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Goals & Priorities
➔ Prioritize Digital & Social Media
➔ Increase User Traffic to the Website
➔ Reinstate Lodging Tiers
➔ Brand & Sub-brand Research
➔ Increase Search Prominence



Prioritize Digital & 
Social Media

Reduce traditional advertising methods in 
favor of more trackable digital ads. Track cost 
effectiveness of marketing campaigns.  

➔ Increase budget
Added $70,000 to be spread across all 
seasons specific to digital

➔ Track
Develop a robust universal tracking 
mechanism for all campaigns

➔ Monitor Changes
Successes and challenges

Goal 1



Website Analytics 
Largest areas of 
growth in 
Display, Social 
& Other*

Google analytics data from 5/1/19 - 11/11/19

*Other is a mix of digital marketing efforts



Increase User Traffic
Double traffic to website from 275,000 to 
550,000 during the 19/20 fiscal year.

➔ Shift strategies
Goal 1 sets the stage for increasing 
digital marketing efforts

➔ Track
Update monthly tracker

➔ Evaluate Traffic
Successes and challenges

Goal 2



Website Analytics 

Google analytics data from 5/1/19 - 11/11/19

In the first 

6 months of FY 
19/20 we have 

exceeded the 
TOTAL users from 
the full 18/19 FY year



Goals & Priorities: Increase User Traffic



Reinstate Lodging 
Tiers 

Implement tiered lodging display based on 
pillow count to distribute clicks more 
equitably on a per pillow basis.  

➔ Pillow Count
Acquire the most accurate data 
possible from partners

➔ Develop
Redesign website appearance & 
function

➔ Implementation
Successes and challenges

Goal 3



Tiered Lodging 
➔ Expanded top levels listings 
➔ Increased number of listings per page
➔ Lower levels, reduced in size to maximize 

number on page
➔ Reworked navigational menu to drive users 

to search by community vs lodging type
➔ Reworked all sales components
➔ Hot Deals integration deeper into the 

website and listings 

https://www.visitcookcounty.com/lodging/

https://www.visitcookcounty.com/lodging/


Brand & Sub-brand 
research 

Research the brand “Visit Cook County” and 
sub-brand communities to uncover what 
resonates with consumers.  

➔ Methodology
Identify a firm to work with to achieve

➔ Challenges

➔ Discussion
What is the goal of the board

Goal 4



Increase Search 
Prominence 

Progress toward being in the top search 
results for vacation and all sub-brand words  

➔ Increased digital spend
Halo effect of increased adwords 
spending

Goal 5



Website



Website & Pixel Timeline

2018 2019 2020

November 
Board Retreat 

January 
Board Priorities and 
Objectives Adopted 
and Approved by 
Board

February 
Marketing & Website 
Committee established

March 
Pillow Count study 
& evaluation of 
levels

April 
Website changes 
presented and 

approved by website 
committee 

May & June 
Present tiers, 
website changes 
and pixel project 
to associations

July
Launch tiers 
& changes

September
Onboard pixel tracker 
participants

November
Analyze early pixel 
tracker results



Website Edits 
➔ Tiered listings
➔ Community pages: add social feeds
➔ Community pages: reduce size of 

banner and add ability to have 
sliders/video

➔ Integrate blog into Adventure/Interest 
Pages

➔ Events Newsletter 
➔ Adjust Hot Deals for better 

presentation
➔ Reduce “slider” on homepage 
➔ Breakout of Winter Trail Conditions

https://www.visitcookcounty.com/lodging/
https://www.visitcookcounty.com/community/gunflint-trail/
https://www.visitcookcounty.com/community/lutsen-tofte-schroeder/
https://www.visitcookcounty.com/community/lutsen-tofte-schroeder/
https://www.visitcookcounty.com/community/lutsen-tofte-schroeder/
https://www.visitcookcounty.com/adventures/canoeing/
https://www.visitcookcounty.com/adventures/canoeing/
https://www.visitcookcounty.com/events/
https://www.visitcookcounty.com/
https://www.visitcookcounty.com/winter-trail-conditions/


Website Analytics 
Largest areas of 
growth in 
Display, Social 
& Other*

Google analytics data from 5/1/19 - 11/11/19

*Other is a mix of digital marketing efforts



Website Analytics 
Growth most 

substantial on 
home page, 

waterfalls, lodging 
and individual events

Google analytics data from 5/1/19 - 11/11/19



Website Analytics 
Users on the 
lodging pages 
spend an average 
of 2:46 on site and 
view 1.7 
pg/session

Google analytics data from 5/1/19 - 11/11/19

➔ Lodging Page > 479% user increase
➔ Hot Deals > 263% user increase

Top Lodging Pages
➔ Location - Grand Marais
➔ Type - Cabins
➔ Location - Lutsen Tofte Schroeder
➔ Amenity - Pet Friendly
➔ Type - Campground (summer specific)
➔ Location - Gunflint Trail



Pixel Tracker



Pixel Tracker 

Number of 
partners 
participating:

11

Primary Questions
➔ How does VCC contribute to the visitor journey? 
➔ How does VCC impact the journey of site visitors? 
➔ How many sites do users visit during the research phase? 
➔ How many sessions do users initiate during the research 

phase? 
➔ On average, how long are users spending in total on 

partner sites? How does this engagement change when 
VCC is present in the path? 



Pixel Tracker - Takeaways

16% of users are 
in research phase 
for 4+ days

VCC increases 
engagement on 
partner websites

On average from 2.08 
pgs/session to 9.34 pgs 
and from 2min to 12 mins

14% of visitors 
visit more than 2 
different sites 
during journey

Based on early data reporting



Comparison



More than 50 million Americans 
travelled abroad in 2015

THAT’S MORE THAN THE 

POPULATION OF 
CALIFORNIA AND 

TEXAS COMBINED



More than 50 million Americans 
travelled abroad in 2015

THAT’S MORE THAN THE 

POPULATION OF 
CALIFORNIA AND 

TEXAS COMBINED
Note

Different business 
models



Highway Reconstruction



Highway Reconstruction 

Source: Social Media & Duluth News


