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Agenda
➔ Review Goals & Priorities

◆ AB Testing
➔ Website

◆ North Shore Page
◆ Content Audit/Review

➔ Winter Marketing Update
➔ Survey Results
➔ Summer Marketing Ideas
➔ Sharing Analytics
➔ Other Discussion



Goals & Priorities



Goals & Priorities
1.  Prioritize Digital/Social Media:  Continue to prioritize digital/social media directed at potential customers known 
to be interested in a northern MN vacation and reduce less trackable/focused media like radio, billboards, print, TV and track 
cost effectiveness of all marketing campaigns on cost per click basis.

2.  Increase User Traffic:  Progress to increase User traffic to website (from $5 of Budget/User to $1 Budget/User; 
base year 2018)

3.  Brand/Sub-Brand Research:  Implement A/B testing on the sub-brands of Lutsen-Tofte-Schroeder, Grand 
Marais, Gunflint Trail, Grand Portage, BWCAW, North Shore Cook County.

4. Increase Search Prominence: Progress toward goal to become a top first-page URL in searches for vacation and 

sub-brand words like “Gunflint Trail”, “Grand Marais”, “Lutsen”, “Grand Portage”, “Lake Superior”, “MN North Shore”, “Boundary 
Waters”, “Visit North Shore”,  “MN North Shore”, etc. 



Website



North Shore Page - broadening our reach

o   Consider and make recommendations for implementation of a Visit the North Shore page on our website offering 
listings to retail, dining and experiences outside of Cook County along the North Shore.

Website

Pixel Tracker - following the user

o   Achieve top or near top revenue booked by member lodging properties from VCC referral levels within 1-2 years 
(verify with properties who make their website performance available to the VCC)

Content Audit - refreshing content

o   Reviewing existing pages for improvements



Goals & Priorities: Increase User Traffic



Winter 19-20



Winter Campaign 

Spend: $128,500

New: Co-op social with EMT, 
native programmatic display

Campaign focus: winter 
wonder, northern lights, 
family trips, trails

Highlights: refining digital 
campaign, 





Summer Survey



Summer Survey | Q1 

★ Sent to all stakeholders
★ Great Response!

○ 90 respondents 
○ 68% completion rate
○ 9 minutes average 

completion time
○ More than half chose to 

provide name
★ Lodging Partners make up the 

greatest portion of 
respondents 



Summer Survey | Q2 



Summer Survey | Q3 



Summer Survey | Q3 (detail) 



Summer Survey | Q4 

1. February 
2. June
3. October 
4. January
5. May
6. September
7. March
8. December
9. July

10. August
11. November
12. April

Ranking of Months



Summer Survey | Q5 



Summer Survey | Q6 

66 out of 100

How well do you know what VCC is 
presently doing for marketing and PR? 

★ New Question



Summer Survey | Q7 

1. Road Construction
2. Staffing & housing
3. VRBO tax reclassification / Competition with VRs 
4. Unpredictability of weather / conditions
5. Filling the midweek
6. Shorter booking window

Biggest Concern or Challenge



Summer Survey | Q8 
★ New Question



Summer Survey | Q9 
★ New Questions 



Summer Survey | Q10 



Summer Marketing Ideas



Analytics



Sharable Analytics
What are the best methods? 
➔ https://www.visitcookcounty.com/resources/media-room/website-analytics/ 

https://www.visitcookcounty.com/resources/media-room/website-analytics/


Thank You!


