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Visit SLO CAL has a three-year track record of success on behalf of our lodging
investors and the tourism community. We need your support to see the district
renewed. Over the next few pages we've outlined some of our key successes
and the return on investment that Visit SLO CAL brings. As we approach the
“vote” we need your support to renew the Tourism Marketing District.
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Visit SLO CAL funded a first-of-its-kind research co-op for the county to inform the development of a new brand and future marketing campaigns.
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