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Call to Order

Steve Arrison called the meeting to order at 3:00 p.m. 
Tourism Fall Online Campaign

Karen Mullikin made a few introductory comments about the online media campaign recommendation. She introduced Brian Kratkiewicz, who briefly went over the 2006 Online Spring/Summer campaign.
Steve Arrison inquired about recent news articles and emails regarding fraudulent online activities. Brian Kratkiewicz replied CJRW does not purchase anything from the banner plan based upon cost per click with the exception of cost per lead (capturing name, email and physical address for consumer). Jonathan Eudy added the Hitwise program will help identify and measure content to help prevent fraudulent activities (as far as the Web site is concerned). 
Brian Kratkiewicz briefly went over the Spring/Summer 2006 Online Plan Analysis. Arkansas received over 222 million total impressions to date versus the 152 million planned, an increase of 70 million bonus impressions (a 46% increase). The spring/summer online plan generated 171,753 (106,580 inquiries, 34,358 rich media clicks, 21,983 banner clicks, and 8,932 text link clicks) clicks and inquiries through the end of June. The cost-per-action is currently $1.31 (the goal was $1.69); the cost-per-action is much lower due to the strong performance of the floating eyeblaster ads on 6.31% click-through rate and a $.36 cost-per-action. PointRoll expanding units performed below expectations with a 22% click-through rate and a $4.14 cost-per-action. 

Brian Kratkiewicz stated the recommendation is to continue to include online as part of the total media mix. Online advertising helps generate general advertising awareness of Arkansas using mass sites, to emphasize performance-based sites, travel related content, online support from print partners. 

The plan will run August-November. Yahoo!, AOL, Accuweather.com are recommended mass sites. Recommended performance-based sites are ValueClick, CoolSavings, 24-7vacations.com, Innovation Ads, and RelationServe. Recommended outdoor/niche sites are AwayNetwork.com, and Wildernet. GolfLink will be deleted. Recommended minority sites are BlackAmericaWeb and Terra.com. During fall 2006, the banner online media recommendations budget will be $333,278.     


Brian Kratkiewicz briefly went over ContextWeb (a contextual marketing network). Contextual advertising is advertising only on Web pages that contain content pertinent to the product or service. Arkansas advertising will only appear on pages containing travel content across ContextWeb’s network of sites. 

Brian Kratkiewicz reported on the information available through the use of the Hitwise program recently purchased. Hitwise is a new marketing research tool that will help determine how the online media plans are performing. The program will also help find new Web sites on which to advertise. The data provided by Hitwise will serve as another component to the growing amount of consumer information used on behalf of Parks and Tourism. Specifically, the following data will be analyzed and applied to the online plans: Clickstream (Web sites visited immediately before and after Arkansas.com); Web site visitation; and Demographic profiles.
Karen Mullikin presented the Fall/Winter 2006 online advertising campaign creative. Ms. Mullikin presented one size of the ads, but noted that there would be many other sizes used in the campaign. Ms. Mullikin described each ad as it was presented. Aristotle has put together two versions for the fulfillment (a call to action and a link for the vacation kit); the rate of fulfillment will determine how long the call to action fulfillment email will be used. 
Mike Mills moved to approve the Fall/Winter Online media recommendations with a budget of $349,113.  Jim Gaston seconded and the motion carried. 


Karen Mullikin distributed the final version of the Fall 2006 Online Media Strategy Recommendations. 
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