ITC GRANT NARRATIVE PROGRESS REPORT

Grant
Grantee: Southern Idaho Tourism Number: 14-1V-1

Report #: 2 D 4

Date Submitted: April 15, 2015

1 D 3 D Final

Date Posted for Review:

Awarded Cash Match Total Cash

Grant: $ 269,450.00 Requirement: $ 33,306.00 Match

Amount Cash Match Committed: $ $46,762.00
Expended Documented

YTD: $ 48,224.88 YTD:

Copy for additional elements

Element 1. Audit

Amount Amount Cash Match Total Cash
Awarded: Expended Documented Match
$ 3000.00 YTD: $0.00 YTD: $ 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 Amount Cash Match Total Cash
Awarded: Expended Documented Match
$25,000.00 YTD: $18,750.00 YTD: $ 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 Amount Cash Match Total Cash
Awarded: Expended Documented Match
$241,450.00 YTD: $136,761.53 | YTD: $0.00 Committed: $ 46,672.00

Progress of Element since grant award or last report:

Images and Stay and Play Travel Guide are in distribution

2015 Placements to date: RV Idaho ,Sunset Magazine, Sunset Online; NW Fly-Fishing, NPR, Pocatello
Magazine, Idaho Statesman, Canadian Email program, Consumer Newsletter(s)

Public Relations stories and Blogs

Research completed — final report is in progress.

Web Programming: Adventure Map update, Travel Planner update; Seasonal photo updates.

Social Media postings: Facebook, Twitter, Google+

Capital Expenditure: Video screens installed and in operation at new Twin Falls Visitor Center

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

Revised 18-Oct-2010
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Audience Overview, New/Returning visitors

Audience Overview

® Sessions
200
100
February 2015 March 2015
B New Visitor M Returning Visitor
Sessions Users Pageviews
7,596 6,346 18,630
W‘“‘“"-—“"M
Pages / Session Avg. Session Duration Bounce Rate
2.45 00:02:14 62.94%

% New Sessions

81.95%

New vs Return Users Overview

User Type [Sﬁsinns |‘l"] HNew Users |"
7596 6,225
% of Total: 100.00% (7.586) % of Total: 100.00% (8,225)
1. | New Visitor 6,225 I 100.00%
2. | Returning Visitor 1,371 0.00%
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Marketing Report

January 1 - March 31, 2015
Google Analytics - All Traffic

10.

1.

12.

13.

14,

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

Source / Medium

google / organic
(direct) / (none)
bing / organic
yahoo / organic
nps.gov / referral

hagermanvalleychamber.com /
referral

www1.social-buttons.com /
referral

buttons-for-website.com /
referral

ranksonic.info / referral
Canada - Feb 2015 / email
apollomotorinn.com / referral
Winter 2014%2F2015 / email
rvidaho.org / referral

ask / organic

hagermanrvvillage.com /
referral

visitidaho.org / referral

aol / organic

members.twinfallschamber.com

/ referral

livability.com / referral
tandembase.com / referral
facebook.com / referral
bing.com / referral
ci.jerome.id.us / referral
comcast / organic

mhsprings.com / referral

Acquisition

% New

Sessions Sessions

7,496 81.71%

% of Total: Avg for View:
98.68% (7,596) 81.95%
(-0.29%)

4,554 (60.75%) 83.62%
1,032 (13.77%) 67.54%
385 (5.14%) 76.88%
319 (4.26%) 88.40%
144 (1.92%) 93.06%
121 (1.61%) 80.17%
18 (1.57%) 100.00%
65 (0.87%) 100.00%
49 (0.65%) 100.00%
37 (0.49%) 86.49%
31 (0.41%) 93.55%
31 (0.41%) 38.71%
27 (0.36%) 88.89%
26 (0.35%) 80.77%
23 (0.31%) 95.65%
23 (0.31%) 95.65%
20 (0.27%) 95.00%
20 (0.27%) 95.00%
18 (0.24%) 50.00%
17 (0.23%) 94.12%
16 (0.21%) 43.75%
15 (0.20%) 93.33%
15 (0.20%) 100.00%
15 (0.20%) 100.00%
14 (0.19%) 92.86%
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New Users

6,125

% of Total:
98.39% (6,225)

3,808 (62.17%)

697 (11.38%)

296

282

134

97

118

65

49

32

29

24

21

22

22

(4.83%)

(4.60%)

(2.19%)

(1.58%)

(1.93%)

(1.06%)

(0.80%)

(0.52%)

(0.47%)

(0.20%)

(0.39%)

(0.34%)

(0.36%)

(0.36%)

(0.31%)

(0.31%)

(0.15%)

(0.26%)

(0.11%)

(0.23%)

(0.24%)

(0.24%)

(0.21%)

Behavior

Bounce Rate

62.45%

Avg for View:
62.94%
(-0.79%)

62.74%
61.53%
66.49%
61.44%

31.94%

27.27%

100.00%

100.00%
100.00%
43.24%
90.32%
48.39%
25.93%

73.08%
65.22%

17.39%

55.00%
85.00%

77.78%
58.82%
75.00%
46.67%
73.33%
73.33%

42.86%

Pages /
Session

247

Avg for
View:
2.45
(0.79%)

242
2.74
2.36
2.39

4.03

4.16

1.00

1.00
1.00

2.51

3.42
4.04

1.62
1.74

3.70

2.60
1.50

222
2.35
4.12
2.20
1.33
1.33

4.21

Avg. Session
Duration

00:02:16

Avg for View:
00:02:14
(1.33%)

00:02:03
00:03:27
00:02:03
00:01:56

00:03:31

00:06:35

00:00:00

00:00:00
00:00:00
00:02:41
00:00:05
00:04:19
00:06:07

00:00:31
00:00:44

00:03:35

00:03:16
00:00:23

00:02:26
00:00:44
00:04:43
00:02:45
00:00:18
00:00:15

00:03:37

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%
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Acquisition, Visit Frequency & Recency

Visitor Frequency/Recency

Sessions Pageviews
7,596 18,630
% of Total: 100.00% (7,596) % of Total: 100.00% (18,630)
Count of Sessions Sessions Pageviews
1 6,225 I 14,559
2 599 [l 1,440
3 181 | 360
4 76 | 154
5 45 | 96
6 31| 61
7 19 | 62
8 17 | 53
9-14 52 | 105
15-25 64 | 138
26-50 85 | 412
51-100 109 | 1,021
201+ 93 | 169
Aquisition
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Engagement: Visit Duration, Page Depth

Engagement- Visit Duration

Sessions Pageviews

7,596 18,630

% of Total: 100.00% (7,596) % of Total: 100.00% (18,630)

Session Duration Sessions Pageviews
0-10 seconds 4,863 I 4,956
11-30 seconds 302 ll 693
31-60 seconds 400 W 1,162
61-180 seconds 835 Il 3,195
181-600 seconds 734 Il 4,166
601-1800 seconds 37z W 2,571
1801+ seconds 89 | 1,887

Engagement- Page Depth

Page Depth Sessions Pageviews
1 4,781 I 4,781
2 907 N 1,814
3 690 [N 2,070
4 307 W 1,228
5 264 1,320
6 151 | 906
7 94 | 658
8 68 | 544
9 71 | 639
10 47 | 470
1 37 | 407
12 40 | 480
13 23 | 299
14 14 | 196
15 15 | 225
16 1 | 176
17 1 | 187
18 6| 108
19 7| 133
20+ 52 | 1,989
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Google Search Queries

Marketing Report

January 1 - March 31, 2015

CTR: Click-through-rate
The purpose of click-through rates is to measure the ratio of clicks to impressions shown. Generally the

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

Query

shoshone falls

idaho tourism

miracle hot springs
shoshone falls idaho
places to visit in idaho
magic valley mall
southern idaho

things to do in twin falls idaho
thousand springs
idaho tourist attractions
thousand springs idaho
idaho falls tourism
idaho scenic byways
idaho vacations
shoshone falls park
billingsley creek lodge
idaho falls attractions
idaho travel

places to see in idaho
tourist attractions in idaho
twin falls idaho

idaho attractions

idaho places to visit

what to see in idaho

Impressions

63,566

% of Total: 37.39% (170,000)

18,000 (28.32%)

3,500 (5.51%)
1,600 (2.52%)
1,300 (2.05%)
1,000 (1.57%)
700 (1.10%)
700 (1.10%)
700 (1.10%)
700 (1.10%)
600 (0.94%)
600 (0.94%)
500 (0.79%)
500 (0.79%)

500 (0.79%)

500 (0.79%)

400 (0.63%)
400 (0.63%)
400 (0.63%)
400 (0.63%)
400 (0.63%)
400 (0.63%)
320 (0.50%)
320 (0.50%)

320 (0.50%)

Clicks

1,256

% of Total: 62.80% (2,000)
90 (7.17%)
60 (4.78%)
5 (0.40%)
22 (1.75%)
5 (0.40%)
0 (0.00%)
70 (5.57%)
16 (1.27%)
5 (0.40%)
0 (0.00%)
22 (1.75%)
5 (0.40%)
5 (0.40%)
5 (0.40%)
12 (0.96%)
5 (0.40%)
0 (0.00%)
0 (0.00%)
5 (0.40%)
0 (0.00%)
5 (0.40%)
0 (0.00%)
5 (0.40%)

5 (0.40%)
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higher the CTR, the more effective the element is to bringing people to a website.

Average Position

17

Avg for View: 63 (-73.83%)
8.3
6.8
8.2
9.1

10
6.2
3.5
7.3

10
8.7
8.2
9.3
8.0

38
9.1
7.7

30

35
9.1

16

14

19
9.7

9.4

CTR

1.98%

Avg for View: 1.18% (67.95%)
0.50%
1.71%
0.31%
1.69%
0.50%
0.00%

10.00%
2.29%
0.71%
0.00%
3.67%
1.00%
1.00%
1.00%
2.40%
1.25%
0.00%
0.00%
1.25%
0.00%
1.25%
0.00%
1.56%

1.56%
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Marketing Report

January 1 - March 31, 2015
Technology Overview: Device, Browser

Devices viewing VisitSouthldaho.com

® Sessions
200
100
February 2015 March 2015
Device Category |Sessions | v New Users |V\
7,596 6,225
% of Total: 100.00% (7,596) % of Total: 100.00% (6,225)
1. | desktop 4,32 NN 57.03%
2. mobile 2,331 I 30.52%
3. tablet 937 M 12.45%

Web Browsers viewing VisitSouthldaho.com

7,596

% of Total: 100.00% (7,596)

1. M Chrome 3,043
2. B Safari 2,079
3. W Internet Explorer 1,348
4. Firefox 711
5. M Android Browser 259
6. Safari (in-app) 66
7. Amazon Silk 54
8. Opera 19
9. YaBrowser 6
10. IE with Chrome Frame 4

7,596

% of Total: 100.00% (7,596)
40.06%

27.37%

17.75%

9.36%

3.41%

0.87%

0.71%
0.25%
0.08%

0.05%
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Geographical Overview

6,964 6,964
% of Total: 91.68% (7,596) % of Total: 91.68% (7,596)
1. | Boise ID 1,523 [N 21.87%
2. Twin Falls ID 1,163 NN 16.70%
3. | Salt Lake City UT 944 N 13.56%
4. Idaho Falls-Pocatello ID 459 I 6.59%
5. | Seattle-Tacoma WA 250 [ 3.59%
6. | Denver CO 223 [l 3.20%
7. Los Angeles CA 204 M 2.93%
8. San Francisco-Oakland-San Jose CA 180 1M 2.58%
9. Portland OR 164 M 2.35%
10. | Phoenix AZ 113 M 1.62%
11. | Spokane WA 111 M1.59%
12. | Sacramento-Stockton-Modesto CA 85 W1.22%
13. | Las Vegas NV 69 M0.99%
14. | Houston TX 66 00.95%
15.  Chicago IL 62 H0.89%
16. | Atlanta GA 58 10.83%
17. New York NY 48 10.69%
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Page Fold - Average Device View
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Facebook: Overview
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Facehook: Demographics Overview, Posts

Page 11



= SubmIDAHOTign  Marketing Report,

Facebook: Posts
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Facebook: Posts
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Facebook: Posts
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Marketing Report

January 1 - March 31, 2015
Constant Contact: Email Campaigns

Email Campaign:

Winter 2014/2015
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http://twinfallschamber.com/
http://www.visitsouthidaho.com/
http://www.visitsouthidaho.com/i-eat
http://herrett.csi.edu/

http://herrett.csi.edu/astronomy/planetarium/index.asp

http://www.durfeehotsprings.com/
http://herrett.csi.edu/naturalhistory_overview.asp
http://www.mhsprings.com/domes.htmi
http://visitsouthidaho.com/adventuremap
http://visitsouthidaho.com/lodgings
http://www.mhsprings.com/
http://www.pomerelle.com/
http://soldiermountain.com/
http://trip.visitsouthidaho.com:3003/
http://www.hagermanvalleychamber.com/
http://almocreek.com/
http://visitsouthidaho.com/calendar
http://www.magicmountainresort.com/
http://www.visitidaho.org/

Total Click-throughs
Page 15
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Constant Conta: Email Campaign

Email Campaign:

Canadian - February 2015

16 http://www.visitsouthidaho.com/

14 http://shoshonefalls.tfid.org/live.htm

11 http://visitsouthidaho.com/lodgings/?lodgingtype=5&community=
7 http://visitsouthidaho.com/contact-us
http://www.durfeehotsprings.com/
http://www.visitidaho.org/attraction/parks/castle-rocks-state-park
http://visitsouthidaho.com/calendar

http://www.mhsprings.com/
http://www.mhsprings.com/domes.html
http://www.hagermanvalleychamber.com/

http://almocreek.com/

http://trip.visitsouthidaho.com:3003/
http://visitsouthidaho.com/adventuremap
http://www.nps.gov/ciro/index.htm

http://www.visitidaho.org/

72 Total Click-throughs

BN A S A B NN
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