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PRELIMINARY RESEARCH 



ORGANIZATIONAL BACKGROUND 

City of Parks and Lakes 

What is Victoria’s story? 

Current publics are unknown 

Competition 

Good at drawing non-residents to the products                                    and 
services within their city. 

Victoria has similar products and services, but need                               to find 
a way to communicate it. 

Ecotourism  



COMMUNICATION ANALYSIS 
No strong current voice 

No target audience → no consistent messaging 

Current image: 

4 out of 5 residents rate the city as having a good or excellent overall rating 

92% said Victoria said the quality of life was good or excellent 

Wealthiest city in Minnesota (MSN Money) 

 



COMMUNICATION ANALYSIS 
Current Communications 

Social media recently initiated (Twitter, Facebook, Instagram) 

Infrequent postings, little to no engagement 

Most of the followers are community-related accounts 

Create and distribute brochures offering information about activities 

Website has most information 

“Victoria Spirit” 

 



COMMUNICATION ANALYSIS 
Messaging and Interpretation 

Informational messaging, even on Instagram. 

Hard sell, information about events around town 

Offers few opportunities for engagement and conversation with current and new 
audiences 



SITUATION ANALYSIS 

●  Goal: boost ecotourism  

●  Current Position 

○  City of Lakes and Parks 

○  Victoria is expanding 

○  Downtown destination  

○  Named the wealthiest city in 

Minnesota  

○  Underutilization of lakes 

 

 

 



PRELIMINARY TARGET PUBLICS 

Citizens of Victoria 



PRELIMINARY TARGET PUBLICS 
Surrounding Areas (50-60 miles) 



RESEARCH REPORT 



PROBLEM 

Who is our target audience,  

and  

how do we get them to go to the City of Victoria? 

 



RESEARCH QUESTIONS 

How do the residents of Victoria  

feel about their city? 

 

What factors do people consider when planning day trips? 

How far?    How often?   
 Activities? 

 



RESEARCH METHODS 

QUALITATIVE 

In-Depth Interviews 

How did we find them? 

 

QUANTITATIVE 

Qualtrics Survey  

104 Respondents  

75 non-residents & 29 residents  

 

 



WHAT MAKES VICTORIA SPECIAL?  



NON-RESIDENTS 

Non-Residents like Victoria for the charm and scenery.  

 

 



NON-RESIDENTS 

●  Enjoy outdoor activities 
○  It’s an important part of lifestyle 

 
●  No children  

 
Those who visit come back 

Positive atmosphere/experiences 
bring people back 

If we get them to come once, they 
will return 

 



FINDINGS- IN-DEPTH INTERVIEWS 
Key Takeaways: 
●  Victoria should take advantage of the bike trails  
●  Some people stumble upon Victoria  

 
 
Highlights of Victoria:  
●  Bike Trails  
●  Breweries  
●  Quiet & quaint  
●  Growing quickly  



SWOT ANALYSIS 
STRENGTHS 

Atmosphere 

Small-Town Charm 

Bike Trails 

Campgrounds 

Relatively uncharted 

OPPORTUNITIES 
New demographic 
Local partnerships 
Bike trails 
Social Media expansion 

WEAKNESSES 
Lack of awareness 
Lack of advertising 
Lack of bike racks 
Little to no eco-tourism 
Current perception 

THREATS 
Neighboring cities 
Size of city 
Lack of uniqueness 



INTERPRETATION AND ANALYSIS 

Those who visit come back 

 

Quaint, Small town not the attraction 

Breweries and Restaurants 

 

Willingness to travel 

49% will travel 46+ miles  

 

 



THE BIG IDEA 



AFTER A LONG, 
ADVENTUROUS BIKE RIDE, 
COOL DOWN WITH A COLD 

BREW 



BIG IDEA 
Utilize all of Victoria-not just ecotourism  

Target avid bikers 

WHY? Minneapolis is the nation’s #1 bike 
friendly city 

Biking community in Minneapolis is large and 
tight knit 

It’s a lifestyle, not age bearing 

Secondary Publics 

Outdoor enthusiasts 

 

 



CONSUMER PROFILE 

Vicky is a hardworking project manager who works 
downtown Minneapolis. She bikes into work everyday 
because she has no use for a car and public 
transportation is too troublesome. Although she’s in 
the office quite a bit, she loves being active in her free 
time by rock climbing, biking, and doing yoga. She 
loves going to the farmer’s market on the weekend 
and getting involved in her community, but also enjoys 
taking long biking trips to get out of the city.  
 

Name: Vicky  
Gender: Female 
Age: 24 
Hometown: Northeast Minneapolis  
Income: $43,000 
 



CAMPAIGN PLAN 



OBJECTIVES 
Objective 1: 
Increase visits of bikers to Victoria for eco-tourism purposes by 25% within the next 12 months. 
 
Objective 2: 
Increase awareness of the city of Victoria as an eco-tourism destination for day trips for outdoor 
enthusiasts living within 50 miles of the city by 50% within the next 12 months. 
 
Objective 3: 
Increase positive attitudes towards the city of Victoria as an eco-friendly destination by outdoor 
enthusiasts and bikers by 15% within the next 12 months.   
 
 
 



OBJECTIVE 1: 
Increase visits of bikers to Victoria for eco-tourism purposes by 25% within the next 12 months. 



O1S1: PARTNERSHIPS // ZAP! PROGRAM 

●  ZAP! Program already 
exists, just not in Carver 
County 

●  Partnership with other 
Carver County cities 

●  Checkpoints throughout the 
trails 

●  Rewards for Carver County 
businesses 



O1S1: PARTNERSHIPS // BIKES AND BREWS 
●  Partner with Chrome Industries, One On 

One Bike Shop, and Enki Brewery 
●  Chrome and One On One have 

established, tight knit community 
●  Event used to launch ZAP! Program 

○  Meet at Chrome Industries downtown 
MPLS  

○  Get signed up for ZAP! 
○  End at Enki Brewery by way of 

Minnetonka LRT bike trail 
○  Riders would receive a free beverage 

from Enki 
 



OBJECTIVE 2: 
 
Increase awareness of the city of Victoria as an eco-tourism destination for day trips for outdoor 
enthusiasts living within 50 miles of the city by 50% within the next 12 months. 



O2S1: SOCIAL MEDIA // OPINION LEADERS 

Jenna and Micah Kvidt at 
Wander The Map 

26k Twitter Followers 

Chris Chavie at MN Bike Trail 
Navigator 

7.5 M website hits 

Annie D’Souza at Midwestival 
13k Instagram followers 

 Paul at Bothrops1 
27k Instagram Followers 



O2S1: SOCIAL MEDIA // INSTAGRAM CAMPAIGN 

●  Campaign 
announced after 
blogger outreach 

●  Victoria has many 
pictorial scenes 

●  Adventure and travel 
images are very 
popular on Instagram 

●  #MyVictorianCharm 



OBJECTIVE 3: 
 
Increase positive attitudes towards the city of Victoria as an eco-friendly destination by outdoor 
enthusiasts and bikers by 15% within the next 12 months.   
 
 
 
 
 



O3S1: COMMUNITY OUTREACH // VLOG SERIES 
Weekly series showcasing Victoria’s charm and quaint nature.  

Victorian Business owners or repeating outdoor visitors featured 

Change perceptions because of the authentic account of the city 

Gives Victoria content for social media 

Necessary to retain followers 

 

 



O3S1: COMMUNITY OUTREACH //NORTH STAR 
BICYCLE FESTIVAL 

Annual festival benefitting Special Olympics Minnesota. 

Offers professional, amateur, and kid friendly bike racing opportunities 

Grand Prix race in multiple cities throughout the state.  

Gives Victoria opportunity to sponsor the festival and offer their trails as a race component 

Helps alter negative attitudes because it benefits Special Olympics. 

Good cause reflects well on Victoria 



TIMELINE 



BUDGET  

Costs for partnering with surrounding cities to create ZAP! program 

Installing ZAP! sensors throughout trails: $3,000 

Purchasing ZAP! tags for event attendee’s bikes: $200 

Develop ZAP! app for users to track mileage and rewards: $3,500 

Costs for bikes and brews event 

Printing of collateral materials 

1000 promotional fliers: $400 

1000 foldable maps of Carver County bike trails: $600 



BUDGET 
Costs for opinion leader outreach to engage various audiences 

TBD 

Costs for Victoria social media campaign 

Social media intern stipend: $1000 

Costs of weekly blog series 

Covered by stipend of social media intern 

Costs of sponsorship of North Star Bicycle festival 

Community partnership: $3000 

Total Cost: $13,700 

 



RESOURCE & STAFFING 
Combination of current staff and employees of: 

City of Victoria Parks and Recreation department 

Employees from Chrome 

Employees from Enki and One on One 

Technology 

App developed for Carver County ZAP! program 

Camera and Social media account 



EVALUATION 
At the end of the 12 month campaign we will do a summative evaluation to 

measure the success of the 3 objectives 

Increase Visits of Bikers by 25% 

Observe the number of bikers using the ZAP! app 

Observe tickets sold at the Bikes and Brews event 

Increase awareness of the City of Victoria as an eco-tourism destination by 50%  

Social Media campaign and blogger outreach 

Increase positive attitudes by 15% 

Timeline of subscribers and viewers  



QUESTIONS? 


