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COMPREHENSIVE MARKETING PLANNING

Paid Media Goals

Media engagements, ROI info 
from OTA/travel intent, 

website traffic

Overall Business Goals

Tourism tax revenue, STR hotel 
numbers, distribution throughout city, 

length of stay

PR, EARNED & SOCIAL MEDIA 
& EVERGREEN PAID MEDIA

PEAK PAID MEDIA

SHOULDER PAID MEDIA

WINTER PAID MEDIA

GOALS & KEY PERFORMANCE INDICATORS (KPIS)

Earned Media

Number of clips, impressions, 
UVM, local/regional/national 

coverage



KIDS & 
CONNECTION
AGE:  25-44      INCOME:  $60,000+

TRAVEL PARTY:  significant other & children

AUDIENCE FACTORS:  
• Value time away from day-to-day

• Want trips that gives opportunities for 
quality time & connection with their 
children

• Frequently drive for vacation
• Most likely to travel during peak

• Influenced by their kids’ interests
• Practical needs for their trip & 

planning
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UP FOR
ADVENTURE
AGE:  25-44      INCOME:  $45,000+

TRAVEL PARTY:  significant other, friends 
& other couples

AUDIENCE FACTORS:  
• No children in the travel party

• Focused on what can be experienced at 
the destination – doing is top-of-mind

• Prioritize new and unique experiences
• Interested in active outdoor recreation
• Most interest in food and drink 

experiences
• Passionate about travel, but may be 

budget conscious

• Leverage technology for trip planning 
and booking
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READY TO 
ROAM
AGE:  55+      INCOME:  $75,000+

TRAVEL PARTY:  significant other, 
potentially other couples

AUDIENCE FACTORS:  
• Want to connect with the destination –

have experiences true to the location
• Mature, not old – still active and 

excited to find what destinations offer 
• Empty nesters – fewer day-to-day 

family responsibilities
• More likely than other audiences to 

travel in the fall and winter months

• More traditional media usage than 
other audiences
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CREATIVE CAMPAIGN 
DEVELOPMENT
“Welcome to Duluth” is something we say here. But it’s also something you’ll feel. The 
people, the pace, the place—are unapologetically original. Unique by nature. There’s a 
reason the air smells better. And the beer tastes better. And the folks just seem 
happier. It’s because they are. You will be too. When you come to Duluth, you become 
a part of what makes this place so special. While you’re here with us, you’re one of us. 
And even when you leave Duluth, it never leaves you. You’ll get it when you get here. 
Welcome to Duluth. Love it like we do. 

BRAND STORY

LOVE IT LIKE WE DO
BRAND POSITION

FRIENDLY   |   UNIQUE  |  PROUD  |  HONEST  |  SURPRISING



PEAK 2022 “WELCOME TO DULUTH” is 
something we say here. But it’s 
also something you’ll feel. The 

people, the pace, the place—are 
unique by nature. While you’re here 
with us, you’re one of us. And even 

when you leave Duluth, it never 
leaves you. You’ll get it when you 

get here. 
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is something we say here. But it’s also something 
you’ll feel. The people, the pace, the place—are 

unique by nature. While you’re here with us, you’re 
one of us. And even when you leave Duluth, it never 

leaves you. You’ll get it when you get here.

VISITDULUTH.COM

“WELCOME TO DULUTH”



There’s a Duluth for every 
season. Because Duluth loves 

every season. So, even though 
nature may change its colors, 
we never do. We just put on a 
few extra layers. You’ll get it 

when you get here. The people. 
The pace. The place. Duluth. 

Love it like we do.

VISITDULUTH.COM

UNIQUE BY NATURE
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Because Duluth loves every season. 
So, even though nature may 

change its colors, we never do. We 
just put on a few extra layers. You’ll 

get it when you get here. 
The people. The pace. The place. 

Love it like we do.

SHOULDER 2022



HOLIDAY 2022 
& WINTER 2023

Up north, we don’t hide from colder weather. 
We toast it. We taste it. We revel in it. 

Consider this your invitation to love it with us.

VISITDULUTH.COM

“WELCOME TO WINTER”
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Up north, we don’t hide from colder 
weather. We toast it. We taste it. 
We revel in it. Consider this your 

invitation to love it with us.



• Business audit                          
(remove non-Duluth, add all Duluth)

• Events
• Content audit                          

(including SEO best practices)
• Blogs, Faces of Duluth profiles          

& itineraries
• Seasonal landing pages
• Industry section

WEBSITE
DEVELOPMENT



Three photo/video shoots completed

• Late summer 2021 
(for assets used in 2022)

• Winter 2022                                           
(Jan: for assets used in late 
2022/early 2023)

• Summer 2022                                            
(for use in 2023)

VIDEO & 
PHOTOGRAPHY



9/30/22, 12:25 PM Minnesota Meeting + Events Summer 2022

https://bluetoad.com/publication/frame.php?i=745296&p=&pn=&ver=html5 1/1

NATIONAL JOURNALIST VISITS
Stephanie Pearson
Matt Meltzer

VIRTUAL DESKSIDES
Stephanie Pearson
Matt Meltzer
Michele Herrmann

EARNED 
MEDIA

National Coverage: 

• Washington Post

• TravelAwaits

• Livability

• TripSavvy

Regional Coverage

• MN Meetings + Events

• Midwest Living

• Pride Journeys

129
TOTAL BP PLACED 
MEDIA HITS

525,290,244

TOTAL BP PLACED 
MEDIA IMPRESSIONS



MINNESOTA 
COVERAGE
• Monthly Event Round-Ups

• John Beargrease Sled Dog 

Marathon

• Duluth Airshow

• Fourth Fest

• Kraus Anderson Bike Festival

• Bentleyville 

• And more

• Earned Media Tips Sheet



SOCIAL MEDIA
• Social Media Strategy and Playbook: 

• Inspire, educate, plan + book

• Follower Growth (as of 11/16)
• Facebook +9.1% (+7,279)
• Instagram +3.9% (+1,285)
• Twitter +1.8% (+198)

• Partnerships
• Destination Duluth
• Shrpa
• Influencers



ART, CULTURE 
& HISTORY
• Blog Content
• Itineraries
• Faces of Duluth Features

• 7 of 10 profiles featured those 
in the arts/history

• Paid Media Creative



• Overall KPIs
• Ongoing reporting (monthly slides, 

quarterly report, end of campaign 
reports)

• Visitation partnership
• Alignment with EMT reporting

DATA, 
ANALYTICS AND 
REPORTING



JANUARY – SEPTEMBER INDICATORS

13.9%
TOURISM TAX 
REVENUE UP

5.8%
HOTEL ROOMS

SOLD UP

13.8%
HOTEL ROOM
REVENUE UP

The rate of inflation in the United States was 8.2% for the 12 months ending on September 30, 2022.

WINTER & 
PEAK EFFORTS
• TOTAL IMPRESSIONS: 47,706,544

• TRAVEL INTENT ROI
• Winter: $15 to $1 ROI
• Peak: $35 to $1 ROI
• Combined 3,205 hotel stays

• EXPEDIA ROI
• Winter: $7 to $1 ROI
• Peak: $45 to $1 ROI
• Combined 4,726 hotel stays



• Weekly calls with city

• Vendor coordination and negotiation

• Regular correspondence with Visit Duluth & Tourism Advisory 
Board

• Industry relations

• 35+ meetings with industry groups/businesses

• Lunch & Learns

• Industry resources (brand toolkit, social media 
playbook, audience and media tips sheet, etc.)

IMPLEMENTATION OF 
MARKETING SERVICES

ACCOUNT MANAGEMENT

• Local partnerships:

• Local photographers

• Old Saw Media talent

• Intern – UMD student

• Destination Duluth

• Duluth office

MANAGEMENT OF STRATEGIC 
PARTNERS AND FREELANCE 

CONTRACTORS



• Visitor guide design

• Email marketing

• Visit Duluth creative elements

• Additional photo and video shoots

ADDITIONAL
TACTICS



OVERALL GOALS

• Continue to uplift entire city while focusing 

on equity versus equality 

• Continue partnerships with Visit Duluth   

and the DECC

• Additional photo & video shoots prioritizing 

diversity

• Evaluate paid media timing emphasis   

(Peak, Shoulder or Winter)

• Ongoing presence of OTAs, paid search, 

retargeting interested visitors

• Quarterly listening sessions for industry

• December 2022: industry survey

• FAM tours: journalists and influencers

• Alignment on cruising

LOOKING 
AHEAD TO 2023



MEDIA - 67%
• Paid, earned, organic social, Destination Duluth and 

Shrpa partnerships

CREATIVE ASSET DEVELOPMENT - 16%
• Campaign production, photo and video shoots

WEBSITE, CONTENT CREATION, EMAIL MARKETING - 7%
• Ongoing updates, maintenance, blogs, itineraries

AGENCY PLANNING, STRATEGY - 5%

REPORTING & TOOLS - 4%
• Ongoing reporting, visitor tracking resources, 

US Travel Association

INDUSTRY RELATIONS - 1%
• Lunch & Learns, listening sessions, etc.

2023 BUDGET

Media 67%

Creative 16%

Website/Content 7%

Planning/Strategy 5%

Reporting/Tools 4%
Industry Relations 1%

2023 BUDGET
TOTAL: $1.8 MILLION



QUESTIONS & DISCUSSION




