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ITC GRANT NARRATIVE PROGRESS REPORT 
 
 
 
Grantee: North Idaho Tourism Alliance 

Grant  
Number: 14-I-01 

 
Date Submitted: April 6, 2015 
 
Date Posted for Review:  

Report #: 2  4  

 1 3    Final 

  
Awarded 
Grant:    $  84,000.00 

Cash Match  
Requirement:  $10,500.00 

Amount  
Expended 
YTD: $ 10,003.11  

Cash Match  
Documented    
YTD: $ 2205.97              

Total Cash  
Match 
Committed:    

 
 
 
Element 1:  Audit 
  
Amount  
Awarded:   
 $  0.00 

Amount  
Expended    
YTD: $0.00 

Cash Match  
Documented    
YTD: 0.00 

Total Cash  
Match 
Committed:   $ 

 
Progress of Element: Not applicable due to amount of grant. 
N/A 
Anticipated completion date(s): N/A 
 
Actions needed to complete this element: N/A 
 
Measurements(s) of Results: N/A 
 
 

  No activity during this report period due to seasonal nature of marketing activity. 
 
 
Element 2:  Admin/Fulfillment 
  
Amount  
Awarded:   
 $  8,400.00 

Amount  
Expended    
YTD: $6,300.00 

Cash Match  
Documented    
YTD: N/A  

Total Cash  
Match 
Committed:   $ 

 
Progress of Element:  
 
Anticipated completion date(s): Sept. 30, 2015 
 
Actions needed to complete this element: Completed 
 
Measurements(s) of Results: 
 
 

  No activity during this report period due to seasonal nature of marketing activity. 
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Element 3:  Tourism Promotion/ Advertising 
  
Amount  
Awarded:   
$  75,600.00 

Amount  
Expended    
YTD:$ 3703.11 

Cash Match  
Documented    
YTD: $ 2205.97  

Total Cash  
Match 
Committed:   $ 

 
Progress of Element :  
Advertising- NITA members continued implementation of their winter/spring advertising campaigns with the 
following activities:  

 Bonners Ferry Chamber –Placed an ad in the Selkirk Loop Guide and Map.  
 Priest Lake Chamber –Placed an ad in the WSSA magazine (Washington State Snowmobile Assoc.) 

promoting the area’s snowmobile trails.  
 
Website/Social Media- NITA members continue to improve and enhance their sites: 

 International Selkirk Loop – Website hosting 
 Silver Valley Chamber  – Website updates/updates 
 Wallace Chamber – Website upgrade 

 
Tradeshows- Tradeshows are a very important niche marketing strategy for many of our members. Since the last 
report, ITC funds have been used for the following NITA activities: 

 Selkirk Loop & Silver Valley Chamber– Calgary tradeshow registration. 
 
Anticipated completion date(s): Completed 
 
Actions needed to complete this element:  
Measurements(s) of Results: 
Advertising – NITA members analyze visitor center data, lodging collection data, web site traffic patterns, etc. to determine 
the effectiveness of their advertising.  Often, an important indicator of an ads effectiveness is the number of travel guides 
ordered or downloaded online following the ads appearance.  
 
In addition, prior to placing ads, members look at the market coverage, readership, and demographic data such as: 
 
Selkirk Loop Guide: The Selkirk Loop Travel Guides and Maps are in high demand, and are 100% supported by private 
advertising dollars. The Selkirk Loop Travel Guide is a 64-page guide to the attractions, activities and visitor services around 
the Loop. 30,000 copies are printed annually in January, and distributed at regional visitor centers and hundreds of locations 
around the Loop. The digital edition gets thousands more views on the Selkirk Loop website.  
 
The Selkirk Loop Travel Map -80,000 copies printed annually in February for distribution around the Loop. 
 
The SelkirkLoop.org website, one of the most heavily trafficked tourism sites in the region, with 190,000+ page views 
annually. 
 
Out There Monthly – In addition to the monthly print magazine, with a circulation of over 25,000, Out There Monthly online 
offers exclusive web only stories, regular columns on a wide range of outdoor sports and outdoor lifestyle topics, a huge and 
totally comprehensive outdoor events and race calendar, and the latest outdoor recreation news and views. 
Out There Monthly  is available at nearly 300 of your favorite gear shops, grocery stores, breweries, coffee shops, 
restaurants, and other local businesses in Spokane and throughout the Inland Northwest 
 
Adventure Cycling –  

 Member Subscriptions: 46,423 
 Bike Shop Subscriptions: 235 
 Bike Club Subscriptions: 124 (51,500 individual members represented through subscribing clubs) 
 Pass Along Rate: 0.95 (42,750 additional views) Total Readership: 86,445 Per Issue (Medium income: $80,000 

 
Spokane’s KREM, KXLY & KHQ TV stations have an extensive market coverage, including viewers in the northern half of 
Idaho, Eastern Washington, southeastern British Columbia, and Western Montana. 
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Outdoors Northwest Magazine – 

 82% use OutdoorsNW as their source for outdoor information 
 72% of readers have a 4-year college degree or more 
 92% will increase their participation in Outdoors Sports in the coming year 
 $75,000 average household income 
 Participate in more than 5 or more NW sports every year 
 40,000 copies distributed monthly in the Northwest (Seattle and Portland) 
 125,000 copies distributed annually to NW competitors at partnered events 
 2.34 people read each copy of OutdoorsNW 

 
 
Website/Social Media: NITA will continue to educate members about the value of using such tools as Google Analytics to 
measure web site traffic, identify where hits are coming from, etc. and identifying what improvements can be made to 
address any issues. We have made significant progress in our efforts to make sure that our members link their web sites to 
the NITA site to improve the ranking status on search engines. We continue to work with members on social media 
integration and measurements as well. 
 
NITA’s upgraded website went live in October and we will watch Google Analytics closely to see how our visitor/page view 
numbers are affected by various advertising/online campaigns, and analyze the geographical profile of our visitors. Our main 
priority for 2015 is to continue to develop this site into a dynamic, content rich resource for visitors looking for information on 
North Idaho – and to increase our visits and page views from our 2014 average dramatically. 
 
We also receive detailed social media reports (see attached) summarizing our activities on Facebook, Twitter and Google+ 
and are working on a new strategy for the overall management of our social media integration activities. 
 
Tradeshows: Members evaluate tradeshow effectiveness by a number of parameters including attendance, booth activity, 
amount of materials distributed, increased website activity following the shows, source of referrals, etc. In addition, NITA asks 
that every ITC funded tradeshow attendee fill out a tradeshow evaluation form, which is shared by NITA members and other 
ITC grantees.  
 
 
 

  No activity during this report period due to seasonal nature of marketing activity. 
 
 
 
 
 
 
 



NITA
Social Media Update 

Q4 2014



Social Media Focus
In this initial phase the focus has been 
● update website events
● respond to questions from website and other social sites
● access / update social media platforms 
● create consistency within various platforms and the NITA brand
● begin to build audience
● promote NITA events
● review analytics in each platform to determine most effective messaging



Social Media Sites
                 Facebook
                 https://www.facebook.com/NorthIdahoTourism

● updated page
● new fans: 83
● weekly updates linking back to events
● reached out to people who engaged with the site
● responded to direct messages



Facebook
Top Posts



Facebook
2015 Q1 goals

● promote page
● build audience to 2500
● increase engagement / reach
● encourage more engagement by NITA 

members



Twitter
               Twitter
                https://twitter.com/visitnorthid

● total fans 718 new fans: 358
● reach: 2.1k 
● Best tweets

Congratulations @SilverMtnResort  for taking the lead on the top Bike Park Festival survey from 
@MTBparks pic.twitter.com/ucyjF4gLqC
Get in the #Holiday spirit in Bonners Ferry 11/22 #HolidayMarket http://visitnorthidaho.
com/event/bonners-ferry-holiday-market/ … #northidaho



Twitter
 



Twitter
2015 Q1 goals

● promote account 
● build audience to 5000
● increase engagement / reach
● engage with leading #hashtags luxurytravel 

travelnews



Pinterest
                Pinterest
                https://www.pinterest.com/yournorthidaho/

● reorganized boards to feature 4 seasons and each community in NITA
● average daily impressions up 43.75%
● Top boards

North Idaho Events by Visit North Idaho

       Winter North Idaho by Visit North Idaho

       Summer North Idaho by Visit North Idaho



Pinterest
 



Pinterest
2015 Q1 goals

● promote account 
● build audience to 500
● ensure all pins link back to website for 

increased traffic
● follow leading trends Camping / travel / 

clothing



Google+ 
               Google+
               https://plus.google.com/u/1/b/106928642835936681730/+Visitnorthidaho

● 91 followers
● 37,035 views
● Google plus has been a low priority in Q4 
● Numbers of followers and views indicate that this is a good opportunity for 

growth in Q1 2015 particularly as it ties in with search engine placement 
and all other google properties including Hangouts and Youtube.



Instagram
                   Instagram
                                http://www.instagram.com/visitnorthID

● There was an instagram account set up for visitnorthidaho but it had an unrecognizable retrieval 
email and only 5 pictures and 28 followers (we may still be able to get that account)

● In the meantime I set up Instagram to brand with our twitter account 
@VisitNorthID

● added one picture and started following idaho and travel accounts 
● As of Sunday 1/4/15 there were 12 followers on our new account
● Instagram is expected to grow in 2015 in popularity and brands / sponsors 

are learning how to utilize instagram making it an important platform.



Other social media sites
Sites that are on our radar to develop in 2015
● Youtube / Vimeo / Vine
● Reddit
● StumbleUpon
● Slideshare
● Tumblr
● LinkedIn



Klout
Klout Score 
has increased to 44



Website
http://www.visitnorthidaho.com

● The new website saw a bump in traffic in November in response to the 
press release sent out and inclusion in travel twitter parties.

● The focus has been on adding the events for each community that are 
annual events.

● Initially this process is time consuming, as anticipated, as it is challenging 
obtaining corresponding photos and full details for events. This should be 
easier as the time goes on being able to just update small details on these 
annual events.

● Responded to messages sent directly via the website.



Website
2015 Q1 goals

● promote page via social sites
● build audience to 5000 unique monthly 

visits
● use analytics to drive social links back to 

website



Winner!
Cooperation in providing photos and details for upcoming events is GREATLY 
appreciated and in that regard there is a clear winner in this area: 

Priest Lake
Eileen from PriestLake has generously 
supplied several pictures and great details 
for upcoming events 

Gold Stars and Big Thanks!



Challenges
Challenges to PR efforts for North Idaho primarily come from the national 
perception of the region.

Q4 2014 National News
● By the Numbers PBS feature on N. Idaho
● 18 year old killed playing a zombie at Halloween feature
● Mom shot by her 2 year old in Hayden Lake Walmart

News from our State Politicians that reaches national attention is also a 
challenge to promoting tourism. 



Challenges
The second challenge is in branding “Visit North Idaho”. Ideally, all of our 
social sites would correspond with the website domain name but there are other 
account holders developing visitnorthidaho on twitter / facebook / pinterest 
etc. 
Currently our social media sites at a glance:
Facebook: http://www.facebook.com/NorthIdahoTourism
Twitter: http://www.twitter.com/visitnorthID
Pinterst: http://www.pinterest.com/yournorthidaho
Instagram: http://www.instagram.com/visitnorthID
Youtube: https://www.youtube.com/user/visitnorthidaho
Also state tourism sites often do not feature north Idaho as much as they could.



Overcoming Challenges
The good news is that analytics indicate an interest in looking at north idaho for 
luxury travel and general travel news. The best way to overcome negative news 
is to flood the channels with positive news.  
Strategies for 2015 include:

● Participate in Luxury Travel and general Travel chats online
● Use analytics to connect with leading trends (i.e. “waterparks” trended last summer)
● Consolidate best of pictures from each quarter and create a slideshow for slideshare / Google+ / 

Hangouts / Youtube
● Dominate the conversation online to improve search engine placement above other North Idaho 

links
● Ensure that links to our website are prominent from all social platforms
● Work closely with state tourism board to ensure placement of NITA promotional pages in their 

online marketing.
● Continue to monitor national news and promote every bit of positive news as possible.
● Create surveys to engage visitors from various regions 



Thank You
Thank you for including me in our North Idaho 
team. Looking forward to a fantastic and busy 
2015 tourism season!

@maryheston
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