
Brand: Iowa offers an escape to the 

unexpected

Messaging: #ThisIsIowa

FY15 Marketing Campaign



Media Objectives

• Raise awareness of Iowa’s tourism and connect the 

audience to Iowa’s planning resources

• Increase visits to www.traveliowa.com

• Increase Travel Guide orders



Media Strategies

• Surround the target audience with the Iowa tourism 

message at key points throughout their day utilizing 

both traditional (mass awareness) and digital 

(niche/targeted) advertising 

• Use cost-effective online media to further 

demographically target the audience and 

generate clicks to the website

• Focus advertising efforts in the surrounding states in 

the areas with the largest number of prospects to 

efficiently reach those most likely to travel to Iowa



Media Strategies

• Use co-op advertising to promote the local tourism 

partners and further target secondary audiences

• Flight a majority of the advertising campaign 

(broadcast/online pre-roll) around the 

spring/summer travel time frame

• Run keyword search campaigns year-round to 

have a presence throughout the year and capture 

those looking for getaways and experiences where 

Iowa would be a good fit.  Integrate campaigns 

with promotions and add seasonal keywords.



Targets

• Target markets:
– Chicago

– Minneapolis/St. Paul

– Omaha

– Kansas City

• Some digital efforts have a broader reach and include the 

target markets and Iowa, Wisconsin, North Dakota and Kansas

• Target audience:
– Social mom, Women with children in her home



Percentage Spend by Medium

Cable
41%

Digital
28%

Coop 
31%

Media Spend by Medium FY14

TV
16%

Digital
51%

Coop 
33%

Media Spend by Medium FY15



Television Advertising

• Shows
– Today Show

– Good Morning America

– Local programming

• Reach
– 456 commercial spots

– 8,528,770 impressions

Multiscreen approach

• 76% have a mobile device in their hands while watching TV

• 50% higher brand recall on multi-screen campaigns than TV alone



Pandora

Impressions: 4.5 million 

Display, audio and video ads



Spotify

Impressions: 2.9 million

Video ads



Expedia

Impressions: 1.7 million

Remarketing ads



Meredith

AllRecipes.com

BetterRecipes.com

BHG.com

EatingWell.com

Familycircle.com New

LHJ.com

Parents.com

Recipe.com

Parenting.com New

Everyday with Rachel Ray

500,000 banner ad impressions

480,621 pre-roll impressions

850,000 rich media impressions 

600,000 added value banner ad impressions

73,000 impressions (Best of the Midwest e-newsletter) 



Remarketing

Follows user for 30 days

Serves ad a maximum of seven times/day



Google Network Display

Impressions: 10.4 million



Trip Advisor

Impressions: 1.6 million

Display, roadblock ads

Ads on neighboring states’ pages



Hulu

Impressions: 3.3 million

Slate voice over, pre-roll, display, commercial within 
programming



Social Moms Network

Impressions: 1.7 million 

Display, pre-roll ads; Ad in blogger e-newsletter



YouTube

Remarketing New in 2015

Pre-roll based on niche interests



Google/Bing SEM

• July 2014-June 

2015 

• Target Iowa 

and all

surrounding 

states

• Increased 

spending in 

March - June



Facebook

• July 2014-June 2015 

• Target Iowa and 

all surrounding 

states

• $1,000/month –

general ads

• $5,000/campaign 

- niche-specific 

ads



Native Advertising

• New in 2015
• Social moms network
• Display ads Impressions: 5 million
• In-stream video Impressions: 3,571,429 
• Native Impressions: 12 million



Key Performance Indicators



• Strategic Plan

• #ThisIsIowa

Creative Brief

• #ThisIsIowa Art

• Creative Samples

• #ThisIsIowa Memes

Resources

http://www.traveliowa.com/aspx/media/industry_partners.aspx?marketingplan=y
http://www.traveliowa.com/aspx/media/industry_partners.aspx?marketingplan=y

