



























































	STRATEGIC MARKETING PLAN
	2026-27
	SRVVB MISSION
	The professional team at the Susquehanna River Valley Visitors Bureau fulfills our mission through a strategic marketing plan that blends outreach to potential visitors and promotion to local consumers with experience development across the three-county region.
	Central PA’s

	SUSQUEHANNA RIVER VALLEY REGION
	Northumberland County
	Snyder County
	Union County

	VISITOR SPENDING IN THE SRV
	2023
	Total
	$453.3 Million

	2024
	Total
	$469.5 Million
	www.VisitPA.com/Industry/Research-Statistics/Economic-Impact-Travel-Report/


	SRV TARGET AUDIENCE
	We have identified the following audiences as those having the greatest potential impact in our region:
	Backyard Tourists
	50-Mile Radius
	300-Mile Radius
	The SRV experience resonates most deeply with the following:

	SRV TARGET AUDIENCE
	What Google Analytics (GA4) Tells Us*

	SRV TARGET AUDIENCE
	SRVVB MARKETING OBJECTIVES
	2026-27 MARKETING BUDGET
	Fixed Marketing
	$230,000
	Variable Marketing
	$530,000

	2026-27 MARKETING BUDGET
	FIXED MARKETING
	FIXED MARKETING
	Guides & Brochures
	14.47%


	FIXED MARKETING
	Customer Relationship Management (CRM)/  Content Management System (CMS) Platform
	9.21%


	FIXED MARKETING
	Marketing Subscriptions
	Ride with GPS Trail Publisher
	MailChimp and Yodel- email blasts and event calendar
	BuzzSprout Podcast Publisher
	Cloudinary Digital Asset Management System


	FIXED MARKETING
	Market Research Tools
	As a professional destination marketing organization, the Susquehanna River Valley Visitors Bureau utilizes performance and traveler data to inform marketing decisions. Some of this data is generated by social media engagements and by website visits. Data of this type is logged and tracked month-over-month and year-over-year.
	Free traveler data is gathered from the PA State Visitors Bureau  and from anecdotal evidence provided by local hoteliers.
	The SRVVB team is researching other tourism data research tools to  supplement free and internally gathered data. This tool will give us  greater insights into the travelers to our region.
	The platform we choose will replace Placer.ai in our marketing budget. Increasing privacy laws concerning cellular data bring Placer content into question.
	We are currently assessing ROIs for the various tools on the market  and will provide information about our ultimate choice and the  applications of that choice once it has been established.


	VARIABLE MARKETING
	VARIABLE MARKETING
	Social Media Marketing
	Socials are coordinated by SRVVB staff and include organic posts, boosted content and managed ad campaigns designed to engage new and loyal audiences, drive them to the website to learn more and maximize consumer awareness of the destination.
	26/27 Planned Cadence
	4-7 Posts/week
	Member Business News
	Upcoming Events
	Niche Interests
	Outdoor Opportunities
	Attractions
	3-4 Ad Campaigns/month
	Seasonal Favorites
	Holiday Happenings



	SOCIALS AT A GLANCE
	VisitCentralPA.org
	Facebook.com/SusquehannaRiverValley
	Instagram.com/SusquehannaRiverValley
	YouTube.com/@SusquehannaRiverValley
	TikTok.com/@ExploreSRV
	#ExploreSRV


	VARIABLE MARKETING
	Digital Marketing
	Ads are designed to engage new audiences and drive more traffic to the website to learn more about everything there is to do in the Susquehanna River Valley. Digital campaigns are sent to optimal demographic groups and event audiences; these audiences are retargeted when appropriate.
	The 26/27 Marketing Plan includes 6 targeted campaigns plus monthly Google ads.


	VARIABLE MARKETING
	Content Creation
	17.76%
	26/27 Plan Includes:


	VARIABLE MARKETING
	Tradeshows
	The PA Family Travel Fair allows us to showcase the region and member businesses to PA audiences.
	Our staff networks with and pitches the SRV region to travel writers and social influencers at the MATPRA Media Marketplace.


	VARIABLE MARKETING
	Traditional Media Marketing
	Print, radio, TV and billboard ads are directed to local audiences to promote member businesses and local experiences.
	They are also directed to target audiences in Pennsylvania and the Mid-Atlantic.
	All ads encourage audiences to click through to the website to learn more. This engagement is tracked and helps to inform future marketing campaigns.


	VARIABLE MARKETING
	Membership
	Membership Events promote the region and the member businesses to new local audiences each year. Residents are encouraged to support their local businesses and explore their region. Events falling within this marketing category build community, connection and regional pride.
	Annual Member Meeting
	LSV Tourism Program Day
	Backyard Tourism Week
	PIAA Swimming Promotion
	Elected Officials Luncheon
	Presentations to Local Groups
	Backyard Tourism Week
	Leadership Susquehanna Valley
	Elected Officials Luncheon


	VARIABLE MARKETING
	Sponsorships
	17.76%
	1.71%


	VARIABLE MARKETING
	Public Relations

	RECENT SEASONAL MARKETING
	WORKING TOGETHER
	Building Brand Awareness
	Email Marketing
	Social Media
	Curated Content
	Influencers
	Geofencing
	Photography
	Videography
	Targeted Digital Campaigns

	2026/2027 SEASONAL MESSAGING
	Summer (July-Aug 2026)
	Fall (September - October 2026)
	Holiday (November - December 2026)
	Winter (January - March 2027)
	Spring (April-June 2027)
	Year-Round Messaging

	TRACKING SUCCESS
	How we measure, interpret and build on campaign data
	What We Track
	How We Measure
	How We Build On It

	2026/2027 GOALS
	Maintain Website Traffic
	Maintain Social Media Reach
	Increase Overall Engagement to a Half Million/month

	Phone
	Email
	Website
	Location

