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MEETINGS 

!xx©Yv >ff¨nxl Lf¢¨fwaf¥ ĀĆÝĀĈ 
ǒ Meeting prep and facilitation  

ƺ Conducted multiple teleconferences and communications with WI-MRPC 

ƺ Confirmed speakers, meals, transportation, room logistics, etc. 

ƺ Prepared awards accordingly 

ƺ Processed interpretive center nominations 

ǒ Delegates Registration 

ƺ Set pricing 

ƺ Created registration form and agenda (hard copy and electronically) 

ƺ Pulled contact info and created enewsletter and mailing list for interpretive centers 

ƺ Printed and mailed form out to members 

ƺ Emailed registration information 

ƺ Collected payments 

ƺ Sent invoices 

ǒ Enewsletters  

ƺ Sent enewsletters to remind members of meeting registration, hotel reservations and other 

news (see enewsletters section)  

ǒ Updated mrpcmembers.com 

ƺ Created page for online registration 

ƺ Uploaded materials under resources, meeting minutes and agendas 

 

*zxkf¥fxbf *Yvv¦Ù>ff¨nxl¦ 

ǒ 7/12 - Board teleconference 

ǒ 7/25 - Call with Sharon to start 2020 Semi-Annual Meeting discussion 

ǒ 7/30 - Call with Sherry to discuss Annual Meeting 

ǒ 8/20 - Marketing Committee conference call 

ǒ 8/23 - Contract teleconference 

ǒ 9/9 - Call with Sherry to discuss Annual Meeting 

ǒ 9/9 - Teleconference with Terri & Anne 

ǒ 9/17 - Board meeting 
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E-NEWSLETTERS 

 

ćÙĄ fÝxf¯¦vf¨¨f¥ 

ǒ Subject line: Last chance to win a Great River Road 

trip 

ǒ Promoted Flavors of the Great River Road 

Giveaway 

ǒ Open rate: 27.3% (industry average: 17%) 

ǒ Click rate: 8.3% (industry average: 2.2%) 

ĈÙĀĈ fÝxf¯¦vf¨¨f¥ 

ǒ Subject line: Win $500 to explore the Great River 

Road! 

ǒ Promoted Drive the Great River Road Month 

Sweepstakes 

ǒ Open rate: 23.8% (industry average: 17%) 

ǒ Click rate: 8.1% (industry average: 2.2%) 

>fwaf¥¦ .Ýxf¯¦vf¨¨f¥¦ 

ǒ 7/26 [Interpretive Centers] - Order your free Great 

River Road rack cards 

ǒ 7/31 - The Great River Road Invites You  

ǒ 8/15 - Final chance for MRPC Annual Meeting 

savings 

ǒ 9/12 Help celebrate Drive the Great River Road Month! 
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FACEBOOK 

 

3Ybfazzu kYx¦ ?f¯ 3Ybfazzu kYx¦ 3Ybfazzu ©¢dY¨f¦ 

39,638 2,280 63 

Mz¢ ¢z¦¨¦ 
ǒ 9/5/19 – “It’s drive the Great River Road Month! Enter today for your chance to win $500 for your next 

Great River Road trip!” 
o Drove traffic to experiencemississippiriver.com 
o 38,223 people reached, 2,827 reactions, comments & shares, 2,068 post clicks 
o 3,566 people reached organically; 34,708 reached via paid advertising 

ǒ 7/21/19 – “‘ All the characteristics we want to give this country I think we can find in the Mississippi 
River.’ A great piece from CBS Sunday Morning about why this river is worth exploring.” 

o Drove traffic to cbsnews.com 
o 19,151 people reached, 773 reactions, comments & shares, 989 post clicks 
o 19,151 people reached organically 

ǒ 9/9/19 – Giveaway post - Dean Klinkenberg’s “Road Tripping Along the Great River Road” book 
o 12,013 people reached, 730 reactions, comments & shares, 1,166 post clicks 
o 12,013 people reached organically 

ǒ 7/8/19 – “What a great story about traveling the Mississippi River! Thanks, CBS Sunday Morning!” 
o Drove traffic to cbsnews.com 
o 9,684 people reached, 845 reactions, comments & shares, 684 post clicks 
o 9,684 people reached organically 

ǒ 9/5/19 – “Now this is cool” w/shared video of timelapse of the confluence of Mississippi and St. Croix 
rivers 

o 9,328 people reached, 5,351 3-second views, 598 reactions, comments & shares, 1,375 post 
clicks 

o 9,328 people reached organically 
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ǒ 7/15/19 – “Farmers’ markets, festivals and more” w/link to blog 
o Drove traffic to experiencemississippiriver.com 
o 8,588 people reached, 519 reactions, comments & shares, 101 post clicks 
o 2,319 people reached organically; 6,239 reached via paid advertising 

 

 
!d®f¥¨n¦nxl 
 
HYlf vnuf¦ 

ǒ Page likes ad for Great River Road Facebook page - runs 
year-round 

ǒ 21,962 impressions 
ǒ 590 clicks  
ǒ 2.69% click-through rate 
ǒ Added 150 fans 

 
 
 
 
 
 
 
 
 
Hz¦¨ fxlYlfwfx¨ 

ǒ Post engagement ad for Great River Road Facebook page 
- runs year-round (various posts) 

ǒ 17,592 impressions 
ǒ 1,602 clicks  
ǒ 0.88% click-through rate 
ǒ Received 2,993 engagements 
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3zvvz¯ ¨mf Hnvz¨Ð¦ Tmffv Ý fxlYlfwfx¨ 
ǒ Post engagement ad for Follow the Pilot’s Wheel 

campaign/app - runs Sept-Oct 
ǒ 14,056 impressions 
ǒ 2,367 clicks  
ǒ 16.90% click-through rate 
ǒ Received 2,281 post engagements 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
3zvvz¯ ¨mf Hnvz¨Ð¦ Tmffv Ý bvnbu¦ 

ǒ Link clicks ad for Follow the Pilot’s Wheel campaign/app - 
runs Sept-Oct 

ǒ 3,858 impressions 
ǒ 78 clicks  
ǒ 2.02% click-through rate 
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,¥n®f ¨mf 4¥fY¨ Kn®f¥ KzYd 4n®fY¯Y± Ý fxlYlf 
ǒ Post engagement ad for Drive the Great River Road 

Giveaway - ran throughout September 
ǒ 58,659 impressions 
ǒ 4,852 clicks  
ǒ 8.27% click-through rate 
ǒ Received 7,356 post engagements 

 
 
 
 
 
 
 
 
 
 
 
 
 
,¥n®f ¨mf 4¥fY¨ Kn®f¥ KzYd 4n®fY¯Y± Ý bvnbu¦ 

ǒ Page clicks ad for Drive the Great River Road - drove to 
contest site, ran through September 

ǒ 74,129 impressions 
ǒ 4,895 clicks  
ǒ 6.60% click-through rate 
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3vY®z¥¦ zk ¨mf 4¥fY¨ Kn®f¥ KzYd Ý fxlYlfwfx¨ ãkYx kY®z¥n¨f¦ä 
ǒ Post engagement ad for Flavors of the Great River Road 

promo -  
ǒ 20,079 impressions 
ǒ 1,084 clicks  
ǒ 5.4% click-through rate 
ǒ Received 3,237 post engagements 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3vY®z¥¦ zk ¨mf 4¥fY¨ Kn®f¥ KzYd Ý ¢Ylf vnuf¦ 

ǒ Page likes ad for Great River Road Facebook page - ran 
during Flavors campaign 

ǒ 41,488 impressions 
ǒ 1,580 clicks  
ǒ 3.81% click-through rate 
ǒ Added 350 fans 
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3vY®z¥¦ zk ¨mf 4¥fY¨ Kn®f¥ KzYd Ý fxlYlfwfx¨ ãavzl ¢z¦¨¦ä 
ǒ Post engagement ad for Flavors of the Great River Road 

blogs - ran during Flavors campaign 
ǒ 24,287 impressions 
ǒ 1,687 clicks  
ǒ 6.95% click-through rate 
ǒ Received 3,833 post engagements 

 
 
 
 
 
 
 
 
 
 
 
 
3vY®z¥¦ zk ¨mf 4¥fY¨ Kn®f¥ KzYd Ý fxlYlfwfx¨ ã¦¯ff¢¦¨Yuf¦ä 

ǒ Post engagement ad for Flavors of the Great River Road 
sweepstakes - ran during Flavors campaign 

ǒ 43,323 impressions 
ǒ 3,603 clicks  
ǒ 8.32% click-through rate 
ǒ Received 6,871 post engagements 
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3vY®z¥¦ zk ¨mf 4¥fY¨ Kn®f¥ KzYd Ý fxlYlfwfx¨ ã3Ybfazzu 
ln®fY¯Y±¦ä 

ǒ Post engagement ad for weekly giveaways during Flavors 
of the River Road campaign 

ǒ 16,712 impressions 
ǒ 2,617 clicks  
ǒ 15.66% click-through rate 
ǒ Received 2,426 post engagements 

 

 
 
 
 
 
 
 
 
 
.xlYlfd kYx¦ ã¨mz¦f ¯mz Y¥f vnunxlË bzwwfx¨nxl Yxd ¦mY¥nxlä 

ǒ 68% women (35% of which are ages 65+), 32% men (16% of which are ages 65+) 

ǒ Top engaged cities (in order): St. Louis, Louisville, Chicago, Cedar Rapids, La Crosse 
 

MYufY¯Y±¦ 

ǒ We had incredible engagement with the Great River Road account in Q3, thanks to two successful 

promotions (Flavors of the Great River Road and Drive the Great River Road month) and very strong ad 

campaigns associated with those promotions. In fact, some of the ads we ran in conjunction with those 

campaigns had click-through rates of 4%, 8% and even 16% in one case! (Facebook’s average 

click-through rate for tourism ads is 0.9%.) 

ǒ Drive the Great River Road month continues to drive a lot of interaction with the page, as did some of 

our content related to the Flavors of the Great River Road promotion. But a lot of engagement is 

boosted by general information about the road and the river, as was the case with the July story on the 

Mississippi River on CBS Sunday Morning and the shared timelapse video from the confluence of the 

Mississippi and St. Croix rivers. 
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INSTAGRAM 

 
6x¦¨Yl¥Yw kzvvz¯f¥¦ ?f¯ 6x¦¨Yl¥Yw kzvvz¯f¥¦ 6x¦¨Yl¥Yw ¢z¦¨¦ 

1,324 199 25 

Mz¢ ¢z¦¨¦  

ǒ 9/26/19 – Caption: “The incredible Black Hawk Bridge in Lansing, 

Iowa has been standing since 1931. Construction for a 

replacement is scheduled to begin by the end of 2024.” 

o 640 people reached, 93 likes, 1 comment, 2 shares, 6 saves 

ǒ 9/5/19 – Caption: “A breathtaking view captured by 

@kirk_lindberg” 

o 1,155 people reached, 80 likes, 4 comments, 2 shares 

ǒ 8/24/19 – Caption: “Driftin’ on by in the summertime. pc: 

@stl_from_above” 

o 580 people reached, 73 likes, 1 comment, 3 saves 

!d®f¥¨n¦nxl 

Hz¦¨ fxlYlfwfx¨ 

ǒ Post engagement ad for Great River Road Instagram account 

(various posts) 

ǒ 19,897 impressions 

ǒ 79 people clicked on the ad  

ǒ 0.40% click-through rate 

ǒ Received 2,813 post engagements 
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PINTEREST 

ǒ Summary: Created and shared pins to promote travel on the Great River Road. Promoted assets 

including scenery, food, shopping, attractions, etc. 

ǒ 32,620 impressions 

ǒ 1,370 engagements 

ǒ 142 link clicks 

ǒ 152 saves 

 

 

WEBSITE POSTS 

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

;©v± 
ǒ 7/9: Tasty summer finds along the Great River Road (Flavors of the Great River Road content) 

ǒ 7/10: Outdoor dining on the Great River Road (Flavors of the Great River Road Road content) 

ǒ 7/11: Introducing Relay of Voices 

ǒ 7/15: Agritourism attractions on the Great River Road (Flavors of the Great River Road content) 

!©l©¦¨ 
ǒ 8/14: Wineries to try along the northern Great River Road (Flavors of the Great River Road content) 

ǒ 8/30: Sharing the stories of the Mississippi: Update on Relay of Voices 

Lf¢¨fwaf¥ 

ǒ 9/1: Fall adventures on the Great River Road 

ǒ 9/4: Five Reasons to Travel the Great River Road (guest post from author Dean Klinkenberg) 
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PR/PUBLICITY 

;©v± 
ǒ Interview with Winona Radio station KWNO discussing tasty summer finds along the northern Great 

River Road (in conjunction with the Flavors of the Great River Road Giveaway; also turned into a blog 
for experiencemississippiriver.com) 

ǒ Worked with a writer from the Star Tribune on a future Great River Road article 
ǒ Worked with Martha Stewart Living on a piece about fall drives for their November issue 

 

!©l©¦¨ 
ǒ Interview with Winona Radio station KWNO discussing wineries along the northern Great River Road 

(also turned into a blog for experiencemississippiriver.com) 

ǒ Wrote/distributed toolkit for states to use to promote Drive the Great River Road Month 

ǒ Wrote media release announcing Drive the Great River Road Month and sweepstakes 

ǒ Solicited and secured author Dean Klinkenberg to author guest blog and provide two books for social 
giveaways 

Lf¢¨fwaf¥ 
ǒ Interview with Winona Radio station KWNO discussing Drive the Great River Road Month, fall stops 

along the Minnesota Great River Road, fun facts and the sweepstakes 

ǒ Interview with Cape Girardeau, Missouri radio station KZIM discussing Drive the Great River Road 
month and fall stops along the Missouri Great River Road, fun facts and the sweepstakes 

ǒ Distributed media release announcing Drive the Great River Road Month and sweepstakes 
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PROMOTIONS 

FLAVORS OF THE GREAT RIVER ROAD 

,f¦b¥n¢¨nzx 

There’s perhaps no better way to get to know a destination than through their food. This summer, we 

highlighted the culinary heritage of the states along the Great River Road, including visitor-recommended 

restaurants, dining options, traditional cuisines, the best places for local ingredients, agritourism options 

(wineries, farmers’ markets, etc.) and more along the route. 

The promotion, which included a sweepstakes, weekly Instagram giveaways, updated website content and 

social media posts/advertising, ran from June 12 to August 7, 2019. 

Aatfb¨n®f¦ 
ǒ Promote the culinary heritage and dining options along the Great River Road 

ǒ Increase fan numbers and interaction on the Great River Road social media channels 

ǒ Encourage organic/social dialog about food options along the Great River Road 

ǒ Increase traffic on experiencemississippiriver.com (especially dining pages and new blogs) 

ǒ Reach a younger audience through Instagram 

ǒ Create a hub for all GRR food info with redesigned landing page 

ǒ Build new web content to improve SEO 

MY¥lf¨ >Y¥uf¨ 

ǒ Geomarkets: 

ǒ Demographics: 25-75 

ǒ Interests: Food, drinks, entertainment, road trips 

,fvn®f¥Yavf¦ 

ǒ Promotional toolkit 

ǒ Button on experiencemississippi.com 

ǒ Site pop-up on experiencemississippiriver.com 

ǒ Contest e-newsletter 

ǒ Facebook posts and advertisements 

ǒ Instagram posts and advertisements 

ǒ Press releases sent to media in each of the 10 Great River Road states 

ǒ Redesigned landing page housing all GRR food info, including 5 new itineraries (see website content 

p.16) 

ǒ Promotion pages (entry, rules, privacy policy, post entry, closing) 
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L¯ff¢¦¨Yuf¦ 

We ran a simple sweepstakes (enter for a chance to win), where fans 

submitted their name, email address and ZIP code for a chance to 

win a $500 gift card to explore the Great River Road. The 

sweepstakes helped to grow our e-newsletter subscribers and 

Facebook fans and increase web traffic. 

Entrants were also asked to submit their recommendations for their 

favorite dishes, recommended GRR restaurants, recipes and more for 

an extra chance to win. All submissions were approved by MRPC 

National Office staff before they were published. This gave us new 

content for the website so we can continue promotion of the Great 

River Road’s food offerings year-round. 

In 2018’s “Flavors” giveaway, the majority of people said they heard 

about the contest from Facebook. To capitalize on this platform, we 

encouraged people to tag their friends in a Facebook post about the 

sweepstakes for them to earn an additional entry. 

Kf¦©v¨¦ 
ǒ Received 3,202 entries 

ǒ Added 716 new e-newsletter subscribers 

ǒ Gained 746 Facebook fans 

5z¯ dnd ±z© mfY¥ Yaz©¨ ¨mf ¦¯ff¢¦¨Yuf¦É  

ǒ Email/E-newsletter: 1,982 

ǒ Facebook: 812 

ǒ experiencemississippiriver.com: 291 

ǒ Instagram: 19 

ǒ Other (from a friend, Google search, magazine article): 98 

Mmf ¯nxxf¥ ¯Y¦Í  
ǒ Mary Peick, Minneapolis, MN 
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