Gregg Mandsager
City Administrator
City Hall, 215 Sycamore St.
Muscatine, IA 52761-3840
(563) 264-1550 Voice/TT

City Administrator Report to Mayor & City Council
July 21, 2016, Edition No. 229
WEEKLY UPDATE:
• Bi-State: Attached is the July 27, 2016 Commission Packet. The Commission
meeting scheduled for Wednesday, July 27, 2016.
• HRDP Grant: Please see the attached information related to a grant submitted by
Historical Commission (no match) for the declaration of an historical district. The
request/grant was denied at this time, but provided some limited feedback.
• RAGBRAI: Please see the attached 2016 RAGBRAI map.
• Veterans Hiring Event: FYI…the attached flyer for August was provided by the
Davenport Iowa Works Office. Their services cover the Muscatine Iowa area. The
flyer is for an upcoming Veteran’s Job Fair that is scheduled for August 16 in
Davenport.
• Fire: Please see the following information provided by Chief Ewers regarding the
aerial: We have ATC (American Testing Center) here doing our annual aerial
ladder testing and they found a serious leak on our main aerial cylinder lift on the
boom and it's leaking hydraulic fluid and not able to maintain position when
elevated. It's out of service as we speak. In the process of getting EAM
(Emergency Apparatus Maintenance) here tomorrow (Wednesday) to see if this
something we can repair on site or if it needs to go to Minnesota. Will know
tomorrow on the game plan, but for now it's out of service and unable to use. I'm
in the process of lining up Davenport Fire like we have done in the past as a back
up so we would be able to request them to respond if needed. Also working on
Wapello Fire. We have agreements with these two departments and this is what
we have done in the past. I'll keep you posted. No idea on repair cost until they
diagnose. Could just be a blown seal or could be worse. Should have better
understanding tomorrow when EAM (Emergency Apparatus Maintenance) gets
here. From Wednesday - Had Emergency Apparatus Maintenance rep here this
morning to look at aerial. It is an hydraulic issue on the main boom that operates
the aerial ladder. (The issue a few years ago was with the waterway and seals) - a
totally different issue and nothing to do with the warranty. It was Pierce/Reliant
that did that repair, but the Bronto Aerial contract went from Pierce out of
Wisconsin to EOne out of Florida. EAM is an authorized company for repairs and
they are working with EOne out of Florida and their Operations Team out of
Minnesota on plan of action for repair along with an estimate on what it will be to
get this fixed. I will know more hopefully later today, but as of now the plan is to
drive the aerial up to Minnesota. We will need to double check with DOT on any
permitting due to the weight of the aerial. Initial estimate is $ 20,000 to $ 30,000
for repair, but will have better idea later today. The cost is due to the complexity
of the issue and rental of a crane to take apart aerial ladder part from chassis in
order to fix the leak and repair seals on main boom. They are suppose to call me
back to confirm that they can tackle this repair, along with a better estimate of
cost, and how long it would take to fix. I'm working on DOT permits now. We do
have Davenport and Montpelier lined up so we can request them if needed. But
"I remember Muscatine for its sunsets. I have never seen any
on either side of the ocean that equaled them" — Mark Twain

would be looking at a long response time. Also have option of renting an aerial,
but at this point that is not my recommendation if we can get this fixed in one to
two weeks. I'm getting pricing on this option also just so we know what it is, but
rentals come out of Arkansas or somewhere around there. As a reminder, Aerial is
planned for replacement at 20 years, which is next budget cycle. Initial estimates
for new aerial will be around 1.1 to 1.4 million. Once I get confirmation from the
next phone call that I'm waiting on I'll get back with you on this with our game
plan along with approval before proceeding.
• CVB: Please see the attached powerpoint and draft marketing plan the CVB is
discussing/preparing.
• RAGBRAI: The Police Department received a Mobile ATE Vehicle from GATSO (our
vendor) today try out. The department will receive some training on the unit and
set up requirements in advance of testing.
• Vacation: My family and I will be visiting my parents for a long weekend (leaving
Friday and returning Monday). If you need to reach me, cell would be the best
method.

Veteran Employment
& Resource Fair
Event assisting current and former service members and their dependents with
resume, employment, and resources through the partnership of Home Base Iowa

(HBI), IowaWORKS, Great River HR Association, and National Guard Family Assistance
Center. We invite you to attend, network with employers, and connect with useful
resources.

August 16, 2016
Resume Assistance 11 to 1 p.m.
Employment & Resource Fair 1 to 3 p.m.
National Guard Armory
3615 N Brady St, Davenport, IA 52806
Employers RSVP to mark.holloway@iwd.iowa.gov or 563.445.3200,option 2
DUE TO LIMITED SPACE PLEASE RSVP BY AUGUST 1, 2016

Marketing Plan
Recommendation for 2016/17
7/13/16

Past Marketing Endeavors
 2015/16 Marketing

Campaigns included:












Email (e-newsletter)
Website
Search Engine Marketing
Remarketing from
TravelIowa.com
Digital retargeting with WQAD
Facebook
Iowa Outdoors Ads
Iowan
AAA Living Magazine
Ad in QC Activity Guide
Iowa Travel Guide

Marketing Costs:
$16,016.93

Digital:
$9,922.93
Print:
$6,094

Proposed Goals and Objectives
 Focus our marketing budget primarily on digital efforts, with the





exception of continuing to enhance our own print materials.
Use marketing materials across multiple platforms
Investigate the use of a marketing agency and/or advertising agency to
aid and bolster our marketing efforts and to help create our materials
Strengthen our brand, with the use of the guidelines to be obtained
from the citywide branding and marketing project
Incorporate additional revenue opportunities into our marketing plan




Emphasize the crafting of co-op marketing opportunities in order to partner with local
businesses to increase their exposure and stretch our advertising budget
Create advertising opportunities for local businesses in our materials

 Craft digital ads with the specific purpose of driving room bookings in

Muscatine lodging establishments

FY 2016/17
Budget: $36,600
 Proposed breakdown








Digital
 Constance Contact (email marketing): approx. $168/yr
 VisitMuscatine.com CivicPlus platform: approx. $2,745/yr
 VisitMuscatine.com tweaked to allow for ads to be displayed:
$300
 VisitMuscatine.com domain name: approx. $50/yr
 Online directory with Sports Destination Management
Magazine: $1,295
 In keeping with our goal to “Target marketing to
particular groups including … visitors to soccer complex
and Kent-Stein”
 Google and Facebook: $22,922 (including McDaniels
Marketing administration costs)
Other
 Airing commercials for nine months on KWQC: $6,120
Print
 Our own print materials (i.e. itineraries, etc.): $3,000
 In keeping with our goal to “Craft material to guide
[visitors] including … literature about seasonal
itineraries”

Marketing Costs
Digital:
$27,480
Print:
$3,000
Other:
$6,120

Why Digital Marketing?
 The traveler:



87% of travelers use the internet for the bulk of their travel planning
65% of leisure travelers and 69% of business travelers report that
they begin researching online before they decide where or how they
want to travel

 The marketer:





Digital marketing allows greater control over targeting your audience
and allows you to adjust your ads and budget as they run
Powerful metrics: Know how many people saw the ad and how many
people engaged with it and how they engaged, see which
demographics engaged
Use metrics to measure an ad's success and to drive future
advertising efforts; refine your audience and their interests; tailor
your website, blog and other publications to your audience's
interests; help in destination development work

Sources: McDaniels Marketing Agency, 2017; The 2014 Traveler’s Road to Decision study

Why Google: Three-Pronged Approach
 Search Engine Marketing:

Promotion of websites by
increasing their visibility
in search engine results
pages
 Retargeting: Displaying
ads to people who have
visited your site as they
visit other sites
 Display ads: Ads on
websites

Why Google: More on the Three-Pronged
Approach
 Can target by
 Location (proposed locations include: Chicago, IL; Des
Moines, IA; Indianapolis, IN; Kansas City, KS/MO; Omaha,
NE; St. Louis, MO
 Age
 Keywords
 Device
 Language
 Interests (display only)
 Site Visitors (retargeting, display only)
 Specific Site Placements (display only)
 Topics (display only)

Why Google: Search Engine Marketing

Why Google: Retargeting
 Retargeting works by keeping track of people who visit

your site and displaying your retargeting ads to them
as they visit other sites online. Retargeting converts
window-shoppers into buyers. Generally, 2% of
shoppers convert on the first visit to an online store.
Retargeting brings back the other 98% – AdRoll.
 Website visitors who are retargeted are 70% more likely
to convert
 Increases brand awareness
 Customizable: Can create retargeting lists based on site
visitors’ behavior

Why Facebook?

Ways We Can Use Facebook and Google
Advertising







Drive people to website
Drive people to blog
Promote Visitors Guide
Promote events
Promote attractions
Promote lodging establishments (Ads can be crafted to drive

room bookings in Muscatine lodging establishments)

 Promote e-newsletter
 Co-op with local businesses
 Counterparts for each other



Facebook can be used for retargeting as well as Google
Run same ads on both platforms

 Facebook can increase viewership of commercials

Why McDaniels?
 Highly recommended by QC CVB
 Has done incredible work with other CVBs
 Including: Galena, Henry County, McHenry County, and more
 Help from an expert
 Opportunity to learn from an expert and apply

knowledge to other CVB marketing efforts
 Time-saving


With other duties to consider, including revamping the
Visitors Guide and the website to complement these marketing
efforts and developing co-op opportunities and a partnership
program, saving time is a priority.

Other Marketing Efforts
 Search Engine Optimization on VisitMuscatine.com


High quality scores with Google help drive down costs per click in
Google advertising

 Visitors Guide – Ads cover the cost of printing


Make more “advertorial” in style

 Design a partnership program






Ads on our website
Coupons on our website
Ads in our e-newsletters
Featured partner listings on our website
PDF brochure on our website

 Integrate co-op opportunities into all possible

advertising venues

