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March 8, 2017 
CVB Board Meeting ς Marketing Recap 

Prepared by: Christie Rosckes info@discoverstillwater.com (Fresh Avenue Marketing) 651.351.1717 
 

 
1. STATISTICS for DiscoverStillwater.com via Google Analytics.  

a. January and February saw a record increase in traffic of 67%! 
b. Note spikes on both the opening day of the Ice Castles (Jan 6th) and Hockey Day MN (Jan. 21). 
c. Off-ǎŜŀǎƻƴ ƛƴŎǊŜŀǎŜ ƛǎ ǿƻǊƪƛƴƎΧ 
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Discover Stillwater/CVB Marketing Recap January 2017    Page 2 

 

 
2. Budgeting & Planning 

a. Executing contracts and campaigns for 2017.  
3. Tourism Update Reports 

a. Annual report presentations given by President Jerry Helmberger and Mkt Contractor Christie to both 
City Councils ς Stillwater (Feb 21), OPH (Feb. 28). 

b. Year-End Report Scheduled to send next week to tourism businesses as well. 
c. Annual Mixer set for Tuesday, May 16thΦ {ŜƎǿŀȅǎΣ ¢ǊƻƭƭŜȅ ŀƴŘ ²ŀǘŜǊ {ǘǊŜŜǘ Lƴƴ ŀǊŜ ŎƻƴŦƛǊƳŜŘΧƻǘƘŜǊ 

details soon to be determined. 
4. Advertising Campaigns 

a. Radio 
i. Next campaign in November. 

b. TV  -  

i. Hockey Day - Follow up report provided: Hockey day Recap. 

c. Direct Marketing 

d. Print Publications 

i. Growler Magazine. Advertised in 

January, February and March 

issues. Selected to take 

advantage of attention on 

Stillwater for Hockey Day/Ice 

Castles ς possible male demo and 

alignment with hip brand image. 

http://www.GrowlerMag.com 

Media Kit 

 

 

https://www.mediafire.com/?4sqacfm0f2c98dg
http://www.growlermag.com/
https://www.mediafire.com/?z884306tp4st40b
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ii. Toast to the Valley. Pending board approval. Campaign launching again this year with increased 

budget for online advertising in addition to the printed publication. 

e. Tourism Guidebooks/Websites  

i. 2017 MSP guide now out (our ad is on page 96). Greenspring media 

has also launched a new website: http://visit -twincities.com/. 

.ŜŎŀǳǎŜ ƛǘΩǎ ƴŜǿΣ ǿŜ ƘŜƭŘ ƻŦŦ ƻƴ ŀŘǾŜǊǘƛǎƛƴƎ ǘƘƛǎ ȅŜŀǊ ǳƴǘƛƭ ǿŜ ǎŜŜ 

some more data next year. 

ii. 2017 SCVTA Guide and 2017 MN Bike GuideΧŀǿŀƛǘƛƴƎ ǇǳōƭƛŎŀǘƛƻƴΦ 

f. Explore Minnesota 
i. Metro EMT Group ς next meeting May 17th. Information on 

campaigns available upon request. 

ii. Annual Conference ς Attended on January 30-Feb. 1st in St. Paul.  Felt 

great to know so many faces finally after 4 years so the networking 

value continues to grow. I attended breakout sessions on social media and digital marketing 

as well as made a few great connections with a travel blogger, new providers for our blog, 

CRM, and email databases. The presentations on the state of tourism for Minnesota all had 

positive projections with international travel who will struggle due to the political climate. 

There was a lot of excitement surrounding all the sporting events MN has been able to host 

with the super bowl coming up in 2018 as well. Stillwater is on the list of corporate excursion 

ideas with the hopes of Ice Castles returning, we shared the Bold North video on Super Bowl 

Sunday and will continue to share some of their campaigns through the year. I am thankful 

for this time to reconnect with others in my role and learn more about the industry each 

year.  

iii. 2016 Grants ς ŦƛƭƭŜŘ ƻǳǘ ǇŀǇŜǊǿƻǊƪ ǘƻ ƻōǘŀƛƴ ŦǳƴŘƛƴƎ ŦǊƻƳ ƭŀǎǘ ȅŜŀǊΩǎ ŎŀƳǇŀƛƎƴǎΦ ²Ŝ 

applied for $7600, but will receive a check for $385 less because one of the partners (AAA Biking 

Map) accidentally omitted the Explore Minnesota logo. Other campaigns this grant helped pay 

for: AAA Email Sweepstakes, Google AdWords, holiday television advertising, MN Hike/Bike 

Guide map, AAA #OnlyinMN print display ads for spring/fall, and Minnesota Meetings & Events 

Magazine featured listing. 

g. Digital ς Content/Google Ad Words/Display 
i. Afton Alps Ski 
Sweepstakes 
1. Promoted via 
google adwords, 
retargeting, email and 
social media.  We had 
428 entries, so those 
emails were added to 
our database. 

ii. Retargeting via AdRoll. 
1. Order Visitor Guide - ongoing 
2. Hockey Day 

a. Sweepstakes Promo 1/1-1/6 
Facebook: 9,441 CTR 4.46% 

b. Event 1/7-1/21 Website: 80,590 CTR .18% 
3. Ice Castles  

a. (1/6-1/31 now open). Website banners: 78,217 CTR .18% Facebook: 52,075 
5.16%. 

 

 

 

 

http://www.innsofthevalley.com/a-toast-to-the-valley.htm
http://cdn.coverstand.com/5634/376178/ce13ec188ada9a16052eb840569fc053d14a09b4.pdf
http://visit-twincities.com/
http://www.exploreminnesota.com/industry-minnesota/tools-training/2017-tourism-conference/
https://www.mnsuperbowl.com/about
http://www.discoverstillwater.com/afton-alps-ski-weekend-sweepstakes/
http://www.discoverstillwater.com/afton-alps-ski-weekend-sweepstakes/
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b. (2/2-2/17) Website banners: 63,870 CTR .23%. Facebook: 30,961 CTR 2.71% 
4. Winter Romantic Getaway  

a. run 1/27-1/24. Website 
Banners: Impressions 75,504, 
CTR .25% Facebook Ads: 
Impressions 32,144, CTR 2.84% 

 

 
 
 

h. Social Media 
i. Multiple daily posts on all channels featuring original photos and videos as well as shared 

content.  
ii. Facebook ς 27,209 fans. Top posts in Jan/Feb: Closing of the Ice Castles for the season on 

February 16th. Most top reaching posts were ice castles related with the exception of the 
superbowl shopping challenge post and the 

Twin Cities 
Live TV 
from 
Stillwater. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 

 

 

https://www.facebook.com/DiscoverStillwater?ref=hl
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iii. Instagram ς 4,121 followers. Really honing in on using this medium for beautiful, inspiring as 
that is what seems to get the best interaction. 80% female. 25-34 and 35-44 largest age 
brackets. 

iv. Twitter ς 1472 followers.  
v. YouTube ς 30,109 views. 

 
 
 

 

 

 

https://instagram.com/discoverstillwater/
https://twitter.com/MNBirthplace
https://www.youtube.com/channel/UC-EWc0rqCR6WVBbEWKoWcjQ

