
EXPLORE LEE’S SUMMIT
PSA FY2026 Update



ORGANIZATION

 Create and operate a DMO that will effectively and efficiently fulfill the 
mission of developing and promoting tourism into and for Lee’s Summit

 Established Financial and Budget Policies including reserve amounts
 Accepted Explore Lee’s Summit as DBA name for the DMO
 Applied for Fictitious Name Registration with the MO Secretary of State
 Established an agreement with City of Lee’s Summit Finance Department to provide 

financial services to Explore Lee’s Summit



MARKETING AND ADVERTISING

 Develop and execute marketing and advertising programs to increase 
the awareness of Lee’s Summit as a travel destination to consumers in 
the City’s primary feeder markets

 Conducted Visitor Profile Study 
 Conducted an Emotional Resonance Study
 Developed a Three-Year Media Plan
 Obtained new community assets with a two-day photo/video shoot
 Created logo to represent new identity of Lee’s Summit Visitors Bureau
 Contracted Media Buying Services
 Launched Explore Lee’s Summit’s first Marketing Campaign



Media Strategy

Primary KPI Goals:
● Impressions
● Website visits
● Organic search 



Campaign Results Overview

CTV
Impressions

171,799

Streaming Audio
Impressions

Paid Search 
Clicks

PMax Clicks Facebook 
Impressions

Facebook Clicks

212,038 7,331

1,738 434,142 4,572

*Campaign run time frames vary across platforms.



Geography

● High CTV and 
Streaming Audio 
engagement 10 to 
30 miles out for 
day trips.

● Top performers:
○ KCMO
○ KCK
○ OP KS
○ Smithton, MO*

* Smithton is being monitored due to a spike in traffic, likely due to its 
location at the intersection of three counties. 

Presenter
Presentation Notes
*Smithton is a location we are monitoring - we have noticed the spike in traffic and will likely be bidding down on it. The city sits in perfect intersection with 3 counties so we believe this is contributing to the added traffic. 



Facebook Results

Key Metrics

Impressions
434,142

Clicks
4,572

CTR
1.05%

CPC
$0.36

Landing Page Views
4,170

Top Demos

Women
55-64

Men
25-34

Top-Performing Creative



Search Results

Key Metrics

Impressions
55,345

Clicks
7,331

CTR
13.25%

CPC
$0.95

Top Demos

Women (clicks)
3,594

Age
25-34 and 35-44

Top Keywords

1. Things to do
2. Trips to Kansas City
3. Activities to do

Top Clicks by City

Men (clicks)
2,248



PMax Results

Key Metrics

Impressions
104,663

Clicks
1,738

CTR
1.66%

CPC
$0.66

Top Demos

Interests
Travel

Lifestyle & Hobbies
Food & Drink

Age
45-54 and 55-64

Top Keywords

1. Weekend in Kansas City
2. Things to do Around KC
3. Your Next Family 

Adventure

Top Clicks by City



Sessions increased by

160%
Engaged sessions 

increased by

203%

Activities on the site 
increased by

119%

Traffic from organic search 
increased by

23%

Users coming from the 
search campaign have an

83%
engagement rate

Engagement from direct 
traffic increased by

56%

Website Traffic
February 2025 vs. February 2026



Website Traffic
3-Month Campaign Snapshot (Dec.-Feb. 2025 vs. Dec.-Feb. 2026)



Website Traffic
Year-Over-Year Snapshot (February 2025 vs. February 2026)



PUBLIC RELATIONS/COMMUNICATIONS

 Through public relations activities increase Lee’s Summit’s visibility and 
attractiveness as a travel destination to consumers through public relations 
activities and earned media on all platforms; Increase the knowledge of 
citizens and stakeholders regarding the DMO’s program of work.

 Community Speaking Engagements
 LSR7’s Hospitality, Restaurant and Tourism Management Program 
 Green Street Grand Opening Influencers
 KC Parent Feature
 Community Events
 Board Participation
 Participation in LSGoal26 Events and Meetings













VISITOR EXPERIENCE AND SERVICES

 Enhance the quality of visitors’ experience by ensuring easy access to 
helpful resources and easy travel throughout Lee’s Summit

 2025 Visitors Guide
 Lodging and Attractions Map
 Amtrak Events



THANK YOU!


	EXPLORE Lee’s Summit
	Organization
	Marketing and Advertising
	Media Strategy
	Campaign Results Overview
	Slide Number 6
	Facebook Results
	Search Results
	PMax Results
	Website Traffic
February 2025 vs. February 2026
	Website Traffic
3-Month Campaign Snapshot (Dec.-Feb. 2025 vs. Dec.-Feb. 2026)
	Website Traffic
Year-Over-Year Snapshot (February 2025 vs. February 2026)
	Public Relations/Communications
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Visitor Experience and Services
	Thank you!

