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SUMMARY

• Goals
• Generate awareness and excitement for the 

development

• Introduce the new brand

• Drive traffic to the new website
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SUMMARY

• Communications activities
• Launched River Point District website

• Monthly calendar updates

• Developed social media pages
• Facebook

• Instagram

• LinkedIn

• 2-4 posts per month
• Organic

• Paid

• Press release issued in November

• Video showcasing La Crosse and vision for development 
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SOCIAL MEDIA ENGAGEMENT

Facebook/Instagram Organic

Impressions Reach Likes/comments/shares

5,525 4,942 434
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Facebook/Instagram Paid

Impressions Reach Investment

19,423 14,917 $200



SOCIAL MEDIA ENGAGEMENT

LinkedIn Organic

Impressions Clicks Likes/comments/shares

864 4,942 38
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LinkedIn Paid

Impressions Clicks Investment

41,111 78 $400



WEBSITE TRAFFIC
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Sessions
3,409 total

Pageviews
13,557 total

Ave. Session Duration
1 minute 40 seconds

Pages/Session
3.98 total

Bounce rate
1.44 percent

Riverpointdistrict.com (Jan. 1, 2020 – Dec. 31, 2020)



WEBSITE TRAFFIC
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Events



WEBSITE TRAFFIC
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Top pages


