 2015 Nov 2015 Jan 2016 Mar 2016

B sasic Positive (406)

Basic Neutral (620) [JJJ] Basic Negative (89)

Mexico- KAA — Volume of Posts (Basic Sentiment) from 9/1/14 to 6/7/16 ﬁ

19



KAA STRATEGIES

A8. Comparative Sentiment

Mexico- KAA Basic Positive Basic Neutral m

Category Mix Comparison from 9/1/14 to 6/7/16 3

20



KAA STRATEGIES

P

A9. Comparing Mexico to its competitors

Mexic
o]

Volume (total posts)

Sentiment: Positive (%) 25
Sentiment: Neutral (%) 66
Sentiment: Negative (%) 9
Gender: Female (%) 57
Gender: Male (%) 43
Age: 17 and below (%) 11
Age: 18-24 (%) 30
Age: 25-34 (%) 11

Age: 35 and above (%) 48

Cuba
62,309 30,615
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6
37
63
2
5
10
83

Bahamas Panama Costa Rica Brazil
20,026 21,041

27
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15
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11
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28
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