




●  Preliminary research 
helped us set the 
necessary steps 

●  The group analyzed 
Victoria’s potential while 
keeping in mind the 
opportunities other 
competitors have 

●  Strengths and Weakness 
are internal to the client; 
Opportunities and 
Threats are external 
factors and can be 
leveraged for potential 
growth  



The City of Victoria had 3 major issues: 
 
●  No target market was defined 
●  The client wanted its “story” to be told 
●  And its brand did not have one single voice to communicate with the audience 

Ecotourism: Tourism activities that leave no human footprint 
behind and directed towards preservation of natural environments 



●  Primary research was conducted in order to define the best target market for The City of Victoria 
●  The audience was divided into 2 main groups so that we could better target each cohort’s needs 
●  Secondary research was gathered through both online channels and documents provided by the client 

Residents 
 
●  A survey was sent to the residents of 

Victoria to better understand their needs 
and necessities 

●  In-depth interview complemented the 
survey questions in order to get more 
information and ask follow up questions 

Non-residents 
 
●  A specific survey was developed to gather 

knowledge about what non-residents think 
about Victoria and the concept of 
ecotourism  

●  In-depth interviews were also conducted in 
parks around the Twin Cities  



The Young Family 
 



Residents: 
Utilize their ecotourism 

locations and believe that it 
is the city’s most 
marketable feature 

Most have lived in the city for 
a long time (at least 15 
years) and stay because of 
its family-friendly 
environment  

Wineries and breweries are 
popular activity for 
younger residents 

 

 

Nonresidents: 
●  Most nonresidents 

haven't heard of the 
Victoria 

●  Most don't have 
consistent 
understanding of the 
term ecotourism 

●  Nonresidents said they 
would visit Victoria if 
they knew more about 
what the city has to 
offer 

 



●  Break free from your busy city life by visiting the 

City of Victoria. 

○  It’s important to take a break from your 

phone, email, video games and reconnect with 

your family in memorable way 

○  City of Victoria is a place in their mind where 

they can physically interact with the entire 

family together. 

 
 
 
 

●  Victoria is a beautiful city that provides visitors 
with ecotourism options. 
○  A place to escape to and visit the parks and 

lakes with your kids 
○  Will teach the definition of ecotourism as well 

as value of ecotourism activities 
○  Ecotourism will set City of Victoria apart from 

other cities and in the target audience’s mind 
 

Theme: A small town feel for big city families. Approach: Emotional Message Approach 



Increase the awareness, specifically to young families 
living in the Minneapolis area, about the City of 

Victoria and its ecotourism features by 15 percent in 
the next six months. 



Make the town more visible to young families 
through advertisement. 



Redo the brochure and 
distribute them in relevant 

surrounding areas 

VARIABLES 
●  Printing services  
●  Hired graphic design help 
●  Analytic data gathering service  
●  Travel  

 

TIMETABLE 
Start date: January 3, 2016 
End date: September 1, 2016 

COST 
●  Printing brochure: 1000 brochures for $200; 

5000 brochures for $490; 10.000 for $775 
●  Graphic designer: $75/hour 
●  Travel reimbursements (Average $0.60 per mile) 
●  Total cost for production and distribution will 

be between $2,510 - $3,145.   







City endorsement through 
social media  

VARIABLES 
●  Video production  

 

COST 
●  Updating social media: Normal pay for social 

marketing intern or marketing team 

TIMETABLE 
Start date: January 3, 2016 
End date: September 1, 2016 



Position Victoria as a family friendly ecotourism 
destination using a cohesive voice to promote a wide 

range of activities for all family members.  



Create a uniform brand 
voice promoting Victoria’s 

story throughout all 
marketing messages 

VARIABLES 
●  Creation of a style guide 
●  Internal policy changes  

 
 
 

TIMETABLE 
Start date: January 3, 2016 
End date: September 1, 2016 

COST 
●  Most likely to be free since the changes would 

be internal to the marketing department 



Host a citywide event 
with rides for kids, 
wineries, concert, etc. 
something for everyone  

VARIABLES 
●  Featured on next page  

 

TIMETABLE 
Start date: January 3, 2016 
End date: September 1, 2016 

COST 
●  The entire event will cost between $16,544 -  

19,410. The outline budget can be viewed on 
page 43-44 of the campaign book.  



Insurance coverage: consult with risk managers and seasoned 
insurance agents/brokers to answer questions about event liability  

Creation of an event budget: hire an event planner, before planning 
begins do in-depth research on how much things cost and vendor 
bidding  

Hire an event photographer: tell the photographer what is desired and 
put it in writing  

Security at the event: an event involving any more than a couple dozen 
people normally requires that a professional security firm be 
retained. Without such security measures in place, an event may 
become problematic and is then the full responsibility of its 
planner.  

Send out an invitation: attention getting, memorable and compelling 

Outdoor Venue: Minnetonka Regional Park (electricity generators 
$400-500, portable toilets)  

Caterer: (beer garden) wineries and breweries, floyds, 
and 5 food trucks  

Traffic control: parking handled by the local police  

Entertainment: local bands for music, stage, 5 carnival 
rides and artists for caricatures  

Audiovisual Material: sound system  

News event  coverage: is there someone available to 
facilitate the media’s arrival, answer questions, and 
ease their ability to cover the event  

Rehearsal: practice the actual program to ensure the 
success of an event. rehearsal of stage 
productions, speeches, music, special effects and 
the various volunteer roles   



Increase young families comprehension of the definition of 
ecotourism by 20 percent in a six months time frame.  



Use the term ‘ecotourism’ in advertisements that are linked 
to the lakes and parks. 

 



In the brochure include 
information on what 

ecotourism is  
 

VARIABLES 
●  Ecotourism definition and Victoria’s ecotourism 

amenities  
●  Ecotourism rebrand elements 
●  Printing services  
●  Hire graphic design help 

 

TIMETABLE 
Start date: January 3, 2016 
End date: December 31, 2016 

COST 
●  Printing brochure: 1000 brochures for $200; 

5000 brochures for $490; 10.000 for $775 
●  Graphic designer: $75/hour 
●  Gas reimbursements around .60/mile 
●  The total production and distribution cost will 

be between $2,510 - $3,145 



Use hashtags surrounding 
ecotourism on social media 

accounts  
 

VARIABLES 
●  the strategic use of social media and social media 

intern position 
●  the audience’s response to the use of hashtags 
●  production of content shared through the 

different platforms (photos, video, etc.) 
 

TIMETABLE 
Start date: January 3, 2016 
End date: December 31, 2016 

COST 
●  social media intern fee: $12/hour 
●  Production of content: $12/hour (part of the 

responsibilities of SM intern) 
●  $600 Big Island  



Create an open dialogue between our target market 
and the City of Victoria.    

 



Give the public an opportunity to 
express their ideas, opinions and 

suggestions to the City of 
Victoria through social media 

posts focused on their ecotourism 
features. 

 
 

VARIABLES 
●  Facebook  
●  Instagram 

 

TIMETABLE 
Start date: January 3, 2016 
End date: December 31, 2016 

COST 
●  There will be no cost for owning and posting on 

social media sites. 
●  Can utilize the intern suggested earlier 



Timetable 



Send out surveys to our target public every three months to determine: 
Significant differences in attitudes towards ecotourism activities in 

Victoria. 
A stronger understanding of the term ecotourism 
Behavior change. Are people visiting more often? 

●  Measure the success of the carnival event with quick entrance survey 
How many people showed up? 

What percent of these were residents and nonresidents? 
How did they hear about the event?   

Measure social media engagement through content analysis. Are 
the people who are engaging part of our target? 

Conduct in depth interviewers of visitors to understand their 
attitudes and behaviors surrounding Victoria. 

 

 

 

Output Evaluations: 
●  Number of brochures made and 

distributed 
●  Number of social media posts 

made, released and reached the 
target audience 

 
 
Outcome Evaluations 
●  Surveys sent at the end of the 

campaign to see if target audience 
understands ecotourism definition 
and engaged in ecotourism activities 
in Victoria 

●  See how successful advertisements 
were by how often they were 
received and internalized by target 
audience 



Questions?  


