Bureau Access Walk - Through

This Walk - Through provides detailed instructions for using the Bureau
Access application. This guide will provide you with a solid understanding
of how the Bureau Access system works, and how it can be used to your
advantage.
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Overview 1

Getting Started With Bureau Access

This manual will provide you with a step-by-step introduction to the Bureau Access functions. All steps
are marked with a # sign to indicate the order in which they have to be completed.

The first thing you need to do is open the Bureau Access Web page. Bureau Access is available at the
following URL.:

http://www.tourism.uiuc.edu/itf/access/

When you launch the URL in your web browser, a login screen appears, prompting you to select your
CVB and to type your password:

facts

THurean hecess Home Welcome to Bureau Access!

Help . . o . .
B Burgau Access integrates data and onling toals inte an information erdronment specifically designed to
v MEED the needs and requirements of city, county, and regional tourism bureaus in [llinois,

Logout

This site iz designed for member use only. Please use your membar account 1o access your customized
page:

[LLINGIS

BT A, IGHT Mt ™

Bureau:  |Abraham Lincoln Tourism Bureau of Logan Courty =

Password: |

[ togin | | Clear | gorgot your password?)

& Copyright 2002 by Tourism Laboratory for Economic and Social Behavior Research (TesB)

nivars f llimod na-Champaign
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Getting Access to Bureau Access

In order to use the Bureau Access application, you will need to login using your CVB’s password. Your
password will be provided by the Tourism Laboratory for Economic and Social Behavior Research. Once
you log into the Bureau Access system, you will be able to change your password at your convenience.

Logging Into Bureau Access

# 1 Launch http://www.tourism.uiuc.edu/itf/access/

# 2 Select your CVB name from the drop
Buresu: ]Ahmham Lincaln Tourism Bureau of Logan Caunty j‘/down menu

Passwoid: | 44—

Login Clear

# 3 Enter your password in the textbox.

#4 Click the “Login” button.
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Home Page 2

The home page is the first page you will see after logging into Bureau Access. Your CVB logo and name
appear on the page to indicate that you have entered your personalized Bureau Access space.

EIII‘EEI.I ﬂCCEiS HGITI.E WEImmE

Eenchmarkmg

Tallation) is designed to help

- Bureau Access Llllmnls Metwork Statis 5
E.'I data in a customized way and

(Statistics ... lourism organizations in lllincis access and anal:.rze I:hE|r
"lr mellc benchrmark their marketing pedormance,

Ag an Bureau Access member, you can access your data pccording to the specifications made in your
e profile and preferences. Please select the following icons orfclick on the gide menu 1o view your data.
~ontact

Your CVB name and logo

a8 Cupwigl'd: 2003 by Taurizm Labarstory For Economic and Sacial Bahavior Resaarch I:TESB}
nt of Lei i

University of Illinois at Urbana-Champaign

Side Navigation Bar

Bureau Access Home

- Statlshcs B | Every page of B_ureau Access has a side_ navigation bar. The
- AT — content of the side bar changes depending on the current
My Profile v ' page you are viewing. The navigation bar will always display
' a link to the Bureau Access home page, and a link to the
logout function of Bureau Access.

Contact
L
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Bureau Access Components

There are two components of Bureau Access currently available for use: Benchmarking, and Statistics.
These components form an integral part of the structure of Bureau Access.

Benchmarking — Benchmarking is a process that allows you to compare current and past results
and evaluate your performance based on the selected measures.

Statistics — Statistics provides you with a summary of your current performance, in addition to
the average data of all bureaus participating in Bureau Access.
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Benchmarking 3

Bureau Access Benchmarking

Benchmarking is a continuous and systematic process to evaluate business performance. It has become
a widely accepted practice in different industries. The Bureau Access benchmarking tool adopts and
modifies existing benchmarking concepts to fit the specific needs of your CVB.

Hurean fecess Home  BUFEaU Access Benchmarking
Benchmarking .
- Benchmarking is @ process tha allows you 1o compare currenl and past resulls and evaluate your
Start banchrarking pariormance based on selecled measures.
Bonchrnarking FaGe
Yow can either view & summary of yous bureau-specilic indicatons, directly stan with your benchmarking
. process, or eam mone about benchmarking and this Bureau Access tool by selecting one of the
fallrwing links:

« Start Benchmarking
Get started measuring your perfarmance by compating your resulis fo your past results or to oiher
CVEBs in solect groups

« Benchmarking FADs
If you would ke to obtain angeers to specific guestions mgarding benchrmarking and the Bureau
Access benchmarking tool, ihis list of fequently asked quesiions is an excellent mesource.

@ Copypright Nﬂi_b'f Touripm Laborstory For Ioonomic and Social Bahsvior Repasnch (Tesl)
i ! .o .

After entering the benchmarking section, you can get started with your benchmarking process right away,
or learn more about benchmarking and the Bureau Access benchmarking tool by exploring the
Benchmarking FAQs.
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Start Benchmarking

The Bureau Access benchmarking tool uses CVB specific performance data (e.g. phone leads generated
by the CVB) and descriptive data (e.g. grant amount and size of the CVB community) that have been
saved in the Bureau Access database. The system will automatically retrieve the relevant data; thus, no
additional data entry is required. You can immediately begin with a comparison of your performance
results.

facs

Home | Industry Stats | Harket Reports | ; | Contact Us

puress dccess ome 2 1EF 11 Select a Method of Benchmarking,

Benchmarking

-Select one of the allvang companson methdde Moo the categonos boliw.

& [Intermal Comparsnn
Select Infemal Companseons f you want b0 compare your own dada from different pears or different
quarters

o Standars marki
Standard Bﬁl"lllhl'l’lafﬁlﬂl; alloe's you to compare your results wilh those of buresus that are similar

:‘::':::::II::;_ to yours in temns of pogulaton in the aies, budget, giant Smount, rogm Bage, or markelmg lpcus
Member Directory o My Benchmarks

Help My Banchmarks allows yow to use customezed benchmiarks basad an the defnitions you prowe da
Contact T

Lagaut

& Copyright 2000 by Toursrn Laborstory Far Econamic snd Social Behavior Beresrch (Taed)
Dagarnmant of Laijurs Shydiss
1 | - Ta ']

The benchmarking process can take as few as 3 simple steps. The first step is to select 1 of 3
comparison methods for benchmarking.

1) Internal Comparisons — Select Internal Comparisons if you want to compare your own data from
different years or different quarters.

2) Standard Benchmarking — Standard Benchmarking allows you to compare your results with
those of bureaus that are similar to yours in terms of population in the area, LTCB grant amount,
room base, or marketing focus — or compare your results to the state average.

3) My Benchmarks — My Benchmarks allows you to use customized benchmarks based on a
competitive set you provide.
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To Benchmark by Internal Comparisons

After selecting “Internal Comparisons” as the desired benchmarking method, you will be asked to select
the specific time periods you would like to compare.

#1 Selectthe time
period you would like
to use as the basis for
your comparison by
selecting a year and
quarter combination
from the top two pull
down menus.

STEP 2: Select a Time Period.

Selact the time pariod you would like to use as the basis for your comparison [lhicallly the cum
Iater penod in time)

FY Year 1- | Select Yaar vl Cuarter 1- | Select Quartsr =

] . # 2 Select the time
STEP 3: Select a Second Time Period. period you would like

to compare to by
selecting a year and

: |—_[ ) quarter combination
@Ear: Selectyear T Quarter 2 SEIgcmuam'z > from the bottom two

pull down menus.

Select the time period to which you would like to compare it

Display Results |<
# 3 Click the

“Display Results”
button to benchmark.

For example, if you would like to compare your results from the current quarter - let's say Quarter 4 of the
fiscal year 2002 - to the previous quarter, you would select “2002” and “Quarter 4” as your first time
period and “2002” and “Quarter 3" as your second time period.

You can compare entire fiscal years by selecting the “Entire Year” option in the “Select Quarter” pull down
menu.

The Internal Comparisons method does not require any further specifications. Clicking on “Display
Results” will immediately provide you with your benchmarking results. Please refer to the “Interpreting
Benchmark Results” section in this manual to learn more about how to read and draw implications from
these benchmarking results.
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To Benchmark Using Standard Benchmarking

If you select Standard Benchmarking to compare your CVB to other bureaus, you will need to specify a
time period and a benchmarking category.

# 1 Select the time
period on which you
would like to base your
benchmarking effort by
selecting the year and
guarter combination from
the top two pull down
menus.

STEP 2: Select a year a

FY Year | Selectear 'I Cuarter | Select Cluarer =

STEFP 3: Select a benchmarking category. #2 Select a basis for

your comparison from
the benchmarking
category pull down
menu. You can
compare yourself to
bureaus that are similar
in terms of population,
grant amount, room
base, or marketing
focus.

Select a basis for your companson from the list below, You can compare yoursell to bureaus that are
similar in terms of population, grant amount marketing focus.

|SEIE|:1 Coategony

Once a benchmarking category has been selected, the next step is to specify a comparison range for that
category.

# 3 Specify a comparison range by checking one of the radio buttons. The range in green text is the
range your bureau falls into.

NOTE: If market focus is chosen as the benchmarking category, you need to select a specific market
focus instead of a range.
STEP 4: Select a comparison range.

Specify & companzon range by checking one of the ranges below

|Campare By LTCB Grant Amount

| gy Cyrspo-ssn0o | O psooogsoopon | ssonpor-sooopon | s poogote |
L =]

Digplay Rezults

#4 Click the “Display Results” button to display your results. Please refer to the “Interpreting
Benchmark Results” section in this manual to learn more about how to read and draw implications from
these benchmarking results.
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My Benchmarks

My Benchmarks allows you to select a competitive set for comparison purposes. This selection requires
you to create at least 1 customized benchmark. If you have previously created a benchmark but would
like to modify it, you need to do so before you proceed with your benchmarking effort. However, if you
want to use existing benchmarks without making any changes, you can skip the “Create or Modify
Benchmark” step and start by selecting the custom benchmark you would like to use (see “To Benchmark
Using My Benchmarks”).

To Create a Customized Benchmark

STEP 2: Create, modify, or directly select a previoushy stored

| — # 1 Click the “Create or
benchmark, Modify Benchmark”

Cresta of Modity Benchmark / button.

Seled] Create Benchmark # 2 Click the “Create
—
Benchmark” Button

Bureau Accoss Benchmarking allows you to create and store wp to 3 cuslomized benchmaks
latier madey or dalete them i your benchemarking needs change

(v P # 3 Type a name for the

STE / new benchmark in the
textbox provided.

STEP 1: Marmse your benchmark.

w
o

. Type ini a namee that allows you 10 sdentify the speciic benchmark

[T
o

Benchenark Mars

# 4 Define your
competitive set by
selecting at least four
bureaus to which you

Selact from the ourgaus ko which you would e bo oo

. goursell. Your benchmark
must in wast 4 bureaus

™ Aumes Ases CVE

I Bloomington-Nomal Ares CWVE

T ham paign Coundy CWVE

I Chicage Horth Shore CWE

T Checage Southland CVB
Darnilie Area CVE

I DM GV

™ Biwckhawh Wateways C
™ Carhondals VB

I~ Checage Corvention and Towism
Buresu

I Chicage Cffice of Tourism
I~ Caolingnlle CVB

™ Decatur Aes CVE
I~ Eﬂmgl'-;m »

STEP 3: Save your benchmark.
Clhick on the bution balow to save your hanchmark

Sewve Benchmeark

'l
cFl ;

would like to compare
yourself. Select the
bureaus by checking the
checkbox next to the
bureau name.

NOTE: If you select less
than four bureaus, an
error message will
appear.

#5 Click the “Save
Benchmark” button to
save the new benchmark.

Clicking on the “Save Benchmark” button will lead you back to the Create Benchmark page. You will see
a message that says “A new benchmark was successfully created.” The “Your Benchmarks” section
will display all benchmarks you defined, including the one you just created.

Tourism Laboratory for Economic and Social Behavior Research 10
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Your Customized Benchmarks

Once you have created a benchmark, you will be able to use it as the basis for your benchmarking

process. The benchmarks you define remain stored in the system until you decide to edit or delete them.
A table with a list of your benchmarks is available on the page that appears after clicking on the Create or

Modify Benchmark button. From here, you can view, edit, or delete your customized benchmarks.

¥our Benchmarks:

Select the banchmark you would ke to madify. Then, choose "Edit”™ 1o make changes or “Delete” o

[ Bwnchinark 1

ﬂ Deleta

remiove the respectnve benchmark

To View a Previously Defined Benchmark

TH 22004

This function allows you to view the properties of a specific benchmark in case you forgot the specifics of

how you created it.

#1 Click the name of the benchmark you would like to view. This will lead you to a page that
displays the benchmark definition and gives you the option to Edit or Delete the benchmark.

Y our Benchmarks:

[ Eenchmark 1

1H 202004

Sel
e

ﬂ Delete

BenchMark Name: Banchmark 1
BenchMark Created On: 1712723004

Included Bureaus: Blackhawk Waterways CvEB, Carbondale CWB, Chicago Comvention and Tounsm
Bureau, Chicaga Moth Shore CVB, Chicage Ofice of Toungm, Chicago Southland CVE, Damille Area

CVE, DuPage CVE, Greater AltonTwan Rivers CVE

Tourism Laboratory for Economic and Social Behavior Research
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To Modify an Existing Benchmark

# 1 Check the checkbox next to the name of the benchmark you want to modify.

# 2 Click the “Edit” button located at the bottom of the box. A new page appears that allows you to
rename and redefine your benchmark.

Your Benchmarks:

STEP 1: Name your benchmark.

# 1 Type in @ name thal allows you 1o entify the specific benchmark- ar leae ag 15 if you want 10 e the
el benchmark name unchangead:
it ; - |Benchmark 1

H# 9 _|Benchmark Mame |

T

Salect from the list below the bureaus to which you would ke to compare yourself. Your benchmark
raust include at least 4 bureaus. Or leave as is if you want 10 leave the benchmark definition unchanged

# 3 Change the name
of the benchmark by
typing the new name in
the provided textbox — or
leave as is if you want
the name to stay the
same.

STEP 1: Hame your henchmark.

nl b leawe the

Type in & name that allows you to Identity the specific benchmarks o leave a5 is i7
benchmark name unchanged

Benthimark Nare: [BE‘H chmark. 1

#4 To define your
benchmark, select at
least 4 bureaus by
checking the checkbox
next to each bureau’s
name. Leave the

Selectfrom the list below likis 1o compare yaursell Your bench
include at aus, Or leave a5 is il yow want to leave

% Abraharn Lincoln Toursm Bureau of Logan
County

Blackhawk Walerwas CVE

[ aurora Area GV

W Bloomington-Nomnal Area CVB

™ Carbondale CVB be Champaign County CVB checkboxes as is if you
[T Chicago Convention and Tourism Bureau ¥ Chicago Office of Tourism want the benchmark
™ Chicago Southland GV ™ Caollinsille CVE definition to stay the

Darnville Area CVB [~ Dacabur Area CVE same.

STEP 3: SavPe enchmark.

#5 Save your
benchmark definition by
clicking the “Save
Changes” button.

itk the cancel button

Click on the bulton below 19 save the changes you'e made to your benchma
1o cancel this edit operation

Sewve Changes Cancel Changes E

A confirmation message will appear on your screen and tell you that the benchmark was edited.

Tourism Laboratory for Economic and Social Behavior Research 12
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To Delete an Existing Benchmark

# 1 Check the checkbox next to the name of the benchmark you want to delete.

# 2 Click the “Delete” button located at the bottom of the box.

| Benchmark Name Data Cramed

#1 —Pp

[+
Cielete ‘ #2

You will see a red message on your screen confirming that your benchmark was deleted.

Banchmank 1 THAROOE

NOTE: There is no “Undo” function. Once you click the “Delete” button, your customized benchmark will
be permanently erased from the database. However, you can always recreate it by using the Create
Benchmark function.

Return to Benchmarking

After creating or modifying your benchmark definitions, you will want to start benchmarking with them. To
get back to benchmarking after you've finished working with your benchmark definitions, click the “Back to
Benchmarking” link at the bottom of the Create Benchmark page.

@ to Benchma@

Tourism Laboratory for Economic and Social Behavior Research 13
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Using My Benchmarks

Using My Benchmarks as the benchmarking method means that you will compare your results to the
results of a specific competitive set of other CVBs. After selecting the particular benchmark you would
like to use, all you have to do is specify the time period on which you would like to base your comparison.

STEP 2: Create, modify, or directhy select a previoushy stored
benchmark.

Creste or Modity Benchmark ]

Select the benchmark you would like to use for your Companson

Select Benchmark =

STEP 3: Select a year and quarter,

Select the Lacal yesr on which you wisuld like 1o base your bancheiarking eflon. Also el
you wayld like 10 use in this performance comparison, of salact Ending Year bo comp;

data swailable rcw
¥ Year | SelectYear = Guarter SEIEET'}UGHEI;"

Display Rasults <¥

{ihe quarter
ased on all

#1 Selectthe
customized
benchmark you want
to use from the pull
down menu.

# 2 Select the time
period you want to
benchmark to by
selecting the year
and quarter
combination from the
two bottom pull down
menus.

# 3 Click the
“Display Results”
button to view the
results.

Please refer to the “Interpreting Benchmark Results” section in this manual to learn more about how to

read and draw implications from the results of this benchmarking effort.

Tourism Laboratory for Economic and Social Behavior Research
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Interpreting Benchmark Results

The layout of the screen that reports your benchmarking results will vary a little based on the
benchmarking method you used. However, there are some features all reports have in common.

% of Norm

% of Norm indicates how well your bureau performs with regards to a specific performance item, for
example phone leads generated by your bureau’s campaigns. It is a standard measure used to compare
your data to a specific set of comparison data. If you compare current bureau results to past results, the
past results represent your comparison results. If you compare your bureau results to the results of
bureaus with the same LTCB grant amount, the latter is referred to as comparison results.

The formula for % of Norm is simply:

My results

% of Norm = 100 X -
° Comparison results

A % of Norm < 100 indicates an underperformance. It means that your results are proportionally lower
than your comparison results. All % of Norm numbers below 100 are displayed in RED. If the % of Norm
figure is equal to or greater than 100, the result will appear in GREEN to indicate that your bureau
performed at least equally well or better than the bureaus included in the benchmark.

Insufficient Data

A BLUE DASH will appear if no data was reported for a specific item or if a result could not be calculated
because of insufficient data.

If you selected a specific range for a certain Standard Benchmarking category, but this range includes
less than 4 bureaus, you will see the following error message:

Performance Benchmark for 2003, Quarter 1

Sorry, not enough bureaus fall in the specified range to generate results. Please try
aqain.

This is necessary to avoid that you compare yourself to only one or two bureaus, which might have
specific characteristics and could bias the results. If your benchmarking effort leads to this error
message, you should try to select a different range or, if necessary, use a different benchmarking
category.

Tourism Laboratory for Economic and Social Behavior Research 15
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Results Display for Standard Benchmarking and My Benchmarks

The performance report that is displayed as the result of your standard or customized benchmarking
efforts indicates how well your bureau performs with respect to certain performance measures. There are
currently two groups of performance measures: leisure oriented inquiries generated by your bureau and
group related business in which the bureau has either assisted in the booking process or has provided
significant coordination services to the groups.

Performance Benchmark for 2003, Quarter 1

100,001-500,000.

-

Comparison data is calculated by averaging the resuits of 18 bureaus thal are in the range

by Fesuls | Comparison Resuite | 3% of Hoam
Lead Generation
Fhone Leads 1.076 1,471 Q1.0
ail Leads i.738 1038 0.7
Wab Site Inquiries 31200 39262 91 .4
Total Lead Inquiries 341194 37262 @91.2
Group Attractions
MeefirgsiConverlions
# Drala pates Aktracled - Booked Lt S 5763 S0 6
¥ Dalegates Aktracted - PECE" 18538 2001 &4
Spards
# Spors Travelers Altracted - Booked 4 151 ] 30
# Sports Travales Attractad - PSCE" 1474 Z2ETE 550
Meforcosolh
¥ holarssach Trawvelems Atliasted - Baoked 314 pra =l 1052
# hotorcoach Travelern Attracted - PSCS" 530 377 1428

*P3CE - CVB Provided Signiticant Coordinalion Senices

#1 The report title
indicates which time
period you selected.

#2 The report
shows which
comparison range
you selected for a
specific
benchmarking
category and the
number of bureaus
that fall into this
range. When using
My Benchmarks, this
line will indicate
which customized
benchmark you
selected and how
many bureaus it
includes.

#3 The % of Norm
figures indicate how
well your bureau
performs with respect
to certain
performance
measures.

You can print this report by clicking on the “Printer Icon” in your Web browser. You can also copy and

paste the results into a Word document.

Tourism Laboratory for Economic and Social Behavior Research
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Benchmark Ratios

If you compare entire fiscal years, your results will include benchmark ratios in addition to the other
performance measures. These benchmark ratios indicate how well your bureau performed in specific
market sectors (Leisure, Meetings/Conventions, and Sport Groups) given the budget amount your bureau
dedicated to this specific segment.

Performance Benchmark for 2003

Compatison data is calewlated by averaging the resuils of 18 bureaus thatl are in the range
100,001-500,000.

by Rregulte | Comparizon Resulls | % of Noim
Lead Generation
Fhone Leads 28186 2,880 ar.4
tdail Leads LR BA22 = k]
‘Wab Site Inquinies &5.250 20 427 oy &
Total Lead Inquiries T 07T w0050 o7 A
Group Aftractions
MeefingsiComveniions
# Dalagatas Altractad - Bookaed 99241 19,691 504.0
¥ Delegates Attracled - PECS" 58449 10,315 844
Sporis
# Spors Travelers Attracted - Booked 16 950 32048 520
# Sports Travelars Attracted - PSCE" 3502 B.802 510
Meforcozoh
# Moloresach Travelars Atlacted - Booked 1935 2,185 BE2
# Mo - PSS 1.867 1,806 1052
Leizure Benchmark Ratio 52 111 456
Meetings/Conventions Benchmark Ratio ) 75010 e ZISE
Sport Group Benchmark Ratio / 8000 g17.2 gs2
———— —

*PSCS - CVB Provided Sionificant Coordination Senvices

These Benchmark Ratios are calculated as follows:

Leisure Benchmark Ratio =

(Phone Leads + Mail Leads) * Inquiry Conv Rate * Ave Spending Per Person Per Day * Ave Length of Stay * Ave Party Size

(Consumer/Leisure/Other Budget)
This ratio uses an estimate of visitor spending based on a bureau’s phone and mail inquiries and

contrasts it to the portion of LTCB grant award the bureau orients towards leisure visitors. The resulting
ratio provides an indication of the effectiveness of expenditures in influencing leisure target markets.

Conv = Conversion; Ave = Average; PSCS = CVB Provided Significant Coordination Services

Tourism Laboratory for Economic and Social Behavior Research 17
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Meetings/Conventions Benchmark Ratio =

(Delegates Booked + Delegates PSCS)*Ave Spending Per Delegate*Ave Length of Stay
Meetings and Conventions Budget

This ratio uses an estimate of delegate spending considering the number of delegates a bureau assists in
the booking process or delegates which are provided significant support services. This influenced
spending is then contrasted to the portion of LTCB grant award the bureau orients towards the meetings
and convention market. The resulting ratio provides an indication of the effectiveness of expenditures in
influencing target meeting markets.

Sport Group Benchmark Ratio =

(Sports Travelers Booked + Sports Travelers PSCS) * Ave Spending Per Person Per Day * Ave Length of Stay * Ave Party Size

Sports Budget

This ratio uses an estimate of sport traveler spending considering the number of sport travelers a bureau
assists in the booking process or which are provided significant support services. This influenced
spending is then contrasted to the portion of LTCB grant award the bureau orients towards the sports
market. The resulting ratio provides an indication of the effectiveness of expenditures in influencing target
sport markets.

Tourism Laboratory for Economic and Social Behavior Research 18
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Results Display for Internal Benchmarking

In addition to the performance measures, the report for Internal Benchmarking includes your bureau
profile data. If you select entire fiscal years, this profile data will be compared, showing you if or how your
bureau’s profile has changed. Since you are comparing your own results, the “My Results” and
“Comparison Results” columns you find in the other benchmarking reports are replaced with columns that
display the data for the two time periods you compare.

Performance Benchmark for 2003, Quarter 2 V8. 2003, Quarter 1

Bureau Profile;

00z
Population A2 0TS
Budget amount 257.220.38
Grant Amount 330,833 82
Room Base 29403
Market Foeus

% Masgtings & Convenlions 247
% MotorcoachGroup Tour 110
% Sports &7

% Consumevlebure/Othar 414

Bureau Results:

Lesd Generation

Phone Leads 1076 206 749
Miail Leads 1738 2478 1926
Web Site Inguines 24,300 Rk | 747
Total Lead Inquirias 34,114 20 Bas ™A

Group Attractions

verlions
# Delegates Atbiacted - Booked N 34,518 7123
# Dalagates Atbracted - PSCE" 1928 1,725 B8R0
Spars
# Spors Traveler Atfracted - Booked 4,151 4428 1067
# Spors Traveles Alracted - PECE" 1474 1457 =g

Meatorcoaoh
o Molorcoach Travelers Atliacted - Booked 3149 1072 a1l 4
# holoreoach Travelem Atlracted - PSCS" 539 1,148 2130

*PSCS - CVB Provided Significant Coordination Samvices

Restarting or Redefining the Benchmarking Process

If you would like to continue your benchmarking effort but CHANGE the BENCHMARKING METHOD,
simply click on the “Restart” button, which will lead you to the very first step in the benchmarking process.

Festart Benchmarking Fedefine this Benchmark

If you are not content with the results you obtained through yOur selection of benchmarks or ranges

within benchmarking categories, you can click on the “Redéfine” button to make changes WITHIN a
certain BENCHMARKING METHOD.

Tourism Laboratory for Economic and Social Behavior Research 19
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Benchmarking FAQs

If you would like to obtain answers to specific questions regarding benchmarking and the Bureau Access
benchmarking tool, this list of frequently asked questions is an excellent resource. The Benchmarking
FAQs will be continuously updated and we would like to encourage you to let us know which questions
and answers should be added.

facts

Horme ] Industry Stats | Maret Reports l Contact Us

Bureau Access Home BenChmarking FAQS

Benchmarking
- Far a comprehansive miroduction to benchmarking, please refer 1o our mderaciive eGuide

Start Benchrmarking
Benchmarking Fads Read Benchmarlang eGuide Online
Download eGuide as PDF File

i you would like 1o obtain answers (o specific questions regarding benchmarking and the Sueau Access
benchmanking tosl, please see the list of frequenly asked quastions balow

* 'What is benchmarking?

Contact

Logout * How can benchmarking contribute to the success of my burau?

# What does "Room Base” refer to?

# How can | update my profile?

* Why must customized benchmarks include a minimum of 4 bureaus?

* What is the Leisure Benchmark Ratio?

* ‘YWhat is the Meeting and Corvention Benchmark Ratie?

In addition, the Benchmarking FAQs section provides access to an interactive eGuide on Benchmarking
for tourism organizations. You can read the online version of this eGuide, which is dynamically linked to a
dictionary that explains technical terms. Or, you can download the eGuide as a PDF file.
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Bureau Access Statistics

The content of Bureau Access Statistics is highly customized and depends largely on the research efforts
of the individual CVB. However, its core content and functions are the same for all Bureau Access users.
The Bureau Access statistics section is comprised of two main components: My Statistics and State
Average Statistics.

My Statistics allows you to view your bureau’s profile (population, grant amount, market focus, etc.) and
all data that has been stored for use in other Bureau Access sections (e.g. your bureau’s performance
indicators used for Bureau Access Benchmarking). State Average Statistics provides you with a report of
average statistics for all bureaus in the Bureau Access system.

facts

Home | Indusbry Stats Market Reports | | Contact Lis

Bureau Access Home Bureau Access Stalistics

Benchmarking
Y aan PTPRY - hT ST""‘-’S“CE
Statistics oy alarlsiles .
= Wiew a report of your current and archived statistics

* State Average Siatistics
iew a repor of average statishics for all of the bureaus in the Bureau Access system

My Profile
Member Directory
Help

Cantack

Logout

@ Copyiaght 2003 by Tourisrm Laborakory far Economic and Sodal Bakavier Raseardh (Tashk]
anl FLairure & i

nivgrsity of Llinels it Urbana-champ sian

The built-in flexibility of this section allows CVBs to include other data reports, for example the results of
conversion studies they conduct through the National Laboratory for Tourism and eCommerce. The
continuous expansion of the statewide data depends to a great extent on the willingness of the CVBs to
share additional information, such as conversion rates. Thus, the Bureau Access Statistics section will be
under continuous development to reflect the needs and wants of the Bureau Access members.
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My Statistics

Currently, the My Statistics section of Bureau Access presents you with profile data, performance results
data, and benchmark ratio data. Performance results are presented for each quarter and for the year to
date (YTD). For comparison purposes, your results are ranked against the other CVBs in the INSITE
system. The ranking is given as “Your Rank” / “Total Number of Ranks”.

Bureau Profile;
Popilation 42078 | &z0
Room Base 2403 1320
LTCE Grant Amount 33053362 10038
Market Focus
% Meetings & Conventions 24.7 Tzg
% MotorcoachiGroup Tour 1.0 21035
% Sports &6.7 125
% ConsumarLaisurefOther 41.4 32440
Leisure Benchmark Ratio 5.2 24537
Meetings/Conventions
Benchmark Ratio i
Sport Group Benchmark Ratio F08.0 aiz0
Bureau Results:
Lead Generation
Fhone Leads 1076 | 206 | @34 2R1E 13736
Mail Leads 1738 | 2478 | 1,785 ) 8,011 149438
Wheb Site Inquines 31,200 (22371 | 332579 88250 140338
Group Attractions
MeefingsiConvenfions }
# Delegates Attracted - Bocked 42,4944 | 34,518 | 18,279 99,241 5128
# Delegates Attracted - FSCSE" 1938 | 1.725 | 2981 6644 QT
Sperls
# Sports Trawelers Attracted - Booked 4151 | 4425 | 84901 - 16,980 Iz
# Sports Travalars Athacted - PSCE" 1474 | 1,457 | 501 3522 L]
Moforcoach
# Motorcoach Travelers Attracted - Booked | 214 | 1072 | 549 . 1925 4724
# Motorcoach Travelers Attracted - PSCS® | 530 | 4,148 | 280 1067 k< T e
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Lead Generation

Fhone Leads 1076 | 206 w34 2816 13036
Mail Leads 1,738 | 2478 | 1,705 ) 8,011 136
Wheb Site Inquiries 31,300 23371 | 332579 88250 14038
Group Attractions

MeefingsiConvenfions :

# Delegates Atfracted - Booked 42 444 | 34,518 | 16,279 99,241 529
# Delegates Attracted - PSCS" 19538 | 1,728 | 2981 6649 =T
Speris

# Sports Trawelas Attracted - Booked 4151 | 4428 | 5401 . 16,280 2z
# Sports Travelers Attracted - PSCE™ 1474 | 1457 | 591 3,522 @20
Moforooach

# Motorcoach Travelers Attracted - Booked | 214 | 1072 | S99 . 1835 ar24
# Motorcoach Travelers Atbracted - PSCS® | 530 | 1,148 | 280 1867 324

To View Archived Statistics

My Statistics automatically displays the most current data. To view data from previous fiscal years, follow
this easy 2-step process:

Select FY Year: IEDDE "I iew Year |

# 1 Select the desired year from the pull down at the top of the page.
# 2 Click the “View Year” button.
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State Average Statistics

State Average Statistics provides averages for profile information, performance results, and
benchmarking ratios based on the data of all Bureau Access CVBs. In addition, you can see the lowest
(Min) and highest (Max) numbers in the dataset for the benchmarking ratios, profile data, and market
focus data.

242,078 AT 220,26 220Ez3 82 24020

Mean
Min 5224 A4, 620000 328800 n
Max 296,016 | 251020000 | 2250, 180,00 12 &34

Market Focus Distribuion:

Maarn 20.7% 11.0% 6.7% 41.4%
Min 20% 0% 00% 0%
Max 21.4% 26.2% 24.7% 05.1%

Morarafed Bureau Resulls:

Lead Generation
Phone Leads 1076 =l ] w3 2B15
Mail Leads 1738 478 1,785 ) 8011
Heh Site Inquiries 21,200 23.3M 33,579 98,2499
Group Attractions

venfions .
¥ Delegates Atracted - Booked 48,9949 9516 18,278 0,240
# Dalegates Atfracted - PSCS® 1,638 1,725 2e24 B B
Sporis
¥ Sporke Travelers Atlacded - Bosked 4151 44923 24901 - 16,980
# Sports Travelers Attracted - PECE® 1474 1,457 =234 3522
Moforcorch
# Motercsach Travaler Atracted - Bookad 14 1,072 240 . 1,634
¥ Motorcoach Travelers Abracted - PECET 530 1,148 /0 1087

To View Archived Statistics

State Average Statistics automatically displays the most current data. To view data from previous fiscal
years, follow this easy 2-step process:

Select FY Year: IEDUE 'I Wiew Year |

# 1 Select the desired year from the pull down at the top of the page.

# 2 Click the “View Year” button.
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My Profile 5

My Profile is the name of the section in Bureau Access that allows you to change your password and edit
your contact information.

facts
Home i i Maroet i Bureau coes: L Contact Us |

“Bureau fecess Heme 1 His section of Bureau Access allows you to:
‘Benchmarking
....... : T ehange your password

My Profile

-
Change Password
Edit Profile

Edit your contact information

@ Copyright 2003 by Tourism Laboratory for Economic and Social Behavior Research (Tesk) I | r
c kof Lai Shudi

University of lllinois at Uibana-Champaign

To Change Your Password

You will be provided with a password by the National Laboratory for Tourism and eCommerce. You can
change this password at any time by clicking on the “Change your password” link. The following screen

will appear and you will need to follow four simple steps:

#1 Type your current password into

Old Pasaword: | 4/ the top textbox.

New P asaword: I <\ .
#2 Type your new password into the

Confirm Meu F'assw-:urd:l \ middle textbox.
e | # 3 Confirm your new password by
\typmg it again into the bottom textbox.
# 4 Click the “Change” button to

change your password.
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To Edit Your Contact Information

Your contact information will be used to keep you informed about new data and additional functions

available through Bureau Access. Thus, it is important that you keep this information up-to-date. You

can easily update your contact information by using the “Edit your contact information” function. Clicking

on the “Edit your contact information” link will lead you to an online form with the following setup:

# 1 Edit your current

contact information in the ;::::f raarked with ang

provided textboxes. \‘N

Ereguired. All other fields=3

# 2 Click the “Update”
button to request the change.

[

Email: |

\ termeehaddres?lnThefurmm,.: kgt com | orong, et elc, -

* Fip Code:

Update | Cancal |

Review your changes below, then click the Confirm Buttonto  #3  Confirm your
approve these changes,

agotonal and ray be kel

changes by clicking the

“Confirm Changes” button.

Fax Mumber

Changing Fiom

sl g Addre ss
!:!'I L andging Fia
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