
Facebook Live



Facebook Live
What: 

We believe that people increasingly want to connect to human beings, not 
companies – even in destination marketing. 

So to deepen our engagement with our followers (87% of whom do not live in 
Winona), we began a promotion in late July 2018 in which we invited Facebook 
followers to nominate and vote on locations to determine where we would do a 
Facebook Live episode from that week. 

We promised we would go wherever they sent us – and we meant anywhere – and 
as you will see, they had a little fun with that…





Initial Results: 

Between July 20, 2018 and June 8, 2019, we reached 290,400 people, had 163,000 views, and received 44,700 
engagements 

Six Years In:

It would take too long to calculate the total reach, views and engagements, but they are massive and it has 
become a cornerstone of our social media marketing. 

Considerations: 

Preserve the purity of it by refusing to let it be pressured, bartered or monetized.

Be consistent – commit to a certain frequency then do it. 

Invest in GOOD microphone equipment and be prepared for poor phone signals.

Remember who the audience is – former and potential visitors – and don’t do ANYTHING they wouldn’t be 
interested in seeing. 



Facebook Live



Old Brand: Stodgy

Yawn. 



The Miami of Minnesota
Why?

• On average, it’s the warmest city in Minnesota 
according to Weather Almanac

• Located on the state’s border exactly where Miami is

• Miles of sand beaches on the Mississippi River

• Because locals think it’s funny





Winter of 2018/2019:
Testing the Waters





Spring of 2021…

Tourism was heading towards a stampede. But…
Question: How does a little DMO with a little budget run with the bulls in the giant 
world of advertising without getting trampled?

Answer: Be so outrageous that your marketing does its own heavy lifting.

To heck with the naysayers. 



Our answer: 



The Plan: 
Buy the domain www.mngators.com

Fill it with outlandish copy about a totally fictitious alligator-riding 
attraction in Winona, the Miami of Minnesota

Create even more outlandish images of happy people riding alligators to 
go with the copy

Give people a good, well-deserved laugh after COVID

Launch it on April Fool’s Day 2021 (because we were chicken and needed 
a little bit of cover in case it completely failed)



Stock art and Photoshop were our friends

















Besides a big laugh, we got:
 International speaking gig for City Nation Place
 National press coverage
 Statewide press coverage
 Regional press coverage
 2,300 website visits
 14,350 Facebook engagements
 650 Facebook shares
 722 new Facebook followers
 A few phone calls about where to find the alligators

Our cost: $800
The exposure: Priceless (thanks for that slug, Visa)



A gator gag can only 
carry you so far, but 
the Miami of 
Minnesota found its 
legs and quickly 
became part of our 
brand story.



As we worked to diversify our imagery, 
our girl got some clothes on and 
appeared in more ads for all seasons.

*Note: Ads with the “Head South” 
header ran in Minnesota, where we are 
in the southeastern corner. 

Outstate and niche marketing carried 
different headlines. 







Yeah. We went 
all the way.

The truth is, by this 
point, we were 
undeterrable. People 
were in love with our 
zany brand and we 
were in love with them 
being in love with us. 

April Fools Day 
became an “event.”



2022 - The Challenge: 

Keep the Miami of Minnesota April Fools thing going 
without it getting tired. 

Diversify to something besides alligators.

Don’t get fired.

So for 2022 we bought the domain www.MiamiofMinnesota.com
and spread our wings – literally – to a new attraction…



Fly with 
Flamingos!



New website, 
more outrageous 
attraction claims…

A $500 boost on one post 
brought more than 16,000 
clicks on Facebook in a few 
days.

Plus:
5,400 reactions
430 comments 
3,800 website visits









April Fools 
2023

The Gator 
Gauntlet!

$1,000 Boost = 

Reach: 241,000

Engagements: 46,600

Clicks: 21,500



2024…



We started building a 
library of images that we 
could mix and match for 
digital and print ads.





It changed the tourism landscape in Winona
Using 2019 as a baseline metric,  we experienced:

A 56% increase in overall web traffic comparing 2019 to 2022, as well as a 58% increase in 
new users and a 40% increase in page views. 

A lodging receipts increase from $399,000 in 2019 to $456,000 in 2022, with the same number of hotels reporting 
and similar ADRs.

Compared to the same period from 2018 to 2019, monthly lodging receipts from June 2021 to May of 2023 broke 
records 19 of those 24 months. We are on track to do that again in 2023.

Our annual operating budget increased from $450,000 in 2019 to $650,000 in 2023, with very little reserve spending. 

Bonus:

99.99% of Winonans love this branding and they are our best ambassadors

We are now frequently mentioned in regional and national tourism round-up articles as the best city for this or that – organizations 
that never mentioned Winona before 2021.



Other benchmarks:
After introducing the Miami theme, 
merchandise sales went from 25,000 in 2018 
to $37,000 in 2019

As of June 2024, we have already doubled that 
number.

Partnership sales increased from $59,000 in 
2019 to $86,000 in 2024. 



Bottom Line for Both:

• 1. People want to laugh

• 2. People want to deal with people, even in tourism

• 3. People will respond when you don’t take yourself too seriously

• 4. People CRAVE something different


