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City Administrator Report to Mayor & City Council 
2019.07.19, Edition No. 350 

WEEKLY UPDATE: 

• CSO:  Attached please find the June 2019 program progress report for West Hill 
Sewer Separation Project. 

• CVB Reports:  Please see the attached CVB report for April through June. 
• Meetings:  Reminder that there is a7/23 Closed Session Re: City Administrator 

Evaluation Process and Form. 
• Economic Development:  Shive-Hattery has started a series of articles on the 

Retail Evolution and bringing back properties from the dead. Link - https://
www.shive-hattery.com/publication/back-dead-breathing-life-large-empty-retail-
spaces?fbclid=IwAR3WHVAkCw8nGqyLBODPWJINqe2EbDe4EY059f1lziJAW-
ZzNLuHBrPkI2o  

• Bi-State:  Attached is the July 24, 2019 Bi-State Regional Commission meeting 
packet. 

Projects 

The following are the notes from the Project Management Meeting on July 17th. 

1.  Phase IV - West Hill Sewer Separation: 
     a.  Upcoming Work: 
          1)  Core, Rock & Trim 8th from Cedar to Chestnut 
          2)  July 24th-25th - Paving Iowa from Cedar to Chestnut 
          3)  July 29th - KMA returns for continued sewer/water installation 

2.  Mississippi Dr. Corridor Project: 
     a.  Remaining punch list work: 
          1)  Order replacement plants 
          2)  Finish clean up of debris at bluff by Contrary Brewing 
          3)  Place and anchor parking block in the Sycamore St. parking lot 
          4)  Clean out sanitary sewer line at the old Hotel 
          5)  Clean, televise and record sewer 
          6)  Palm Dr. - dispose of debris piles 
          7)  Place behive intake at Cedar and RR crossing 
          8)  Finish Mad Creek Channel Armoring 
          9)  Locust St. sidewalk/W.2nd - remove & replace expansion joint material 
     b.  Resolve landscaping maintenance responsibilities with 1st National Bank 
     c.  Award nomination for this project submitted to various organizations 

"I remember Muscatine for its sunsets. I have never seen any 

on either side of the ocean that equaled them" — Mark Twain 

https://www.shive-hattery.com/publication/back-dead-breathing-life-large-empty-retail-spaces?fbclid=IwAR3WHVAkCw8nGqyLBODPWJINqe2EbDe4EY059f1lziJAW-ZzNLuHBrPkI2o
https://www.shive-hattery.com/publication/back-dead-breathing-life-large-empty-retail-spaces?fbclid=IwAR3WHVAkCw8nGqyLBODPWJINqe2EbDe4EY059f1lziJAW-ZzNLuHBrPkI2o
https://www.shive-hattery.com/publication/back-dead-breathing-life-large-empty-retail-spaces?fbclid=IwAR3WHVAkCw8nGqyLBODPWJINqe2EbDe4EY059f1lziJAW-ZzNLuHBrPkI2o
https://www.shive-hattery.com/publication/back-dead-breathing-life-large-empty-retail-spaces?fbclid=IwAR3WHVAkCw8nGqyLBODPWJINqe2EbDe4EY059f1lziJAW-ZzNLuHBrPkI2o


 
3.  Riverside Park Master Plan: 
     a.  Plan to be displayed at "Almost Friday Fest" July 25th 
     b.  Facilitate Master Plan Development 
          1)  Beer Garden 
          2)  Truck Vendors 
          3)  Entertainment Area 
          4)  Riverview Center/Papoose Pump Station 
          5)  Tiered Amphitheater 
          6)  Other 

4.  Grandview Ave. Reconstruction Project: 
     a.  Plans Completed 
     b.  Property Acquisition Underway (4 remaining) 
     c.  Century Link and Alliant relocating utilities at this time 
     d.  Schedule: 
          1)  December 5, 2019:   Set Public Hearing 
          2)  December 19th:        Public Hearing 
          3)  December 19th:        Resolution Approving Plans & Specs 
          4)  January 21, 2020:     DOT Bid Letting 
          5)  February 6th:            Award Contract 
          6)  February 20th:          Approve Contract & Bond 

5.  2nd Street Streetscape Project: 
     a.  July 23rd:  Library/Bolton-Menk meeting 
     b.  July 23rd:  City/Bolton-Menk meeting 
     c.  Reconstruct Iowa/Sycamore/Cedar intersections 
     d.  Focus on sidewalk design 
     e.  Keep street repairs to a minimum 
     f.  Make street parking adjustments 
     g.  Basement/chutes locations and construction options underway 
     h.  Set up schedule to meet with CBD merchants and property owners 
     i.  Schedule: 
          1)  November 7th:      Set Public Hearing 
          2)  November 21st:     Public Hearing 
          3)  November 21st:    Approve Plans & Specs 
          4)  December 12th:  Bid Opening 
          5)  December 19th:    Award Contract 
          6)  January 2nd:    Approve Contract and Bond 

6.  2nd & Mulberry Roundabout: 
     a.  Plans Completed 
     b.  Set meeting with Merchants after July 25th Bid Opening 
     c.  Schedule - Building(s) removal: 
          1)  July 18th-August 1st:  Building Asbestos testing completed 
          2)  July 24th:  Building demo proposals due 
          3)  July 26th:  Request PO for building demo 
          4)  August 1st-15th:  Begin demolition 
     d.  Schedule - 2nd/Mulberry Construction: 
          1)  July 25th:       Bid Opening 



 
          2)  August 1st:    Award Contract 
          3)  August 15th:  Approve Contract & Bond 
          4)  September 1st:  Roundabout Construction begins 

7.  Westside Trail: 
     a.  Final Plans need DOT approval 
     b.  Schedule: 
          1)  August 20th:        DOT Bid Letting 
          2)  September 5th:    Award Contract 
          3)  September 19th:  Approve Contract & Bond 
          4)  April 1, 2020:        Late Start Date 
     c.  First use of Doc Express 

8.  DOT Lake Park Blvd. Site: 
     a.  Council Authorization needed to move forward 
     b.  2019 Design 
     c.  2020 Construction 

9.  Carver Corner Development: 
     a.  Goals: 
          1)  Promote goals of the CBD and Riverfront Area 
               i.  Urban, walkable neighborhoods 
              ii.  High quality architectural and site design 
          2)  A variety of commercial and residential uses to be considered 
          3)  Residential uses 
               i.  Designed and marketed for quality/high amenity building(s) 
     b.  Objectives: 
          1)  Redevelop vacant property 
          2)  Achieve high quality architectural and site design 
          3)  Establish land uses consistent with redevelopment plans 
          4)  Promote in-fill opportunities 
          5)  Create high quality employment opportunities 
          6)  Encourage destination points to draw people 
          7)  Provide opportunities to live, work and recreate near the river 
          8)  Enhance visitor experience along an important corridor in the community 
          9)  Establish an outdoor recreational or green space 
        10)  Improve long-term economic benefit 
     c.  July 30th:  RFP Pre-Proposal meeting 
     d.  August 14th:  RFP's due 
     e.  Tag Sale:  Proposed dates - August 1st - August 15th 

10.  Old Library Site: 
     a.  City to consider development options 

11.  2019 Full Depth Program: 
     a.  Streets:  Fulliam, Houser, Lake Park Blvd. University Dr., Musser 
     b.  Houser:  work underway 
     c.  Spring 2020:  Construction completed 



 
12.  City Hall Security: 
     a.  Recommended doors identified 
     b.  Final list of doors under review 

13.  Phase V - West Hill Sewer Separation Design: 
     a.  Next scheduled meeting with Stanley's - September 2019 
     b.  Survey work to be completed by October 2019 
     c.  Paving profile and street configuration under review by staff 
      
14.  Park Ave. Three Lane Configuration Project: 
     a.  Costs to be divided between City/DOT/MPW 
     b.  Schedule: 
          1)  December 5th:     Set Public Hearing 
          2)  December 19th:   Public Hearing 
          3)  December 19th:   Approve Plans and Specs 
          4)  January 21st:       DOT Bid Letting 
          5)  February 6th:       Award Contract 
          6)  February 20th:     Approve Contract & Bond 

15.  High Strength Wast Receiving Station Project: 
     a.  Project Team assisting with Construction Management 

16.  Arbor Commons: 
     a.  Project Team assisting with Construction Management 

2019 Projects: 
     a.  Mad Creek Channel Armoring 
     b.  Westside Trail 
     c.  West Hill Sewer Separation Project - IVB 
     d.  2019 Full Depth Patch Program and Asphalt Overlay (alleys) 
     e.  DOT Lake Park Facility Design 
     f.  Study of Briar's Ditch design for future improvements 
     g.  City Hall Security 
     h.  Carver Corner Development 
     i.  2nd/Mulberry Roundabout 
     j.  High Strength Waste Receiving Station 
     k.  Armor Commons Development 

2020 Projects:  
     a.  2nd Street Streetscape Project 
     b.  West Hill Sewer Separation Project - IVC 
     c.  West Hill Sewer Separation Phase V Design 
     d.  Park Ave. 3 lane configuration 
     e.  Riverside Park Development and Master Plan Implementation 
     f.  Grandview Ave. Reconstruction Project 



 
Trails 

The following are the notes from the Trails meeting held on Tuesday, July 9th: 

A.  Trail Update: 
     1.  Westside Trail 
          --- Project Schedule 
               a)  July 18th:  Public Hearing  
               b)  July 18th:  Approving Plans & Specs 
               c)  August 20th:  DOT Bid Opening 
               d)  September 5th & 19th:  Award & Approve Contract 
               e)  April 1, 2020:  Late Start Date 
     2.  High School Trail Segment 
          --- Send Letter to MPW requesting permission to use their R-O-W 

B.  Muscatine County Trail Plan: 
     1.  Send draft to other members of the Trail Committee 
     2.  Set meeting with Curt Weiss and Keith White to discuss: 
          --- Sign inventory 
          --- "Share the Road" signs on Fruitland Blacktop 
     3.  Discuss at September 10th Trail meeting 

C.  Almost Friday Fest 
     1.  Plan to participate in Almost Friday Fest - July 25th 
          --- Trail Plans 
          --- Riverfront Master Plan



Muscatine CVB Quarterly Report (April, May & June) 
 

1. Develop targeted promotional and informational material for media (i.e. brochures, 
Internet, radio, television, newspapers) directed to individuals, groups, networks of 
hospitality professionals, sports groups, tour companies, local attractions, and event 
coordinators.    
1. The 2019 Visitors Guide is complete. To date 2,100 guides (out of 5,000) have been 

distributed. We recently sent 176 guides to people who had requested information 
about Muscatine after seeing a CVB ad in Martha Stewart Living and Midwest Living. 
New guides have also been delivered to local lodging sites and 11 Visitor Centers 
around Iowa.   

2. E-newsletter is sent to Muscatine hospitality staff and those who have subscribed 
via the website.  The list is now at 374.  The intent is to communicate events and 
sporting activities in Muscatine. A link was added to visitmuscatine.com so people 
can request an e-newsletter. A current e-newsletter is uploaded to 
visitmuscatine.com. 

3. A Walking Tour Book of Historic Houses of West Hill from 1984 was revised in 
concert with Mary Wildermuth. The book is complete. This book is available at the 
CVB office for $1.00.  Other locations will also have the books available in the future.  

4. The CVB directs the marketing efforts of McDaniel’s Marketing. This consists of the 
Director providing events and attractions to promote in our market, approving the 
content of the ads and ensuring the website landing page for the event is up-to-
date. Please see attached reports from April and May.  

5. CVB Director, Jodi Hansen appeared on Paula Sands Live on May 21 to promote 
upcoming events and local attractions. Link to video: 
https://www.kwqc.com/content/misc/Muscatine-Attractions-
510338781.html?jwsource=cl&fbclid=IwAR0gOXY7tJZ37jk-
nRM8AMrZ3Rwchzz5UoGrp5tLfZdxJOpN_ybXlgQNxyY 

6. Marketing videos are complete. The Muscatine CVB received a grant for these 
videos. 16 in total.  

7. The Muscatine CVB will be starting a re-design of their website early July. 
8. The CVB Received a list of tour bus contacts through IGTA (Iowa Group Travel 

Association). Letters and packets will be sent.  
 

2. Cultivate and maintain relationships with visiting sports teams to ensure they have a 
quality visit and hopefully return. 

1. The CVB Director will work with the President of the USBC Muscatine chapter to 
create materials for the State Women’s Tournament here next year. This may 
include restaurant lists and maps.  

https://www.kwqc.com/content/misc/Muscatine-Attractions-510338781.html?jwsource=cl&fbclid=IwAR0gOXY7tJZ37jk-nRM8AMrZ3Rwchzz5UoGrp5tLfZdxJOpN_ybXlgQNxyY
https://www.kwqc.com/content/misc/Muscatine-Attractions-510338781.html?jwsource=cl&fbclid=IwAR0gOXY7tJZ37jk-nRM8AMrZ3Rwchzz5UoGrp5tLfZdxJOpN_ybXlgQNxyY
https://www.kwqc.com/content/misc/Muscatine-Attractions-510338781.html?jwsource=cl&fbclid=IwAR0gOXY7tJZ37jk-nRM8AMrZ3Rwchzz5UoGrp5tLfZdxJOpN_ybXlgQNxyY


2. The CVB had lodging information, as well as our website link added to the State 
Bowling tournament’s website: 
http://www.iowabowl.com/merged/tournaments/iausbc_open.html.  

3. The CVB is working with Muscatine Parks and Rec on the upcoming Soccer event- 
College Search Kick-Off. CVB contact information was added to the CSK website 
in hopes of getting as many hotel rooms booked in Muscatine. 

4. The CVB was present at The Melon City Criterium and was interviewed by 
announcer during the race.  

5. The CVB was at the soccer complex June 7 for the Christmas in June Soccer 
tournament handing out Visitor Guides.  
 

  
3. Disseminate information by personal visits, correspondence, media pieces, and phone 

calls about facilities and amenities available in the Muscatine area. 
1. Since the revised Visitor Guide was released GMCCI has received request for 

information via online requests or telephone calls.  Phone calls and drop in visits 
by visitors are common at the current location of the CVB.  

2. Working on a list of venue spaces for our website for political candidates looking 
to hold meetings in Muscatine. (In progress)  

 
4. Develop and supervise plans to promote the Muscatine area as a tournament, 

meeting, tourist and convention destination.   
1. Ads placed in Midwest Living Best of the Midwest, May Martha Stewart Living, Our Iowa 

and The Iowan. These have yielded over 250 leads.  
2. The CVB Director is working with City of Muscatine Community Development Director 

and City Planner to bring the 2021 APA Iowa Chapter Annual Conference to Muscatine.   
3. Working with an ECO Bus trip on a visit to Muscatine in August.  

 
5. Ensure maintenance of current and accurate information on the CVB related website 

pages–especially area calendar of events that relate to the Muscatine area, tourism, 
conventions, and trade shows.  

1. The site is regularly and routinely updated with upcoming events, things to do, 
dining, lodging.  

2. The Muscatine CVB is planning a re-design of our current website. This will most 
likely begin the 2nd week of July 

 
6. Serve as public relations leader to promote all CVB activities and community events at 

the local, regional, and state level.  
1. Member of Eastern Iowa Tourism Association 
2. Member of Iowa Group Travel Association 
3. Member of Iowa Destination Marketing Alliance representing Muscatine   

 

http://www.iowabowl.com/merged/tournaments/iausbc_open.html


7. Develop and maintain tracking instruments to measure results of marketing efforts. 
Currently we are measuring:  
Visitor Guide distribution 
Website traffic,  
Marketing Campaign results from McDaniels contract,  
Facebook & Twitter likes 
 e-newsletter subscriptions 
Hotel/Motel tax  
Overall tourism dollars spent  
 

8. Prepare and administer budget for CVB.  
Budget cycle for 2019/20 in progress.    
 

9. Actively seek grant and other funding sources to help finance the activities of the CVB. 
The CVB received a tourism grant form Iowa Economic Development Authority in the 
amount of $1,592. This grant will pay for promotion videos to be made. Video pre-
production wrapping up. 
 

10. Provide supervisory role to CVB staff, interns, and volunteers. 
No activity currently 
 

11. Capitalize on visitors while they are here (weddings, soccer tournaments, 
baseball/softball tournaments, business conferences).  

1. It has been standard practice for the CVB to be present at several sporting 
events to answer any questions about Muscatine and disseminate brochures and 
Visitor Guides. Present at Melon City Criterium and June Soccer Tournament 
handing out Visitor Guides and answering questions. 

2. Recent past and upcoming visitors: Geneseo Bus Trip (April) Eco Bus Trip 
(August) Iowa County Conservation Conference (September) Corporate Safety 
Training Con (October) 

3. The CVB Director completed a Guide Training Workshop to become a certified 
tour guide. Instructor will determine certification after tour given in August.  

 
 

12. Form a hospitality committee (hotels, event venues etc.). 
Working on scheduling a hospitality meeting at The Merrill. July date pending. 
 

• Grow Chinese tourism and capitalize on current momentum. 
1. The Muscatine CVB is an active member of the Muscatine China Initiatives 

committee.  
2. Filmed video at the Friendship House with a translator to market to potential 

Chinese tourists.  



3. The US Embassy Beijing is planning a yearlong campaign to highlight the 40th 
anniversary of US – China diplomatic relations.  The campaign will be social 
media, so the ideal are photos with short stories/captions.  A photo and write-up 
of The Sino-US Friendship House was sent.  

 
 
 
 
 
Data Reports 
 
Facebook Likes (current)  
2,282 
 
Twitter Followers 
649 
 
Instagram Followers 
459 

 Website Report-Visitmuscatine.com-April 1, 2019-June 27, 2019 
 28,665 visits 
 54s average visit duration 
 40,109 pageviews, 34,097unique pageviews 
 265 total searches on your website, 197 unique keywords 
 485 downloads, 432 unique downloads 
 67 max actions in one visit 
 
Top Website Visitor Locations April 1, 2019-June 27, 2019 

CITY VISITS 

Chicago, Illinois, United 
States  16.9%4,844 

Unknown  9.8%2,809 

Muscatine, Iowa, United 
States  5.6%1,592 

Omaha, Nebraska, 
United States  2.3%671 



CITY VISITS 

 
Saint Paul, Minnesota, 

United States  2.1%597 

Saint Louis, Missouri, 
United States  1.9%548 

Minneapolis, Minnesota, 
United States  1.6%471 

Kansas City, Missouri, 
United States  1.5%439 

Davenport, Iowa, 
United States  1.3%373 

Mundelein, Illinois, 
United States  1.2%341 

North Freedom, 
Wisconsin, United States  1.1%311 

Des Moines, Iowa, 
United States  1%281 

 
 
 
 

https://analytics.civicplus.com/index.php?module=CoreHome&action=index&idSite=650&period=range&date=2019-04-01,2019-06-27
https://analytics.civicplus.com/index.php?module=CoreHome&action=index&idSite=650&period=range&date=2019-04-01,2019-06-27


 



[April PPC Report]



Facebook Ad Creative



Click Through Rate & Impressions
by Clicks, CTR, and Impressions 

Cost Per Click 
by Amount Spent, CPC (All), and CPC (Link) 
 

Clicks (All)

1,450
 -38.2%

CTR (All)

2.43%
 -34.0%

Impressions

59,769
 -6.3%

Amount spent

$472.55
 -1.7%

CPC (All) FB

$0.33
 59.0%

CPC (Link) FB

$0.47
 62.2%

Clicks (all) CTR (all)

Apr 1, 2019
Apr 8, 2019

Apr 15, 2019
Apr 22, 2019

Apr 29, 2019
0

200

400

600

0%

2%

4%

Amount spent (USD) CPC (all)

Apr 1, 2019
Apr 8, 2019

Apr 15, 2019
Apr 22, 2019

Apr 29, 2019
0

100

200

0

0.2

0.4

Ad set name Page likes Post reactions Post comments Post shares

Ardon Creek null 27 1 8

Melon City null 42 1 9

Symphony Orchestra null 32 1 6

Farmers Market null 34 null 3

▼

Quick De�nitions
• Impressions: The number of times your ads were

on screen.

 

• Clicks (All): The total number of clicks produced by

your ads. This includes all interactions including Link

Clicks, Reactions, Comments, Shares, etc.

 

• CTR (All): The percentage of times people saw your

ad and then interacted with it.

 

• CPC (All): Average cost for each Click (All).

 

• Cost: The estimated total amount spent on this ad

during the reporting period.

 

• Page Likes: The number of new Likes of your

Facebook Page attributed to your ads.

 

• Post Reactions: The number of reactions on your

ads. The reactions button on an ad allows people to

share different reactions to its content.

 

• Post Comments: The number of comments

generated by your ads during the reporting period.

 

• Post Shares: The number of shares of your ads.

People can share your ads (or posts) on their own or

friends’ Timelines, in groups and on their own Pages.

This expands the reach of your ad beyond its initial

targeting.

 

• Link Clicks: The number of clicks on your ad to

select destinations on or off Facebook-owned

properties.

 

• CPC (Cost per Link Click): The average cost for

each Link Click

 

 Facebook Performance

Apr 1, 2019 - Apr 30, 2019 ▼

S elect desired date range using the toggle below. 

Social Engagement



Device Breakdown 
by Clicks 
 

Age Breakdown 
by Clicks 
 

Gender Breakdown 
by Clicks 
 

Geographic Breakdown 
by DMA and Clicks 
 

65+

55-64

45-54

35-44

25-34

18-24

47.7%

5.7%

10.7%

28.6%

female

male

unknown

34.5%

64.8%

mobile

desktop

9.7%

90.3%

DMA Clicks (all)

1. Davenport-R.Island-Moline    466

2. Chicago    339

3. Cedar Rapids-Wtrlo-Iwc&Dub    194

4. Minneapolis-St. Paul    125

5. St. Louis    81

6. Champaign&Sprng�d-Decatur    63

7. Milwaukee    47

8. Rockford    40

9. Des Moines-Ames    32

10. Peoria-Bloomington    25

▼

 Facebook Demographics

Apr 1, 2019 - Apr 30, 2019 ▼

S elect desired date range using the toggle below. 

Recommendations/Observations:
 
- We saw lower performance this month, but mainly due to only having a few
ads running for a bit while we did a big refresh to the new upcoming ads.
Overall still great performance with a very high CTR and low CPC.
- Social engagement has been very high as well with the new ads!



Google Ad Creative



Click Through Rate & Impressions
by Clicks, CTR, and Impressions 

Cost Per Click 
by Cost, CPC, and CPM 
 

Clicks

6,928
 -7.3%

CTR

0.83%
 -39.5%

Impressions

834,590
 53.3%

Cost

$661.60
 -10.9%

Avg. CPC

$0.10
 -3.9%

Avg. CPM

$0.79
 -41.9%

Clicks CTR

Apr 1, 2019
Apr 8, 2019

Apr 15, 2019
Apr 22, 2019

Apr 29, 2019
0

1K

2K

0%

0.5%

1%

1.5%

Cost Avg. CPC

Apr 1, 2019
Apr 8, 2019

Apr 15, 2019
Apr 22, 2019

Apr 29, 2019
0

100

200

0

0.05

0.1

0.15

Quick De�nitions
 
• Impressions: An impression (ad view) is
counted each time your ad is served on Google’s
ad networks, such as Google.com, YouTube, or
other publisher websites. This is a measurement
of how often your ads are being seen.
 
• Clicks: This is a measurement of how many
times someone interacted with your ad and was
redirected to your website.
 
• CTR: Click-through Rate measures how often
people click on your ad after it’s shown to them,
which you understand the effectiveness of your
ad.
 
• Average CPC: Average cost-per-click is the
amount you’ve paid for your ad divided by its
total clicks.
 
• Cost: The total amount spent on this ad during
the previous month.
 
• Average CPM: Average cost per one thousand
impressions is the amount you’ve paid for your
ad divided by total impressions.

 Google Display Performance

Apr 1, 2019 - Apr 30, 2019 ▼

S elect desired date range using the toggle below. 

Campaign Impressions Clicks CTR Avg. CPC

Contrary Brewing 589,477 3,629 0.62% $0.07

Environmental Learning Center 177,872 2,833 1.59% $0.1

Ardon Creek 38,235 231 0.6% $0.26

Farmers Markets 29,006 235 0.81% $0.29

▼

Top Campaigns



Device Breakdown 
by Clicks 
 

Age Breakdown 
by Clicks 
 

Gender Breakdown 
by Clicks 
 

Geographic Breakdown 
by City and Clicks 
 

25to34

18to24

Undetermined

35to44

45to54

55to64

gt64

30.4%
6%

12.1%

20.2%
22%

Male

Female

Undetermined

43.9%

16.4%

39.8%

mobile devices
with full
browsers

tablets with full
browsers

computers

16.3%

83.7%

City Clicks

1. Chicago    1,513

2. Omaha    299

3. Minneapolis    237

4. Kansas City    216

5. St. Louis    191

6. Indianapolis    113

7. Saint Paul    77

8. Des Moines    74

9. Aurora    62

10. Oak Lawn    52

▼

 Google Demographics

Apr 1, 2019 - Apr 30, 2019 ▼

S elect desired date range using the toggle below. 

Recommendations/Observations:
 
- Your CTR got brought down by the Ardon Creek ad this month. Impressions
increased as we added the ads but clicks went down. We will switch up the
targeting for Ardon Creek to try to gain more interest and increase CTR!



Industry Benchmarks

Apr 1, 2019 - Apr 30, 2019 ▼

S elect desired date range using the toggle below. 

Facebook 

CTR (All Industries) 

CTR (Travel)

Avg. CPC (All Industries)

Avg. CPC (Travel)

0.90%

0.90%

$1.72

$0.63

Google Display

0.46%

0.47%

$0.63

$0.44



[June PPC Report]



Facebook Ad Creative



Click Through Rate & Impressions
by Clicks, CTR, and Impressions

Cost Per Click 
by Amount Spent, CPC (All), and CPC (Link)

Clicks (All)

4,143
 16.3%

CTR (all)

2.57%
 23.8%

Impressions

161,295
 -6.1%

Amount spent

$849.45
 -14.2%

CPC (All) FB

$0.21
 -26.3%

CPC (Link) FB

$0.34
 -15.7%

Clicks (all) CTR (all)

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

500

1K

1.5K

0%

1%

2%

3%

Amount spent (USD) CPC (all)

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

100

200

300

0

0.1

0.2

0.3

Ad set name Page likes Post reactions Post comments Post shares

National Button Museum null 146 13 56

Second Saturdays 2019 null 30 5 19

Ardon Creek null 35 2 8

County Fair 2019 null 27 2 8

Almost Friday null 8 1 5

Farmers Market null 69 1 10

▼

Quick De�nitions
• Impressions: The number of times your ads were

on screen.

• Clicks (All): The total number of clicks produced by

your ads. This includes all interactions including Link

Clicks, Reactions, Comments, Shares, etc.

• CTR (All): The percentage of times people saw your

ad and then interacted with it.

• CPC (All): Average cost for each Click (All).

• Cost: The estimated total amount spent on this ad

during the reporting period.

• Page Likes: The number of new Likes of your

Facebook Page attributed to your ads.

• Post Reactions: The number of reactions on your

ads. The reactions button on an ad allows people to

share different reactions to its content.

• Post Comments: The number of comments

generated by your ads during the reporting period.

• Post Shares: The number of shares of your ads.

People can share your ads (or posts) on their own or

friends’ Timelines, in groups and on their own Pages.

This expands the reach of your ad beyond its initial

targeting.

• Link Clicks: The number of clicks on your ad to

select destinations on or off Facebook-owned

properties.

• CPC (Cost per Link Click): The average cost for

each Link Click

 Facebook Performance

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Social Engagement



Device Breakdown 
by Clicks

Age Breakdown 
by Clicks

Gender Breakdown 
by Clicks

Geographic Breakdown 
by DMA and Clicks

65+

55-64

45-54

35-44

25-34

18-24

37.9%

5%

10.3%

15.5%

29.1%

female

male

unknown

18.3%

80.9%

mobile

desktop

96.4%

DMA Clicks (all)

1. Davenport-R.Island-Moline    1,150

2. Chicago    1,085

3. St. Louis    436

4. Champaign&Sprng�d-Decatur    254

5. Cedar Rapids-Wtrlo-Iwc&Dub    243

6. Rockford    172

7. Des Moines-Ames    153

8. Peoria-Bloomington    115

9. Indianapolis    101

10. Kansas City    98

▼

 Facebook Demographics

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Recommendations/Observations:

-Clicks and CTR increased signi�cantly this month, even with a lower ad spend!
We also saw CPC go down!
-Your program ended 06/30



Google Ad Creative



Click Through Rate & Impressions
by Clicks, CTR, and Impressions

Cost Per Click 
by Cost, CPC, and CPM

Clicks

5,779
 6.1%

CTR

1.06%
 20.8%

Impressions

545,073
 -12.1%

Cost

$455.75
 -2.7%

Avg. CPC

$0.08
 -8.3%

Avg. CPM

$0.84
 10.7%

Clicks CTR

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

500

1K

1.5K

0%

0.5%

1%

1.5%

Cost Avg. CPC

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

50

100

150

0

0.05

0.1

Quick De�nitions

• Impressions: An impression (ad view) is
counted each time your ad is served on Google’s
ad networks, such as Google.com, YouTube, or
other publisher websites. This is a measurement
of how often your ads are being seen.

• Clicks: This is a measurement of how many
times someone interacted with your ad and was
redirected to your website.

• CTR: Click-through Rate measures how often
people click on your ad after it’s shown to them,
which you understand the effectiveness of your
ad.

• Average CPC: Average cost-per-click is the
amount you’ve paid for your ad divided by its
total clicks.

• Cost: The total amount spent on this ad during
the previous month.

• Average CPM: Average cost per one thousand
impressions is the amount you’ve paid for your
ad divided by total impressions.

 Google Display Performance

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Campaign Impressions Clicks CTR Avg. CPC

Contrary Brewing 129,370 954 0.74% $0.07

Farmers Markets 124,085 1,177 0.95% $0.07

National Pearl Button Museum - Display 91,394 891 0.97% $0.07

Environmental Learning Center 88,945 1,379 1.55% $0.07

Pine Creek - Display 64,373 507 0.79% $0.14

Ardon Creek 46,906 871 1.86% $0.08

▼

Top Campaigns



Device Breakdown 
by Clicks

Age Breakdown 
by Clicks

Gender Breakdown 
by Clicks

Geographic Breakdown 
by City and Clicks

Undetermined

25to34

gt64

18to24

35to44

55to64

45to54

22.2%

21.6%

6.7%

11.1%

15.1%

17.8%

Female

Male

Undetermined

47.5%

20%

32.4%

mobile devices
with full
browsers

tablets with full
browsers

computers

22.5%

77.5%

City Clicks

1. Chicago    823

2. Davenport    196

3. Omaha    123

4. St. Louis    123

5. Moline    118

6. Kansas City    101

7. Muscatine    98

8. Bettendorf    92

9. Minneapolis    89

10. Clinton    83

▼

 Google Demographics

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Recommendations/Observations:

- Clicks and CTR increased signi�cantly this month! We also saw CPC go down!
- Your program ended 06/30



Industry Benchmarks

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Facebook

CTR (All Industries)

CTR (Travel)

Avg. CPC (All Industries)

Avg. CPC (Travel)

0.90%

0.90%

$1.72

$0.63

Google Display

0.46%

0.47%

$0.63

$0.44



Changing Report Date Range:
An exciting feature we’ve added to your report is the ability to check past analytic data. This can be accessed by
toggling the date range button in the upper right hand corner of each page (see image below for example):
 

You’ll notice that the report will always pull data from the most recent month, but it can be easily altered by
simply clicking the toggle shown above.

Changing a Page:
To toggle between different pages of the report, simply click the arrows in the top left corner located under the
title of the report
 

This is an interactive report, so don’t worry, there’s no way you can break it or mess it up. Feel free to click
around and run your mouse over different elements and charts!

Download Or Print the Report:
*Make sure you are using Google Chrome & logged into a Google account*

To download this report as a PDF click             in the top right corner. Then, when prompted, click "download".

To print this report, �rst download as a PDF (see directions above). Once downloaded as a PDF open the
document and click '�le' then 'print'. Note that some operating systems may require you to select '�t to page' in
the printer settings in order to allow the report to print correctly.

Tips & Tricks



[June PPC Report]



Facebook Ad Creative



Click Through Rate & Impressions
by Clicks, CTR, and Impressions

Cost Per Click 
by Amount Spent, CPC (All), and CPC (Link)

Clicks (All)

4,143
 16.3%

CTR (all)

2.57%
 23.8%

Impressions

161,295
 -6.1%

Amount spent

$849.45
 -14.2%

CPC (All) FB

$0.21
 -26.3%

CPC (Link) FB

$0.34
 -15.7%

Clicks (all) CTR (all)

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

500

1K

1.5K

0%

1%

2%

3%

Amount spent (USD) CPC (all)

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

100

200

300

0

0.1

0.2

0.3

Ad set name Page likes Post reactions Post comments Post shares

National Button Museum null 146 13 56

Second Saturdays 2019 null 30 5 19

Ardon Creek null 35 2 8

County Fair 2019 null 27 2 8

Almost Friday null 8 1 5

Farmers Market null 69 1 10

▼

Quick De�nitions
• Impressions: The number of times your ads were

on screen.

• Clicks (All): The total number of clicks produced by

your ads. This includes all interactions including Link

Clicks, Reactions, Comments, Shares, etc.

• CTR (All): The percentage of times people saw your

ad and then interacted with it.

• CPC (All): Average cost for each Click (All).

• Cost: The estimated total amount spent on this ad

during the reporting period.

• Page Likes: The number of new Likes of your

Facebook Page attributed to your ads.

• Post Reactions: The number of reactions on your

ads. The reactions button on an ad allows people to

share different reactions to its content.

• Post Comments: The number of comments

generated by your ads during the reporting period.

• Post Shares: The number of shares of your ads.

People can share your ads (or posts) on their own or

friends’ Timelines, in groups and on their own Pages.

This expands the reach of your ad beyond its initial

targeting.

• Link Clicks: The number of clicks on your ad to

select destinations on or off Facebook-owned

properties.

• CPC (Cost per Link Click): The average cost for

each Link Click

 Facebook Performance

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Social Engagement



Device Breakdown 
by Clicks

Age Breakdown 
by Clicks

Gender Breakdown 
by Clicks

Geographic Breakdown 
by DMA and Clicks

65+

55-64

45-54

35-44

25-34

18-24

37.9%

5%

10.3%

15.5%

29.1%

female

male

unknown

18.3%

80.9%

mobile

desktop

96.4%

DMA Clicks (all)

1. Davenport-R.Island-Moline    1,150

2. Chicago    1,085

3. St. Louis    436

4. Champaign&Sprng�d-Decatur    254

5. Cedar Rapids-Wtrlo-Iwc&Dub    243

6. Rockford    172

7. Des Moines-Ames    153

8. Peoria-Bloomington    115

9. Indianapolis    101

10. Kansas City    98

▼

 Facebook Demographics

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Recommendations/Observations:

-Clicks and CTR increased signi�cantly this month, even with a lower ad spend!
We also saw CPC go down!
-Your program ended 06/30



Google Ad Creative



Click Through Rate & Impressions
by Clicks, CTR, and Impressions

Cost Per Click 
by Cost, CPC, and CPM

Clicks

5,779
 6.1%

CTR

1.06%
 20.8%

Impressions

545,073
 -12.1%

Cost

$455.75
 -2.7%

Avg. CPC

$0.08
 -8.3%

Avg. CPM

$0.84
 10.7%

Clicks CTR

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0

500

1K

1.5K

0%

0.5%

1%

1.5%

Cost Avg. CPC

May 27, 2019
Jun 3, 2019

Jun 10, 2019
Jun 17, 2019

Jun 24, 2019
0
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150

0
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0.1

Quick De�nitions

• Impressions: An impression (ad view) is
counted each time your ad is served on Google’s
ad networks, such as Google.com, YouTube, or
other publisher websites. This is a measurement
of how often your ads are being seen.

• Clicks: This is a measurement of how many
times someone interacted with your ad and was
redirected to your website.

• CTR: Click-through Rate measures how often
people click on your ad after it’s shown to them,
which you understand the effectiveness of your
ad.

• Average CPC: Average cost-per-click is the
amount you’ve paid for your ad divided by its
total clicks.

• Cost: The total amount spent on this ad during
the previous month.

• Average CPM: Average cost per one thousand
impressions is the amount you’ve paid for your
ad divided by total impressions.

 Google Display Performance

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Campaign Impressions Clicks CTR Avg. CPC

Contrary Brewing 129,370 954 0.74% $0.07

Farmers Markets 124,085 1,177 0.95% $0.07

National Pearl Button Museum - Display 91,394 891 0.97% $0.07

Environmental Learning Center 88,945 1,379 1.55% $0.07

Pine Creek - Display 64,373 507 0.79% $0.14

Ardon Creek 46,906 871 1.86% $0.08

▼

Top Campaigns



Device Breakdown 
by Clicks

Age Breakdown 
by Clicks

Gender Breakdown 
by Clicks

Geographic Breakdown 
by City and Clicks

Undetermined

25to34

gt64

18to24

35to44

55to64

45to54

22.2%

21.6%

6.7%

11.1%

15.1%

17.8%

Female

Male

Undetermined

47.5%

20%

32.4%

mobile devices
with full
browsers

tablets with full
browsers

computers

22.5%

77.5%

City Clicks

1. Chicago    823

2. Davenport    196

3. Omaha    123

4. St. Louis    123

5. Moline    118

6. Kansas City    101

7. Muscatine    98

8. Bettendorf    92

9. Minneapolis    89

10. Clinton    83

▼

 Google Demographics

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Recommendations/Observations:

- Clicks and CTR increased signi�cantly this month! We also saw CPC go down!
- Your program ended 06/30



Industry Benchmarks

Jun 1, 2019 - Jun 30, 2019 ▼

Select desired date range using the toggle below.

Facebook

CTR (All Industries)

CTR (Travel)

Avg. CPC (All Industries)

Avg. CPC (Travel)

0.90%

0.90%

$1.72

$0.63

Google Display

0.46%

0.47%

$0.63

$0.44



Changing Report Date Range:
An exciting feature we’ve added to your report is the ability to check past analytic data. This can be accessed by
toggling the date range button in the upper right hand corner of each page (see image below for example):
 

You’ll notice that the report will always pull data from the most recent month, but it can be easily altered by
simply clicking the toggle shown above.

Changing a Page:
To toggle between different pages of the report, simply click the arrows in the top left corner located under the
title of the report
 

This is an interactive report, so don’t worry, there’s no way you can break it or mess it up. Feel free to click
around and run your mouse over different elements and charts!

Download Or Print the Report:
*Make sure you are using Google Chrome & logged into a Google account*

To download this report as a PDF click             in the top right corner. Then, when prompted, click "download".

To print this report, �rst download as a PDF (see directions above). Once downloaded as a PDF open the
document and click '�le' then 'print'. Note that some operating systems may require you to select '�t to page' in
the printer settings in order to allow the report to print correctly.

Tips & Tricks



PROJECT STATUS REPORT 

Page 1 of 1 
 

Project Name: 
City of Muscatine -  
West Hill Sewer Separation  Month: June 2019 

Prepared By: Stanley Consultants  Project Number: 
 
SCI: 17660:    30.02, 42.00; 43.00 
 

“PHASE” refers to Design Package/Construction Contract 
 

 

Progress for Last Month (June 2019): 
 
Phase 4 – Construction: 

• Attend contractor progress meetings 

• Review City/Contractor proposed street grades 

• Retrieve info of existing manhole at Iowa and 8th for City. 

• Review of potential changes to storm sewer elevations due to as-installed elevation of water 
main.  Generated ITC 09 to establish changes for inlet leg to inlet C1 

 
Phase 5 – Planning: 

• Project reporting and program maintenance 

• Review cost estimate from Martin and Whitacre to perform survey.   

• Review survey budget and prepare letter to City on survey and pothole budgeting for the 
program.  

• Execute amendment with Martin and Whitacre to perform the remaining survey for Phase 5 

• Prepare and send annual July report to EPA. Submitted 07-02-19. 
 

Work Items for Coming Month (July 2019): 
Phase 4 – Construction:  

• Provide construction services as needed 

• Answer questions during construction 

• Attend construction progress meetings 

• Assist with shop drawings – awaiting storm structure shop drawings to review. 
 

Phase 5 – Planning: 

• Program Maintenance & Planning. 
o Continue to review televising data/report.  Write summary memo. 
o Review sanitary services data and info collected by City staff when available. 
o July 2019 EPA annual report – submitted 07-02-19 
o Review survey data from ravine survey 

• Survey – Martin and Whitacre survey of the remaining part of the Phase 5 area. 
 

 

Key Issues & Information Required / Critical Information:    

• none  
 

 
 



MEETING ANNOUNCEMENT AND AGENDA
BI-STATE REGIONAL COMMISSION

Wednesday, July 24,2019, 3:30 p.m.
Scott County Administrative Center

Sixth Floor Conference Room

600 West Fourth Street

Davenport, lA

X

X

X

X

X X

1. Approval of the June 26.2019 Minutes (See enclosed) — Ken Maranda, Chair

2. Treasurer's Report (See enclosed"! — Kathy Carroll-Duda, Treasurer

3. Finance and Personnel Committee/Financial Matters — Marty O'Boyle, Finance and
Personnel Committee Chair

a. Bills (See enclosed)

b. Report on Progress on Commission's FY 2018-19 Program Budget as of 6/30/2019
(See enclosed)

c. Contracts/Grants for Consideration

I. Iowa Department of
Public Health

Physical Activity Access FY20 $20,000
10/01/2019-

09/30/2020

II. Other Contracts/Grants

X  4. Quad City Health Initiative - Nicole Carkner, Quad City Health Initiative

5. Questions or Comments bv Commissioners

6. Other Business

7. Adioumment

NEXT MEETING: Wednesday. August 28.2019 - 3:30 p.m.

Scott County Administrative Center
Sixth Floor Conference Room

600 West Fourth Street

Davenport, LA

DB/sds
AgendasVBSRC Agenda-docx
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