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NOTICE OF INTENT TO PURCHASE

Cbmplete ALL items below. Contact MEDC Finance If You Have Any Questions.

Person Preparing This Form: ContracUGrant Manager (if differeat than preparer): Business Unit:

Maria Mendez Marketing & Communications
1. This is for a (check only one): ¥ New Request [0 Amendment to Existing Coniract/Grant/PO:
2. Contract/Grant Begin Date: 09/01/2010 Contract/Grant End Date: 04/30/2011

3. Sole Source? (Check only one): (0 Yes [0 No (if "YES" attach a completed MEDC-2001-SS, Sole Source Justification, form)
4. Shall the Contract/Grant Manager review the final document prior to signing? (Check only one): (] Yes T No
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ltems/Services/Grant Description and Justification (attach additional sheets, if necessary):
Evaluation of Travel Michigan's 2010 National tourism advertising campaign.
-'examine the impact of the campaign on national awarenass levels

- provide fundamental strategic insights about the image of Michigan and its key competitors with respect to key destination choice factors
- evaluate the impact of the campaign including the return on the advertising investment (RO1)

- provide messaging and media diagnostics to illuminate contributing factors to campaign performance and, in turn, insights to help optimize
the impact and yield of future activities
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MEDC e-Form ) Michigan Economic Development Corporation, Legal
Sole Source Justification

Enter all information requested below.
Proposed Vendor:
Longwoods International

Business bnit: Amount:

Corporate Research : $190,000.00

Note: A single vendor may qualify as "sole source” if that vendor s uniquely qualified to meet the Michigan Economic
Pevelopment Corporation’s (MEDC) procurement objective. '

Procurement Objective. inthe space below, provide an explanation of the Business Unif's objective to be served by the

- procurement of the product or service. The explanation should focus on the Business Unit's specific requirements, not merely a
description of a product or service that would satisfy the need.

The objective of this contract is to prove that the benefits for conducting a paid advertising program for tourism out weight the
costs. By using the services of this vendor and its unique method for identifying the return-on-investment for tourism advertising
efforts, Travel Michigan can demonstrate not only the success of the program, but prove that the investment of state funds

provides a higher rate of return on tax dollars than the investment costs. As such, the effectiveness of the program can be
'| demonstrated and the continued funding of the program can be justified.

Vendor Information/Justification. In the space below, provide an explanation of why this particular vendor is the only one that

can serve the objective described above. Also, describe the unique aspects of the vendor's product or service and whether the
vendor has performed any work related to this project in the past.

While other market research firms may be able to conduct return-on-investment (RO} analysis of inquiries that are received by
phone, mail, or internet; no company, other than Longwoods, offers a program that can measure ROl where those who view ali
advertising may be influenceéd to travel whether or not they contacted the tourism office for information. The R.O.EYE modet
employed by Longwoods is designed specifically to fill this void. The modef offers further credibility because it has been tested
and employed in many other travel destinations. While other potential contractors may argue that they could develop such a
model, they have not done so te date, further questioning their reliability, credibility, and ability to deliver on a timely basis. In

addition, this study has been conducted for Travel Michigan since 2006. In order to maintain comparability the study needs to be
conducted by the same vendor from year-to-year.

In addition to the information provided above, check one or more of the boxes below, as appropriate:
The product is manufactured only by a single vendor.

The product/service is sold through a singte distributor only.

The service provided by the vendor is unique to that vendor.

[ ] # would not be economically feasible for another vendor to provide the product/service needed.
[ 1A single vendor is uniguely qualified to fulfill the MEDC's need.

[ ] An unusual or compelling emergency exists.

REQUESTED BY:
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Signature Date Signed

Attach the compieted, signed form to the corresponding
MEDC-2001, Notice of Intent to Purchase (NOI).
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I HMTERNATIOMNAL

June 7, 2010

David Morris

Manager, Corporate Research

Michigan Economic Development Corporation
300 North Washington Square

Lansing, Michigan 48913

Dear David;

It is our pleasure to present this proposal to undertake an evaluation, of Travel Mlchigan S
2010 National tourism advertising campaign.

“Research Purpose

The purpose of the research program is to:

= examine the impact of the campaign on national awareness levels;

= provide fundamental strategic insights about the image of Michigan and its key
competitors with respect to key destination choice factors;

» evaluate the impact of the campaign including the return on the advertising
investment (ROI); ' ‘

» provide messaging and media diagnostics to illuminate contributing factors to
campaign performance and, in turn, insights to help optimize the impact and yield of

future activities.
Background and Objectives

L.ongwoods International has conducted advertising evaluation research for Travel Michigan
for the past several years. As there is a significant change in the support level for the 2010
campaign vs. the 2009 effort, we-suggest an approach that will allow an apples to apples
comparison to the 2009 ad evaluation. '

Methodology

The research program will consist of a Longwoods’ R.O.EYE™ study conducted both
- regionally and Nationally;

The study will be conducted by internet panel. Custom panels of individuals will be
constructed to be statistically representative of Travel Michigan’s reglonal advertlsmg
markets and the balance of the National marketplace.
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Respondents will be selected randomly to ensure a representative sample of individuals 18+
years of age and the research results will, therefore, be projectable to the population of the
markets surveyed. The recommended sample for the R.O.EYE™ study is 3,000 (1,500 for
the regional markets-and 1,500 for balance of US).

Awareness of the advertising will be determined by exposing respondents to actual samples
of the creative. This forced-expose technique serves to significantly reduce the “phantom
recall” that otherwise plagues advertising tracking research.

Respondents will be exposed to copies of television advertising, sound files of radio
advertising and color renditions of print advertising. We assume, for costing purposes, that
no more than 10 distinct ads are to be evaluated.

.Program Outputs

Deliverables from the R.O.EYE™ research will match what you have seen in the past.

Timelines

The Image Benchmark & Accountability Study will be fielded approximately one month after
the end of the Spring/Summer/Fall 2010 campaign.

Assuming that we receive all stimulus material and approval of our draft questionnaire in a
timely fashion and that there are no unforeseen difficuities with data collection, data
weighting and analysis, the accountability study would go to field in November and we
would target to provide you with a draft top line report by mid-February of 2010.

Cost

- The cost of the researéh program is $145,000.
Options

There al;e two options | would like you to consider

‘A) Increased sample size

Given the level of scrutiny that last year's research experienced and the likelihood
that this year’s will be even more under the microscope, along with the need to be
able to compare year over year results for both markets and to understand whatever
change we find, we think that you should consider increasing the sample size for the
2010 program. An increase in sample will simply provide a higher confidence level in




the resulting estimates. The additional cost would be, approximately $20,000 for an
increase of 1,000 or, if budget is tight,$10,000 for an increase of 500.

B) Conversion Research

Bill reminded me that He and George tatked when they were in Washington and that
one of the topics involved undertaking conversion research for the 2009 study. As
you know, we estimate the number of people who are motivated by the advertising to
plan a trip to Michigan in the year following the campaign. We are able to go back to
these people and find out how many actually came and, as a result, we can estimate
the additional campaign impact in year two. Cost is approximately $30,000.

I trust that this proposal meets your needs. Please call when you are ready to discuss the
program further.

Yours Truly

Tom Curtis

| Tom Curtis
Senior Vice President
Longwoods International




