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Campaign Vision



Key Objective

Attract new users to the Travel Dubuque
Website who are enthusiastic about adventure
and outdoors in the Midwest



M New Visitor M Returning Visitor

Avg. Session Duration Bounce Rate

00:02:44 46.41%
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Key Objectives

1. Attract new users to the Travel Dubuque Website who
are enthusiastic about adventure and outdoors in the
Midwest

2. Increase the number of returning web users to the
Travel Dubugque Website and further engage with them



Target Market:
Millennials

* Value independency, exploration, and
Inspiration

* Prefer to spend their money on
experiences over things

"Young Millennials identify themselves
with travel... They have an enthusiastic

desire to immerse ourselves in another
place and return rejuvenated, inspired,
and ready for our next adventure."

Source: Forbes, How Millennials Travel And What It Means For Business



What do Millennials look
for in travel experiences?

* Displaying traveling experience is a form
of social currency

 Social media has allowed increased
connections and attention

e Essenftial, authentic, and local
experiences

* A unique experience that cannot be
found anywhere else

« Curated experience
* Make it personal



Highlighting the experience that will resonate
o o o with the target population, making the
Mqln VISIOn experience sociable, personal, and accessible
to evoke their interest in seeking what Dubuque
has to offer




Customer Persona
Ryan/Rylee

oY Adult (22-30)
 Young Adult n
A

e College Grad
e Salary 40-60k
e Active Friend Group
e Enjoys various events
e Qutdoors
e Festivals
e Avid Social Media Users
e Facebook
* Instfagram




Customer Persona
Vance/Vivian

9

* Young Adult, Age 24-40

* Annual Income 40-80k

« Single/Married

* Enjoy Active Lifestyle =

 Social Media for Events A

* Visit Sports Gear Stores



Customer Persona
Adam/Abby

* Married, With Kids

« Age 30-50

* Annual Income 70-100k

« Care about Creating Memories
« Family Friendly Activities

« Enjoy Weekend Getaways

« Share Family Updates on Social
Media
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Social Media Campaign



Two Platforms
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Why these two
olatformse



facebook

* Most popular social networking
site worldwide

 Facebook Ads, private/public
groups, event pages

« 45-54 year age bracket is the
fastest growing age group

Source: Chelsea Krost, LinkedInLearning



Source: Chelsea Krost, LinkedInLearning

Gender

52%

Female

22-44 G
453-49 GEE
65+

48%
Men

22%
43%
23%
10%



e Second largest social media
platform

* Travel is among the list of
businesses that thrive the most

* Helps build a brands visual
identity

e Drives website traffic

* Most used platform for
influencer marketing initiatives

Source: Chelsea Krost, LinkedInLearning



Source: Chelsea Krost, LinkedInLearning

Z5-44 N
45-44
&5+ B

32%

Men

21%
45%
30%

4%
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Example Instagram Sponsored Posts
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Website Fromework



Logo Pages Search Favorites Menu

Vicc{%-:-po Learn More
Highlight Highlight

What's going on in Dubuque?

Event

A separate webpage

Direct Link to Page

Experience
sharing

Expansion Link

#EXPLORE




The separate webpage will include...

1. Campaign Message
2. Experiences shared by past visitors
3. Interest survey

* [finerary Creator

* Pre-packaged itineraries Save Time
4. Builld upon current content:
 Travel Guide Download +

« Relevant Deals
e To Dos or To Knows

Tailor Cost

Example Webpage: https://sites.google.com/view/marketinginstituteproject/home



https://sites.google.com/view/marketinginstituteproject/home
https://sites.google.com/view/marketinginstituteproject/home
https://sites.google.com/view/marketinginstituteproject/home

Home Page Section - Key Goals

. Reflect the campaign message

. Create a visually engaged and action-calling site experience
. Appeal to a broad audience while can be tailored towards

different customer segments it needed




Two Layouts




Logo

Pages

Search Favorites Menu

Instructional

Engagement

Video
Clip

Learn More
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Logo Pages Search Favorites Menu

Picture/Video Campaign
Connection
VH?]:? Learn More

Highlight Highlight




FIND
YOUR
DUBUQUE

See what others have shared
about Dubuque and create
your own memories.

SEE THE STORIES



FIND
YOUR
DUBUQUE

See what others have shared
about Dubuque and create
your own memories.

SEE THE STORIES



FIND
YOUR
DUBUQUE

See what others have shared
about Dubuque and create
your own memories.

SEE THE STORIES
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% ﬁ Travel Dubuque - What t... 0 . % ﬁ Travel Dubuque - What t... 0

ttps://www.traveldubuque.com ¢ ttps://www.traveldubuque.com

TRAVEL

'yubuque Q Yo =
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ONTH SPOT: - .°
FLATTED. TH“1
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POTTER’S:

7 CLASSIC
D U B U Q U E #COUPLES #FAMILIES #EVERYONE
EVENTS

#EVERYONE

It's always party time
#WherelowaStarted and this

' ® ®
summer is no exception. Kick off tht S going onin

festival season at America's Dubuque?
River Festival June 21-22.

v

READ ARTICLE

Sister Robert Anne’s Cabaret




Logo Search Favorites Menu

Video Clip Video Clip

=
Overview Overview
Text Text
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What's going on in Dubuque?




Other Campaign
|[deas



o o * Help spread the word
Reftaining Visitors » Dubuque is not just a one-fime visit
« Keep business flourishing and growing
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1996 Rocky Mountain Regional Stamp

Little Bighorn Battlefield National Monument
memorializes the Battle of the Little Bighom that fook
place above the Greasy Grass River, June 25-28, 1876
The site also includes the Reno-Benteen Battlefield and
Custer National Cemetery. 1996 marks the 120th
anniversary of the battle
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1987 Rocky Mountain Regional Stamp

native plants and bird watching.

&

Devils Tower National Monument in Wyoming,
was established in 1906 as America's first national
monument. Open year-round, it includes a prairie dog
“town," picnic and camping area, visitor center, camp-
fire programs, iraits, rock climbing, abundant wild life,

Official Cancellations -".'.L“”E
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Adventure
Passport

 Similar to the idea
of a seasonal pass

» Keep the market
engaged and
excited to come
back

* Provide discounts
to Dubuque sites




Adventure Map

» Give the people an idea of
the different types
of activities

» Opens up options for the
market to engage in

« Betfter alternative to having
several smaller maps

« Combine to one big one
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Travel Dubuque App

* Online passport/map
 Digital efficiency




TRAVEL

Sports Store

Posts

 Bike shops

» Qutdoor supply
stores




Summary

‘We presented to you the deliverables central to our project
abstract

‘We presented to you a campaign strategy that appeal 1o @
broad audience while can be easily tailored
to specific customer segments

‘We demonstrated an effective website framework for the
campaign

*We tailored this campaign to your needs

*We provided various ideas to create a complete campaign
process



TRAVEL
DUBUQUE




OBJECTIVES:

AD CAMPAIGN to reach the masses
WHO are the target markets

HOW to appeal to each target market
and initiate the Ad Campaign




SOCIAL MEDIA STANDINGS

f 9] Yy

FACEBOOK INSTAGRAM TWITTER




INTRODUCING:

#SHAREDUBUQUE

WHQO? WHAT? HOW?

Travel Dubuque Encourages the sharing of Travel Dubuque

Content experiences in Dubuque showcases how they

through social media #SHAREDUBUQUE
Use of Influencers

Post pictures using Source Influencers

User-Generated #SHAREDUBUQUE and Utilize local businesses to

Content | | i
be entered in a chance sponsor prize drawings

drawing

: : . Target Outdoor Young




#SHAREDUBUQUE

- OTravelDubugue

#SHAREDUBUQUE




EXPLORE STAY TASTE EVENTS PLAN

Stare Dabugue!

Have an experience you want to share? Share your
photo, video, or captivating story about why you
to #TravelDubuque. Use the #Sha
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#SHAREDUBUQUE
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WHY #SHAREDUBUQUE:

« Reaches a whole new audience of similar consumers - the domino effect

 MVMT Watches Ad campaign grew from $1 million to $60 million in sales in less than four
years

« /1% of consumers who have had a positive experience on vacation are likely to share
their experience and recommend it to their friends

e 75% don't believe advertisements, but 92% believe brand recommendations from friends

 Free advertising

: : : Target Outdoor Young

Data obtained from Impactbnd.com



TARGET MARKETS:

1. Bikers/Outdoor Enthusiasts

2. Families/Couples

3. Young Professionals




BIKERS/OUTDOOR ENTHUSIAST

* All genders and income levels, but they -
are mainly ages 25-34

e Travels from all over the midwest
(primarily Chicago, Des Moines, and

Madison areas)

« Millennials who seek meaningful outdoor Ny ‘
experiences in their everyday lives |
 Thelr money Is spent on gear and P
vehicles, as well as on trips and travel h
- ’
"’ ]

o A

: : : Target Outdoor Young




BIKERS/OUTDOOR ENTHUSIAST

e gregharris387

gregharris387 Had an incredible time checking out
the mountain biking trails in Dubuque, IA. Excited to
bring the crew back here next time for some group
action! #ShareDubuque #BikeDubuque

Target Outdoor Young

Social Media Campaign Strategy Markets Enthusiasts Professionals

#SHAREDUBUQUE




BIKERS/OUTDOOR ENTHUSIAST

® © ® © Travel Dubuque - WhattaDo, x 4

* @ https://www.traveldubuque.com ¢ 2 PG G = ® 60

« # SHAREDUBUQUE

h h I # Bookmarks [} school 5 OM25 3 ADP BB S»S L GoopleDrive l] {1} Facebook @ YouTube () Pinterests Thewo.. @ Amazon.com: Onli_. " Best inspirational. « 3 Other Bookmarks
t roug Trave Dubugue EXPLORE STAY TASTE EVENTS  PLAN QYo =

Dubuque so

READ ARTICLE

consumers don't

o —

FAMILY
| FUNZONE ",

—
"h_—-w_,_ .

have to think about
what their trip would

entail

i A

#BIKEDUBUQUE #SHAREDUBUQUE #COUPLES

: : : Target Outdoor Young



BIKERS/OUTDOOR ENTHUSIAST

Thcbesguee EXPLORE  STAY TASTE  EVENTS  PLAN

« User generated content that starts

with post from influencers in

NATURE AND
mountain biking OUTDOOR
e Specific page on website for user 2 ; o f

videos

20 THINGS TO ad PERFECT
DO WITH THE PARKS FOR
FAMILY IN ANY
DUBUQUE ADVENTURE

o A few “key” rides

* Instagram “celebrity” influencers

. . : Target Outdoor Young



BIKERS/OUTDOOR ENTHUSIAST

i [ b i
sl scioa mtn_bike_geek « Follow
MNura Bike Park

mtn_bike_geek With epic views and
killer trails, Indonesia certainly seems

ro like a great place to go riding!
@agus_suharto certainly thinks so!

mtn_bike_geek #follower #friday
#followfriday #mtnbiking #mtb
#mountainbike #mountainbiking
#bicycles #pinkbike #riders

#elmmlateanl: dlhir deldanedia deldas

©Quy A

1,258 likes

Testing cut my new Focus SAM GoPro

56RZ views

@ e
e Geoff Gulevich * 90k Instagram followers

e Mountain Bike Geek

90k Instagram followers and and 20k Facebook likes

145k Facebook likes

: : : Target Outdoor Young



BIKERS/OUTDOOR ENTHUSIAST

@MOUNTAINBIKERSTMB : — )
¢ A

Home

About ih Like 3 Follow g Share @ - @ Send Message

Photos

Videos Create Post Community

1L Invite your friends to |ike this Page
» Write a post...
s 1,203 people like this

Events
Posts

Groups = 1,226 people follow this

Communit BB Photojvideo L Tag Friends ° Check in
' About See All

Info and Ads Photos I:Ef.l Typically replies within a few hours

Send Message
Create a Page o et . i g www.tmbrtrails.org
i anrg : ! 1 S = B i . Cammunity

Suggest Edits

Utilize TMBR

Target Outdoor Young

Social Media Campaign Strategy #SHAREDUBUQUE

Markets Enthusiasts Professionals




COUPLES/FAMILIES

« Families or Couples Usually
between ages of 25-44 with kids

e Activity Oriented

 Adventurous

« Midwesterners

e Salary ranges from $50,000 -
$124,000

: : : Target Outdoor Young



COUPLES/FAMILIES

karen_anderson1965 « Follow

; karen_anderson1965 Andersons
| 5 | 0 R el having a great family weekend in
|} ! | B e L e - Dubuque lowa!!! Loving our stay at

Grand Harbor Water Park!
#ShareDubuque

__I‘ w

e N fed & . -
e S R e R
. @ 1like

MARCH 256

Add a comment...

: : : Target Outdoor Young




COUPLES/FAMILIES

® © ® O Travel Dubugue - WhattoDo, x 4

& hitps:/'www.traveldubugque.com « & 8 P @& E‘n i @ G 0
# Bookmarks [ school B3 DM25 B3 ADPI BB Sx5 L Google Drive n (1) Facebook I YouTube (J) Pinterests Thewo.. 8 Amazon.com: Onii. " Best inspirational._ « 3 Other Bookmarks

TRAVEL

EXPLORE STAY TASTE EVENTS  PLAN Q Yo =

READ ARTICLE

-
\ L

\

e i
.

e

=
3 S r i i
A v iy Tl i
AT T LTI CiF AL
P TTTD.T FLTER LTI v s
AT WA W TS
e - T A AP xS
e R N T T TR T T i
G AT AR AL T
T il i, " FAS ST A
’ il ﬁr_f_q._ﬂﬁ:l’-.;ﬂ'_ 2
- - F s

-~

o

crpHe

FAMILY
FUNZONE
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Target Outdoor
Markets Enthusiasts Professionals

Social Media Campaign Strategy

#SHAREDUBUQUE



YOUNG PROFESSIONALS

 Young, non-married adults (22-28 years old)
 Income < $50,000

 Explorative and enjoy the outdoors, looking for

an event organized weekend
e Lives within Drivable Distance: (e.g. Des

Moines, Minneapolis, Cedar Rapids greater
area, also NW lllinois, SW Wisconsin)
 Young professionals are largely influenced by

friends and parents

Target Outdoor Young



YOUNG PROFESSIONALS

mhorkoff » Follow

mhorkoff
Had a great weekend in Dubugque with
some amazing friends! Highlight of the
weekend was definitely the time we
spent at that 7 Hills Brewing Company.
@TravelDubuque

#ShareDubuque

taylorfirth This is absolutely

adorable!!

1cl 4 -

31 likes

: : . Target Outdoor Young
e el el BN X Iy 200 LY -+ cousuoue




YOUNG PROFESSIONALS

« #£SHAREDUBUQUE through Travel Dubuque so consumers don't have to think

about what their trip would entall

L - T S R LT I

y # "o wew U geehodbedde. Lo

§ Doasviees 7 wtead B oowns B oA i B0 L ComgeiDelss nl'll-:—::l B Tt ‘n_-nlnl-- B ara—m - s T PIEE=

EXPLORE STAY TASTE EVENTS PLAM

----------
-----

DiamondJo's
‘Hoppy Hour

#ShareDubuque #TravelDubuque

: : . Target Outdoor Young
e el el BN X Iy 200 LY -+ cousuoue
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WITHIN 30 DAYS WITHIN 60 DAYS WITHIN 90 DAY S

4SHAREDUBUQUE

: : : Target Outdoor Young



AD CAMPAIGN

#SHAREDUBUQUE
through the power of

social media

OVERVIEW

TARGET
MARKETS

Focus on Bikers/QOutdoor
Enthusiast,
Couples/Families,

& Young Professionals

WHO'S
SHARING
DUBUQUE?

Utilize Travel Dubuque,
Influencers, and

Visitors

#SHAREDUBUQUE






TRAVE]L

Yubuque

CAMPAIGN STRATEGY

Bella Volfson | Brandon Luong | Miranda Wilson | Taylor McCunn | Glen Nagel



PROJECT OBJECTIVE

To generate and
increase awareness of all
the outdoor activities
Dubuque has to offer.




TARGET
AUDIENCE

Focusing on Gen Z

creates opportunity

MAJOR DECISIONS

CHANNEL
SELECTIONS

Social media

encourages sharing

CONTENT
STRATEGY

Destination
marketing places
emphasis on

Dubuque




RESEARCH METHODS

PRIMARY DATA SECONDARY DATA

Survey 1: focused on people Mintel & Statista

familiar with Dubuque's Provided by Travel Dubuque

recreational activities

Survey 2: focused on Generation Z




Percentage of Web traffic by Age TARG ET AUDIENBE

CURRENT WEB TRAFFIC

Millennials generate the most
traffic on Travel Dubuque's
website

GCeneration Z presents an
opportunity for growth

18-24 25-34 35-44 45-54 55-64

Source: Google Analytics, Travel Dubuque. Demographics Overview (2018).




PERCENTAGE OF THOSE WHO HAVE PARTICIPATED
IN OUTDOOR RECREATIONAL ACTIVITIES:

807 I3%

GENERATION Z MILLENNIALS

Source: Mintel, Outdoor Enthusiasts - US (2017).




TARGET AUDIENCE
7]

THEY SEEK THEY ARE
% EXPERIENCES < CONNECTED

THEY ADD LONG
TERM VALUE

GCen Z is approaching prime

THEY TRAVEL LESS

Cen Z has less disposable

income to spend on traveling
spending years

GCen Z spends less on Cen Z spends the most time
material goods and more on on social media and seeks
experiential activities out authenticity

Sources: Mintel, Marketing to the iGeneration - US (2018).
Mintel, Outdoor Enthusiasts - US (2017).
Ul Marketing Institute, Gen Z Survey (2019).




PERSONA #1

THE ADVENTURE SEEKER

Upper Gen Z (22-24)
Full-time Worker
Unmarried

75 mile radius, roughly

Discretionary income for activities & hobbies
Loves the thrill and challenge it brings
Enjoys the community aspect of sharing experiences

Interested in trying new adventurous activities

Source: Ul Marketing Institute, Gen Z Survey (2019).
Ul Marketing Institute, Dubuque Survey (2019).




PERSONA #2

THE LEISURE EXPLORER

Upper Gen Z (18-22)
Student/Intern
Unmarried

75 mile radius, roughly

Does not have the income for special gear

Loves the beauty of their surroundings
Enjoys the community aspect of sharing experiences

Interested in trying new leisure activities

Source: Ul Marketing Institute, Gen Z Survey (2019).
Ui Marketing Institute, Dubuque Survey (2019).
| .| .|




CHANNEL SELECTION

YOUTUBE & INSTAGRAM

Instagram and YouTube have the 2nd
and 3rd highest reach for Gen Z

Both platforms encourage shareability

Both platforms showcase visual content

VIDEO ADS

Both platforms allow for extensive targeting

Sources: Statista, Social Media Usage in the US (2018).
Ul Marketing Institute, Gen Z Survey (2019).
| I
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CONTENT STRATEGY

LANDING PAGE: INTERACTIVE MAP

IDEOLOGY

Reinforces destination marketing

Visual aspect is helpful for new visitors

LOOK & FEEL

Meshes with new brand guidelines

Nostalgic and universally appealing

Source: Youtube, Big Ten Conference PSA: Maps (2014).
Walt Disney World, Theme Park Map. n.d.




CAMPAIGN STRATEGY

SOCIAL MEDIA AD STRATEGY

BE STRATEGIC IN SELECTING HUBS DRIVE TRAFFIC TO LANDING PAGE

Choose the hubs you include on the social
side of the campaign wisely, but include

them all on the website.

TARGET BOTH PERSONAS

Each social media ad will be linked to the
landing page so that the audience can

explore Dubuque via the interactive map.

USE PROFESSIONAL PHOTOS

Include adventurous & leisure activities and A photo shoot will capture the beauty, allow

show that you offer their current hobbies in

you to include those who appeal to Gen Z, &

addition to potential new interests. provide an opportunity to be more inclusive.




CAMPAIGN STRATEGY

YOUTUBE STORYBOARD

i

14




CAMPAIGN STRATEGY

INSTAGRAM CAROUSEL

traveldubuque @bq traveldubuque

SUN DOWN

DUBUQUE, IA

traveldubuque

© Qv N © Qv A




Vv

TARGET
AUDIENCE

Focusing on Gen Z

creates opportunity

MAJOR DECISIONS
v

CHANNEL
SELECTIONS

Social media

encourages sharing

v

CONTENT
STRATEGY

Destination
marketing places
emphasis on

Dubuque
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APPENDIX

PRICING OPTIONS & KEY SURVEY FINDINGS

]



PRICING OPTIONS

YOUTUBE & INSTAGRAM ADS

Both platforms give you the option for how long you want any particular ad
to run and how much you want to spend per day on that specific ad. You
can run an advertisement for as long as 30 days or as little as one. Similarly,
you can spend as little as $1/day or as much as $100/day. Instagram
estimates your reach based on those decisions as well as where you want
to target (we recommend a 75 mile radius of Dubuque), who you want to
target in terms of demographics (18-24 year olds), and what those people
are interested in (you can input things such as "outdoor recreation”,
"hiking", "mountain biking", etc.). Overall, we suggest that you spend
somewhere in the middle, depending on how many hubs/locations you

choose to include in the campaign.
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