
BBaacckkggrroouunndd

The Kansas Travel & Tourism

Division is responsible for attracting

visitors to the state. The Kansas

Department of Wildlife & Parks

manages licenses for hunting, fishing

and entry to state parks. 

Kansas Tourism has years of

inquiry data from prospects who have

expressed an interest in visiting while

Kansas Wildlife & Parks has years of

actual visitor data. 

CChhaalllleennggeess

The State of Kansas is always

trying to draw more visitors to the

state and increase revenue for the

hospitality industry. Unfortunately,

Who uses and reacts to only one

form of media?  Quite simply, no one.

We all use a variety of media to learn

about the products and services that

can meet our needs and wants.  Most

often, we use multiple mediums at

the same time or in conjunction with

each other.  

You're watching television and a

commercial appears for a product or

service that appeals to you.  Likely,

they’ve included a web address in

that commercial….

You receive an email with a

product promotion.  The product

name is familiar - you've seen or

heard something about it

somewhere.  Assuming you have an

interest in this product, the brand

recognition increases the likelihood

that you'll click through the email to

the website.

Not only can one media

advertisement reinforce another,
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""WWee  nnooww  hhaavvee  aa  ggrreeaatteerr  aabbiilliittyy

ttoo  pprroommoottee  tthhee  nnaattuurraall  aasssseettss  

ooff  tthhee  ssttaattee,,  bbootthh  tthhee

ccoonnssuummppttiivvee  aanndd  nnoonn--

ccoonnssuummppttiivvee  mmaarrkkeettss,,  wwiitthh

hhiigghhllyy  ttaarrggeetteedd  mmeessssaaggeess,,  

ccoosstt--eeffffeeccttiivveellyy..""
— Richard Smalley 
Marketing Manager 

KS Department of Commerce
Travel and Tourism Division
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Please direct questions or comments regarding
The Marketing Compass to:
solutions@ruf.com
1533 East Spruce  Olathe, KS 66061
Phone (913) 782-8544

Or visit our website at:

hhttttpp::////wwwwww..rruuff..ccoomm

PPuubblliisshheedd  ttoo  pprroovviiddee  nneewwss,,  iinnnnoovvaattiivvee  iiddeeaass,,  pprraaccttiiccaall  ttiippss,,  aanndd  ttoooollss  ttoo  eennhhaannccee  tthhee  ssttrraatteeggiicc  aaddvvaannttaaggee  ooff  oouurr  cclliieennttss  aanndd  ffrriieennddss..
©©  22000088  RRuuff  SSttrraatteeggiicc  SSoolluuttiioonnss

Ruf Strategic Solutions delivers a full suite of marketing and business intelligence solutions designed to help organizations
acquire new customers, retain existing customers, and develop one-to-one relationships to maximize profitability.
Founded in 1976, Ruf Strategic Solutions has been helping organizations maximize the return on their marketing
investment through superior customer intelligence.  Ruf's unique ability to integrate vast arrays of data, technology tools,
and 32 years of expertise empowers organizations with truly actionable and measurable intelligence.  
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IIff   yyoouu  wwoouulldd  pprreeffeerr  ttoo  rreecceeiivvee  tthhiiss  nneewwsslleetttteerr  eelleeccttrroonniiccaall llyy oorr  ttoo  oopptt--oouutt  ccoommpplleetteellyy,,  
eemmaaii ll   uuss  aatt   ssoolluutt iioonnss@@rruuff..ccoomm  aanndd  wwee  wwii ll ll   mmaakkee  tthhee  aapppprroopprriiaattee  cchhaannggeess  ttoo  hhoonnoorr  yyoouurr  rreeqquueesstt..

recent studies confirm that more

than half of all people use multiple

media types simultaneously.  Two out

of three people will go online while

watching television.  Many others

listen to the radio while reading

magazines.  Others read the

newspaper while watching television.

We live in a multi-media world.

As marketers, we need to connect our

messages and targeting across these

multiple media channels to maximize

the bang for our marketing buck.

Many marketers see email

marketing as the solution to beating

the media clutter.  Its customization

and personalization capabilities along

with its inexpensive delivery mode

make it seem like the absolute answer

for marketers facing tighter budgets.

The problem is that your email

messages could be lost in the email

clutter that has quickly surpassed the

postal mailbox clutter of days past.   

The real answer is to integrate

your marketing messages and your

targeting across all the media

channels you use, from television to

postal mail to email to web.  If your

budget constraints won't allow you to

use all of the appropriate media

channels for your product or service,

then make the most of the less

expensive, electronic media options.

By integrating various electronic

media options (such as email, Internet

search, webinars and blogs), you can

encourage your target audience to

move from curiosity to purchasing.  

Whether you use many forms of

media or only electronic media, to

succeed you need to:

• Understand the buying behaviors

and media preferences of your

customers and prospects.

• Standardize your message and

offer across multiple media

channels for consistency.

• Customize your communications

to fit your audience’s interests and

preferences.

• Focus your efforts on the audience

segment most valuable to you.    

Consumers use multiple mediums

to gain information, making media-

channel integration more important

than ever.  The volume of offers they

receive means the message must

match their preferences to gain

their interest.  But, through

coordinated multi-media marketing,

marketers can turn a mouse click into

a sales ka-ching!   

EEmmaaiill  BBeesstt  PPrraaccttiicceess
•• BBuuiilldd  aa  qquuaalliittyy  eemmaaiill  lliisstt..

SSeennddiinngg  eemmaaiillss  ttoo  llaarrggee,,
uunnqquuaalliiffiieedd  lliissttss  wwaasstteess  yyoouurr
rreecciippiieennttss’’  ttiimmee  aanndd
ggooooddwwiillll..    IIff  ppoossssiibbllee,,
aauuggmmeenntt  yyoouurr  lliisstt  wwiitthh  tthhee
ccoonnttaacctt''ss  pprreeffeerreenncceess..  

•• CCoonnssiiddeerr  tthhee  ttiimmiinngg  ooff  yyoouurr
eemmaaiill  ddiissttrriibbuuttiioonn..    FFoorr
bbuussiinneessss  rreellaatteedd  ooffffeerrss,,  tthhee
bbeesstt  ttiimmee  ffoorr  ddiissttrriibbuuttiioonn  iiss
TTuueessddaayy,,  WWeeddnneessddaayy  oorr
TThhuurrssddaayy..    CCoonnssuummeerrss  aarree
mmoorree  lliikkeellyy  ttoo  ppuurrcchhaassee  oonn
wweeeekkeennddss..    

•• CCaarreeffuullllyy  wwoorrdd  ssuubbjjeecctt  lliinneess
ttoo  ggeenneerraattee  iinntteerreesstt  aanndd  ggeett
tthhrroouugghh  ssppaamm  ffiilltteerrss..  

•• DDeessiiggnn  yyoouurr  eemmaaiillss  ffoorr
iimmppaacctt..    HHooww  yyoouurr  eemmaaiill
llooookkss  iiss  ccrriittiiccaall  ttoo
mmoottiivvaattiinngg  rreeaaddeerrss  ttoo  ttaakkee
aaccttiioonn..    

•• TTeesstt,,  tteesstt,,  tteesstt..    TTrraacckk
rreessppoonnsseess  ttoo  sseeee  wwhhaatt  wwoorrkkss
aanndd  wwhhaatt  ddooeessnn''tt..
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knowing exactly who is visiting the

state and what attracts these

consumers is difficult since Kansas

Tourism only has data from individuals

who requested information about

travel to the state. 

In contrast, the Wildlife & Parks

Department owns a huge, untapped

resource of true visitors' data

including name and address, but

wasn't utilizing the information for

marketing purposes. 

Another challenge facing the

Wildlife & Parks Department was

there was no data standardization from

one park to another, as well as many

disparate databases across the state.

TThhee  SSoolluuttiioonn

Through consultation and

creative thinking, Ruf Strategic

Solutions saw that the Kansas

Department of Wildlife & Parks

(KDWP) could help Kansas Tourism

by sharing their visitor data.

The study conducted by Ruf

combined data from Kansas Tourism

and the KDWP, revealing a

disconnect between traveler inquiries

and known visitors. After analyzing

the data, Ruf was able to describe the

demographic information, lifestyles

and buying patterns of both the

tourism inquiries and the Parks &

Wildlife visitors. 

Ruf also enriched the consumer

information through data cleansing,

standardization and enhancements.

The state departments could then see

similarities and differences between

the groups, as well as understand their

audiences and what motivates them.

In addition to data analysis, Ruf

also consolidated the previously

disparate data from Kansas Tourism

and all Kansas state park and license

information into a single, centralized

data warehouse. 

TThhee  RReessuullttss

The study uncovered a segment of

valuable visitors who were previously

unknown to the Kansas Tourism

Division. These visitors are out-of-

state hunters and fishers, and spend an

estimated $47 million a year in

tourism dollars. 

When Ruf compared the 179,322

KDWP out-of-state licensees with the

260,290 individuals in the Kansas

Tourism inquiry database, only 9,436

records matched. By combining

databases, they found 169,886 new

out-of-state visitors, increasing the

Kansas Tourism database by over 65

percent with known visitors. 

When Ruf compared email

addresses, Kansas Tourism had 89,547

emails and KDWP had 55,727 emails.

Only 289 emails matched. Now,

Kansas Tourism has 55,438 new email

addresses (a 62 percent increase) to

send targeted electronic messages to

known visitors.

Another outcome of this project

was removing the separated data silos.

This new level of interagency

cooperation resulted in consolidating

all data into one data warehouse,

which has opened the door for

improved visitor insight.

Both departments benefit from

the results of this study. Not only does

Kansas Tourism have a new segment

to target, but also the money earned

from licenses and permits goes back

into preserving the parks and wildlife

and managing the ecosystems. 

Preservation of Kansas' natural

wildlife will ensure that hunters and

fishers will continue to bring their

business to Kansas.  
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TTrriivviiaa  TTiiddbbiittss  (source: expedia.com)

•• AAss  ooff  22000077,,  nneeaarrllyy  oonnee--qquuaarrtteerr
((2244%%))  ooff  eemmppllooyyeedd  aadduullttss
cchheecckk  wwoorrkk  eemmaaiill  oorr  vvooiicceemmaaiill
wwhhiillee  vvaaccaattiioonniinngg..  

•• AAbboouutt  oonnee--tthhiirrdd  ((3311%%))  ooff
eemmppllooyyeedd  UU..SS..  aadduullttss  uussuuaallllyy
ddoo  nnoott  ttaakkee  aallll  ooff  tthhee  vvaaccaattiioonn
ddaayyss  tthheeyy  rreecceeiivvee  eeaacchh  yyeeaarr..

•• NNeeaarrllyy  ttwwoo  iinn  ffiivvee  ((3399%%))
eemmppllooyyeedd  UU..SS..  aadduullttss  rreeppoorrtteedd
ffeeeelliinngg  bbeetttteerr  aabboouutt  tthheeiirr  jjoobb
aanndd  ffeeeelliinngg  mmoorree  pprroodduuccttiivvee
uuppoonn  rreettuurrnniinngg  ffrroomm  vvaaccaattiioonn..
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JJaassoonn CChhrroonniisstteerr, our new software engineer,
comes to Ruf with ten years of software
development experience, six of which were for
marketing agencies.  His time working with
marketing and technology firms, as well as his
web application and client server skills, make him a great asset
to the Ruf NAVIGATOR team. 

Jason is an avid motorcyclist, riding year-round. Rain
or snow, his bike will be parked outside Ruf headquarters.  In
addition to his interest in bikes, Jason is an artist working in
multiple mediums, such as ink, digital and photography.  He is
also the 2007 State Champion in American Poolplayers
Association billiards.  If you choose to challenge him to a game,
my money is on Jason!

wwwwww..rruuff..ccoomm 11--880000--882299--88554444
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AAnnddrreeaa  CCeekkoovvsskkyy is our new
administrative assistant at Ruf.  Andrea is
pursuing a Masters Degree in Urban Planning
from the College of Architecture at Kansas
State University. 

Andrea's unique wedding gift to her recently married
sister was arranging for the Kansas University marching band to
perform at the wedding reception!  This took three months of
daily calls and emails to the Director of Bands. Andrea's tenacity
and persistence make her a great addition to the Ruf family.

A big welcome to MMaarrggaarriittaa  KKoollyyaaddaa,
Ruf's new database marketing analyst.  Born
and raised in Russia, Margarita immigrated to
the United States in the 90's to earn her degree
in Computer Information Science at Washburn
University in Topeka, Kansas.  She has seven years
experience in computer programming.  She also has many
hobbies and interests including Japanese Anime, Tai Chi,
shopping and traveling.

With her high personal standards, impressive work
ethic and great attitude, Margarita is working hard to learn the
technology behind NAVIGATOR.

TThhee  OOnnee  ttoo  GGeett  TThhiinnggss  DDoonnee

TThhee  RRiigghhtt  AAttttiittuuddee  ffoorr  tthhee  JJoobb

TTrriivviiaa  TTiiddbbiittss  (source: TIA)

•• EEaacchh  UU..SS..  hhoouusseehhoolldd  wwoouulldd  ppaayy  $$999955  mmoorree  iinn  ttaaxxeess
wwiitthhoouutt  tthhee  ttaaxx  rreevveennuuee  ggeenneerraatteedd  bbyy  tthhee  ttrraavveell  aanndd
ttoouurriissmm  iinndduussttrryy..

•• TTrraavveell  aanndd  ttoouurriissmm  ggeenneerraatteess  $$111100  bbiilllliioonn  iinn  ttaaxx
rreevveennuuee  ffoorr  llooccaall,,  ssttaattee  aanndd  ffeeddeerraall  ggoovveerrnnmmeennttss..

•• OOnnee  oouutt  ooff  eevveerryy  eeiigghhtt  UU..SS..  nnoonn--ffaarrmm  jjoobbss  iiss
ccrreeaatteedd  ddiirreeccttllyy,,  iinnddiirreeccttllyy  oorr  iiss  iinndduucceedd  bbyy  ttrraavveell
aanndd  ttoouurriissmm..

•• MMoorree  tthhaann  oonnee  iinn  tthhrreeee  ttrraavveelleerrss,,  wwhhiillee  oonn  aa  ttrriipp,,
eennggaaggeedd  iinn  aann  aaccttiivvee  oouuttddoooorr  aaccttiivviittyy  iinn  tthhee  ppaasstt
ttwwoo  yyeeaarrss,,  ssuucchh  aass  ssnnooww  sskkiiiinngg,,  ccaannooeeiinngg  oorr  rroocckk
cclliimmbbiinngg..

•• LLeeiissuurree  ttrriipp  ssppeennddiinngg  aavveerraaggeess  $$336600  ppeerr  ttrriipp,,
wwhhiicchh  ttrruummppss  aavveerraaggee  ssppeennddiinngg  ooff  $$228866  oonn
bbuussiinneessss  ttrriippss..

SSttaayyccaattiioonn  ((nnoouunn))
DDeeffiinneedd  aass  aa  vvaaccaattiioonn  ssppeenntt  cclloossee  ttoo  hhoommee..

TTrriivviiaa  TTiiddbbiittss  (source: expedia.com)

•• AAbboouutt  ttwwoo  iinn  ffiivvee  ((3377%%))  eemmppllooyyeedd  UU..SS..  aadduullttss
rreeppoorrtt  rreegguullaarrllyy  wwoorrkkiinngg  mmoorree  tthhaann  4400  hhoouurrss  
ppeerr  wweeeekk..

•• AAbboouutt  oonnee  iinn  ffiivvee  ((1188%%))  eemmppllooyyeedd  aadduullttss
rreeppoorrtteedd  tthheeyy  hhaavvee  ccaanncceelllleedd  oorr  ppoossttppoonneedd
vvaaccaattiioonn  ppllaannss  bbeeccaauussee  ooff  wwoorrkk..


