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CLAIM TO HAVE SEEN ADS ABOUT SLO CAL IN THE PAST 
6 MONTHS: 29% vs 25% (+4pp)

Visited and would visit again: 92% vs 90% (+2pp)

Have not visited but interested: 68% vs 66% (+2pp)



Social Media

Why Tourism Matters
T r a v e l  s p e n d i n g

$1.75B
Up 4.3% Over

2016

Direct spending from each sector

$210M

Arts, entertainment
& RecreationFood service Accommodations Retail

$482M $467M $254M

Imperative: Demonstrate value to our stakeholders, partners and communities

Source: Dean Runyan

Visitor Spending by Accommodation Type 

Hotels and Motels 

$1.05b

Campgrounds

$145M

Private Homes

$98M

Day Travel

$344M

Vacation Homes

$42M

1 out of 7 SLO County jobs
Depend on travel and tourism

Direct spending by domestic and
International travelers averaged: 83% of travel

Companies are
Considered small

Businesses

Source: US Travel Association Source: California Economic Development Department

20, 250
$645M

I n  i n d u s t r y  e a r n i n g s

T o t a l  J o b s

Jobs Jobs Jobs Jobs Jobs Jobs

$433M

5,62012,400 1,520 480 70 160

$123M $52M $23M $9M$5M

Accommodations
& Food Service

Arts, 
Entertainment
& Recreation

Retail Ground
Transportation

Visitor Air 
Transportation Other Travel

$56
A second

v i s i t o r
s p e n d i n g

$1.68B

$4.8M
A day An hour

$200k
A minute

$3.3k

Up 3.9% Over
2016



Travel Trade 

Imperative: Demonstrate value to our stakeholders, partners and communities Imperative: Optimize our organizational capacity

Visitor tax receipts business tax receipts vs.

$56M $19M

Local tax revenue
W h i c h  c o u l d  c o v e r  e x p e n s e s  f o r :

$75.2M

Each SLO CAL household would pay An additional $72028 in taxes
Without the tax revenue generated by travel and tourism 

Sources: Dean Runyan, U.S. Census Bureau

Sources: Dean Runyan, Bureau of Labor Statistics

Police Officers’ 
Salaries751

Firefighters’
salaries 1,018

120 Miles of 2-lane  
resurfaced roads

104 Parks

(Includes Accumulated Reserve)

Visit SLO CAL Budget

Film  
Commission (1%)

G&A (7%)
Travel 
Trade (9%)

Industry  
Research &  
Resources (10%)

Communications (8%)

Accumulated
Reserve (5%)

Promotions &
Events (6%)

Advertising & Digital Marketing (54%)

$3,858,457

Imperative: Demonstrate value to our stakeholders, partners and communities

2015
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Tot

OCC

ADR

REV
PAR

$ 35,157,813

70.7%

$ 140.37

$ 99.29

$ 37,213,263

69.5%

$ 148.27

$ 103.06

$38,205,295 8.7%

2.3%

7.2%

3.5%

68.3%

$ 150.48

$ 102.73

UP

UP

UP

2015-17

INCREASE IN ROOM 
INVENTORY 

2015-17

2015-17

2015-17

Source: Visit SLO CAL

Source: STR, INC

Source: STR, INC

Source: STR, INC*Note: these figures reflect the impact in visitation due to the Highway 1 closure



Social Media

NEW WEBSITE: SLOCAL.COM

PUBLIC RELATIONS

@SLOCAL

32K FOLLOWERS
54% increase YOY

19.5K FOLLOWERS
56% increase YOY

@SLOCAL

• New National PR Agency TURNER PR
• 136 Media Articles
• 65 Media Professionals hosted

• 8 Visit California Visits & Events
• 118M U.S. Press Circulation
• 55M U.K. (Black Diamond) Press Circulation

Imperative: ESTABLISH BRAND CLARITY AND INCREASED AWARENESS THROUGH UNIFIED EFFORTS

YOY change in website metrics

+27.3%
SESSIONS

+35.9%
USERS

+7.0%

AVG. SESSION 
DURATION

+19.6%
PAGEVIEWS

-6.8%

BOUNCE 
RATE

Advertising
• 25.3% LOS ANGELES
• 14.8% DENVER
• 25.3% SAN FRANCISCO

• 5.0% LAS VEGAS
• 14.8% SEATTLE
• 14.8% PHOENIX

23% DISPLAY  |  11% MOBILE  |  31% SEM  
25% SOCIAL  |  10% VIDEO

total media buy: $1.2M

CHANNELS

NOTE: figures as of March, 2018

NOTE: figures from April 2017 to March 2018 

CO OP MEDIA

5
$170K

DMO PARTNERS

JOINT CAMPAIGN SPEND

SOCIAL & NATIVE  
ADVERTISING

Imperative: Build and expand strategic partnerships

Poppy Award for Best Digital Marketing Campaign

NOTE: projected allocation, final figures may vary



  Year in Review WAVE 2 VS. WAVE 1 BRAND LIFT

1,838
Brand Lift Study Wave 2

Completed surveys 

Familiarity
With SLO CAL

   Somewhat likely or  
  very likely to visit 

SLO CAL in the 
next 24 months

39%  have visited 61%  have NOT visited

CLAIM TO HAVE SEEN ADS ABOUT SLO CAL IN THE PAST  
6 MONTHS: 29% vs 25% (+4pp)

Visited and would visit again: 92% vs 90% (+2pp)

Have not visited but interested: 68% vs 66% (+2pp)

GOAL: to outline the evolution, marketing  
and management of our destination  

20-30 years into the future

$250K Investment
9-12 month process

805.541.8000    •    SLOCAL.com

Brand Awareness

ad EFFECTIVENESS

Imperative: Establish brand clarity and increased awareness through united efforts

Travel Trade 
8 FAMs – 44 attendees • 5 Tradeshows – 89 Leads – 58 Prospects

4 Sales Missions – 7 Cities – 8 Agency trainings – 66 Leads – 50 Prospects

77% 85% +8%
pre-exposure POST-exposure

Imperative: Advocate for the development of critical tourism infrastructure

 Destination
Management Strategy Air Service SUPPORT

Additional daily 
denver flight

enhanced  
capacity on 

existing flights

+

NEW SEATS ADDED225+
23% growth YoY

6 Markets

Industry

STRATEGY

COMMUNITY VISITORS

RVIA
SAVOR

3
Consumer 
events

REACH

38,000

12,000



2017 VisaVue 
DOMESTIC TOURISM Report 

2017 VisaVue  
international TOURISM Report 

Source: VVT/Visa

Source: VVT/Visa

Transaction count

Consumer Commercial
234,677 8,411

243,088

Transaction count

Consumer Commercial
12,734,094 765,584

13,499,678

LA Sf Sb FR BF SD Sac Vis Sal sea

Top originating msas  
YOY $ growth (percents)

Imperative: Advocate for the development of critical tourism infrastructure

CA CN fr ES DKDE UK au CH AR

Top originating Countries
By spend amount ($M)

LA = LA/Orange County/Riverside

SD = San Diego

SB = Santa Barbara/Santa Maria

Vis = Visalia/tul./p.ville

BF = Bakersfield

Sea = Seattle/tac/brem.

SF = San Francisco/Oakland/san Jose

SAC = Sacramento/yolo

FR = Fresno

Sal = Salinas

Key

CA = Canada

AU = Australia

cn = China

CH = Switzerland

fr = France

AR = ARGENTINA

DE = Germany

es = Spain

UK = united Kingdom

dk = Denmark

Key

SB SFLA FR BF SD SAC vis Sal sea

top originating msas 
by spend amount ($M)

Top Market Segments by spend 
amount ($M)
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Total Spend

$18,652,915

Consumer Commercial
$17,521,357 $1,131,558

$ $

$ $

Total Spend

$654,166,316

Consumer Commercial YOY CHANGE

YOY CHANGE

YOY CHANGE

YOY CHANGE

$596,238,220 $ 57,928,096 10.4%

7.9%

-9.6%

-3.2%


