Town of Provincetown
Visitor Services Board
Meeting Minutes from November 27th, 2017, 3:00 pm
Town Hall, Judge Welsh Room
260 Commercial Street
Provincetown, MA 02657
Members present: Rick Murray – Chair, Lesley Marchessault – Vice Chair,
Bob Sanborn, Regina Cassidy, Jay Gurewitsch, Susan Avellar.
Members absent: none.
Meeting was called to order at 3:00 pm by Rick Murray.
Staff: Anthony Fuccillo, Radu Luca.
Agenda:
1. Public Statements – Five minutes maximum per speaker. Board members
are not obligated to respond to public statements.
None.
2. Provincetown Tennessee Williams Theater Festival Update. Discussion
dependent. Motions may be made. Votes may be taken. (Requested by Jef
Hall‐Flavin)
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2017 Festival Assessment
Prepared for the

Provincetown Visitor Services Board
November 22, 2017
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ARTISTIC PROGRAM
Theme:

Tennessee Williams and Shakespeare

Artistic Focus:Two great poet playwrights mastering their craft in uncertain times.
This theme was underpinned by the image of water, and of a ship in a
storm. Our eight shows from around the globe all had a connection to
water, and many of them had scenes that took place on a ship.
Performed in unexpected venues over town, this year’s program was
our most ambitious artistic achievement to date.
SWEET BIRD OF
YOUTH
By Tennessee Williams
From Cape Town, South
Africa
Performed at the Wharf
House
at Provincetown Marina

THE HOTEL PLAYS
By Tennessee Williams &
William Shakespeare
From Providence, Rhode
Island

HAMLET
By William Shakespeare
From Cape Town, South
Africa
Performed at the Wharf
House
at Provincetown Marina

ANTONY &
CLEOPATRA

Performed at the Gifford
House

By William Shakespeare
With a cast and crew from
Turkey, Ghana, India, South
Africa, Los Angeles, New
York, & Boston. Performed at
Town Hall

THE GNÄDIGES
FRÄULEIN

DUMB SHOW &
NOISE

By Tennessee Williams
From Texas Tech, Lubbock,
Texas

By Jay Stewart & Mike
Smith
From Brewster, MA

Performed at the
Provincetown Theater

Performed at St. Peter the
Apostle Church Hall
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TEN BLOCKS ON
THE
CAMINO REAL
By Tennessee Williams
From Accra, Ghana
Performed at the Bas Relief

PERICLES
By William Shakespeare
From Philadelphia,
Pennsylvania
Performed on the Rose
Dorothea at the
Provincetown Library
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TRENDS
Since 2008 (when ticketing and patron records were kept for the first time), Festival
attendance has grown from just under 2,000 to over 6,000. In 2017, a slight 3% dip in
attendance can be attributed Tropical Storm José, which made Provincetown very
difficult for day-trippers, and unenticing for weekend homeowners to visit. Attendance
at parties and events was down due to the weather, but ticket sales remained at
2016 levels.
Most patrons purchased tickets in advance, and showed up for the performances
despite the wind, rain, and dire forecasts. The fact that the Festival only experienced
a slight dip in overall attendance is a testament to its popularity.

Tennessee Williams Festival Growth
2008‐2017
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2017 FESTIVAL ATTENDANCE
5,828
2,100
190

Provincetown, Sept 20-24
Missouri, Michigan, Washington DC, Worcester MA: National Tour from Ghana
Events prior to the Festival

8,118 TOTAL ATTENDANCE at all Festival events in calendar year 2017
36 STATES
Alabama
Arizona
California
Connecticut
District of Columbia
Florida
Georgia
Idaho
Illinois
Indiana
Iowa
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississippi
Missouri
Nebraska
New Hampshire
New Jersey
New Mexico
New York
North Carolina
Ohio
Pennsylvania
Rhode Island
South Carolina
Tennessee
Texas
Utah
Vermont
Virginia
Washington
West Virginia

9 COUNTRIES
Canada
Germany
Ghana
Great Britain
India
Ireland
South Africa
Turkey
USA
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COMMUNITY INVOLVEMENT
The Festival enjoys widespread community support. In a symbiotic relationship
whereby the Festival attracts visitors to Provincetown for its ambitious artistic
program and worldwide reputation, local business owners, homeowners, volunteers,
and donors make the Festival possible with financial and other kinds of support.
SPONSORS

September Festival Only

20
4
2
4
30
$ 140,000

Local In-Kind Sponsors
Local Cash Sponsors
Other Corporate Sponsors
Foundations / Public Funding
TOTAL SPONSORS
Retail Value of Sponsorships & Philanthropic Gifts

HOUSING
59
818
$ 184,000

Housing Partners (Inns, Hotels, Homeowners)
Donated Room-nights
Estimated Value of Donated Housing

VOLUNTEERS
68
1,286

Total Volunteers
Volunteer Hours Served
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MARKETING
The Festival’s reach goes far beyond Provincetown and Cape Cod. We have seven
strategies for marketing:
1. National Productions: The Festival regularly exports its productions. In 2017,
a Festival show was seen by over 2,000 people in St. Louis, Missouri; Detroit
and Ann Arbor, Michigan; Washington, DC, and Maryland; and Worcester,
Massachusetts. The impact of our work has a ripple effect, making a strong
connection with potential audiences and visitors across the country. Our work
has been seen in New Orleans, Tennessee, Mississippi, Los Angeles,
Minneapolis, Dublin, and Prague. Shows that premiered in Provincetown have
appeared on six continents.
2. Public Relations: We have brought our PR efforts in-house this year, and
place a high priority on telling our story in the news and electronic media.
3. Email Advertising: Our own e-blasts enjoy greater than 25% open rates,
which is well above national standards. With nearly 5,000 opt-in subscribers,
plus a Theatermania e-blast to over 35,000 households all along the Eastern
seaboard, our email campaign was very strong in 2017.
4. Print ads: We run ads in affinity-based publications with theatergoing and
literary readers such as American Theatre Magazine (66,000), Gay & Lesbian
Review Worldwide (16,000), theater programs (10,000), etc.
5. Printed Materials: Rack cards, posters, Festival magazines (15,000) have a
tangible reach. This year we stepped up our spending on distribution, and will
continue to do so for 2018.
6. Social Media: Facebook ads, promoted posts, and a new focus on Instagram
have doubled our social media engagement since 2016.
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7. Media Sponsorships: Edge Boston, Provincetown Banner, WOMR, and
Dunes102 reach audiences that we would not otherwise be able to reach
without support from these organizations.
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LOGO PLACEMENT
The VSB logo enjoys a huge amount of media impressions during the course of a
year. Below is a conservative estimate:

Provincetown Tourism Fund
2017
Marketing Campaign
OFF-CAPE
Email Campaign
American Theatre Magazine
Gay and Lesbian Review
TW Festival Website
Press Releases (9)
Festival Magazine
LOCAL
Provincetown Art Guide
Provincetown Gallery Guide
Provincetown Banner (6)
Cape Codder (4)
Posters
Rack Cards
Street Banners
Festival Magazine

Web

22,500
48,500
20,000
8,000

Print

Encounters

22,500
114,500
36,000
8,000
2,232
10,000

66,000
16,000
2,232
10,000

60,000
20,000

15,000
20,000
45,000
18,000
2,500
6,500
5,000
5,000

159,000

203,732

TOTAL

7,500

15,000
20,000
105,000
38,000
2,500
6,500
5,000
5,000

390,232

TOTAL
IMPRESSIONS
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ECONOMIC IMPACT
The Festival is an artistic magnet for tourism, and makes Provincetown a better place
to live. Below is a conservative estimate of the tourism dollars that the Festival brings
to the Outer Cape in the shoulder season.
In addition, since 2008, the Festival has been the sole catalyst for seven home
purchases for Staff and Board members, and major donors. Three of which sales
took place in 2017.

TW Festival Economic Impact 2017
1816 Patrons
1271 Percentage from Off-Cape
3.29 Average length of stay
Tourism

$254,240
349,580
313,260
250,608
95,340
101,696
103,840
4,325

Transport (September Festival Only)
Lodging
Food & Beverage
Shopping
Sightseeing
Entertainment
Festival Tickets
Festival Merchandise

$1,472,889 TOTAL TOURISM
Other

2,300,000 Local Real Estate Purchases 2017
5,250 Transportation (Pre-Festival)
2,800 Lodging, Food (Pre-Festival)
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$3,778,139 TOTAL ECONOMIC IMPACT 2017

3. Castle Hill Update. Discussion dependent. Motions may be made. Votes may
be taken. (Requested by Cherie Mittenthal)

Program Updates
12th International Encaustic Conference
(May ‐ Truro, MA) The weekend of June 1 – 3, 2018, Truro Center for the Arts at
Castle Hill will be producing the 12th Annual International Encaustic Conference.
The conference will be directed by Cherie Mittenthal, Castle Hill’s Executive
Artistic Director and produced by Castle Hill. This annual interdisciplinary
conference was founded in 2006 by Joanne Mattera to bring a community of artists
together with gallerists, curators, critics and collectors engaged with wax,
printmaking, mixed media, professional practices and more.
This conference has seen over 200 participants from over 38 states and 8 countries.
This year we anticipate over 200 artists from around the world joining us in
Provincetown, MA for a weekend filled with lectures, workshops, demonstrations,
and exhibitions. The actual conference itself runs takes place at the Provincetown
Inn and workshops at Castle Hill in Truro. Many people come from far away and stay
the entire 2 weeks in town. The first year we produced it the Provincetown Tourism
director said we brough over $200,000 to town during a very quiet time in the
important shoulder season.
This year’s Keynote Speaker is Artist, Author and Critic: SHARON BUTLER. A painter
and arts writer, Sharon Butler is the founder and editor of Two Coats of Paint, the
influential New York‐based art blogazine. She has been awarded grants from numerous
organizations, including the Creative Capital/Andy Warhol Foundation and the Pollock‐
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Krasner Foundation. In 2015, she was the Patricia Highsmith‐Plangman Fellow at Yaddo
and the inaugural artist‐in‐residence at Counterproof Press at UConn. She has shown
work at NADA New York and Pulse Miami Beach, and is represented by Theodore:Art in
Brooklyn. Butler teaches at the Pennsylvania Academy of the Fine Arts and the Parsons
School of Design at The New School.
During the encaustic conference there will be three full days filled with
demonstrations, lectures and networking at the Provincetown Inn. For the first
time, the annual Postcard Sale, a yearly fundraiser that takes place during the
conference will be open to the public. The Postcard Sale Going Postal showcases
work by conference attendees. Each card sells for $30 and all of the proceeds go to a
scholarship fund for prospective artists attending the conference the following year.
This year enough money was raised to provide 10 scholarships to artists this year.
The vendor room at the conference is a wonderful place for artist to checkout what is the
newest, latest and greatest from vendors around the country. This is also the first year
that our vendor room will be open to the general public throughout the conference
weekend. Conference attendees have described the vendor room in the past as “If there
were an encaustic heaven, it would be the vendor room”. We are excited this year to
welcome some new vendors and welcome back some old favorites. This year’s vendors
include Evans Encaustics, Kama Pigments, Paper Connection International, Miles Conrad
Encaustic, Artist Loft, R & F Handmade Paints, Vent‐a‐Fume, and Enkaustikos Wax Art
Supplies.
ABOUT THE SHOWS:
Throughout the conference weekend there are several exhibitions that tie to the
conference including two on the Main Campus of Castle Hill. The opening reception for
the Juried Show exhibition, held at Castle Hill is May 31th from 5:30‐7pm and a closing
celebration on June 8th from 4 – 6pm
And this year a Museum Show curated by Carol Pelletier at the Provincetown Art
Association and Museum called Organic & Geometric and will have 25 artists participate.
And a catalog will be part of this show.
Julie Heller Gallery East, Curated Show
Kobalt Gallery, Curated Show
Adam Peck Gallery, invitational
ABOUT THE PRE & POST CONFERENCE WORKSHOP:
Before and after the conference, Castle Hill is offering 23 workshops, from beginning
encaustic to painting the figure, Advanced Practices, Cynanotype & Encaustic, Fired Up,
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Mixed Media Printmaking, Wax, Yupo, Washi: Encaustic Collagraphs, Wax, wire and
fiber, Encaustic and still life, working with Metals, Composition and Collage and many
more! These 2 weeks of intensive one, two or three day workshops are taught by the
best in the field.
Castle Hill is looking forward to beginning another summer season with this one of a
kind exciting weekend. To find out more about the 12th International Encaustic
Conference or any of our pre or post conference workshops visit our blog at
https://www.castlehill.org/12th‐international‐encaustic‐conference.

The Provincetown Dance Festival At the Provincetown Theater: June
2018
Castle Hill has been producing the Provincetown Dance Festival for the past 12 years.
And we are the first organization that brought DANCE to town! We have had a diverse
series of Dance Troupes coming from NY, Boston, Cape Cod, Maine, Rhode Island, and
Seattle, WA, this year we may also be organizing community dance project, in
conjunction to the Dance Festival.
As with every successful season to date, the line‐up of seven dance companies will
included a wide range of performers, celebrating the richness of today’s national dance
landscape. Performers range from tap to ballet, to contemporary, hip‐hop and classical
Indian dance.
This year’s slate of diverse, high level professionals hail from New York, New England,
and as far away as Seattle.
The festival includes new artists representing the leading edge in contemporary dance.
This includes a duet from Spectrum Dance Theater, choreographed by Artistic Director,
Donald Byrd, an internationally acclaimed, Tony Award nominee, who heads this
dynamic nationally recognized company based in Seattle WA. The appearance of
Spectrum Dance Theater marks the presentation of what may be the Provincetown
Dance Festival’s most acclaimed dance company.
Two other new companies this year will include the contemporary Rovaco Dance
Company, from New York City, under the leadership of Rohan Bhargava, and The Tony
Williams Ballet. Over many decades, Tony Williams has become a Boston dance
institution, bringing his special take on contemporary ballet.
The Provincetown Dance Festival welcomes the return of Portland Ballet. This year,
audiences will have the unique experience of seeing them perform an excerpt from
legendary classical Pas de Deux from Swan Lake: likely the first time for this great
masterpiece to be seen on the Outer Cape. In bright contrast to Swan Lake, Rachna
Arawal, from Hartford, CT, will perform works from the classical traditions of East
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Indian Dance.
Other popular returning artists will include annual audience favorites, the Boston Tap
Company and the innovative, much talked about hip‐hop/fusion dance group, Case
Closed!, directed by Sokeo Ros who is from Cambodia.
***********************************************************************************

PAINT THE RACE EVENT (September 6)
This event is in conjunction with the Great Provincetown Schooner Regatta Race, we
bring in between 30 & 100 people to come to town and join us on a Whale Watch Boat as
we follow the Schooner Race and paint and photograph the huge beautiful schooners in
the Harbor.
We have done this for 14 years. We use the Captain John Boat out of Plymouth as the
local boat wanted to charge us over $5,000 to rent. And we could not sell enough tickets
to even break even.
The past few years with pending weather and the many un‐knowns we aren’t sure if we
would make our budget to rent the boat. We have come to the VSB to assist with the
rental coasts of the boat ($1500), so we can advertise and help pay for the rental and not
lose money to what is now a community event.
It has become a very important part of the Schooner Race as people can hop on our boat
and watch the race as well as have the best seat in town. We bring people to town for the
weekend and or just for an overnight in town. Plus day trippers as well.
For the past 5 years we have been rejected for funding for this and the boat just keeps
getting more and more expensive. I know the Schooner folks would like to see it
continue to happen.
For more info: Cherie Mittenthal, Artistic Executive Director 508‐349‐7511,
Cherie@castlehill.org | www.castlehill.org

4. Great Music on Sundays @5 and WorldFest Update. Discussion dependent.
Motions may be made. Votes may be taken. (Requested by John Thomas)
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Visitor Services Board Meeting / November 27, 2017
Great Music on Sundays @5 Update


The concert series began in 1999 and celebrates its 20th season in 2018.



The concert series, presented in association with the Unitarian Universalist
Meeting House of Provincetown, was created to provide access to the public
for music performances featuring the Steinway concert grand piano and the
1850 Holbrook tracker organ in thanks for a six-year community fundraising
effort for the preservation and maintenance of these remarkable instruments.



This is the longest-running series of music events in Provincetown, both in
number of years - 2018 will be the 20th season - and in number of concerts
per season, averaging 18 per year, from mid-June through mid-October.



More than 320 concerts have been presented with hundreds of musicians for
thousands of audience members.



The concert series’ musical diversity is remarkable: Broadway, jazz, choral
music, chamber music, women’s vocal groups, a cappella singing groups,
folk, Bulgarian, Celtic, virtuoso piano solo and duo concerts, Baroque music,
and more.



The Broadway concerts provide an opportunity for performers in other local
productions to sing and inform the audience of their events.



The concert series provides a unique cultural niche for those who enjoy
attending a concert for a reasonable admission price: $20 general admission,
$15 seniors, ages 12 and under free, and nobody is ever turned away for lack
of funds.



Many people who come to the concerts continue to spend money in
Provincetown by shopping, dining or staying overnight.



The series is supported by dozens of businesses that advertise in the season
program booklet, as well as by significant media sponsorship (through barter
arrangements) and donations made by individuals.
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The Visitor Services Board’s support provides the opportunity to promote and
publicize the concert series through print (program booklets, rack cards,
posters) and print advertisement. This support is an essential part of the
annual budget.
John Thomas, producer

Visitor Services Board Meeting / November 27, 2017
WorldFest Update


WorldFest is Provincetown’s annual international cultural festival, created in
2011 to welcome, support, celebrate, integrate and enhance the visibility of
Provincetown’s emerging and expanding international seasonal and yearround population. It is a two-day event held in early June. It is the only event
of its kind in Provincetown.



More than 1,000 workers and students, primarily from Eastern Europe and the
Caribbean, are an essential part of Provincetown’s economic infrastructure.
Many of these young people bring with largely untapped skills as artists and
musicians.



WorldFest’s target audience includes the international workers and students,
Provincetown and Cape Cod residents and tourists who seek international
cultural experiences.



WorldFest provides a unique and significant opportunity for Provincetown and
its businesses and organizations to provide essential information on housing,
jobs, medical and dental services, and other cultural and social opportunities
for international workers and students and to further integrate them into a
cooperative and diverse demographic community.



The WorldFest concert provides an opportunity for international workers and
students to share the music representative of their cultures and to collaborate
together to create performances that blend cultural traditions to create a joyful
audience experience. There is no charge for the concert; a free-will donation
is shared equally among the performing musicians.
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Dozens of Town employees, community residents and businesses participate
in WorldFest. This event is entirely volunteer-supported.



The Visitor Services Board’s support provides the ability for WorldFest to
publicize and promote the event in formats that require payment (graphic
design of posters and rack cards, printing of posters and rack cards, print
advertisements). This is WorldFest’s sole monetary budget item.

John Thomas, producer
5. Tourism Director report
A. Approval of media placements, brochures and trade shows‐‐
Tourism Director recommends media placements, brochures and
other collateral to promote and market Provincetown as a
tourism destination, or town representation in trade shows.
 Media Buying Company recommendation remains pending more review and discussion
with Red Thread

B. VSB Administration
Visitor Survey:
 Received five proposals
o Community Marketing Inc. – San Francisco, California
o Valient Market Research – Downingtown, Pennsylvania
o Answer Quest Research – Woburn, Massachusetts
o MTI Marketing Services – Brewster, Massachusetts
o Destination Analysts – San Francisco, California


Please see attached word document ‘Market Research Companies’



Red Thread reviewed all five proposals with us and we agreed MTI Marketing
Services will provide the best results based on our needs and expectations



Red Threads recommendation:

Large‐Sample Quantitative Research
Most quantitative studies are conducted online, where a very large‐scale study can be conducted in a
relatively short period of time at a price that is often surprisingly affordable. You may wish to use your own
email contact lists, or to draw a sample from a national or international database. This method is a good
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way to test different product concepts or creative alternatives, as well as to gather highly detailed
information about your targets' behavior and attitudes.









The Provincetown Visitor Survey will be conducted using available email lists of
known visitors to Town
We will request business owners send the survey to their email lists with the
panel survey results going directly to MTI for Reporting and Analysis
The turnaround will be completed over the next 60 to 90 days
The UMass Dartmouth Visitor Survey done in 2006 will be used for a comparison
study as well as newly developed questions
The digital email survey provides a quick turnaround and is more affordable
than an intercept
In the future we could conduct an intercept survey during July and August,
however the cost would be at least tripled to achieve the desired results, and the
turnaround for the survey will be up to twelve months
MTI, Martha Tripp has been the Massachusetts Office of Travel and Tourism
Marketing Services Consultant for many years and comes with a great deal of
knowledge on Travel & Tourism in the North East

The principle of MTI is Martha Tripp

Bio

Martha Tripp has enjoyed more than two decades of experience in a broad range of industries,
getting to know and understand a diverse population of consumers and professionals.
Her career began in New York at two marketing research firms (Oxtoby‐Smith and Decisions Center),
where she conducted studies for large consumer goods and automotive manufacturers. She then
served as a senior strategist at two Boston ad agencies (Hill/Holliday and Holland Mark), before
establishing her own consultancy. Martha earned her BA in Psychology at UMass Amherst and her
MBA
in
Marketing
at
Boston
University.
Partial Client List:
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Timing and costs

Timing: The survey can be conducted and a report of the findings issued within 5‐6
weeks of approval.
Cost: The estimated cost of the survey is $24,500. This estimate includes all costs
associated with designing and programming the questionnaires, inviting the
respondents, analyzing the results and providing a written report of the findings. This
estimate also includes $1000 for respondent incentives, as well as all costs associated
with purchasing the sample of Prospects.
See the 5 survey proposals below:

Market Research Companies – Provincetown Visitor Survey
1. Community Marketing INC. – San Francisco, CA
http://communitymarketinginc.com/

From
Email:
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LGBT specifically: can deliver 1,000+ LGBT completes. If they also want general
population, then we’d need to get that priced from a panel vendor and advise back to
you.
Studies like this typically take 6 weeks to 3 months to complete (depends on the final
study plan), delivered with Powerpoint reports. We can either present the results on‐site
in a workshop, or virtually via webinar (saves on travel costs).
For our research services, below are “ballpark” figures, from which we can customize
based on goals, content and demographic specs of the survey and focus groups.
My off‐the‐cuff recommendation would be a national survey, followed by 2‐4 focus
groups to discuss branding, logo concepts, ad creative mockups, website content, etc. The
groups can consist of past visitors and/or non‐visitors. The groups can be in‐person
(perhaps in Boston and NYC?) and/or virtual. There are benefits to a mix of both. Also: I
assume they are interested in US only? We can also produce for Canada and UK, if that’s
of interest.
Below is our general pricing menu (sorry about the formatting), and again all studies are
custom and scalable. So once we fine‐tune the approaches, populations and goals, we
will put together a statement of work with pi=ricing and the timeline.
U.S. Sample. A 10 minute fully custom designed survey typically runs in the $44,500 range,
plus incentives (either a chance to win a cash prize, or payment per complete, TBD). Costs
may vary for length and complexity of the survey, and/or those that require specific
demographic filters. We often yield 1,000 to 1,500 responses, sufficient for running various
cross‐tabs to identify your best opportunities. Adding “general population” sample requires a
panel vendor; pricing on request.
Qualitative Research: Deep LGBT consumer insights from focus groups and interviews.
In‐Person Focus Groups: A comprehensive research initiative should also
involve qualitative research, most notably derived from focus groups. We pre‐qualify our
focus group participants from among our survey panelists, identifying the best candidates
based on characteristics such as age, gender, relationship status, geographical location, and
even a propensity or history of using the client’s products or services. We maintain sufficient
numbers of LGBT panelists to conduct groups in most major metro areas across the USA,
Canada and Britain, as well as several secondary markets. You’ll have an opportunity to
observe the sessions behind one‐way glass, or to watch the DVD recordings. Adding “general
population” sample requires a panel vendor; pricing on request. Two focus groups
(recommended for economies of scale, and to sample various perspectives) in the first North
American city is $9,500, and $7,500 for each additional city using the same moderator guide.
Each session is 60‐75 minutes in length. Pricing includes qualifying and recruiting participants,
moderator guide development, facilitating the groups, and reporting. Focus groups in Europe
or elsewhere are somewhat higher. Additional costs include travel, facility rental and
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incentives, and translation/interpreters as needed. Expense estimates are provided when the
focus group session locations are set.
Virtual Focus Groups. There is no substitution for the dynamics of in‐person focus group
discussion. However, if cost saving is a priority, CMI has experience conducting “virtual” focus
groups via phone and webinar eliminating the need to travel or rent facilities. There are also
advantages to virtual groups, such as holding a geographically diverse session, or discussions
with LGBTs living in rural areas. The first group is $4,250 and each additional group with the
same moderator guide is $3,250 (plus incentives). Similar to in‐person sessions, we qualify,
recruit and facilitate the groups, and provide reporting.

Contact
Tom Roth
tom@communitymarketinginc.com

2. Valient Market Research – Downingtown, Pennsylvania
https://valientmarketresearch.com/services/
From Email:
Below is a very abbreviated estimate for your project. The timeline would be six (6) weeks for
the project as outlined below. With a minimum of 200 survey completes from visitors and 200
from non‐visitors, the base survey would be $13,500 USD. The margin of error would be +/‐
7%.
For 400 survey completes from visitors and 400 from non‐visitors (our recommended sample
size), the cost would be $21,500 USD and the margin of error would be +/‐ 4.9%.

Provincetown Office of Tourism
Visitor & Non-Visitor Survey

Online Survey

Duration:
Six (6) Weeks

Project Kick-Off Conference Call

1 day

Survey Development

5 days

Survey Approval from Client

2 days

Survey Programming & Testing

3 days

Data Collection

10 days

Data Processing

4-5 days

Reporting & Analysis

3 days
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Presentation to Red Thread Productions &
Provincetown Office of Tourism

1 day

Provincetown Office of Tourism
Visitor & Non-Visitor Survey

Online Survey
Project Management

Cost: $13,500 USD
$500

Survey Design

$1,500

Survey Programming & Hosting

$1,500

Data Collection – 400 Completes

$8,000

Reporting & Analysis

$2,000

Contact
Chris Olliff
chris.olliff@valientmarketresearch.com

Scott Upham
scott.upham@valientmarketresearch.com

3. ANSWER QUEST RESEARCH – Woburn, MA
http://www.answerquestresearch.com/index.html

Type of survey
Email/phone – survey link (program link $1500 – $5000 if writing report of raw data)
‐Or)
On‐site (at office): pay room rental ($500/group, $1500 full day)
Price Range
Anywhere from 10k – 100k
Respondents
 AQ has a database with over 50k names from ~30 mile radius (costs more if they
don’t use their own database)
 You pay per respondent they find (up to $80 ‐ $200 per recruit)
Timline
 3‐4 weeks for design, if needed (if not, survey link can be programmed in 24 hours)
 1‐2 weeks to recruit
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2 days – a week for report (depending on type)

Contact
Jikesh Patel
jpatel@answerquestresearch.com

4. MTI
Contact
martha@mtimarketingservices.com
Online survey among visitors, inquirers, and prospects
After the exploratory, in‐depth study with the smaller sample, we will be able to develop a detailed
structured questionnaire, in which respondents are presented with multiple‐choice questions about
their wants and needs, their perceptions of Provincetown and competitors, and what it would take to
increase their interest in visiting (or returning). We will also collect demographic and travel‐related
information (length of stay, $$ spent, time of year, etc.). The survey will be 10‐15 minutes in length.
Ideally, we will survey a sample of 500 in each of three groups:




Visitors – Have spent either a day trip or an overnight stay in Provincetown in the past 3 years
Inquirers – Have requested information about Provincetown in the past 3 years but haven’t
yet converted to Visitor status
Prospects – A random sample of LGBT and LGBT‐friendly travelers who haven’t been to
Provincetown in the past five years but wouldn’t rule out the possibility of visiting in the near
future

We will use lists supplied by the Town to identify Visitors and inquirers. If necessary and possible, we
will augment these lists with lists from credit card companies or regional/state tourism associations.
We will use MTI’s sample vendor to find and survey 500 Prospects (400 of whom will be LGBT). These
respondents belong to panels of consumers who occasionally take online surveys in exchange for a
small financial incentive.
To encourage participation from Visitors and Inquirers, we recommend offering an incentive in the
form of a drawing – for example, the names of four participants who complete the survey will be
drawn at random to win a $250 prepaid VISA card.
Timing: The survey should follow the online group discussions. It can be conducted and a report of the
findings issued within 5 weeks of approval.
Cost: The estimated cost of the survey is $21,000. This estimate includes all costs associated with
designing and programming the questionnaire, inviting the respondents, analyzing the results and
providing a written report of the findings. This estimate also includes $1000 for respondent incentives,
as well as all costs associated with purchasing the sample of Prospects. This estimate does not include
any costs associated with purchasing lists of Visitors or Inquirers.
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5. Destination Anaylsts
Contact: Melissa Elkins (Melissa@destinationanalysts.com)
I had a call with Melissa in August. My notes are here:
This firm specializes in destination marketing. We’ll need to give them a more formal
RFP to get a quote.
Open to ideas: methodologies
They can do an intercept: Surveyors on the ground
Really fantastic opportunity; talking to the customers; custom to what we want
to learn
Online survey
Typical way to approach future audience/opportunity:
Collect enough to be able to identify the growth
Year round depending on the place
Billings Montana: high season and shoulder season

Credit card data: A lot of money; if you have a big budget it is good to have
because it’s a lot of information
Top market who use VISA limited to those who don’t use Visa (china, for
instance)
Doesn’t capture cash

Move to approve MTI Marketing Services to conduct the Visitor Survey.
Motion: BS
Second: SA
5‐0‐0
 Brand Identity:
 Monday 23 October the Board of Selectmen voted to stop using new logo and return to
using old logo – in response to this we are prepared to do the following:



Motion: TD ‐ Move the Board of Selectmen vote to direct the town Manager to instruct
town staff to suspend the use of the new logo and use the former logo and to
immediately begin a market research program to determine marketing effectiveness and
schedule a joint meeting of the BoS and VSB immediately once results of research are
available ‐ RA seconded the motion – Vote 3.2.0



Staff Memo Response is attached
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Director of Tourism will meet with the BoS on 27 November

Move the VSB continue to gather information concerning the Brand Identity and
meet with Board of Selectmen for an expedited scheduled meeting for further
discussion and direction on how to move forward after the results of the visitors
survey will have been received.
Motion: LM
Second: BS
5‐0‐0

6. Board Member Statements. Comments from Board members. Discussion
dependent. Motions may be made. Votes may be taken.
SA – had asked to be excused prior to board member comments.
RC – agrees with LM.
LM – would like to thank Radu Luca and wish him good luck in his future endeavors.
RM – asked the VSB to discuss VSB meeting dates in January February and March.
The FY 2019 Grants review meeting has been rescheduled to Tuesday, January 2nd,
at 10 am, Judge Welsh Room.
BS – agrees with LM
JG – agrees with LM.
7. Approval of Minutes. Motions may be made. Votes may be taken.
Move to approve the minutes from 11.13.17.
Motion: LM
Second: BS

5‐0‐0

Move to approve the minutes from 11.13.17 with the Board of Selectmen.
Motion: LM
Second: BS
3‐0‐2 (RC and JG
abstained)
Motion to adjourn.
Motion: BS

Second: JG

5‐0‐0

The meeting was adjourned at 5:05 pm.
Respectfully submitted,
Radu D. Luca
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