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What does our audience

KNOW

about St. Louis?
How does our audience

0-- oo FEEL
- about St. Louis?

How willing is our audience to

RESEARCH - .
St Louis? How willing our audience to
t. Louis: MOVE |
to St. Louis?
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“I do not know much about the city, so | am not sure
if | would move there.”

“I have never been to St. Louis, and | have not heard a
whole lot about the city. So, | don’t think | can form an
opinion of it.”

Average Appeal of Each City
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"If the right opportunity arose in an area that interests me,
with the right pay, | would be convinced to move to a city.”

"l think if the cost of living was more affordable for those
right after college -- that would make things a breeze!"




‘Critical Inaights: Balancing
docial Life & Work Eife

“It would be nice to have a good, large selection of good social
outing venues [and] ... the ability to meet different people and
have a good nightlife.”

ST. LOUIS HOSTS

e

.......

NUMEROUS MUSIC
[AR] ]




“I would want a city

that is very walkable
and has lots to do.”




"I would look online in a bunch of different websites and
maybe some Facebook groups, too."
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“I am very hesitant about moving to an area
that | don’t much about.”

* Awareness 31%

Perception 50.4%"* "

.... Willingness to
Research 48.8%

Willingness to
Move 32.8%



Uncommited

Cautious Carly A Mt s

Capable but 099 /s & '




Increase
awareness of
St. Louis's
features from
31% to 50% by
Q4 2024.

INnCcrease
perception of
St. Louis from
50% to 60% by

Q1 2024.

INnCcrease
willingness to
research St.
Louis from 49%

to 57% by Q2
2024,

InCrease
willingness to
move to St.
Louis from 33%
to 55% by Q2




i Positioning St. Louis as a means of
What Is Your STL Story Why Can This 8

community allows you to see yourself
~— It Called? Product Do It? fitting right in.

A campaign to demonstrate How Will It An integrated marketing
2? o ) campaign with OOH, OTT, SM,
What IS It‘ St. Louls’s day-to-day features. Come to L|fe? . ?)Wﬁ@d i




60% engagement rate
on the Chamber of

Instagram Ads Commerce site
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Media Shrategy: Flowechart

Awareness ®------------ » Perception @------------ » Willingness to Research @------------ » Willingness to Move

Channels
OOH
Bus Shelter in Seattle™®  1600.00 1600.00 1600.00

Oct 2024 Nov 2024 Dec 2024 Jan 2025 Feb 2025 Mar 2025 Apr 2025 May 2025 Jun 2025 Jul 2025 Aug 2025 Sep 2025 Total

Bus Shelter in Atlanta'  1600.00 1600.00 1600.00

Bus Shelter in Chicago' 4000.00 4000.00 4000.00

OTT

Hulu's'6 20,000.0 15,000.0 10,000.0 20,000.0 15,000.0

Social Media

Instagram:

Sponsored Posts'™ 60,600.0 60,600.0 60,600.0 60,600.0 60,600.0 60,600.0
Influencer Marketing

Influencer: 300.00  300.00 300.00 300.00 300.00 300.00
Gabrielle Wiggins°

Influencer: 5,500.00 5,500.00 5,500.00 5,500.00 5,500.00 5,500.00
Farrell Family

Owned

Chamber Instagram ON ON ON ON ON ON ON ON ON ON ON ON
Chamber Linkendin ON ON ON ON ON ON ON ON ON ON ON ON
Chamber Facebook ON ON ON ON ON ON ON ON ON ON ON ON

Total 7200.00 7.200.00 7.200.00 20,000.0 15,000.0 10,000.0 64,400.0 64,400.0 86,400.0 81,400.0 64,400.0 64,400.0 500,000.00



‘Illedm:é’mlew Budget & Jiming

BusSheuerAds
b ¢

Inﬂuencer Ads
Q

16% @
Hulu Ads

Total Money Spent: $500,000



A real social life,

Actually affordable
housing.

The literal freedom
to create your story.

What will your
St. Louis Story be?




Creative Aectivations: Influencer Ads

username : username
Placehere o Placehere

RECOMMENDS WAYS
TO GET INVOLVED
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10.328 views 10.328 views
:; Username instagram template #template Username instagram template #template
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Creative Activations: dnslagram Ads

username
Placehere
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EMILY'S
NIGHT OUT i

After Work Hours Feel Like the Weekend in STL

® QV A

10.328 views
Username instagram template #template

username
Placehere

JESSE'S
WEEKEND

Locals’ Favorite Events

®QV

10.328 views
Username instagram template #template

username
Placehere

ISAAC’S
AFFORDABLE HOUSING GUII]E

Where History Meets Modernity: Embrace the Charm of STL Living

® QY

10.328 views
Username instagram template #template



Crealive Aclivations: Quned UWebiite

THE REGION DOING BUSINESS INDUSTRY STRENGTHS LIVING IN STL

ISAAC’S AFFORDABLE
- HOUSING GUIDE

ABOUT US

wWorld-Class Amenities With a Low Cost of Living

In St. Louis, residents enjoy all that a metropalitan region has to offer —
world-class museums and institutions, an acclaimed food and dining scene,
SC0ESS 10 stunning parks and green spaces and enviable entertainment options.
But here, you don’t have to break the bank to enjoy the amenities. In fact, we've
been ranked frequently as one of the top 10 most affordable cities in the LLS.
We're prowd of the fact that our low costs and higher than average Salaries make
a full, rich life possible, whether you're Bving in an apartment with roommates o
buying a home for your family.

The value of living in 5t. Louis is unmatchable. Any
other city, you can't get this type of community.
St. Louis is so small in the best way.
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St. Louls
Chamber of Commerce Logo

Your STL Story Logo



a% Your STL Story
‘ isn't fiction.




