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BACKGROUND

Many iconic movies and TV shows (productions) are filmed and set in Louisiana each year, from Girls Trip to Beasts of
the Southern Wild. The Louisiana Office of Tourism hypothesizes that the popularity of these productions has an impact
on tourism and has requested research to better understand and quantify this effect.

MDRG first conducted research on this topic in 2018 and applied a broad set of assumptions to estimate the impact of
film on tourism. On the following pages, MDRG details a similar methodology as an update to the previous research.

REGINA  TIFFANY
HALL HADDISH v PINKEYT SMITH LATlFAH

Ly
OFTHE. J

' THE ISSA RAE KUMAIL NANJIAKI

Lyvznmns




RESEARCH OBJECTIVES

Primary Objective

The primary objective of the research is to estimate the volume
of tourism spending in Louisiana attributable to productions
filmed or set in the state.

Specific objectives include:

Measure the impact of productions filmed and set in Louisiana on
visitation to the state.

Measure the impact of productions filmed and set in Louisiana on
respondents’ impressions of the state.

Measure motivations for selecting destinations for leisure travel.

Measure the extent to which specific types of productions
(landmarks, characters, restaurants, scenery, etc.) influence
selection of a destination or visiting a place while on a trip.

Identify specific productions consumers have seen.
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METHODOLOGY & SAMPLE

MDRG conducted an Online Quantitative

Survey among 600 respondents, 250 of whom are
likely to visit Louisiana in the next 12 months and 350
who are not.

All respondents were be screened to ensure they. . .

o Have taken at least one leisure trip with a paid overnight stay in the
last two years

o Are age 25+

o Are a decision maker or share decision-making for household travel
planning

o Do not work in market research
o Live in one of the following DMAs

+ Atlanta * Houston

e Austin « Jackson

* Birmingham *  Memphis

+ Dallas * Mobile/Pensacola

Hattiesburg/Laurel e San Antonio

PROPRIETARY & CONFIDENTIAL | 5



c— )
XN e ™
-
- g Bl
o .
/5
Yo
e
P

‘MDRG PROPRIETARY & CONFIDENTIAL 6



Key Insights

The TV and Film Industry has a significant impact on both perceptions of Louisiana and
11 likelihood to visit.

» Those who are likely to take a leisure trip to Louisiana can accurately place
significantly more productions as being set or filmed in the state than those who are

not.
The gap in the number of productions placed in the
state between those who are unlikely and likely to S , .
.. . . roductions Unlikely to Likely to
visit demonstrates the impact of the TV and Film Cortectly VisitLA  Visit LA
industry on likelihood to visit. Attributed to LA (n=350)  (n=250)
. 84% 82%
= MDRG estimates that between 5.4% to 13.5% of |-G o O
likely visitors were impacted by the industry. s ew
= This equates to a ceiling estimate of $2.5 billion | 5+ | . 38% 51%
attributable to the TV and Film industry. | 6+ | 30% ... 41%
25% 30%
illi i Intended visits influenced by N :
spgl"cliionngtggrr@?ar* viewing Louisiana productions Annual tour|smL(r)(z\ilseiré;lrj](z1 ?r?)td%}logg attributable to
[ $18.9 ® 13.5% — $2.5 Billion ]
LOW-END ] TF *
[ $18.9 ) 4 5.4% e $1.0 Billion ] 12019
Report




Key Insights

.r @&———  ASPECTS INFLUENCING LA VISITORS ———@
In terms of the specific

depictions of the state in TV and Base: Visitors to Louisiana n=204
. . . Units: % Indicated each was at least a minor motivator in the decision to visit
films, the most influential to

visitation are. . . | wanted to visit historical sites | had
» Historical sites seen depicted

= Cuisine I wanted to visit restaurants and eat
= |conic landmarks local food | had seen depicted
Unsurprisingly, these are | wanted to visit an iconic location or
among the most positively landmark that | had seen

perceived aspects of the state.

®— TYPES OF PRODUCTIONS IMPACTING VACATION DESTINATION —@

TV shows about travel and food Base: Total Resp. (n=600)

were most likely to have

impacted where consumers

Units: % Influenced by each type of production when choosing a vacation destination

than deplctlons In a SpeCIfIC ........................................................................................................................................................................

p  Actonmovie | 25% | Scary/Horror movie | 13%
lim genre. Romance movie | 24% | Tvsitcom | 11%
1 0,
 Comedymovie | : 23% | \one of the above 2504
Drama movie 21%




DETAILED FINDINGS

~ IMPACT OF THE INDUSTRY
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Film Industry Impact on Favorability Towards the State

Consumers who have seen more productions set or filmed in Louisiana have a
more favorable view of the state as a vacation destination, which suggests the

industry positively impacts perceptions of the state.

75%
70%
65%

60%

(% Top Box)

55%

Favorability Towards LA

50%

1+ 2+ 3+ 4+ 5+ 6+ 7+ 8+ o+ 10+ 11+
Number of Productions Seen and Attributed to LA
(Filmed or Set in LA)

Q1 - Which of the following best describes your overall impression of each of the following states as a vacation destination?
Q7 - Please indicate whether you have watched any of the following movies or TV shows.



Film Industry Impact on Likelihood to Visit

The more productions consumers have seen and can place in Louisiana, the more
likely they are to plan to visit.

Likelihood to Visit LA
(% Top Box)

65%

60%

55%

50%

45%

40%

1+

2+

3+ 4+ 5+ 6+

7+

8+

9+ 10+ 11+

Number of Productions Seen and Attributed to LA

(Filmed or Set in LA)

SC10. How likely are you to visit Louisiana in the next year?
Q7 - Please indicate whether you have watched any of the following movies or TV shows.

4MDRG
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Impact of the Film Industry on Likelihood to Visit

Compared to those who are unlikely to visit, those who are likely to visit can
accurately place more productions as being filmed or set in the state,
demonstrating the industry’s impact.

100%

90% Likely to Visit Louisiana
80% The difference in the number of (n:250)

productions that can be accurately
70% attributed to being set or filmed in . L. L.

the state between those who do Unllkely to Visit Louisiana
60% and do not plan to visit (n:350)

50% / /

40%
30%

20%

Percent of Total Group

10%

2+ 3+ 4+ 5+ 6+ 7+ 8+ o+ 10+
Number of Productions Seen and Attributed to LA
(Filmed or set in LA)

SC10. How likely are you to visit Louisiana in the next year?
Q8 - Do you recall in which state the storyline of each production was set?
Q9 - Do you recall in which state each production was filmed?

11+



Impact of the Film Industry on Past Visitation
Further validating the industry’s impact on visitation, those who have visited in the
past can accurately attribute more productions to the state than those who have not.

100%

90%

The difference in the number of P o

80% productions that can be accurately Louisiana Visitors
attributed to being set or filmed in the (n:204)

70% state between those who have and
have not visited the state

60%

Non Visitors

a Vi (n=396)

40%
30%

20%

Percent of Total Group

10%

0%

2+ 3+ 4+ 5+ 6+ 7+ 8+ 9+ 10+ 11+

Number of Productions Seen and Attributed to LA
(Filmed or set in LA)

Sc8 - Please indicate whether you have visited any of the following states in the past TWO YEARS.
Q8 - Do you recall in which state the storyline of each production was set?
Q9 - Do you recall in which state each production was filmed?



Quantifying the Impact of the Film and TV Industry on Visitation

Productions Unlikely to  Likely to Visit

Correctly Visit LA LA
Attributed to LA (n=350) (n=250)

.............. 4% ..82% | 2%
69% 75% 5%

B 5 3% ............................ 62% .................. 10%

B 3 8% ............................ 51% .................. 13%

.............. 3 0%41% 11%

o 3% | 8%
19% 24% 5%

e 2% | T
9% 16% 7%

............... 6%12% 7%

Differences between those who are likely and unlikely to visit may not sum due to rounding.

To calculate the percentage of tourism
dollars attributable to productions set or
filmed in the state. . .

MDRG compared those who are likely and
unlikely to visit in terms of the number of
productions they’ve seen and can
accurately place in Louisiana.

When comparing the two groups, the
largest gap exists at five productions.
Using this threshold, MDRG estimates a
ceiling of approximately 13.5% of likely
visitors are influenced by the movie
industry with a lower-end estimate of 5.4%
being influenced by the industry.

5.4% - 13.5%

of planned visits influenced by the
film + TV Industry




Economic Impact

MDRG estimates that a ceiling of $2.5 billion of the $18.9 billion in
total tourism spending (13.5%) is influenced by the industry and its
depictions of the state.

ANNUAL TOURISM REVENUE THAT
BILLION TOURISM INTENDED VISITS INFLUENCED BY MAY BE ATTRIBUTABLE TO
SPENDING PER YEAR* LOUISIANA PRODUCTIONS LOUISIANA PRODUCTIONS

HIGH-END
[ $18.9 b4 5.4% — $1.0 Billion ]

* 2019 D.K. Shifflet Report

/

$2.5 Billion ]




The Role of TV and Film in the Decision to Visit Louisiana

Base: Visitors to Louisiana n=204

oteator n 1o et i oo T Approximately half of
recent visitors to the state
indicated that a movie,
film, or TV show of the
state was a motivator for
choosing to visit.

| wanted to feel like part of the story

Movie, film, or TV show the location

Actors endorsed place

Q10a - Thinking about your most recent trip to Louisiana, to what degree did each of the following motivate your decision to visit?



Impact of Specific Film Depictions on Visitation

Base: Visitors to Louisiana n=204

Units: % Indicated each was at least a minor motivator in the
decision to visit

Each aspect depicted in
movies or TV was cited
by a majority as a
motivator for visiting.
Depictions of historical
sites, iconic landmarks,
and cuisine were most
likely to have played a
role.

| wanted to visit historical sites | had seen depicted
| wanted to visit restaurants and eat local food | had
seen depicted

| wanted to visit an iconic location or landmark that | had
seen

| wanted to experience the state’s scenery depicted in
movies or TV shows

The depiction of the state generally captured my
imagination

| wanted to experience the nightlife | had seen depicted
| liked the urban or big city setting depicted in a TV
show or movie

| wanted to experience the adventure and thrills
depicted in the state

| wanted to experience the Louisiana lifestyle depicted
in a movie or TV show

The depiction of the state portrayed it as a place where
fantasy or mystery come to life

| wanted to experience the setting of a specific scene
firsthand

Q10b - Below are some aspects of Louisiana depicted in movies or TV shows that may have impacted your decision to visit the state. For each one, please
indicate the role it played in motivating you to visit.

/



Perceptions of Louisiana

Agreement that Louisiana has:

Units: (% 4 or 5 on 5-point scale)

Restaurants that offer superb, local cuisine

A variety of outdoor activities such as hunting, fishing, camping,
golfing, biking, and hiking

Total Resp.
(n=600)

Safe and secure places

Q2 - Even if you have not visited before, please rate your agreement that Louisiana has...

/

Perceptions are
most favorable of
Louisiana’s
restaurants,
cultural attractions,
music and nightlife.
Perceptions of the
state are less
favorable in terms
of safety and
family-friendly
attractions.



Perceptions of Louisiana

Agreement that Louisiana has:

Units: (% 4 or 5 on 5-point scale)

Good value - that is accommodations and

Exciting nightlife venues

Unlikely to  Likely to Visit
Visit LA LA
(n=350) (n=250)

50% 85%
A% T6%
53% 80%

. .53% .. 8%
52% 78%

. 63%  88%
.............. 61%  84%
.............. 66%  90%
.............. 68% 9%
63% 84%
6% . 8%
.............. “mn o 92%
70% 85%

Differences between those who are likely and unlikely to visit may not sum due to rounding.

Q2 - Even if you have not visited before, please rate your agreement that Louisiana has...

When comparing
those who are
unlikely to visit to
those who are, the
greatest gap is in
perceptions of
value and safety.



Impact of Types of Productions

TV shows about travel and
food are the most likely to
impact consumers’ choice of a
vacation destination.

@—— TYPES OF PRODUCTIONS IMPACTING DESTINATION

Units: % Influenced by each type of
production when choosing a vacation

on Destination Choice

—e

Total Resp.

destination (n=600)
| TVshowaboutwavel =~~~ . 38% .
 TVshowaboutfood =~~~ | o 28% .
AGHONMOVIE e 2B
Romancemovie 2%
| Comedymovie 238
Dramamovie i BB
 Reality TVishow |......21%
TVArama e 2O%
| Scary/Homormovie | . 13% o

TV sitcom 11%

None of the above 35%

Q6. People are often influenced by a variety of factors when choosing a destination to visit, including movies or TV shows. Have any of the following types of
productions impacted a past decision of yours as to where to visit? Please select all that apply.

/



~ RESPONDENT PROFILE
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Respondent Profile

Total _U_nlikel_y_to Likely_ tp Visit Vis_it_ed Did N_o_t Visit
Units: % ) Visit Louisiana  Louisiana Louisiana Louisiana
(n=350) (n=250) (n=204) (n=396)

AGE

GENDER

RACE/ETHNICITY

Prefer not to answer
EDUCATION
L -

‘Prefer not to answer
INCOME
‘Less than $30,000

Prefer not to answer
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APPENDIX

SPECIFIC LOUISIANA PRODUCTIONS SEEN & MORE
DETAILED MOTIVATORS TO LA TRAVEL
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Specific Louisiana Productions Seen

Unlikely to Visit Likely to Visit
Louisiana Louisiana

Units: % Watched (n=350) (n=250)

Christmas in Louisiana 23% 18% 31%

Q7 - Please indicate whether you have watched any of the following movies or TV shows.
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Motivations for Visiting Louisiana

Base: Visitors to Louisiana n=204

Restaurants/local food

The scenery or natural beauty

Iconic locations/landmarks

Historical sites/homes

Distinctive architecture

Outdoor activities

Attending sporting/concert/other event
Feel like part of a story

Movie, film, or TV show the location

Actors endorsed place

Louisiana’s cuisine, natural
beauty, architecture, historical
homes, and other iconic
landmarks are the most
common motivators.

The attributes specifically
related to the TV and film
industry - while mentioned by
sizable percentages - were
less likely to be mentioned,
suggesting their effect on
tourism may be more subtle
than the state’s traditional
offerings.

Q10a - Thinking about your most recent trip to Louisiana, to what degree did each of the following motivate your decision to visit?
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