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MEETINGS 

Semi-Annual Meeting April 19-21 

¶ Meeting planning 
o Finalized transportation 
o Finalized agenda and speakers 
o Finalized meals, beverages and snacks 
o Finalized hotel-related needs 
o Communicated with attendees prior to meeting 
o Created, copied and distributed attendee packets, nametags and supporting onsite materials 
o Created powerpoint slides and assisted speakers 
o Drove to/from with meeting materials 

¶ Registration 
o Updated online registration form to regular pricing 
o Collected registration forms and entered into database 
o Sent invoices/receipts 

¶ Enewsletters 
o Collected meeting minutes, wrote wrap-up enewsletter 

Annual Meeting October 23-25 

¶ Finalized hotel registration 

ADMIN 

Fulfillments 

¶ Nearly 2,000 requests in 2nd quarter 
o Includes online requests, phone requests 

¶ Mailing materials: print envelopes and letters 

¶ Corresponded to emails, followed up on phone calls/voice messages, research  

 Financial 

¶ Collected, filed and organized cash and check donations, meeting registration and dues 

¶ Monthly check reconciliation  

¶ Paid related expenses 
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¶ Review fund statements and include in reconciliations 

E-NEWSLETTERS 

 

June 4th Tourism E-newsletter 

¶ Open rate: 25% (industry average: 17.3%) 

¶ Click-through rate: 10% (industry average: 2.3%) 

¶ Subject line: Discover the flavors of America along the 

Mississippi River 

¶ Promoted: The Flavors of the GRR Giveaway 

Members E-newsletters 

¶ May 28th Semi-Annual Enewsletter ς meeting wrap-up, 
Flavors promotion, nomination deadlines, marketing 
updates, annual meeting date and location, 80th anniversary, Year of events, GRR in the news, National 
Park Service project application 

¶ June 1st Flavors of the Great River Road ς promotion page, toolkit, encourage IC to help participate 

¶ June 4th Promotion enewsletter ς same as tourism enewsletter 

¶ June 28th Annual Meeting enewsletter ς hotel info and rate, Flavors promotion update, 80th 
ŀƴƴƛǾŜǊǎŀǊȅκCƻƭƭƻǿ ǘƘŜ tƛƭƻǘΩǎ ²ƘŜŜƭ ŎŀƳǇaign details, deadlines, Drive the Great River Road toolkit, 
Lonely Planet, 10-State CMP, GRR in the news 

Interpretive Centers E-newsletters  

¶ May 18th Flavors of the Great River Road ς promotion page, toolkit, link to order cards, instructions on 
how to display cards 

¶ June 1st Flavors of the Great River Road ς promotion info and reminder 
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FACEBOOK  

Facebook fans New Facebook fans Facebook updates 

34,310 1,152 62 

Top posts 
¶ 4/18/2018ς ώά¢ƘŜǊŜΩǎ ƴƻ ōŜǘǘŜǊ ǘƛƳŜ ǘƻ ǘǊŀǾŜƭ ǘƘŜ DǊŜŀǘ wƛǾŜǊ wƻŀŘτǿŜΩǊŜ celebrating our 80th anniversary this 

yearέ ǿκlink to blog] 
o Drove traffic to experiencemississippiriver.com 
o 4,434 people reached, 168 reactions, 17 comments, 26 shares, 199 post clicks 
o 4,434 people reached organically 

¶ 5/14/2018ς ώάDid you know you can order a FREE 10-state Great River Road map (as well as other state-specific 
information) on our website?έ ǿκƭƛƴƪ ǘƻ website] 

o Drove traffic to experiencemississippiriver.com 
o 8,936 people reached, 142 reactions, 7 comments, 38 shares, 463 post clicks 
o 5,309 people reached organically; 3,745 reached via paid ad 

¶ 5/28/2018ς ώάIŀǇǇȅ aŜƳƻǊƛŀƭ 5ŀȅΗ LŦ ȅƻǳΩǊŜ ǇƭŀƴƴƛƴƎ ŀ ǎǳƳƳŜǊ ǊƻŀŘ ǘǊƛǇΣ ƳƛƎƘǘ ǿŜ ǎǳƎƎŜǎǘ ǘƘŜ DǊŜŀǘ wƛǾŜǊ 
Road? Visit our website to order a map, download our app and find lots of other useful information for your 
tripέ ǿκƭƛƴƪ ǘƻ website] 

o Drove traffic to experiencemississippiriver.com 
o 5,692 people reached, 208 reactions, 9 comments, 25 shares, 311 post clicks 
o 5,692 people reached organically 

¶ 6/18/2018ς ώάCǊƻƳ ǿƛƭŘ ǊƛŎŜ ǘƻ ǿŀƭƭŜȅŜΣ ȅƻǳΩƭƭ ŦƛƴŘ ŘŜƭƛŎƛƻǳǎ food, historic cultural traditions and much more on 
the northern section of the Great River Roadέ ǿκƭƛƴƪ ǘƻ ōƭƻƎϐ 

o Drove traffic to experiencemississippiriver.com 
o 15,684 people reached, 72 reactions, 1 comment, 8 shares, 309 post clicks 
o 15,684 people reached organically 

¶ 6/21/2018ς ώάIŀǇǇȅ ŦƛǊǎǘ Řŀȅ ƻŦ ǎǳƳƳŜǊΗ LŦ ȅƻǳΩǊŜ ǇƭŀƴƴƛƴƎ ŀ ǎǳƳƳŜǊ ǊƻŀŘ ǘǊƛǇ ŀƭƻƴƎ ǘƘŜ DǊŜŀǘ wƛǾŜǊ wƻŀŘΣ 
ǿŜΩǾŜ Ǝƻǘ ǎƻƳŜ ƎǊŜŀǘ ǊŜǎƻǳǊŎŜǎ ŦƻǊ ȅƻǳΣ ƛƴŎƭǳŘƛƴƎ ƻǳǊ мл-state mapέ ǿκƭƛƴƪ to website] 

o Drove traffic to website 
o 4,374 people reached, 119 reactions, 4 comments, 16 shares, 261 post clicks 
o 4,374 people reached organically 
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Advertising 

Page likes 2018 

¶ Page likes campaign; runs continuously throughout year 

¶ 19,507 impressions 

¶ 724 clicks   

¶ 3.71% click-through rate 

¶ Added 606 fans  

Post engagement 2018 

¶ Post engagement on various Facebook posts; runs continuously 
throughout year 

¶ 30,042 impressions 

¶ 1,404 clicks   

¶ 4.67% click-through rate 

¶ Received 1,113 post engagements 

Clicks to website ς Share Great River Road Flavors 

¶ Post engagement on post about Flavors of the Great River Road 
campaign; ran 6/5-8/24/18 (stats through 6/30/18) 

¶ 34,956 impressions 

¶ 1,296 clicks   

¶ 3.71% click-through rate 

Engaged fans (those who are liking, commenting and sharing) 
¶ 68% women (21% ages 55-64), 32% men (9% of which are ages 55-64) 

¶ Top engaged cities (in order): St. Louis, Chicago, Dubuque IA, Alton IL, 
Davenport IA 

Takeaways 

¶ Fans and people who visited our page in Q2 of 2018 seemed very 
interested in spring/summer travel, as three of our top posts from the 
quarter directed people toward Great River Road resources like our 10-
state travel map or the Drive the Great River Road app. Other popular 
content included links to our Flavors of the Great River Road blogs and 
information about the 80th anniversary of the Great River Road. 

¶ Facebook ads also continued to perform well in the second quarter, whether our goal was page likes, 
post engagement or website clicks. The click-through rates for our Facebook ads were all 3.71% or 
higher (by comparison, the average for the tourism industry is 0.263%), so that shows that people are 
ƛƴǘŜǊŜǎǘŜŘ ƛƴ ǘƘŜ ŎƻƴǘŜƴǘ ǿŜΩǊŜ ǎƘŀǊƛƴƎ ǿƛǘƘ ǘƘŜƳΦ 
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INSTAGRAM 

¶ Launched account on 5/21/18 

¶ Posted general Great River Road travel info, info about Flavors of the Great River Road promotion 

(which launched in June) 

¶ 112 followers as of 6/30/18 

PINTEREST 

¶ Added pins to state boards 

¶ Highlighted interpretive centers across all Mississippi River states  

WEBSITE POSTS 

Researched and wrote blog articles that appeared on experiencemississippi.com homepage 

¶ April: Exploring the Magnolia State (4/25) 

¶ May: Traveling the Great River Road in Minnesota (5/24) 

¶ June: 

o 6/4: Sample the flavors of the Great River Road 

o 6/11: Flavors of the Great River Road: Wisconsin 

o сκмуΥ 9ȄǇŜǊƛŜƴŎŜ ǘƘŜ ŦƭŀǾƻǊǎ ƻŦ aƛƴƴŜǎƻǘŀΩǎ DǊŜŀǘ River Road 

o 6/26: Flavors of the Great River Road: Tennessee 

PR/PUBLICITY 

¶ On-air radio interviews with Greg Taylor, Program Director ς Host of AM 1230 KWNO, Winona, MN: 

o 4/18: Spring birding along the GRR 

o 5/22: Flavors of the Great River Road 

o 6/14: Ice cream stops along the Great River Road 

¶ Lonely Planet series of communications 

o Corresponded with editor to set up article/photo shoot in May 
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PROMOTIONS 

Flavors of the Great River Road Giveaway 

Summary 

¶ This promotion is a campaign designed to highlight the culinary heritage of the states along the Great 
River Road, as well as obtain fan-generated recommendations for restaurants, wineries and more 
along the Mississippi River. The campaign included both a sweepstakes component (share info for a 
chance to win a $500 prize) and a user-ƎŜƴŜǊŀǘŜŘ ŎƻƴǘŜƴǘ ŎƻƳǇƻƴŜƴǘ όŦƛƭƭ ƻǳǘ ŀ ŦƻǊƳ ǘƻ ǎƘŀǊŜ ŦŀƴǎΩ 
favorite flavors of the Great River Road). In addition to these elements, we also created business cards 
for distribution at Interpretive Centers and worked with ICs to figure out quantities and distribution. 

Run dates 

¶ 6/4-8/24/18 

Goals 

¶ To promote the culinary heritage and dining options along the Great River Road 

¶ To increase fan numbers and interaction on the Great River Road social media channels 

¶ Encourage organic/social dialog about food options on the Great River Road 

¶ Entries: 2,000 

¶ User suggestions: 500 

Prizes offered 

¶ $500 prepaid credit card 

Total entries 

¶ 1,860 (as of 6/30/18) 

Total άǎƘŀǊŜ ȅƻǳǊ ŦŀǾƻǊƛǘŜ Dww flavorǎέ entries 

¶ 56 (as of 6/30/18) 

A full promotion report will appear in the 2018 Q3 report.  

Production 

¶ Promotion Toolkit: 
o Wrote and uploaded toolkit which included 

Á Promotion overview/goals 
Á Social media/PR samples 
Á Logo files 
Á Website graphic files 
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¶ Business/promotion cards 
o Created business card request form 
o Called each interpretive center, left voicemails, returned messages to confirm participation 
o Collected quantities from ICs 
o Created business cards and placed near 60 orders for each participating ICs 
o Sent instruction letters how to display cards 

¶ State blogs/itineraries 
o Created social media editorial calendar highlighting each state 
o Wrote featured state blogs and post weekly 
o See blog section above 

¶ Share Your Favorite 
o Created share page & form 

Á Pull instagram hashtag feed 
Á Coded and stylized posts with categories, state, photos and description  

o Created hashtag 
o Review submissions/approve to go live 

Á Over 50 approved submissions 

¶ Enewsletters (see enewsletters section above) 
o Interpretive Centers (x2) 
o Tourism  
o Members 
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Visit https://experiencemississippiriver.com/flavors/ 
to see all the flavors submitted. 

  

https://experiencemississippiriver.com/flavors/
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80TH ANNIVERSARY/FOLLOW ¢I9 tL[h¢Ω{ ²I99[ /!MPAIGN 

Toolkit included: 

¶ Campaign ouline/instructions 

¶ Enewsletter sign-up sheet (for keychain distribution) 

¶ Logo files 

¶ Style guide 

¶ Letterhead 

¶ Talking Points 

¶ Fun Facts 

Keychains/postcards/sign-up sheet 

¶ Created request from 

¶ Created/Ordered keychains and postcards 

¶ Created sign-up sheet (for keychain distribution) and uploaded to Resources page 

 

DRIVE THE GREAT RIVER ROAD CAMPAIGN 

¶ Promotion will run throughout September 

¶ Updated promotional toolkit is available on Forms & Resources page of mrpcmembers.com  
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WEBSITE 

 

www.experiencemississippiriver.com
2018-04-01 to 2018-06-30

Total Pageviews 126,309

Total Unique Pageviews 95,586

Total sessions 52,361

Unique users 42,789

New users 79.50%

Returning users 20.50%

Pages viewed per session 2.4

Time spent per page visited 0:60

Avg. session duration 2:24

Top 10 most visited pages pageviews avg. time on page

/the-great-river-road-the-best-drive-in-america/ 14,405 1:33

homepage 10,485 1:17

/river-attractions/ 9,528 2:35

/interactive-tools/order-a-free-great-river-road-10-state-map/ 7,484 1:59

/flavors/enter/ 6,717 0:58

/itineraries/ 4,916 1:08

/interactive-tools/maps/ 4,488 2:01

/interactive-tools/fun-facts/ 4,073 3:33

/app/ 3,235 3:46

/states/wisconsin/ 2,816 1:43

Top 10 Referring Sites sessionsavg. session duration

facebook.com 3,610 1:37

drivethegreatriverroad.com 436 1:43

pinterest.com 295 0:26

thrillist.com 232 2:27

duckduckgo.com 181 2:15

foxnews.com 158 1:07

justfreestuff.com 122 1:38

doityourselfrv.com 104 3:41

kiddle.co 101 1:25

www-thrillist-com.cdn.ampproject.org 94 1:44
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Top 10 Metro Areas sessionsavg. session duration

Chicago IL 5,129 2:13

Minneapolis-St. Paul MN 4,684 2:18

Madison WI 1,907 3:50

St. Louis MO 1,711 1:56

Milwaukee WI 1,426 2:43

Atlanta GA 1,076 2:16

La Crosse-Eau Claire WI 1,064 2:39

New York NY 1,029 1:54

Dallas-Ft. Worth TX 996 1:50

New Orleans LA 842 2:01

Top 5 Channels% sessionsavg. session duration

Organic Search 62.50% 2:30

Direct 18.20% 2:25

Social 7.60% 1:31

Referral 6.80% 2:26

Email 4.90% 2:14

User demographics
age % sessionsavg. session duration

55-64 24.20% 2:48

45-54 18.20% 2:25

65+ 17.40% 2:55

25-34 17% 2:42

35-44 16.20% 2:07

18-24 7% 1:45

gender % sessionsavg. session duration

female 52.50% 2:22

male 47.50% 2:42

Device usage% sessionsavg. session duration

Mobile + Tablet 55.20% 2:14

Desktop 44.80% 2:56




