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Room Tax Accomplishments 
The room tax has given Door County a deeper reach into our regional markets and the ability to 
continue our efforts with travel writers to receive national coverage.  

Media placement and PR took a multi-dimensional approach through a combination of advertising 
mediums and outreach that solidified our brand promise that “Those who visit Door County will 
find a breathtakingly scenic, water-centric landscape that is perfectly conducive to their pursuit of 
relaxation and rejuvenation.” 

DoorCounty.com users grew to nearly 1.5 million (according to Google Analytics). 

We’ve hosted 736 travel journalists from 2007 through 2016. 

We spoke directly to our visitors by inviting them to discover new experiences with our tagline 
“Live Life Well”. 

Our social media has grown tenfold garnering nearly 21 million impressions on Facebook from a 
fan base of 87,199.   

 

 



Primary Results 

7th place in Wisconsin destinations for visitor spending 
Behind Milwaukee, Dane, Sauk, Waukesha, Brown,  and Walworth Counties  
The total impact of tourism on Door County’s economy was $442.8 million 
last year. 

 

2016 2015 
Wisconsin Traveler Expenditures $12.3 billion $11.9 billion 

Door County Traveler Expenditures $347,800,000 $332,800,000 

Wisconsin Tourism Market Share  2.83%  2.79% 



The Economic Impact of Tourism in Wisconsin - 2016 

     In Door County: 
 
$347.8 million in direct spending 
$37.5 million in local and state taxes 
3,1178 full-time equivalent jobs 
$75.1 million in resident income 
Support to local lodging, restaurants, retail and 
attractions….enhancing the quality of life 

Source: Tourism Economics 



Marketing and Sales 

Web Site Activity / Digital Marketing 

  2016 2015 

DoorCounty.com site visits 1,406,710 1,426,060 

Enewsletter 4,696,047 4,203,745 

Facebook/Twitter Impressions 111,221,533 51,719,715 

Mobile Web Usage 766,096 654,019 
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Group Sales 
2016 2015 

Group Tour Contacts 1,893  1,875  
Group Tour Inquiries 178 176 

Meeting Planner Contacts 1,803 1,785 
Meeting Planner Inquiries 554 548 

Attended 4 Tradeshows 

Worked with 56 general tour groups, 20 Associations, 15 Family Reunions, 1 
Military Reunion, 3 Church Groups, 6 Business/Corporate Retreats, 3 Senior 
Center Groups, 1 RV Club, 4 Car Clubs, 75 Brides, 6 Bank Groups 

Conducted 5 Meet and Greets through our Meet & Greet Program 



Advertising Highlights 
A small sampling of what was placed 

Media planning was strategic and research based. A multi-dimensional approach delivered a 
combination of mediums, ad sizes and formats, which allowed us to showcase the visual 
aspects of Door County through print, television, digital, mobile and outdoor in our key target 
markets. We were able to reach a new audience through video on Hulu, YouTube and apps on 
connected devices. 
Key partnerships were formed. To ensure the best possible plan for 2016, we formed key 
partnerships with some of the best in the industry. A targeted public relations campaign 
brought Door County cherry blossoms and fall colors into the households in our largest 
television markets of Madison, Milwaukee and Chicago. Social media was for partner 
employers to schedule timesaving appointments to get their J-1 students registered for Social 
Security numbers here in Door County. 

A creative campaign that was all about showing a level of relaxation that was more than just 
restful; it’s rejuvenating. We defined that idea with the new tagline live life well. 



Communications & Public Relations 

Media Marketing Program 

2016 2015 
Ad Value Equivalency (AVE)   $2,238,422  $2,734,267 

Impressions  401,893,430 197,786,241 
Visiting Journalists  72 74 

Hosted 7 seasonally themed press tours in 2015 between February and October.    

214 articles placed in print, radio, or online media from media marketing efforts. 

Through the end of 2016, the return on investment for the media marketing program 
was 916%.  For every dollar spent, the DCVB received $9.16 in AVE. 
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Visitor Guide Requests 
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Looking Ahead 
A small sampling of what will take place 

Working with our key partners to produce a well-rounded media buy that 
includes print, television, digital, mobile, and outdoor.  Television will evolve to 
include multiple screens and devices. 
Developing a our current tagline that supports the brand promise while 
promoting a level of revitalization, Live Life Well. 
Continue shooting photographs and capturing video footage to use for PR, 
videos, commercials and as B-roll. 
Increase our online presence with a more robust video initiative.  
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