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Hosting Group Media Tours
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Goals

7

● Enhanced awareness of Door County

● Encourage consumers to visit

● Influence purchasing decisions 
through favorable editorial coverage



Secondary Goals
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● Highlight participating businesses

● Showcase new/improved attractions

● Position Door County as an eco-
conscious and sustainably focused 
destination



Long Term Strategy
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● 2006 Strategic Marketing Plan Roots

● Program began in 2007

● Hired an Agency 👍👍
Geiger & Associates Public Relations



Strategies & Tactics
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● Welcome travel journalists on themed press trips at 
specifically targeted times throughout the year

● First-hand experiences are key



Strategies & Tactics
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● Highlight all four seasons

● Door County focused itineraries

● Feature different parts of Door County each trip



Strategies & Tactics

● Specialized Press Trips
Islands Lighthouses
Motorcycles Silent Sports
Photography Holidays
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Measurable Success
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● Journalists in destination

● Earned media value

● Impressions



Measurable Success
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● 1,100 + journalists have visited

● Nearly $40 million in earned media value

● 9 billion impressions



Measurable Success
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Measurable Success
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Measurable Success
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Measurable Success
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Measurable Success
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What We Learned

20

● Travel PR is WORTH IT  
(every penny)

● Don’t be afraid to ask partners to host

● Complements marketing



What We Learned
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● Print + Digital + Social + Audio



What We Learned
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● Scalable & customizable



23
What We Learned

● Incorporate non-traditional tourism industries 



Happy Travels!





Wisconsin Dells Visitor and 
Convention Bureau 
WIGCOT – DESKSIDE VISITS 



BENEFITS OF DESKSIDES

• Face-to-face connections

• Immediate feedback 

• Personal touch to the publication or outlet 

• Can be done in-person or virtual 



WHAT SHOULD YOU EXPECT

• View as a long-term investment

• Don’t expect immediate coverage

• Depending on the news, it could result 
in coverage faster 



WHEN TO CONSIDER ADDING DESKSIDES 

• Something newsworthy to talk about

• Trends that align with the destination

• Exploring new markets 

• Amplify marketing efforts 

• Build relationships in current markets

• New to the organization 



DEVELOP A BUDGET 

• Add as a permanent fixture to the budget

• Be realistic 

• Travel expenses 

• Hotel accommodations 

• Press materials 

• Media gifts and shipping 

• Meals for yourself/team + writer 

ITEMS TO 
REMEMBER

ITEMS TO 
BUDGET FOR



HOW TO EXECUTE

• Establish your outlets and markets

• Set a timeline 

• Craft your media list(s) & press materials

• Draft your pitch 

• Pitch pitch pitch – with tailored pitches

• Keep pitching 



HOOKED A YES?

• Be proud – this is the hard part

• Secure the meeting setting  

• Curate your press materials & media gifts 

• Be professional & present 

• Take notes – for the follow-up 



• Location 

• Day of the week/time of day 

• Media gift 

• Offer to pay 

• Stick to the script – be brief 

• Thank you & follow up 

MEETING SETTING 

• Location

• Internet connection/hosting service  

• Day of the week/time of day 

• Media gift 

• Stick to the script – be brief 

• Thank you & follow up 

IN PERSON ONLINE



DOS AND DON’TS

• Come prepared 
– know the location, be identifiable

• Know the writer’s interests & 
audience 

• Be relaxed 

• Make an impression 

• Follow up 

• Be late 

• Wing it 

• Take up too much of their time

• Talk too much 
- it’s a two-way conversation 

• Demand coverage 

DOS DON’TS



THE FOLLOW UP 

• Be thankful 

• Send any supporting documentation 
– images, research

• Keep tabs 

• Follow on social 

• Stay connected 



THANK YOU 





VISIT MILWAUKEE
MUSEUM DAYS



VISIT MILWAUKEE TEAM

Ian Thompson
Senior Communications Manager 

In the role of Senior Communications Manager, Ian Thompson 
serves as a primary contact and resource to leisure and meetings 
travel media. Thompson also provides a wide variety of copywriting 
to all VISIT Milwaukee departments as needed, including: 
advertorials, articles, newsletters, social media posts, marketing 
collateral and company presentations. 

Thompson comes with a plethora of experience from multiple 
industries including real estate, education, interior design and 
banking. Thompson is a Wisconsin transplant of 24 years with ties to 
Mequon and Milwaukee. Thompson holds a bachelor’s degree in 
Journalism, Advertising and Media Studies from UW-Milwaukee. 



What is Museum Days?



GOALS



PAST PERFORMANCE



GOALS



Engage with Milwaukee residents, and residents within the 6-hour drive time 

GOALS



HOW DO WE ACHIEVE 
THESE GOALS?



HOW?

1. America's Black Holocaust Museum

2. Betty Brinn Children's Museum

3. Bucyrus Museum

4. Cedarburg Art Museum

5. Charles Allis Art Museum

6. Discovery World

7. Grohmann Museum

8. Haggerty Museum of Art

9. Harley-Davidson Museum

10. Institute for the Preservation of African American 
Music & Arts (IPAMA)

11. Jewish Museum Milwaukee

12. John Michael Kohler Arts Center

13. Lynden Sculpture Garden

14. Milwaukee Art Museum

15. Milwaukee County Historical Society

16. Milwaukee County Zoo

17. Milwaukee Public Museum

18. Mitchell Park Horticultural Conservatory - The 
Domes

19. National Bobblehead Hall of Fame & Museum

20. Pabst Mansion

21. Photoverse Selfie Museum

22. Racine Art Museum

23. RAM's Wustum Museum of Fine Arts

24. Saint Kate - The Arts Hotel 

25. Selfie Hop

26. The Warehouse

27. Villa Terrace Decorative Arts Museum

28. War Memorial Center

Participating Museums:



HOW?

INFLUENCERS

EARNED MEDIA



INFLUENCERS



HOW TO BRING IN AN INFLUENCER

• Discovery and Research
• Negotiate
• Make Yourself Available
• Create a Visiting Influencer Form 
• Create a Contract 



HOW TO BRING IN AN INFLUENCER

Contract
• Have your lawyers review

• Include deliverables 

• Include payment or given traded products 

• Include their reporting of analytics especially on stories because they vanish 

• Give copy suggestions but allow them to create their own voice and language

• Give them campaign background

• Give them content schedule 

• Require an exclusive period of posting 

• Include required hashtags and brand handles 

• Release of liability 

• Rights to images and postings



@ONTHEROADWITHJEN



@MAPPINGOURTRACKS



@CREEMYLES



PUBLIC 
RELATIONS 



PUBLIC RELATIONS- PRESS RELEASE



PUBLIC RELATIONS- PRESS 
CONFERENCE



SOCIAL MEDIA 



Organic social posts: 
24
Impressions: 199,057
Engagements: 8,595
Link clicks: 2,530

ORGANIC SOCIAL



SUCCESS OR 
NOT?



• 58 hits
• 14 publications
• 352,221,450 total 

impressions

MUSEUM DAYS – MEDIA HITS



MUSEUM DAYS RECAP – MEDIA HITS

• Milwaukee Museum Days offers discounted admission fees for 
visitors, WTMJ TV TMJ4, 1,203,597 total impressions

• No wallet required: Finding free entertainment, Kenosha News, 
379,352 total impressions

• Museum Days offers admission deals at nearly 30 Milwaukee 
museums, OnMilwaukee, 346,771 total impressions

• Every Discount at Museum Days 2023, Milwaukee Magazine, 
170,702 total impressions

• CBS 58 News at 4pm: Claire talks Museum Days, WDJT MILW 
CBS58, 7,516 total impressions

https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct8_0/1/lu?sid=TV2%3AzwBsD4AvF
https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct8_0/1/lu?sid=TV2%3AzwBsD4AvF
https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct9_0/1/lu?sid=TV2%3AzwBsD4AvF
https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct10_0/1/lu?sid=TV2%3AzwBsD4AvF
https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct10_0/1/lu?sid=TV2%3AzwBsD4AvF
https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct11_0/1/lu?sid=TV2%3AzwBsD4AvF
https://marketing.visitmilwaukee.org/acton/ct/37064/s-0aa3-2301/Bct/q-02ce/l-01dc:1241/ct12_0/1/lu?sid=TV2%3AzwBsD4AvF


@CREEMYLES

https://www.instagram.com/p/Cnw9eHKInw_/


INFLUENCERS 



SURVEY SATISFACTION QUESTIONS

• Museum Days brought in new 
customers to my museum.

16 out of 19 highly agree

• VISIT Milwaukee promoted Museum 
Days effectively.

17 out of 19 highly agree, 2 out of 19 
somewhat agree

“Museum Days gave us the chance to introduce new programming which 
was very well received. We had five different events during Museum Days 
and were able to reach a younger, more diverse demographic. It also gave us 
the opportunity to partner with other museums. Loved it!”



2024 MUSEUM DAYS PARTICIPATION

Museums were asked if they would participate 
in 2024 if Museum Days was brought back in 
the same format
• 15 of the 17 said yes they would
• 2 said maybe

“We most likely would, but not sure we're ready 
to commit at this point without discussing with 
our cross-functional teams.”
“It's not clear how we can meaningfully 
participate in Museum Days. We already offer 
free admission, and January is not always prime 
time for visiting an outdoor sculpture garden. We 
do like joining other museums in this joint-
marketing effort, and wish we could be more 
supportive.”





LEARNING FROM THE EXPERIENCE

• Create end-to-end tracking if possible
• Create Unique Tracking Parameters per each influencer
• Have a contract template already in place 
• Follow up with influencers. Appropriately hounding them may sometimes be necessary
• Get on their schedules as soon as possible. The further out you have an influencer’s schedule 

the more likely it is you can book them 
• Engage your partners (hotel, museums, restaurants etc.) in the process early



Handles and Hashtags
• @VISITMilwaukee​
• @DearMKE​
• #VisitMKE​

FOLLOW US ON SOCIAL MEDIA!



THANK YOU





3/10/2023

USING JEM GRANTS FOR 
PUBLIC RELATIONS



Aron Meudt-Thering
Industry Communications 
Senior Specialist



WHAT IS THE 
FRANK LLOYD WRIGHT 

TRAIL?

73



⎻ Est. in 2017

⎻ Partnership with Transportation & 
Tourism

⎻ One-time funding to launch

⎻ Lots of momentum at the time

• FLLW Trail

• Wright’s 150th Birthday

• Taliesin’s UNESCO World Heritage Site

FRANK LLOYD WRIGHT 
TRAIL



• Regular meetings & communication

• Consult a marketing agency

• Contracts outlining responsibilities

WORKING WITH SITES



RESEARCH



• Primary

⎻ Wright enthusiasts with interest in 
travel and culture

⎻ Males 

55-74 years old

• Secondary

⎻ Educated professionals, interested in 
nature and art

⎻ Females

⎻ 35-44

TARGET AUDIENCE



• MADISON

• MILWAUKEE

• CHICAGO

TARGET MARKETS



JEM GRANT



• Attendance Goal: reach 80% of 2019 
visitation

• Encourage multi-day and multi-site 
travel

• Increased engagement through a new 
website

• Reengage the media 

• Estimated total visitors 60,500

• Estimated visitor spend $7.4M

GOALS



• New website for the trail

• OOH 

• Google Ads

• Social Ads

• Marketing Agency

MARKETING TACTICS



• FAM co-op

• Wisconsin Public Radio

• Develop a digital media kit

• Newswire press release distribution

• Targeted email campaign for media

PR TACTICS



IS THIS SCALABLE & REPLICABLE?
• YES!

• Ideas

⎻ Cheese Curd Trail

⎻ Cranberry Trail

⎻ Art Trail

⎻ Beer Trail

• Endless Options!
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