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THANK YOU TO THE N

ADVISORY C

Jim Bergman, City Manage
Matthew Bronson, City Manager, ‘Beach Sy
Scott Collins, City Manager, City of Morro Bay o J ’
Lynn Compton, Supervisor, County of San Luis Obispo o A v S -
Red Davis, Council Member, City of Morro Bay iy DN O b 1 e
Thomas Frutchey, City Manager, City of Paso Robles _
Barbara Harmon, Council Member, City of Arroyo Grande w
Heidi Harmon, Mayor, City of San Luis Obispo r~
Wade Horton, County Administrative Officer, County of San Luis Obispo | s
Erik Howell, Mayor Pro Tem, City of Pismo Beach 4 e :
Derek Johnson, City Manager, City of San Luis Obispo | O e ¥
Jim Lewis, City Manager, City of Pismo Beach ' o
Steve Martin, Mayor, City of Paso Robles

Tom O'Malley, Mayor, City of Atascadero

Rachelle Rickard, City Manager, City of Atascadero
Mariam Shah, Mayor Pro Tem, Grover Beach



THANK YOU TO THE

MARKET]

Ashlee Akers, Verdi
Jim Allen, Hearst Ca

Audrey Arellano, Cambria Inns ‘ |

Terrie Banish, City of Atascadero a9 _ P SN —
Jocelyn Brennan, Arroyo Grande & Grover Beach Chamber of Commerce i R,
Molly Cano, City of San Luis Obispo '

Cheryl Cuming, Unincorporated County Business Improvement llstrlct (CBID) %
Christen Goldie, The Apple Farm TR Y R
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Gordon Jackson, Pismo Beach CVB | S ,....,.
Jennifer Little, City of Morro Bay _ g SOt
Courtney Meznarich, AMF Media Group | < “ X

Heather Muran, San Luis Obispo Wine Country Association
Jennifer Porter, Paso Robles Wine Country Alliance '
John Sorgenfrei, TJA Advertising o o
Danna Stroud, Travel Paso o
Jill Tweedie, Breakaway Tours & Event Planning '



THANK YOU TO THE

BOARD OF DI

Clint Pearce, Madonna Inn, .
John Arnold, Holiday Inn Express, Paso Robles Vlce Chalr o

Aaron Graves, The Rigdon House, Cambria * Treasurer o i B
Lori Keller, Martin Resorts, Unincorporated SLO County ® Secretafy“ il Y
Jay Jamison, Pismo Coast Village, Pismo Beach e Past Pre5|dent |
Kathleen Bonelli, Paso Robles Vacation Rentals

Mark Eads, SeaVenture Beach Hotel, Pismo Beach | | 3
Jim Hamilton, SLO County At-Large Appointee | o
Sarah Maggelet, Sarah’s Suite, Unincorporated SLO County iz I AT
Sam Miller, Holiday Inn Express, Grover Beach | S e
Nipool Patel, Lamplighter Inn & Suites, San Luis Obispo ‘ S W
Val Seymour, The Front Street Inn & Spa, Morro Bay
Amar Sohi, The Holiday Inn Express & Suites, Atascadero
Roger Wightman, Sandcastle Inn, Pismo Beach



THANK YOU TO THE

Michael Wambolt, Director of Travel Trade = . P b e
Keba Baird, Director of Communications |

Brendan Pringle, Operations Manager S e 0 W %

Yarina Valverde, Brand & Digital Manager o Ve W SERNTR
Jordan Carson, Marketing Coordinator AL, TR W Y T

Kylee Corliss, Film Commission Liaison , S T Y e

Chuck Davison, President & CEO | s L Ny A
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* Produced two rou
8K video footage

= Launched new SLOCAL

CAL logo & Life’s Too-Bealit
to Rush® o
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POPPY A
CAMPE

- Fin 1STS

BRAND

D POPPY

AWARDS

St ncluded s
heim & Montere
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= Llfe s Too Beautlful to R |

new SLO CAL brand cze

Agency, BCF ﬁ.___

= Native, social, video & b;m'f‘.\
display ads



BRAND DEVELOPMENT
THE PATF ()

2018-19 BR

© Locals

- Sub-campaic

- #S0SLOCA
Ambassador P




THE PATF
2018-19 BR

~ New ¢

BRAND DEVELOPMENT 0

N B : Jrgﬁh C

~ videos for S

= New ‘hero’ bra
video
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Strategic Imperative.
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= $250K+ in marketln}gyﬁﬁrt for’% ttle
= Advertising, pal e ‘

g "

= Reached annual projections in! 'mon S
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o SLO CAL Wine Flies Free
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LARGER CAPACITY PLANES
= Additional 225+ daily seats added in April

¥
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INFRASTRUCTURE. DESTINATION MANAGEMENT STRA r '

ASSESSMENT & PLANNI

- “-

PROGRESS TO DATE 3 ‘
a

= Board selected Resonance Consul,];ancy m, J

= OQversee process &flcmtate%trategy

-t
= Experts in destination plannlng ¢

‘ |
= Work commenced.in April ny

= Tourism Economlcshmtmg’*éfc@nomlc mpac
visitor volume research

= Steering Committee igentifigcy&engaged

2% RBSONAnGH



INFRASTRUCTURE.: DESTINATION MANAGEMENT STRA T 24

STEERING COMMITIEE,

Jim Bergman, City Manager City of Arroy%Q;ande )

Scott Collins, C|ty Manager, C‘ty of Morro Bay d !
Ronald De Carli, Executive Director, San Luis Oblsm Council o
Thomas Frutchey, City Manager, City of Paso Robles = ‘ | 2]
Andrew Hackleman, Executive Director, Home Bwlgeg Asso%a ion of the !
Melissa James, Director of Econemic. Inutlatlves San Luis Ohis :
Derek Johnson, City Manager, City of San Luis Obispo b
Jim Lewis, City Manager, City of Pismo Beach

Bob Linscheid, Advisor to the President, Cal Poly Univefﬁty
Mike Manchak, President & CEO, Economic Vltalltx(}or‘ﬁo?a
Clint Pearce, President, Madonna E\n\erbrlses

Rachelle Rickard, City Manager, City of At‘ﬁ cadero W o

Guy Savage, Assistant County AdmlnlstratLy‘%far,



INFRASTRUCTURE. DESTINATION MANAGE, N I STRA =

ASSESSMENT & PLANN,

STRATEGIC PLAN FOR SLO Cl—ﬂi FU

= Collaborative process with commu.m-ty

n.J / l& _
\

- ¥4
.,
%

= 20-30 years in the future ’

i .
= More than tourism,.the plan will %eekqto:

* Preserve & improve qualityoflife
= Reduce & avoid negative impacts of tourism

= Protect natural & community resources «# /)y % "

- : . : N , ‘*..“‘f '2'1\ :'L.,-_
= Mitigate impacts of Dlablpf\cljsure ‘. ARy

;\ " & 18 1\
L A \<
LY
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INFRASTRUCTURE. DESTINATION MANAGEMENT STRATEGY x »

ASSESSMENT & PLANNING

“If you build a place people'want to VISIT, y, __
build a place where people want to LIVE. Ifi{gh.._,
build a place where people want to live, you build
a place where people want to WORK. If you build |
a place where people want to work, you builda™
place where BUSINESS has to be. ‘Andjifiyou Ismfh:l3
a place where business has to be, you’II build 2"~
place where people have to VISIT.”

Maura Gast =~



INFRASTRUCTURE: DESTINATION MANAGEMENT STRA , ;
THE PATH FORWA \
| -—h

ENGAGE, ASSESS & REPORT‘&} :

= Community engagement beglns neﬂ Wee '-

= Meetings throughOLﬁ the county

= Survey of past visitors

l

9
i

[

W

» Countywide resident survey & < em
% *“;2'3" N\ . s
Assessments & recommendations vetted through®.

multiple stages |
Final report due Spring 2019
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DEMONSTRATE VALUE TO PARTNER:

HIGHWAY O
CLOSUR,

BESTF BUDDIES CHALLENG
HEARST CASTLI% -

= Partnership with Visit Callt@rnla

e

E

e - "-.

= Annual charlty ride Wlth ane

media exposure

- 7,800 engagements
¢ 331K impressions



DEMONSTRATE VALUE TO PARTNERS

HIGHWAY ONE
CLOSURE

OUTREACH &

COMMUNICATIO g

= Advocacy with-elected officials "7 ¥

R
— . ~ A
=N u“‘:"“‘*‘;—“’*&\
=
L =
s T 3

e =
Lt. Governor Gavin




DEMONSTRATE VALUE TO PARTNERS

HIGHWAY O
CL OSURE-

OUTREAGH BRiala &

COMMUNI CA"]' O N g

- Advocacy with elected officials

* Support for North Coast _
partners —

/
Assemblyman Jordan C



DEMONSTRATE VALUE TO PARTNERS

HIGHWAY ONE
CLOSURE

OUTREACH ettty AN
COMMUNI CA‘T‘JO A

= Advocacy with eIe’“Ct‘ed\_off\iciéf;f

= Support for North Coast
P artners -~ -

&

Senator Bill Mongifig



DEMONSTRATE VALUE TO PARTNERS

HIGHWAY ONE ¢
CLOSURE =

HIGHWAY ONE SOCIAL
MEDIA AD CO-OP

e SiXx participating Highway

One businesses &
partners

Individualized ad
campaigns

$1 for $1 match

SLO CAL .
¥ Sponsored (demo) - @
ey L ,

Now is the perfect time to traverse Highway 1 and

explore all the nooks and crannies of the Central
! Coast by bike. Check out Cycle Central Coast and Ota e aC

their newly created Highway 1 Adventure Route.

http://bit.ly/CycleHighway1
#SLOCAL

676,000
o v o Lt T Str Partner Referrals

Article by Cycle Central Coast Highway 1 is one of th...

O0% 8.2k 382 Comments 1.1K Shares @~

oY Like (O commen
B & ®

48,000
Blog Shares




DEMONSTRATE VALUE TO PARTNERS: HIGHI

THE PATH FOR

COLLABORATION ON'"S%
HIGHWAY ONE REOPENI

’&

« Currently pltchlnq m‘\ | | e

o |PW mternatlonal trade show thls m |

- U.K. media & trade m|SS|on m%ﬂ 1“-'.,

o




DEMONSTRATE VAL U.

TRAVEL =~

IRADE 1.



DEMONSTRATE VALUE TO PARTNERS: TRAVEL T AL

INTERNATIONAL

U.K. & IRELAND

= Direct representation

= Multi-city sales mission

= Attended World Travel M
for the first time




DEMONSTRATE VALUE TO PARTNERS: TRAVEL TRA

8 FAM TRIPS 4 TRA

TOUR & INTERNAT

U.K. Super FAM - W
Travel Weekly U.K.

Australia Super Stars

Virgin Holidays

American Tours

International 7 Y =i
Nan Hu Tours e

Dista Travel \-_,
GTA, Tourico, JBS, _——

Hotelbeds Buying Power



DEMONSTRATE VALUE TO PARTNERS:
TRAVEL TRADE

MEETINGS &
CONFERENCE

San Francisco Bay Area

MPI EXPO San Francisco

CalSAE Seasonal Spectacular

1,%\

51 Leads & 42
Prospects Appointments




DEMONSTRATE VALUE TO PARTNERS. TRAVEL TRADLE

UNIQUE L ODGING

Vacation Rental Management
Association (VRMA) National
Conference in Orlando

RV International Association (RVIA)
Consumer Show

40,000 Total Attendees

o~ N

T




DEMONSTRATE VALUE TO PARTNERS: TRAVEL TRADE

THE PATH FORWARD

TRAVEL TRADE
= Translation of website & email marke

= Education, training & sales mis

= Small & mid-size partner engagemel
= Expand partner resources & use___
Connection a




DEMONSTRATE VALUE TO PARTNERS

FILM
SLO CAL




DEMONSTRATE VALUE TO PARTNERS

FILM SLO CAL

TV & COMMERCIAL

e Commercials & TV

e Feature film with Keanu Reeves &
Winona Ryder

* Videos for Nick Jonas & Lady
Antebellum

SLOIFF PARTNERSHIP

= Partnered with SLOIFF to promote
film industry around event

» | everaged event for film producer
& location manager tour

+50%
YOY Productions  Direct Spend

HOME & GARDEN TELE

JAY~~

LENO'S
GARAGE

$3.1M

POTTERY

(e 1V NETFLIX

BARN @M@

SUBAHU

m NanenAl
cEoeripEIe travel )

BAE div



= Continue to build industry connections, locally & nationally




DEMONSTRATE VALUE TO PARTNERS

STRATEGIC
MARKETING

Al



DEMONSTRATE VALUE TO PARTNERS. MARKETING

EVENTS.: SAVOR ON THE ROAD

WASHINGTON

14 Partners 5,000 Attendees 9 Partners 6,750 Attendees



DEMONSTRATE VALUE TO PARTNERS: MARKETING

PAID MEDIA - ot
AD CO-OPS R

Give life the attention it deserves. Explore San 10 ] 6 M
FIRST DIGITAL AD CO_OP Lulsi}blspmtr.meheartofSLOCAL. TOtaI ReaCh

= 5 participating SLO CAL
partner destinations

= L everage VSC campaign
87,000

Ad Clicks
= Goal: Increase awareness

i n key target markets 241 Likes * 12 Comments * 6 Shares

. ‘ Total Spend

= Social & native ads S Lt

Find Fresh and Local Eats
SLOCAL.com SLOCAL.c




DEMONSTRATE VALUE TO PARTNERS: MARKETING

PAID MEDIA
BRAND CAMPAIGN

PERFORMANCE METRICS
* Viewability & engagement:

= High-quality ad
placements

* Video view completion

= \Website activities

* Tracking arrivals through
Arrivalist

-6.8%
Bounce Rate

+7.0%
Session Duration

+10.7%
Arrivals
YOY, Jan-March
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DEMONSTRATE VAL!JE 7‘0 PARTNERS: MARKET/NG ‘_" e

: mgnver-(:hle“ago Mlaml&}- Y,

oo J )\ - ’%f <N | i.‘ !f‘
KEY TACTICS ‘ ’ ‘\ 4 ml ‘:{-'
= Two group media visits

= Ongoing proactive pitching | -
= 1:1 media TOURS: U.K., N.Y,, L.A., Seattle & Denver

Visit CA Media Events: Seattle, N.Y. & L.A.



ﬁ% / h 2
DEMONSTRATE VAL UE 10 PARTNERS: MARKETING ""'-"’r

I !! i i J y ‘_.' Travel Trade = Meetings - Weddings + Film SLO CAL - Media - Partners @ f w @ urrent Weather
/] = - EXPLORE SLO CAL PLACES TOSTAY THINGSTODO EAT & DRINK EVENTS & FESTIVALS PLAN YOUR TRIP

NEW L QOK + URES

* Homepage V|deo header

= Expanded-destination pages . .
= Aerial video ‘postcards’ -

= Larger business profile page

= No longer members only

= New Trip Advisor, Yelp & S
Open Table integration

= New photography for all
hotels & motels

= SLO CAL Connection Industry Hub




# = / h 2
DEMONSTRATE VALUE TO PARTNERS. MARKETING 1"’ >

OWNED ﬁlA SLOCAL. aa

NEW LOOK 3 URES
* Homepage V|deo header

PLAGES TO STAY THINGSTO DO EAT & DRINK EVENTS & FESTIVALS PLAN YOUR TRIP %

e

Cayucos Creston, Shandon & Cholame Edna Valley Grover Beach

Harmomy Los Osos & Baywood Park Morro Bay Nipomo

= Expanded-destination pages . e T o =

Ragged Point San Luis Obispo San Miguel San Simeon

+ Aerial video ‘postcards’ - ——

= Larger business profile page

= No longer members only

= New Trip Advisor, Yelp &
Open Table integration

= New photography for all
hotels & motels

= SLO CAL Connection Industry Hub




DEMONSTRATE VALUE TO PARTNERS: MARKETING

OWNED MEDIA.: SOCIAL ()

NEW USER-GENERATED CONTENT APP 32K
» Display galleries on SLOCAL.com Facebook Followers

= Request & track image use rights +54% YOY

= Negotiated 58% dlscount for partners

.
& 1wt |
!
— !
- / !
T i |

[+ R / k|

19.5K
Instagram Followers

+56% YOY

chute

LIFE'S 100 BEAUTIFUL 10 KusH

USE #SLOCAL TO SHARE YOUR MOMENTS WITH US




o 8

CONTENT PARTNERSHIP ‘ B
- 4 24K+

Website Pageviews

&

214K+
Social Impressions

'
LEFTLANE SPORTS & THE CLYMB 768K +
= 3 Blog Posts = 6 Web Ads Email Impressions

THE CLYMB + VISIT 5LO CAL
THE CLYMB + SLO CAL - ] DISCOVER CALIFORNIA®S CENTRAL COAST
DISCOVER CALIFORNIA'S CENTRAL COAST

= 13 Email Banners = 21 Social Posts

LeftLane 1 CLYMB Total: 1M+

SPORTS.com




DEMONSG' RATE VALUE TO PARTNERS: MARK E T/NG i - &

THE PA TH FORWA R»{

OWNED:

= Strategic Content Production
= SLO CAL Crafted
» #S0SLOCAL Ambassadors
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STATE OF NATIONAL TOURISM /ND,US TRY

EXPANS/ION,.. ECESS/ON REC'. ERY...

s v i VA A * bl . .r_l o -_ . T o
GFL ' fﬂi v ﬁﬁ;‘ - ; | ;.-~ ._i‘Hflﬂ-“ E.;:-f*i* s :'.i~_f -{2:
LR T gy Ve, J | 1 N
B In 2017 dollars REVPAR U S REAL
Bk n.: $90

y 2018Q1 $84

2007Q4 $I76

Historical average

$50

1987 1989 1991 1993 1995 1997 1999 2001 2003 2005 2007 2009 2011 2013 2015 2017 2019 202

Note: Recessions shaded; data seasonally adjusted; history through 2018 Q1, forecast through 2019 Q4.
Source: STR; NBER; Tourism Economics

Tourism Economics



STATE OF NATIONAL TOURISM /ND,US TRY

A ODG/NG HA J GA /NED WA LL E hoHARE

|'
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| A ) $ Koy ot .
ki L R
% w w Y

. 150 - m Lodging (47.8%)

F&B (34.7%)
m Air (31.4%)
m Recreation services (29.0%)
m Consumer spending (27.2%)

Motor vehicle fuel (-14.5%)

CONSUMER

2011 2012 2013 2014 2015 2016 2017 2018

Note: Data is nominal, three-month moving average, seasonally adjusted and extends through February 2018. S I E N D I N G y U " S "

Source: Bureau of Economic Analysis; Tourism Economics



S TATE OF NA T/ONAL TOURISM /ND,US TRY

2% 3% 4% 5%

Total Employment

Tourism Economics §




S TATE OF NA T/ONAL TOURISM /ND,US TRY Pal’.

9 / 00 TOF
.{ N
: : USs, tralllngtwele months mdex (2008—100)

Y = HOTEL ROOM DEMAND BY SEGMENT

¢ Transient
140 +40.1% since 2008
130
120
110
E‘ 100
3 Group
. -10.2% since 2008

80

mr—rt+t+t+t+t+t+t+t+—t+—t+—t+—+—+
03 04 05 06 Or 08 09 10 11 12 13 14 15 16 17 18

Note: Data through January 2018.
Source: STR Tourism Economics

33%;# '!‘l




Demand has settled into strong correlation with
GDP

Room demand and GDP

% change
10% -

8% -
6% -

4% -

GDP
20 - \/\
0% . : ;

-2% 4

4% A

-6% 4

-8% -
05 06 07 08 09 10 11 12 13 14 15 16 17

Source: STR; BEA; Tourism Economics

Tourism Economics



ADR contribution to RevPA

Occupancy and ADR growth
% change
4.2% 3.4%
2.4%
1.5%
5.6%

0.0%

Occupancy
WA [009% woww 0.1% cCONtribution

2.4%82.3%
(0]
I I ADR contribution

10 11 12 13 14 15 16 17 18 19

Source: STR; Tourism Economics

R growth

STR and TE
partner to
publish a US
lodging forecast

RevPAR
(Jan-2018 release):

e 2017:3.0%
e 2018:2.7%
e 2019:2.4%

Tourism Economics




Tourism Economics’ Key Takeaways

Improved
economy to
boost demand

Demand gains
through 2018
and 2019.
Business and
group travel to
show life.

Risks are real Supply increases Demand will
but not high present challenges to match supply
probability rate increases
Watch for policy Despite high International
mis-steps, wage occupancies, rate visitors, groups,
stagnation, and gains will remain vacation trends, and
interest rates. modest. demographics paint

a positive picture.

@& TOURISM
“E ECONOMICS

AN OXFORD ECONOMICS COMPANY

Oxford Economics
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17SEO CA UESTS'SPEND

VACATION

HOMES
$42M aw!fmsm
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$344M |
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20,250 TOTAL JOBS
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