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o Objective:  

o Primary – To increase awareness of Kalispell as a desirable destination for meetings and conventions. 

o Secondary – Increase the number of qualified leads and RFPs. To encourage e-news sign-ups and downloads of the new 

guide 

o Schedule: April 10 – Aug 6, 2017 

o Target Audience: Men and Women A18-60; Job targeting examples: Event Organizers, Meeting Planners, Administrative 

Assistants, Executive Assistants, etc. 

o Market(s): Washington (Tri-Cities and Spokane), Minnesota (Minneapolis), Oregon (Portland) 

o Media Tactics: 

o Content Amplification Articles – Native Ads 

o LinkedIn Sponsored Content Ads 

o Performance: All ads within campaign performed above industry average and similar in terms of click-through rate and 

engagement on site. While content amplification or native ads are a less expensive tactics on a cost per click basis, the 

LinkedIn sponsored updates allow us to have higher refined targeting and were shown within the business professional 

platform. We recommend continuing with both tactics in the next Meetings and Conventions campaign. 

partnerscreative • Discover Kalispell 



3 

Media Plan and Flowchart 
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Media Tactics – Native 

Content Amplification – Native Ad Details 

o Campaign Category Targeting: Business Travel 

o DMA Markets: Yakima-Pasco-Richland-Kennewick, 

Portland, Minneapolis, Spokane 

o Placement: Mobile, Tablet and Desktop 

o Created two articles for distribution: 

o “Farm to Table” and “Best Backdrops” 

Performance: 

o Impressions: 11,735,719 

o Clicks: 82,745 

o Overall click-through rate (CTR): 0.71% 
INDUSTRY BENCHMARK: 0.35%* 

o Mobile CTR: 1.27% 

o Desktop CTR: 0.52% 

Website Analytics: 

o Sessions: 49,116 

o Desktop: 35,379 

o Mobile: 13,737 

o Bounce Rate: 75.84% 
BENCHMARK [for Yahoo]: 68.6%* 

o Mobile: 87.23% 

o Desktop: 71.21% 

o Pages / Visit (Session): 1.34 

o Time spend on Site: 00:00:40 
BENCHMARK [for Yahoo]: 00:00:41* 

o Mobile: 00:00:42 (1.20 pages / session) 

o Desktop: 00:00:39 (1.39 pages / session) 

 

*Source: Zemanta Benchmark Report   
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Media Tactics – LinkedIn 

LinkedIn Sponsored Content Ads 

o DMA Markets: Spokane Area, Greater Minneapolis-St. Paul Area, Portland Area, Richland/Kennewick/Paso Area 

o Schedule: Meetings and Conventions: April 10 – July 2, 2017;  

 FAM: June 19 – August 6, 2017 

o Targeting Groups: 

o M&C Meetings and Conventions: 

o M&C “Industry” – Industries: Hospital & Health Care, Food Production, Consumer Goods, Retail, Banking, 

Insurance, etc.; Job Functions: Consulting, Administrative, Marketing, Business Development, Sales, Human 

Resources, Finance, Operations 

o M&C “Planners” – Job Titles: Administrative Assistant, Assistant Manager, Meeting Planner, Club Director, 

Travel Coordinator, meeting Event Coordinator, etc. 

o M&C FAM: 

o General – Same targeting as M&C Industry group 

partnerscreative • Discover Kalispell 



7 

Performance – LinkedIn  partnerscreative • KCVB 

o Impressions: 154,459 

o Meetings & Conventions Impressions: 115,772 

o FAM Impressions: 38,687 

o Clicks: 806 

o Meetings & Conventions: 645 

o FAM Clicks: 161 

o Click-Through Rate (CTR): 0.52% 

o Meetings and Conventions CTR: 0.56% 

o FAM CTR: 0.42% 

o LinkedIn Sponsored Content ads garnered 140 ad likes 

and 44 new page follows. 

o Overall Location Performances: 

o Tri-Cities: Impressions – 3,212; CTR – 1.00% 

o Portland: Impressions – 39,560; CTR – 0.70% 

o Spokane: Impressions – 7,754; CTR – 0.06% 

o Minneapolis: Impressions – 102,192; CTR – 
0.50% 

o Website Analytics: 

o Sessions: 

o M&C: 404 

o FAM: 94 

o Bounce Rate:  

o M&C: 85.64% 

o FAM: 94.57% 

o Time spend on Site:  

o M&C: 00:00:47 

o FAM: 00:00:51 

 

 

 

 

 

 

 

Source: Google Analytics 
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M&C – Ads  FAM – Ads  
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Landing Pages 

discoverkalispell.com/meetings/montanas-best-
backdrop/ 
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discoverkalispell.com/farm-conference-table/  
discoverkalispell.com/meetings/unique-
venues/ 

discoverkalispell.com/2017-complete-guide/ 

M&C M&C M&C FAM 
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Glossary of Terms 

bounce rate: the percentage of visitors to your website who navigate away from the site after viewing only one page. 

clicks (all): the total number of clicks on your ad. This may include offsite clicks to your website, Page likes, post 

comments, event responses or app installs. 

click-through-rate (CTR) (All): click-through rate for all clicks. The total number of clicks you received (ex: offsite 

clicks, likes, event responses) divided by the number of impressions. 

desktop: banner or display ads served to visitors on computers and laptops (not mobile). 

DMA markets: designated market area is a region where the population can receive the same (or similar) media 

offerings. They can coincide or overlap with one or more metropolitan areas, though rural regions with few significant 

population centers can also be designated as markets. 

impressions: when ad is served to website visitor and is countable, such as within view of the browser. 

landing page: a single webpage that appears in response to clicking on an online advertisement. The page that you 

send your audience to. 

link clicks: the number of clicks on links to select destinations or experiences, on or off Facebook-owned properties. 

link CTR: when ad is served to website visitor and is countable, such as within view of the browser. 

mobile advertising: method that appears on mobile devices such as smart phones and tablets. 

objective: strategy set in order to achieve the overall campaign goals. 

pages per sessions: the average number of pages viewed during a session on your website. 

pages / visits: Pageviews divided by visits. This metric shows the average number of pages viewed per visit. 

sessions: the number of times visitors are actively engage on your website. 



THANK YOU 


