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Building a High Impact Integrated Marketing Strategy



Click. Like. Share.
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Tools we use for Measuring ROI

► Google Analytics
► Sprout
► YouTube Analytics
► Facebook Insights
► Twitter Analytics
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What we do.
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BUSINESS
DEVELOPMENT
promoting the 
region’s unique 
assets to attract
and retain 
innovative 
businesses

ENTREPRENEURIAL
SERVICES
accelerating 

innovative start-ups

MARKETING THE REGIONTALENTconnecting 
employers and
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Companies we touch.
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Marketing the region.
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Reaching Broad, Diverse Audiences
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Connect visually.
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October Operations Dashboard
Marketing Communications

Marketing
Communications Tool Year-To-Date Percentage Towards 

Goal Goal

Website Visits Visits

AdWords
$ spent, website traffic

Spend: $40,000
Traffic:

Spend:
Traffic:

Spend: $480,000
Traffic: 

Marketing Initiative
Website Referrals Visits

YouTube Views Views

PR Impressions Impressions

Social Media Engagement Interactions



Impact.
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Content
Creation
► New strategy to 

utilize expertise of 
staff and CEO

► Strong growth in blog 
posts
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Impact.
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► Subject lines
► Content 
► A/B Testing
► Open Rates

Digital 
Outbound

Distinct Newsletters
to reach unique demographics
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Impact.
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Increase 
in web traffic
► YouTube TrueView
► Social Media Engagement
► Blog Traffic
► Google AdWords

AVERAGE CTR
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Impact.
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Social
Media
► Maximize Organic 

& Paid Reach
► Staff Engagement
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154 likes
25 shares

170 likes
43 shares

337 likes
75 shares



How do we stack up?
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Regional & 
National 
Economic 
Organizations
► Don’t underestimate size
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Web Pageviews

Impact.
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Social Media Referrals Digital Outbound Open Rates YouTube Views
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There’s more work to do.
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Build a Broader Awareness of Ann Arbor’s 
Growing Industries
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PLACE and TALENT are the name of the game.
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Today… Talent chooses where to LIVE before they 
determine where to WORK.
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Great ideas come from great teams.
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The Team! The Team! The Team!
BO SCHEMBECHLER
Michigan Football 
Head Coach: 1969-89
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Why Tech Trek?
Rapidly Growing Tech Sector 

Experience Marketing
Increase exposure of vibrant tech sector in Ann Arbor

Brand • Talent • Community
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Strategic advertising campaign

Digital Outbound
Email Campaigns, Newsletters, Social, etc.

Broadcasting
Radio, TV, YouTube Videos, etc.

Advertisements
Display, Bus, Print, Banners, etc.



Impact.  By the Numbers
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Results

100,854
emails

4,456,161
impressions

53%
email open rate

109,000
video views



Impact. Brand Recognition
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Living the brand.
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Thank you.
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DONNA DOLEMAN DICKERSON
@donnadoleman

Ann Arbor SPARK
AnnArborUSA.org
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