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Great Northern Catskills of Greene County
Advertising & Marketing  

“It Happens Here” is a brand 
campaign crafted at the start of 
2023 for Greene County Tourism. 
“It happens here” emphasizes 
that Greene county is the singular 
destination—to be alive for 
music, culture, colorful 
downtowns/main streets, new 
experiences, and life.
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Great Northern Catskills of Greene County
Family of Brochure Maps & Guides  

In 2023, we designed a consistent set 
of 6 different print brochures for 
Greene County Tourism by creating 
a unified visual identity and 
maintaining standardized 
specifications.
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Search Engine Optimization
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Search Engine Optimization Although we had a slight drop in Reported 
volume YOY, SEO has maintained its position as 
the lead traffic source for Greene County. 
Google Local is now measured separately, which 
also contributes to the loss in credited users.

We continue to see a traffic spike from Fall 
Foliage and started the winter traffic climb in 
early December.

7

27,400
Total Number Of 
Keyword Phrases 
Ranked in Google

55%
Of ALL TRAFFIC Comes 

via Organic Search

Continued Climb In Total Number Of Search 
Terms and those with “New York” on First Page 
of Google:
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Public Relations
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Public Relations - Recent Successes 
Exs. of recent clips + common p.r. acquisition media brands   
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Public Relations - 2023 Successes (cont.)
Exs. of p.r. acquisition media brands   
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“ This is great, thank you so much! I wish you could help me with 
all my WeekEnders! Let me spend some time with this and I’ll get 
back to you if I have questions. I’d also love to have you look at the final 
for fact-checking, if that’s ok! Thanks again!”  

 -Laura Begley Bloom, Tripadvisor WeekEnder columnist 

in an email to Workshop’s PR Director after providing travel tips on behalf of a destination client 
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Organic Social Media 
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Organic Social Media
Year in Review   
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2.4M
Times seen on users’ feeds

(YT, IG, TT, FB)

+9.2%

128k
User interactions

(YT, IG, TT, FB)

+40.9%
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Organic Social Media - Vertical Video Adoption
Building Video-Centric Social Strategies

It's not that people don't care about the movies anymore. They just 
want to consume stories differently. Our 2023 strategy focused on 
honing in on extending our 2022 successes with high quality content 
into the "It Happens Here" campaign theme.

At 272 hours of total watch time, that would be like if we had one 
person watch Oppenheimer 91 times OR 143 Barbies in one year. 
For imagination's sake, if we treated each video view as a ticket 
sale, your movie would rank in the global box office's top 150 films 
this year.

11 Days
Total Watch Time by Hours

(YT, IG, TT, FB)
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475.7k
Total Vertical Video Views

(YT, IG, TT, FB)
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Email Marketing
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Email Marketing
Noteworthy Performance

 Our high level goal in 2023 is to offer “human and helpful” 
information to our subscribers in order to help us not only stay 
at the top of their inbox, but at the top of their mind. 

In addition, we honed in on growing our contact list and 
engaging with a wider audience and set a strategy to to 
ensure such.
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63,928
Email Sends

2,880
Website Visits

44.5%
Open Rate

2.8%
Click Rate

6.1%
Bounce Rate
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Paid Media
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Paid Media 
Noteworthy Performance

All digital media tactics (Connected TV, Audio Advertising, Paid Social, Native Advertising, Retargeting, and Paid 
Search) outperformed completion rate and CTR benchmarks.

Connected TV and Audio Advertising (non-clickable tactics) generated over 4,800 website visits from users who were 
served an ad impression. Audio Advertising is a new tactic for Greene County this year.

Paid Social excelled with over 48,000 engagements. New to our strategy this year was boosting organic social’s 
monthly town reels.

New direct placements featuring additional print opportunities and packages as well as digital sponsorships in the 
form of email sponsorships/ads, website content, and banner ads.

All paid media tactics generated 271,751 website sessions with a 38% engagement rate. This is over 27% of all website 
traffic.

QR code scanes generated 1,674 website sessions with a 45% engagement rate.
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Paid Media 
Top Ads (Paid Social)
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Paid Media 
Top Ads (Native Advertising)
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Paid Media 
Top Ads (Retargeting)
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Paid Media 
Print Ads
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Influencer Marketing 
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Influencer Activation Content
Luda Weigand + Jess Love x Greene County

Deliverables:

+ 2 Instagram Story Series
+ 2 Instagram Posts
+ 2 Vertical Video (IG + TikTok)
+ Robust Image Library

Results:

+ 85K+ Combined Reach + Plays
+ 3.1K+ Total Engagements
+ 87 Comments + Replies
+ 29 Saves + Shares

REEL POSTPOST



All materials in this presentation are confidential and not to be shared without the written consent of Workshop.

Community Buzz
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Influencer Activation Content
Jake Musser x Greene County

Deliverables:

+ 1 Instagram Story Series
+ 1 Instagram Post
+ 1 TikTok Video

Results:

+ 34.9K+ Combined Reach + Plays
+ 1.9K+ Total Engagements
+ 47 Comments + Replies
+ 98 Saves + Shares

TIKTOKPOSTSTORY
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Influencer Activation Content
Jamie Harlan x Greene County

Deliverables:

+ 1 Instagram Story Series
+ 1 Instagram Posts
+ 3 Vertical Videos (2 IG Reels + 1 Tik Tok)
+ Image Library

Results:

+ 48.7K+ Combined Reach + Plays
+ 1.2K+ Total Engagements
+ 33 Comments + Replies
+ 481 Saves + Shares

POST REELREEL
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Community Buzz
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Tourism Guide
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Tourism Guide 
We bring print and destinations to life in our approach to creating 
stand-apart Tourism Guides. 

While many regional and county tourism-based guides consist of dense 
listings that can be overwhelming and, well, just not that interesting, 
Workshop has had tremendous success with taking a different, more 
experiential approach to creating tourism guides. 

We create engaging visual and written content to create a stronger sense of 
place. The tourism or travel guide acts not only as a rich source of information 
for the tourist but also conveys a feeling that there is experience to be had 
and memories to be made– whether it’s through outdoor adventure, family 
fun, history, unique lodging, events or a 48-hour getaway. 

The work and time put into this effort pays off by being carried through our 
other marketing services–from paid advertising and social media to web 
content–and intrinsically helps to attract stronger media attention.

Flip page by page through a recent guide example.
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Find a digital version of the full guide at 
www.greatnortherncatskills.com/travel-guide

*Please scan QR code or visit URL to see full guide
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Thank You! 


