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ITC GRANT NARRATIVE PROGRESS REPORT 
 
 
 
Grantee: Southern Idaho Tourism 

Grant  
Number: 14-IV-1 

 
Date Submitted:  February 2, 2015 Report #:  2   4  

 1 3     Final  
Date Posted for Review:  
  
Awarded 
Grant:    $  269,450.00 

Cash Match  
Requirement:  $ 33,306.00 

Total Cash  
Match 
Committed:   $  $37062.00 Amount  

Expended 
YTD: $  48,224.88 

Cash Match  
Documented    
YTD:  

 
 

 
Copy for additional elements 

 
Element 1:  Audit 
  
Amount  
Awarded:   
 $  3000.00 

Amount  
Expended    
YTD: $ 0.00 

Cash Match  
Documented    
YTD: $ 

Total Cash  
Match 
Committed:   $ 

 
Progress of Element since grant award or last report: 
 
Element will be completed at the end of grant cycle 
Anticipated completion date(s):  
 
Will be completed at the end of the grant cycle. 
Actions needed to complete this element: 
 
 
Measurements(s) of Results 
 
 
 
 

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



Revised 18-Oct-2010 

 
Element 2:  Admin/Fulfillment 
  
Amount  
Awarded:   
 $25,000.00 

Amount  
Expended    
YTD: $18,750.00 

Cash Match  
Documented    
YTD: $ 

Total Cash  
Match 
Committed:   $ 0.00 

 
Progress of Element since grant award or last report: 
 
75% Admin was requested/received with RFF #1 
Anticipated completion date(s):  
 
 
Actions needed to complete this element: 
 
 
Measurements(s) of Results 
 
 
 
Copy for additional elements 

 
Element 3:  Tourism Marketing 
  
Amount  
Awarded:   
 $241,450.00 

Amount  
Expended    
YTD: $ 81,094.33 

Cash Match  
Documented    
YTD: $ 0.00 

Total Cash  
Match 
Committed:   $ 37,062.00

 
Progress of Element since grant award or last report: 
All sub-contracts are in place for the grant term. 
Images and Stay and Play Travel Guide are printed and ready for distribution 
Media Placement plan finalized;  
2015 Placements to date:  RV Idaho ,Sunset Magazine and Sunset Online; NW Fly-Fishing, Public Radio 
Media Plan in place for this grant term 
Web updates in progress 
Capital Expenditure:  Video screens for new Twin Falls Visitor Center purchased and ready for installation 
 
Anticipated completion date(s):  
September 30, 2015 
 
Actions needed to complete this element: 
Continue to implement marketing strategies. 
 
Measurements(s) of Results 
Please see attached 
 
 
 
Copy for additional elements 
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Audience Overview, New/Returning visitors
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18.4%

81.6%

Sessions
New Users

8,188

Returning Users

1,851

Users
New Users

8,186

Returning Users

975

Pageviews
New Users

16,313

Returning Users

5,203

Pages / Session
New Users

1.99

Returning Users

2.81

Avg. Session Duration
New Users

00:01:25

Returning Users

00:04:43

Bounce Rate
New Users

69.65%

Returning Users

62.34%

 Sessions ( )New Users  Sessions ( )Returning Users

September 2014 October 2014 November 2014 December 2014

500500

1,0001,000

81.56%

18.44%

00:02:02
Avg for View: 00:02:02 (0.00%)

10,039
% of Total: 100.00% (10,039)

New Visitor 00:01:25

Returning Visitor 00:04:43

New Visitor Returning Visitor

18.4%

81.6%

Sessions
New Users

8,188

Returning Users

1,851

Users
New Users

8,186

Returning Users

975

Pageviews
New Users

16,313

Returning Users

5,203

Pages / Session
New Users

1.99

Returning Users

2.81

Avg. Session Duration
New Users

00:01:25

Returning Users

00:04:43

Bounce Rate
New Users

69.65%

Returning Users

62.34%

 Sessions ( )New Users  Sessions ( )Returning Users

September 2014 October 2014 November 2014 December 2014

500500

1,0001,000

81.56%

18.44%

00:02:02
Avg for View: 00:02:02 (0.00%)

10,039
% of Total: 100.00% (10,039)

New Visitor 00:01:25

Returning Visitor 00:04:43

Top Languages
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Google Analytics - Top 25 referrals

Source

Acquisition Behavior Conversions

Sessions % New
Sessions New Users Bounce Rate Pages /

Session Avg. Session
Duration

Goal
Conversion
Rate

Goal
Completions Goal Value

 

1,395
% of Total:

13.90%
(10,039)

85.23%
Avg for View:

81.56%
(4.50%)

1,189
% of Total:

14.52%
(8,188)

65.66%
Avg for View:

68.30%
(-3.87%)

2.31
Avg for

View:
2.14

(7.63%)

00:01:53
Avg for View:

00:02:02
(-7.44%)

0.00%
Avg for

View:
0.00%

(0.00%)

0
% of Total:
0.00% (0)

$0.00
% of Total:

0.00% ($0.00)

1. semalt.semalt.com 127 (9.10%) 100.00% 127 (10.68%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

2. hagermanbird.com 118 (8.46%) 99.15% 117 (9.84%) 97.46% 1.08 00:00:07 0.00% 0 (0.00%) $0.00 (0.00%)

3. hagermanvalleychamber.com 117 (8.39%) 76.92% 90 (7.57%) 23.93% 3.75 00:05:55 0.00% 0 (0.00%) $0.00 (0.00%)

4. nps.gov 80 (5.73%) 86.25% 69 (5.80%) 32.50% 3.94 00:03:20 0.00% 0 (0.00%) $0.00 (0.00%)

5. apollomotorinn.com 76 (5.45%) 85.53% 65 (5.47%) 75.00% 1.49 00:00:49 0.00% 0 (0.00%) $0.00 (0.00%)

6. buhlchamber.org 69 (4.95%) 85.51% 59 (4.96%) 39.13% 3.28 00:03:22 0.00% 0 (0.00%) $0.00 (0.00%)

7. magicvalley.com 68 (4.87%) 89.71% 61 (5.13%) 83.82% 1.46 00:00:48 0.00% 0 (0.00%) $0.00 (0.00%)

8. buttons-for-website.com 53 (3.80%) 100.00% 53 (4.46%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

9. l.facebook.com 51 (3.66%) 56.86% 29 (2.44%) 54.90% 2.04 00:02:30 0.00% 0 (0.00%) $0.00 (0.00%)

10. m.facebook.com 46 (3.30%) 80.43% 37 (3.11%) 80.43% 1.39 00:00:49 0.00% 0 (0.00%) $0.00 (0.00%)

11. facebook.com 39 (2.80%) 51.28% 20 (1.68%) 69.23% 5.87 00:04:44 0.00% 0 (0.00%) $0.00 (0.00%)

12. hagermanrvvillage.com 35 (2.51%) 80.00% 28 (2.35%) 54.29% 2.11 00:01:24 0.00% 0 (0.00%) $0.00 (0.00%)

13. visitidaho.org 32 (2.29%) 87.50% 28 (2.35%) 25.00% 3.81 00:03:13 0.00% 0 (0.00%) $0.00 (0.00%)

14. rvidaho.org 30 (2.15%) 80.00% 24 (2.02%) 36.67% 3.73 00:02:16 0.00% 0 (0.00%) $0.00 (0.00%)

15. en.wikipedia.org 29 (2.08%) 89.66% 26 (2.19%) 51.72% 3.03 00:01:49 0.00% 0 (0.00%) $0.00 (0.00%)

16. search.tb.ask.com 26 (1.86%) 100.00% 26 (2.19%) 69.23% 2.54 00:01:33 0.00% 0 (0.00%) $0.00 (0.00%)

17. tandembase.com 26 (1.86%) 92.31% 24 (2.02%) 53.85% 3.35 00:02:38 0.00% 0 (0.00%) $0.00 (0.00%)

18. ci.jerome.id.us 23 (1.65%) 95.65% 22 (1.85%) 65.22% 1.83 00:01:22 0.00% 0 (0.00%) $0.00 (0.00%)

19. members.twinfallschamber.com 23 (1.65%) 69.57% 16 (1.35%) 82.61% 1.17 00:00:59 0.00% 0 (0.00%) $0.00 (0.00%)

20. lm.facebook.com 18 (1.29%) 66.67% 12 (1.01%) 66.67% 1.72 00:02:34 0.00% 0 (0.00%) $0.00 (0.00%)

21. mhsprings.com 15 (1.08%) 73.33% 11 (0.93%) 53.33% 3.47 00:00:46 0.00% 0 (0.00%) $0.00 (0.00%)

22. localhost:4001 13 (0.93%) 0.00% 0 (0.00%) 61.54% 2.77 00:03:50 0.00% 0 (0.00%) $0.00 (0.00%)

23. joemamascarshow.com 12 (0.86%) 83.33% 10 (0.84%) 83.33% 1.33 00:00:06 0.00% 0 (0.00%) $0.00 (0.00%)

24. en.m.wikipedia.org 11 (0.79%) 100.00% 11 (0.93%) 9.09% 4.45 00:03:35 0.00% 0 (0.00%) $0.00 (0.00%)

25. google.com 9 (0.65%) 77.78% 7 (0.59%) 66.67% 1.44 00:00:18 0.00% 0 (0.00%) $0.00 (0.00%)

Top 25 referral URL’s
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Top 25 Sources (Overall Traffic)

Source / Medium

Acquisition Behavior Conversions

Sessions
% New

Sessions New Users
Bounce Rate Pages /

Session Avg. Session
Duration

Goal
Conversion
Rate

Goal
Completions Goal Value

 

10,039
% of Total:

100.00%
(10,039)

81.56%
Avg for View:

81.56%
(0.00%)

8,188
% of Total:

100.00%
(8,188)

68.30%
Avg for View:

68.30%
(0.00%)

2.14
Avg for

View:
2.14

(0.00%)

00:02:02
Avg for View:

00:02:02
(0.00%)

0.00%
Avg for

View:
0.00%

(0.00%)

0
% of Total:
0.00% (0)

$0.00
% of Total:

0.00% ($0.00)

1. google / organic 5,463 (54.42%) 81.51% 4,453 (54.38%) 65.92% 2.16 00:02:25 0.00% 0 (0.00%) $0.00 (0.00%)

2. (direct) / (none) 1,401 (13.96%) 73.80% 1,034 (12.63%) 66.31% 2.51 00:02:06 0.00% 0 (0.00%) $0.00 (0.00%)

3. PandoraOctober2014 /
displaybanners 743 (7.40%) 87.35% 649 (7.93%) 90.85% 1.15 00:00:14 0.00% 0 (0.00%) $0.00 (0.00%)

4. bing / organic 342 (3.41%) 83.04% 284 (3.47%) 68.13% 2.13 00:01:24 0.00% 0 (0.00%) $0.00 (0.00%)

5. yahoo / organic 312 (3.11%) 85.90% 268 (3.27%) 70.83% 1.83 00:01:19 0.00% 0 (0.00%) $0.00 (0.00%)

6. semalt.semalt.com / referral 127 (1.27%) 100.00% 127 (1.55%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

7. hagermanbird.com / referral 118 (1.18%) 99.15% 117 (1.43%) 97.46% 1.08 00:00:07 0.00% 0 (0.00%) $0.00 (0.00%)

8.
hagermanvalleychamber.com
/ referral 117 (1.17%) 76.92% 90 (1.10%) 23.93% 3.75 00:05:55 0.00% 0 (0.00%) $0.00 (0.00%)

9. nps.gov / referral 80 (0.80%) 86.25% 69 (0.84%) 32.50% 3.94 00:03:20 0.00% 0 (0.00%) $0.00 (0.00%)

10. apollomotorinn.com / referral 76 (0.76%) 85.53% 65 (0.79%) 75.00% 1.49 00:00:49 0.00% 0 (0.00%) $0.00 (0.00%)

11. GoodSamRV728x90 / url 73 (0.73%) 90.41% 66 (0.81%) 63.01% 2.63 00:02:04 0.00% 0 (0.00%) $0.00 (0.00%)

12. buhlchamber.org / referral 69 (0.69%) 85.51% 59 (0.72%) 39.13% 3.28 00:03:22 0.00% 0 (0.00%) $0.00 (0.00%)

13. magicvalley.com / referral 68 (0.68%) 89.71% 61 (0.74%) 83.82% 1.46 00:00:48 0.00% 0 (0.00%) $0.00 (0.00%)

14. Sunset2014May-August /
300x250A 63 (0.63%) 93.65% 59 (0.72%) 88.89% 1.13 00:00:06 0.00% 0 (0.00%) $0.00 (0.00%)

15. Sunset2014May-August /
728x90 56 (0.56%) 98.21% 55 (0.67%) 92.86% 1.12 00:00:11 0.00% 0 (0.00%) $0.00 (0.00%)

16. buttons-for-website.com /
referral 53 (0.53%) 100.00% 53 (0.65%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

17. l.facebook.com / referral 51 (0.51%) 56.86% 29 (0.35%) 54.90% 2.04 00:02:30 0.00% 0 (0.00%) $0.00 (0.00%)

18. m.facebook.com / referral 46 (0.46%) 80.43% 37 (0.45%) 80.43% 1.39 00:00:49 0.00% 0 (0.00%) $0.00 (0.00%)

19. Fall 2014 / email 44 (0.44%) 52.27% 23 (0.28%) 43.18% 5.59 00:06:09 0.00% 0 (0.00%) $0.00 (0.00%)

20. facebook.com / referral 39 (0.39%) 51.28% 20 (0.24%) 69.23% 5.87 00:04:44 0.00% 0 (0.00%) $0.00 (0.00%)

21. hagermanrvvillage.com /
referral 35 (0.35%) 80.00% 28 (0.34%) 54.29% 2.11 00:01:24 0.00% 0 (0.00%) $0.00 (0.00%)

22. visitidaho.org / referral 32 (0.32%) 87.50% 28 (0.34%) 25.00% 3.81 00:03:13 0.00% 0 (0.00%) $0.00 (0.00%)

23. rvidaho.org / referral 30 (0.30%) 80.00% 24 (0.29%) 36.67% 3.73 00:02:16 0.00% 0 (0.00%) $0.00 (0.00%)

24. en.wikipedia.org / referral 29 (0.29%) 89.66% 26 (0.32%) 51.72% 3.03 00:01:49 0.00% 0 (0.00%) $0.00 (0.00%)

25. search.tb.ask.com / referral 26 (0.26%) 100.00% 26 (0.32%) 69.23% 2.54 00:01:33 0.00% 0 (0.00%) $0.00 (0.00%)

Top 25 Traffic Sources (Overall)
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Aquisition, Visit Frequency & Recency

Frequency & Recency
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Visit Durations, Campaign Activity

Engagement - Visit Duration

0.09%

1.88%

22.30%

33.21%

36.69%

4.14%

0.85%

0.28%

0.09%

0.09%

85.51%
Avg for View: 81.56% (4.84%)

1,063
% of Total: 10.59% (10,039)

1. imobile 100.00%

2. savorIdaho 90.00%

3. AmazingIdaho 89.87%

4. FallWaterSports 87.54%

5. FallTrailSports 87.18%

6. Fall14Newsletter 52.27%

7. Summer14Newsletter 44.44%

8. mobile 33.33%

9. Amazing Idaho 0.00%

10. amazingidaho 0.00%

Engagement - Campaign Activity

(% new) (sessions)
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Google Search Queries - Top 25

Keyword

Acquisition Behavior Conversions

Sessions % New
Sessions New Users Bounce Rate Pages /

Session Avg. Session
Duration

Goal
Conversion
Rate

Goal
Completions Goal Value

 
1,050
% of Total:

10.46%
(10,039)

82.10%
Avg for View:

81.56%
(0.65%)

862
% of Total:

10.53%
(8,188)

69.24%
Avg for View:

68.30%
(1.37%)

1.95
Avg for

View: 2.14
(-8.91%)

00:01:12
Avg for View:

00:02:02
(-40.50%)

0.00%
Avg for

View: 0.00%
(0.00%)

0
% of Total:
0.00% (0)

$0.00
% of Total:

0.00% ($0.00)

1. shoshone falls 32 (3.05%) 87.50% 28 (3.25%) 59.38% 1.69 00:02:25 0.00% 0 (0.00%) $0.00 (0.00%)

2. southern idaho 30 (2.86%) 93.33% 28 (3.25%) 53.33% 2.57 00:01:24 0.00% 0 (0.00%) $0.00 (0.00%)

3. southern idaho tourism 21 (2.00%) 80.95% 17 (1.97%) 42.86% 2.62 00:02:04 0.00% 0 (0.00%) $0.00 (0.00%)

4. things to do in southern
idaho 16 (1.52%) 50.00% 8 (0.93%) 75.00% 2.06 00:00:56 0.00% 0 (0.00%) $0.00 (0.00%)

5. twin falls visitor center 11 (1.05%) 72.73% 8 (0.93%) 81.82% 1.27 00:00:09 0.00% 0 (0.00%) $0.00 (0.00%)

6. shoshone ice caves 10 (0.95%) 70.00% 7 (0.81%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

7. idaho tourism 9 (0.86%) 88.89% 8 (0.93%) 33.33% 2.33 00:02:06 0.00% 0 (0.00%) $0.00 (0.00%)

8. visitsouthidaho.com 9 (0.86%) 55.56% 5 (0.58%) 11.11% 4.33 00:03:45 0.00% 0 (0.00%) $0.00 (0.00%)

9. box canyon idaho 7 (0.67%) 42.86% 3 (0.35%) 57.14% 1.86 00:01:15 0.00% 0 (0.00%) $0.00 (0.00%)

10. map of southern idaho 7 (0.67%) 85.71% 6 (0.70%) 57.14% 3.00 00:04:11 0.00% 0 (0.00%) $0.00 (0.00%)

11. shoshone falls live
pictures 7 (0.67%) 0.00% 0 (0.00%) 71.43% 1.29 00:00:10 0.00% 0 (0.00%) $0.00 (0.00%)

12. wilson lake idaho 7 (0.67%) 85.71% 6 (0.70%) 71.43% 1.71 00:00:27 0.00% 0 (0.00%) $0.00 (0.00%)

13. edson fichter fishing
pond 6 (0.57%) 50.00% 3 (0.35%) 66.67% 1.33 00:05:44 0.00% 0 (0.00%) $0.00 (0.00%)

14. banbury hot springs 5 (0.48%) 100.00% 5 (0.58%) 80.00% 1.20 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

15.
haunted mansions of
albion southern idaho
the vortex part

5 (0.48%) 20.00% 1 (0.12%) 80.00% 1.40 00:00:05 0.00% 0 (0.00%) $0.00 (0.00%)

16. shoshone ice caves
tours 5 (0.48%) 80.00% 4 (0.46%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

17. southern idaho map 5 (0.48%) 100.00% 5 (0.58%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

18. visit south idaho 5 (0.48%) 20.00% 1 (0.12%) 40.00% 3.00 00:02:26 0.00% 0 (0.00%) $0.00 (0.00%)

19. visitsouthidaho,com 5 (0.48%) 20.00% 1 (0.12%) 0.00% 2.20 00:00:37 0.00% 0 (0.00%) $0.00 (0.00%)

20. wwwsouthidaho.com 5 (0.48%) 20.00% 1 (0.12%) 40.00% 3.00 00:00:47 0.00% 0 (0.00%) $0.00 (0.00%)

21. kasota park idaho 4 (0.38%) 50.00% 2 (0.23%) 75.00% 1.75 00:00:45 0.00% 0 (0.00%) $0.00 (0.00%)

22. map southern idaho 4 (0.38%) 100.00% 4 (0.46%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

23. salmon falls idaho 4 (0.38%) 100.00% 4 (0.46%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

24. shoshone falls idaho 4 (0.38%) 100.00% 4 (0.46%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)

25. shoshone ice caves
idaho 4 (0.38%) 75.00% 3 (0.35%) 100.00% 1.00 00:00:00 0.00% 0 (0.00%) $0.00 (0.00%)
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Devices, Screen Sizes, Browsers

34.36%

52.56%

13.08%

Avg for View: 81.56% (0.00%) % of Total: 100.00% (10,039)

1. mobile 83.30%

2. desktop 81.24%

3. tablet 78.29%

Browser Overview & User Device
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Geographical Overview, Top metro areas

Idaho, Twin Falls
Idaho, Boise
Utah, Salt Lake City
Colorado, Denver
Idaho, Pocatello
Idaho, Meridian
Idaho, Idaho Falls
Washington, Seattle
Idaho, Burley
California, San Francisco
Nevada, Enterprise
California, Los Angeles
Idaho, Nampa
Utah, South Jordan
Oregon, Portland
Nevada, Las Vegas
Idaho, Rupert
Idaho, Hailey
Idaho, Ketchum
Washington, Spokane
Idaho, Rexburg
West Virginia, Huntington
Utah, Logan
Illinois, Chicago
Texas, Houston

Utah, Draper
(not set), (not set)
Idaho, Caldwell
Idaho, Jerome
Massachusetts, Boston
Utah, South Snyderville Basin
California, San Diego
New York, New York
Arizona, Tempe
Georgia, Atlanta
California, San Jose
Georgia, Valdosta
Idaho, Buhl
Utah, Ogden
Wisconsin, Madison
Idaho, Filer
Arizona, Phoenix
Idaho, Gooding
Texas, Dallas
Utah, Layton
Idaho, Coeur d’Alene
Idaho, Mountain Home
Tennessee, Nashville
Idaho, Blackfoot
Nevada, Elko

Utah, West Jordan
Utah, Murray
North Carolina, Charlotte
Oklahoma, Oklahoma City
Nevada, Reno
Idaho, Eagle
Washington, Bellevue
Arizona, Tucson
Colorado, Colorado Springs
Montana, Kalispell
Idaho, McCall
Idaho, Wendell
Nevada, Paradise
Texas, Plano
California, Sacramento
Colorado, Lakewood
Idaho, Moscow
Oregon, Beaverton
Oregon, Eugene
Virginia, Ashburn
Washington, Vancouver
Oregon, Boardman
Utah, Kaysville
Utah, Orem
Washington, Bellingham

Below are the top 75 states (and their city/region), determined by number of sessions

Top 25 26-50 51-75
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Page Fold - Average device View
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Facebook: Activity Overview, Total Likes/Dislikes

Facebook - Likes/Unlikes

Facebook - Activity Overview
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Facebook:  Posts Reach, Posts: 8/12-8/24
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Facebook: Posts 8/25-9/04
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Facebook: Posts 9/05-9/21
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Facebook: Posts 9/24-10/09
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Facebook: Posts 10/13-11/03
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Facebook: Posts 12/02-12/30
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Twitter: Overview

Twitter: August 12 - October 12 2014

Twitter: October 12 - December 30 2014
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VisitMobile App, Pandora

VisitMobile - Southern Idaho Tourism

Pandora (Note: campaign span = 8/1/2014 through 10/31/2014
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Constant Contact Analytics, Fall 2014 Campaign

Source /
Medium

Acquisition Behavior Conversions

Sessions % New
Sessions

New Users Bounce Rate Pages /
Session

Avg. Session
Duration

Goal
Conversion
Rate

Goal
Completions Goal Value

 
33

% of Total:
0.77% (4,263)

69.70%
Site Avg:

81.33%
(­14.30%)

23
% of Total:

0.66% (3,467)

45.45%
Site Avg:

71.87%
(­36.76%)

2.91
Site Avg: 2.05

(41.91%)

00:02:31
Site Avg:
00:01:54
(32.30%)

0.00%
Site Avg: 0.00%

(0.00%)

0
% of Total:
0.00% (0)

$0.00
% of Total:

0.00% ($0.00)

1. Fall 2014
/ email 33(100.00%) 69.70% 23(100.00%) 45.45% 2.91 00:02:31 0.00% 0 (0.00%) $0.00 (0.00%)

 Sessions

Oct 8 Oct 15 Oct 22 Oct 29 Nov 5 Nov 12 Nov 19 Nov 26

66

1212

Constant Contact - Analytics

Constant Contact - Fall 2014 Campaign History
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Constant Contact Fall 2014 Campaign
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Constant Contact Fall 2014 Campaign
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Constant Contact Fall 2014 Campaign
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