
 
 

North Lake Tahoe Marketing Report 
(November 21, 2012 – January 21, 2013) 

 
Digital Report: Winter Escape Campaign (12/10-1/20)	  
	  
Analysis:	  	  
	  
Our	  online	  campaign	  launched	  prior	  to	  the	  holidays,	  kicking	  off	  our	  winter	  
campaign.	  The	  campaign	  is	  currently	  generating	  strong	  response	  results	  and	  
improving	  week	  over	  week.	  The	  industry	  CTR	  average	  is	  .10%	  and	  we	  delivered	  
above	  that	  in	  our	  first	  week	  and	  have	  been	  improving	  consistently	  since,	  with	  last	  
week	  generating	  a	  .20%	  CTR.	  We’ve	  driven	  over	  10K	  consumers	  to	  the	  homepage,	  
with	  300	  landing	  on	  the	  Lodging	  page.	  Moving	  forward,	  we’ll	  continue	  to	  optimize	  to	  
increase	  the	  number	  of	  consumers	  we	  drive	  to	  the	  Lodging	  page,	  while	  maintaining	  
strong	  response	  rates.	  Please	  see	  below	  for	  additional	  detail.	  
	  
Partner	  highlights:	  

• Pandora	  has	  driven	  the	  highest	  quantity	  of	  consumers	  with	  a	  CTR	  of	  .44%,	  
however	  this	  has	  not	  been	  as	  successful	  in	  driving	  conversion	  to	  the	  Lodging	  
page.	  

• TripAdvisor	  has	  delivered	  the	  highest	  quality	  of	  consumers,	  with	  nearly	  
100%	  landing	  on	  the	  Lodging	  page.	  

	  
Stats:	  

• Booked	  impressions	  –	  18,195,000	  (+2,200,000	  bonus)	  
• Served	  impressions	  –	  7,040,684	  
• Clicks	  –	  10,398	  
• CTR	  –	  .14%	  
• Lodging	  Page	  Hits	  –	  311	  
• Vacation	  Planner	  Page	  Hits	  –	  147	  
• Cool	  Deal	  Page	  Hits	  –	  299	  
• Events	  Page	  Hits	  –	  447	  

	  
*Due	  to	  an	  over	  delivery	  error	  by	  Collective	  Media,	  NLT	  will	  receive	  2.2	  million	  
bonus	  impressions	  to	  be	  allocated	  throughout	  the	  remainder	  of	  the	  campaign.	  	  
	  
Winter	  Escape	  Campaign	  CTR	  



	  

	  
	  
	  
	  
Winter	  Escape	  Campaign:	  Site	  Activity	  

	  
	  

	  
Winter	  Escape	  Campaign:	  Screen	  Shots	  
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Search Report: Weddings & Conferences	  
(December 3rd, 2012 – January 20th, 2012) 
	  
Analysis:	  	  
	  
Our	  three	  search	  campaigns	  (Weddings,	  Conferences	  &	  Winter)	  continue	  to	  improve	  
results,	  with	  January’s	  results	  once	  again	  surpassing	  December’s	  results.	  Our	  
ongoing	  optimizations	  are	  allowing	  our	  campaign	  to	  become	  increasingly	  more	  
efficient	  and	  deliver	  key	  consumer	  insights.	  As	  we	  progress	  through	  our	  winter	  
campaign,	  we’ll	  look	  for	  ways	  we	  can	  leverage	  our	  current	  results	  and	  findings	  with	  
upcoming	  summer	  campaigns.	  	  
	  
	  
Wedding	  Average	  CPC	  
	  

	  
	  
	  
Wedding	  CTR	  
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Conference	  Average	  CPC	  
	  

	  
	  
	  
	  
Conference	  CTR	  
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Winter	  Average	  CPC	  
	  

	  
	  
	  
Winter	  CTR	  
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Conference	  CTR:	  Dec	  Vs.	  Jan	  
	  

	  
	  
	  
Wedding	  CTR:	  Dec	  Vs.	  Jan	  
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Winter	  CTR:	  Dec	  Vs.	  Jan	  
	  

	  
	  
Conference	  CPC:	  Dec	  Vs.	  Jan	  
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Winter	  CPC:	  Dec	  Vs.	  Jan	  
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Email Blasts: Conferences	  
	  
Analysis:	  	  
	  
In	  December,	  we	  conducted	  two	  successful	  email	  blasts.	  	  One	  of	  our	  email	  lists	  is	  a	  
purchased	  list	  against	  meeting	  planners	  and	  event	  planners	  in	  CA	  and	  Chicago.	  The	  
second	  email	  blast	  was	  part	  of	  our	  program	  with	  Prevue.	  Both	  email	  blasts	  
performed	  exceptionally	  well,	  outperforming	  the	  industry	  benchmark	  in	  open	  rate	  
by	  40%	  (13%	  total)	  and	  produced	  a	  CTR	  of	  5	  times	  the	  benchmark.	  	  
	  
Results:	  
	  

• Drop	  Dates:	  12/13/12	  &	  12/19/12	  	  
• Qty	  Delivered:	  50,542	  	  
• Opens:	  6,391	  	  
• Open	  Rate:	  13%	  	  
• Clicks:	  293	  	  
• Click	  Through	  Rate:	  0.57%	  

	  
E	  Target	  Media	  
Drop	  Date:	  12/19/12	  
List	  Info:	  American	  Meeting	  &	  Event	  Planners	  
Reach:	  20,542	  
Rate:	  $750	  
	  
Email	  Blast	  CTR:	  E	  Target	  Vs.	  Industry	  Avg	  
	  

	  

	  
	  
	  
	  
Email	  Blast	  Open	  Rate:	  E	  Target	  Vs.	  Industry	  Avg	  
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Drop	  Date:	  12/13/12	  
List	  Info:	  Meeting	  &	  Event	  Planners	  
Reach:	  30,000	  
Rate:	  $1,000	  
	  
Email	  Blast	  CTR:	  Prevue	  Vs.	  Industry	  Avg	  
	  

	  

	  
	  
	  
	  
Email	  Blast	  Open	  Rate:	  Prevue	  Vs.	  Industry	  Avg	  
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GoTahoeNorth.com Report	  
	  
Analysis:	  	  
 
These	  numbers	  primarily	  measure	  two	  factors:	  traffic	  driven	  to	  the	  site	  and	  traffic	  
referred	  to	  other	  sites.	  So	  far,	  all	  of	  our	  work	  has	  been	  focused	  on	  driving	  traffic	  to	  
GoTahoeNorth.com.	  We	  see	  that	  reflected	  in	  all	  these	  numbers:	  visits	  to	  the	  site	  in	  
Dec	  to	  Jan	  are	  more	  than	  40%	  higher	  than	  Nov-‐Dec.	  Of	  course,	  snow	  and	  the	  ski	  
season	  contribute	  to	  this.	  	  
	  
For	  year	  over	  year	  data,	  we	  can	  look	  at	  the	  referral	  traffic:	  referrals	  are	  up	  15%.	  We	  
only	  partially	  influence	  referral	  traffic.	  We	  can	  drive	  more	  people	  to	  the	  site,	  but	  
we're	  not	  yet	  doing	  work	  on	  the	  site,	  so	  we	  can't	  control	  conversion.	  Soon,	  the	  
revised	  homepage	  will	  launch,	  which	  should	  give	  a	  small	  bump	  to	  our	  referral	  
traffic.	  
	  
	  

	   11/21/12	  -	  
12/20/12	  

12/21/12	  -	  
1/21/12	  

Month	  Over	  
Month	  

Difference	  

Year	  Over	  
Year	  

Difference	  

Total	  Visits	   67,400	   98,400	   45.99%	   	  

New	  Visitors	   51700	   75,100	   45.26%	   	  

Total	  Page	  Views	   221000	   315,000	   42.53%	   	  

Page	  Views	  Per	  Visit	   3.2	   3.2	   0.00%	   	  

Avg	  Time	  Spent	   5:22	   5:27	   1.55%	   	  

Traffic	  Referred	   14845	   21689	   +6844	   +15.80%	  

	  
	  





 
OOH Report: Winter Escape Campaign  
 
Analysis: 
	  
The	  OOH	  campaign	  has	  launched	  in	  full	  scale,	  saturating	  the	  SF	  DMA.	  Our	  placement	  
selection	  has	  been	  designed	  to	  reach	  our	  target	  audience	  frequently	  throughout	  the	  
day,	  whether	  they’re	  traveling	  by	  car,	  bus,	  boat,	  or	  train.	  In	  the	  short	  time	  our	  OOH	  
has	  been	  in	  market,	  we’ve	  already	  begun	  receiving	  social	  media	  buzz	  and	  placement	  
recognition	  from	  multiple	  sources.	  We	  feel	  this	  portion	  of	  our	  campaign	  will	  deliver	  
a	  great	  impact	  with	  our	  audience	  and	  help	  deliver	  continual	  awareness	  thoughout	  
their	  daily	  media	  touch	  points.	  
 
 
Details: 
 
Timing:	  12/31/12	  –	  3/10/13	  (each	  placement	  varies	  in	  timing)	  
Total	  Impressions:	  64,994,264	  (upon	  campaign	  completion)	  	  
Placements:	  

• 13	  billboards	  (including	  –	  1	  Bay	  Bridge,	  1	  Oakland	  Coliseum,	  and	  1	  
Broadway	  Tunnel)	  

• 10	  mini	  billboards	  (10’x	  22’	  billboards)	  
• 12	  bus	  shelters	  
• 2	  Ferry	  Building	  placements	  
• 25	  full	  bus	  backs	  
• 180	  BART	  interior	  cards	  	  
• 280	  bus	  interior	  cards	  
• 200	  powerwashings	  	  

	  
	  
 



 





 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
Television Report: Winter Escape Campaign  
 
Details: 
 
Timing:	  1/7/13	  –	  3/10/13	  	  
Total	  spots:	  2,542	  (upon	  campaign	  completion)	  	  
Markets:	  Contra	  Costa,	  Marin,	  Peninsula,	  San	  Jose	  &	  San	  Francisco	  
Networks:	  AMC,	  Bravo,	  TNT,	  History,	  Discovery,	  USA,	  Food,	  TLC	  &	  HGTV	  
 
Analysis: 
	  
After	  a	  5-‐year	  hiatus,	  North	  Lake	  Tahoe	  has	  made	  a	  return	  to	  television.	  We’ve	  
managed	  to	  secure	  primetime	  spots	  on	  high-‐impact	  networks.	  By	  making	  a	  return	  to	  
television,	  we’re	  able	  to	  fulfill	  a	  multi-‐screen	  marketing	  approach	  and	  increase	  
awareness	  through	  television’s	  broad	  reach.	  	  
 

 
 
 
 
 
 
 
 



Social Influencer Report: Winter Escape Campaign  
 
Analysis: 
	  
North	  Lake	  Tahoe	  conducted	  its	  first	  social	  influencer	  program	  this	  month.	  The	  
program	  was	  designed	  to	  bring	  individuals	  with	  strong	  social	  media	  presence	  and	  
influence	  to	  North	  Lake	  Tahoe,	  for	  a	  weekend	  escape	  and	  have	  them	  share	  their	  
experience	  with	  their	  followers.	  Seven	  influencers	  attended	  and	  began	  posting	  to	  
their	  social	  media	  accounts	  prior	  to	  arriving.	  With	  a	  $10K	  hard	  cost	  investment,	  we	  
received	  nearly	  6	  million	  impressions	  with	  exposure	  to	  over	  350K	  consumers.	  	  The	  
second	  phase	  of	  our	  influencer	  campaign	  has	  just	  launched,	  in	  which	  we’ll	  be	  giving	  
away	  lift	  tickets,	  in	  an	  effort	  to	  invite	  a	  larger	  audience	  to	  experience	  the	  same	  
escape	  weekend	  as	  our	  influencers.	  
 
 
Details: 
 
Timing:	  Phase	  1	  -‐	  1/11/13	  –	  1/13/13	  ;	  Phase	  2	  -‐	  1/17/13-‐	  1/31/13	  
Total	  related	  posts:	  199	  
Total	  impressions:	  5,703,851	  (Phase	  1	  only)	  	  
Total	  unique	  impressions:	  350,112	  
Total	  influencer	  re-‐tweets:	  60	  
 
Influencers: 
 

• Dave	  Peck	  @davepeck	  –	  Bio:	  “Lead	  Social	  Media	  Manager	  at	  PayPal,	  Geek,	  
Pop	  Culture	  Nut,	  Husband	  and	  Father	  of	  5...yes	  5”	  Dave	  has	  over	  128K	  
Twitter	  Followers.	  

• Mat	  Rik	  @thebolditalic	  –	  Mat	  is	  the	  Director	  of	  Business	  Development	  for	  
The	  Bold	  Italic	  an	  online	  magazine,	  shop,	  and	  events	  hub	  in	  San	  Francisco	  
that	  celebrates	  the	  free-‐wheeling	  spirit	  of	  the	  city.	  http://thebolditalic.com	  
@thebolditalic	  has	  over	  18K	  Twitter	  Followers.	  

• Andi	  Fisher	  @andi_fisher	  –	  Bio:	  “Dolby	  social	  marketer	  by	  day,	  blogger	  by	  
night.	  Love	  all	  things	  French,	  travel	  and	  food.”	  She	  has	  over	  8K	  Twitter	  
Followers.	  She	  blogs	  daily	  on	  her	  blog:	  http://misadventureswithandi.com/	  
and	  her	  posts	  typically	  involve	  travel	  and	  food.	  	  

• Steve	  Juba	  @solotravelclubs	  –	  Has	  over	  10.7K	  Twitter	  Followers.	  His	  two	  
Travel	  Clubs/Groups:	  PhotoFly	  Travel	  Club	  -‐	  
http://www.photoflytravel.com/;	  Singles	  by	  the	  Bay	  Travel	  Club	  -‐	  
http://singlesbythebaytravel.com/	  

• Craig	  Rosenburg	  @funnelholic	  -‐	  Bio:	  "VP	  Sales/Marketing,	  Focus.com	  +	  
Author,	  Funnelholic.com.over"	  with	  4K	  followers	  and	  is	  influential	  in	  the	  
Blogger	  Community.	  http://funnelholic.com/	  



• Anna	  Eschenburg	  @aeschenburg	  -‐	  Bio:	  "social	  media	  &	  concert	  junkie,	  
wanna-‐be	  world	  traveler	  and	  lover	  of	  grilled	  cheese.	  community	  manager	  
@salesforce.	  blog	  at	  @cravingsf."	  A	  Big	  Plus	  is	  that	  she	  is	  a	  community	  
manager	  at	  Salesforce.	  	  

• Cat	  Lincoln	  @CleverGirlsColl	  /	  @DearBadKitty	  –	  bio:	  Co-‐Founder	  &	  Chief	  
Operating	  Officer	  
Clever	  Girls	  Collective.	  Social	  media	  strategist,	  style	  +	  travel	  writer.	  	  
www.clevergirlscollective.com	  /	  www.wishboneclover.com	  

 
 
 
Influencer selection criteria: 

• We	  first	  extracted	  a	  dataset	  of	  individuals	  mentioning	  specific	  keyword	  or	  
phrases	  and/or	  shared	  specific	  #hashtags	  or	  @names.	  
	  
Keywords/Phrases:	  Lake	  Tahoe,	  North	  Shore,	  Winter	  Vacation,	  Snow	  Trip,	  I	  
want	  to	  go	  skiing/snowboarding,	  Where	  should	  I	  visit?	  Family	  Vacation,	  I	  
need	  to	  get	  away,	  Can’t	  wait	  for	  the	  snow.	  
	  
Hashtags/@names:	  @TahoeNorth,	  @NLTChamber,	  #Tahoe,	  #LakeTahoe,	  
#WinterVacation,	  #Skiing,	  #Snowboarding,	  #WinterTrip,	  #WinterTravel,	  
#Sierras,	  #NorthShore,	  #NorthLakeTahoe	  
	  

• From	  this	  dataset	  we	  stack	  ranked	  the	  influencers	  on	  their	  Kred	  influence	  
and	  Outreach	  scores	  and	  only	  considered	  those	  with	  influence	  of	  599	  and	  up	  
and	  Outreach	  of	  4	  and	  up.	  
	  

• Of	  the	  influencers	  meeting	  the	  criteria,	  they	  had	  to	  also	  be	  influential	  in	  one	  
of	  the	  following	  communities:	  Travel,	  Mothers,	  Fathers,	  Bloggers,	  Extreme	  
Sports,	  or	  Wine.	  

 
 
 
Sample posts from 1 influencer: Dave Peck 
 

• Best weekend every here at @tahoenorth #EscapeToNorthTahoe 
 
• kids got up early for #EscapeToNorthTahoe had to explain we don't 

leave till tonight, and promise room service at @ritzcarlton 
 

• Headed to the @ritzcarlton for an amazing weekend! Thanks 
#EscapeToNorthTahoe 

 



• Hey @TahoeNorth and @ritzcarlton, want to thank Bob amazing 
bellman for friendliness with us #EscapeToNorthTahoe 
http://t.co/L54FUsYT 

 
• Thanks @SkiNorthstar &amp; @davyratchford for great meetup! 

#EscapeToNorthTahoe 
 
• Ugh kids up already cause they are fired up for Burton 

snowboarding lessons,think their going to be next  @shaun_white 
#escapetonorthtahoe 

 
• Please note that's -4 here in @TahoeNorth and were having a blast 

#EscapeToNorthTahoe http://t.co/tuOgo7zv 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Print Insertions: Conferences	  
	  
Successful	  Meetings	  Magazine	  &	  Meetings	  &	  Conventions	  Magazine	  	  
Insertion:	  1/2	  Page	  Full	  Color	  +	  Full	  page	  advertorial	  
Editorial:	  DMAI	  Edition	  (December)	  
Circulation:	  100,045	  
Rate:	  $4,000	  

	  

	  
	  
Meetings	  &	  Conventions	  Magazine	  	  
Insertion:	  1/2	  Page	  Full	  Color	  	  
Editorial:	  CA	  Meetings	  +	  Advertorial	  (January)	  
Circulation:	  150,090	  
Rate:	  $1,500	  
	  



	  
	  
	  
Forum	  of	  Chicago	  Magazine	  	  
Insertion:	  1/2	  Page	  Full	  Color	  	  
Editorial:	  Holiday	  Edition	  (December)	  
Circulation:	  4,100	  
Rate:	  $2,684	  



	  
	  
 
 
 
Print Insertions: Winter	  
	  
Diablo	  Magazine	  
Insertion:	  Full	  Page	  Full	  Color	  	  
Editorial:	  Diablo	  Wellness,	  North	  Lake	  Tahoe	  Feature	  (January)	  
Circulation:	  42,162	  
Rate:	  $3,895	  

	  

in a windowless
pillbox.

Or you could
host your meeti  

For better meetings, go North.

Is one of the world’s most beautiful lakes 
the place for your next conference? Only 
if you want to make a lasting impression.  
Charming lakefront inns or luxurious resorts. 
With jet service just 45 minutes away, this 
is the perfect place for virtually any size 
organization. Subscribe to our newsletter, 
DQG�ÀQG�RXW�MXVW�KRZ�1RUWK�/DNH�7DKRH�can 
do wonders for your next meeting.

gotahoenorth.com/meetings
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