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Visit	San	Luis	Obispo	County	
Marketing	Committee	Meeting

February	9,	2016



Agenda
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• Update	on	Branding	Creative
• Public	Relations	Highlights
• Co-Op	Opportunities
• January	2016	Digital	Media	Results

– SEM
– Digital	Banners

• January	2016	Social	Media	Results
• Q	&	A
• Appendix
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Fall Branding Campaign



New	Banners	(10	static	and	3	animated	approved)
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Static Banners



New	Banners	(10	static	and	3	animated	approved)
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Animated Storyboards



New	Banners	(10	static	and	3	animated	approved)
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Animated Storyboards



New	Banners	(10	static	and	3	animated	approved)
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Animated Storyboards



Co-Op	Ad	Templates	
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• Joy	Riding



Co-Op	Ad	Templates	

9

• Hang	Time



Co-Op	Ad	Templates	
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• Cruise	In



Eblast Templates	– Consumer,	Travel	Trade	and	Members
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• Currently	in	production	 with	
Email	Monks.

• ETA	to	launch	first	newly	
branded	2/25	(TWISC).



Pre-Roll	
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Joy Ride

https://www.youtube.com/watch?v=u_MvG5Oxjv0


Pre-Roll	
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Cruise In 

https://www.youtube.com/watch?v=PO2mKMHbO84


Pre-Roll	
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Hang Time

https://www.youtube.com/watch?v=K-QgwDm6abU
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Public Relations Highlights



Approved	Public	Relations	Kit
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http://www.visitsanluisobispocounty.com/images/cms/files/03321-1%20VSLOC_PressKit_v6.pdf


Public	Relations	Update
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• Press	Releases	- Catalyst
– Valentine’s	Day	Release

• Released	Thursday,	January	28,	2016
• Distribution-

– 228	websites,	with	a	potential	total	audience	of	12,937,917	unique	 visitors	 per	day.	The
release	has	generated	254	release	views	– 160	from	PR	Newswire	for	Journalists	 service.
Also	distributed	 to	TravMedia (metrics	not	available).

Completed	in	January:

• Press	Releases	- VSLOC
– Savor

• Released	Friday,	January	22,	2016
• Distribution-

– (metrics	not	available).



Public	Relations	Update
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• FAM	Trips
– Betsy	Malloy– Examiner

• Requested	to	visit	February	26-28,	2016.
• Staying	at	the	Allegretto.	Currently	working	to	develop	itinerary.

– Will	McGough	– Gear	Patrol/Outside	Magazine/Conde	Nast
• Requested	to	visit	February	28	– March	6,	2016.	
• Currently	working	with	VSLOC	and	Mental	Marketing	to	develop	his	itinerary.

– Terry	Gardner	– Chicago	Tribune
• Requesting	to	visit	in	March.	
• Catalyst	is	following	up	in	early	February	to	begin	planning.	

Upcoming:



19

Co-Op Opportunities



Co-Op	Opportunities	– Los	Angeles	Magazine
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• 5-page	advertorial:		$39,369	net
• Each	additional	page:		$7,873	net

– “Advertorial”	snip	required
– 1	cover	page,	2	pages	county	overview,	2	

pages	of	half-page	advertorial	(4	co-op	
partners)

• Available	issue:		April	
– The	Great	Southwest	– The	Definitive	Travel	

Guide
• Commitment	Date:	

– Space:		2/10/16 – Materials:		EOD	2/12/16

116,204	circulation
57%	Female;	43%	Male	- Average	age:		54
55%	Married
Average	HHI	- $214,100
89%	took	a	domestic	trip	– 89%	travel	in	US	avg.	5x

Publication



Co-Op	Opportunities	– Phoenix	Magazine
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• 2-page	spread:		$10,512.80
• 5-page	advertorial:		$27,200
• Available	issues:		May	

– May:		50th Anniversary

• Commitment	Date:		
– May:		3/15/16 – on	sale:		4/21/16

67,474	circulation
92%	Age	35+	- 66%	Female;	34%	Male
66%	One	or	more	children
77%	College	degree
$179,737	average	household	 income

Publication
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January Digital Media Results
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Campaign	Results

Media Spend Breakdown and Landing Page Results – Month to Month Comparison

December
Total Visits to the Landing Page: 13,104
Total Media Spend: $110,175

-Radio: $48,599
-Online: $59,671
-Social: $1,905

January
Total Visits to the Landing Page: 13,938
Total Media Spend: $135,623

-Radio: $62,365
-Online: $71,258
-Social: $2,000
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Campaign	Results	- SEM	

Results Versus December

• SEM clicks increased 6% over December.  Full month delivered 93,039 impressions 
and 2,184 clicks.

• Click rate rose 35% over the previous month to 2.35%. 

• Average cost per click for January was $4.58, down 21% over December.

Overall Results

• Average SEM click-rate for Nov-Jan is 1.83%.

• CPC is continuing to drop as campaign progresses.  Establishing keywords on search 
engines takes time to solidify.

• Market click-rates are continuing to increase:  LA was up 40% over previous month, SF 
was up 39%, Bakersfield and Fresno were both up 24%, Phoenix was up 96%, and Las 
Vegas was up 49%.

• Top keywords are: Beach Camping, Camping Park, Beach Resorts, Winery Tours, 
Camp Sites, RV Park, Beach Campsite
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Campaign	Results	- Banners

Results Versus December

• Click-rate for January increased 69% over December (.20% versus .12%).

• Stronger call to action banners were sent to sites on January 7 which contributed to the 
significant increase.

• Nettra continues to optimize, which resulted in a click-through increase of 1,028% 
above December (.57% versus .21%).

• Quantcast generated the highest overall click-through increase, reaching a .34% click-
through  - 78% above December and 325% above industry average.

• ATS Mobile was removed the first week of January – 7 days of running showed 95% 
increase in click-through but higher click-through was still 38% below average.

• All markets saw an increase in click-through rate.  Phoenix and Las Vegas saw the 
highest increase of 193% and 142% respectively.  SF increased 108% versus 
December, Bakersfield was up 97%, Fresno 73% and LA 69%.
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Campaign	Results	- Banners

Overall Results

• Campaign to date has generated 48,167,027 impressions and 60,396 clicks to the 
landing page - .13% click-through rate – 63% above industry average.

• Since the campaign launched in November, Quantcast has generated the highest overall 
click-through rate at .27%, followed by Nettra at .26%, Trip Advisor at .16%, and Sunset 
at .12%.

• The strongest market in terms of click-through is Phoenix at .34% followed by Las Vegas 
at .26%, LA at .15%, SF and Fresno at .13% and Bakersfield at .12%.

• All markets are currently performing above industry average.

• The highest performing banner size is mobile at .18% which is not surprising as mobile 
is outperforming display banners industry-wide. 

• The next highest performing banners sizes are 300x250 which are generating a .15% 
click-through rate followed by the 300x600 banner at .12%.
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Campaign	Optimization/Recommendation	

• ATS	was	removed	from	the	plan	the	first	week	of	January.

• All	other	websites	are	performing	above	industry	average.

• Catalyst	continues	to	work	with	McClatchy	to	optimize	across	all	of	their	
site	categories.

• Recent	removal	of	underperforming	sites	resulted	in	a	38%	increase	in	
click-through	from	December	to	January.

• Attention	to	optimization	will	continue	to	further	increase	click-
through	rate.

• As	Quantcast and	Nettra are	preforming	significantly	above	industry	
average,	Catalyst	recommends	increasing	their	overall	spend.

• Each	site	should	increase	$2,500	per	month.

• Dollars	from	ATS	can	be	utilized	across	these	two	sites.

• Remaining	dollars	could	come	from	campaign	overage.
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January Social Media Results



Social	Media
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• In	order	to	increase	engagement,		
VSLOC	used	beautiful	area	imagery	
rather	than	the	branding	campaign	ads	
in	their	Facebook	Ads	for	the	month	of	
January.	

• Boosted	15	Facebook	posts
• Boosted	4	Facebook	promotions

December January Change
Reach 122,843 153,751 +30,908

Impressions 231,895 271,337 +39,442

CTR 5.30% 4.88% -0.42

CPC $0.26 $0.20 -$0.06

New	Facebook	Fans 499 994 +495

Total	Followers 13,693 14,612 +919

Total	Page	
Engagement

5% 4% -1%



Social	Media
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• Twitter

• Instagram

December January Change
New	Followers 62 116 +54

Total	Followers 5,797 5,910 +113

Tweets 74 84 +10

Tweet	Impressions 43,900 43,300 -600

Profile	Visits 671 928 +257

Link	Clicks 72 150 +78

Mentions 42 105 +63

Retweets 68 53 -15

Favorites 199 197 -2

Total	Engagements 611 784 +173

December January	 Change

New	Followers 316 505 +189

Total	Followers 2,068 2,581 +513

Likes 2,640 3,491 +851

Comments 231 163 -68



Social	Recommendations

30

• Continue	boosting	Facebook	posts	consistently	to	increase	page	impressions	
and	engagement.

• Continue	with	promotions	on	Facebook	page.	
– We	recommend	mixing	up	the	promotional	giveaways	and	not	hosting	similar	giveaways	in	

consecutive	weeks.	(i.e.	multiple	dining	giveaways	in	January	led	to	 lower	promotion	
engagement).

• Tag	influencers	and	partners	in	posts	to	increase	the	reach	of	posts.
– Use	Nuvi to	find	VSLOC	influencers	on	twitter	and	Instagram	and	utilize	them	to	 increase	

your	reach	and	to	take	notice	of	posts	from	influencers	and	leverage	their	following	to	
increase	VSLOC’s.

• Post	engaging	content	asking	followers	to	comment,	like	or	share	regularly.
– Posts	 like	this	 increase	overall	page	engagement	because	you	are	giving	your	followers	a	

direct	call	to	action.	

• Continue	to	post	general	County	related	content	despite	the	theme	of	the	
month.	



Questions	&	Feedback
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• Q	&A



32

Appendix
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Romance Month Creative
(February)



Romance	Month
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• Strategy:
– Focus	on	out	of	market	feeder	markets	for	overnight	stays
– Sent	out	Press	Release	1/28	
– Kraftwerk updated	VSLOC	website	with	branding	banners	(following	

pages);
– VSLOC	Staff	created	assets	for	social	campaign;	and	deployed	WooBoxto	

run	an	interactive	vote-for-me	MiniMoon Giveaway	Campaign	to	leverage	
peer-to-peer	sharing;	

– Catalyst	creating	digital	banners	based	on	this	visual	direction
– Use	digital	banners	and	social	media	as	the	most	targeted	and	efficient	

media	for	this	outreach.
– Target:	Dating,	Weddings,	Marriage,	Wineries	or	Beaches,	Romance	(love),	

Relationship	Status:	In	a	Relationship,	Married,	Engaged.	Show	imagery	
that	represents	romantic	getaways	in	the	area.



Romance	Month	Social	Marketing
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Facebook Cover 
image, and VSLOC 
website banner; 

Below, screen grab of 
Facebook/WooBox
MiniMoon Contest 



Romance	Month	Social	Marketing
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Romance	Month	Social	Marketing
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January SEM Results
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Overall	Campaign	Results	- SEM	
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Keyword	Results	– SEM	- January
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Keyword	Results	– SEM	- January
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Keyword	Results	– SEM	- January
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Keyword	Results	– SEM	– January
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Keyword	Results	– SEM	– January
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Keyword	Results	– SEM	- January
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January Fall Campaign 
Banner Results
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Overall	Campaign	Results	- Banners	
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Campaign	Results	– Market	and	Banner	Size	
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January Social Marketing 
Results



Social	Media
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• In	the	month	of	January	VSLOC	ran	iconic	imagery	in	carousel	
ads	on	Facebook.



Social	Media
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• Facebook

Top	Post



Social	Media
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• Paid	Facebook	Carousel	Ad	Results	

Market Reach Impressions CTR CPC Clicks

Dec. Jan. Dec. Jan. Dec. Jan. Dec. Jan. Dec. Jan.

Los	
Angeles 39,324 41,760 77,765 69,543 1.63% 2.56% $0.50 $0.35 1,267 1,780

San	
Francisco 25,346 34,101 49,609 75,214 1.64% 1.66% $0.60 $0.39 815 1,246

Central	
Valley 22,270 32,817 36,673 57,524 1.80% 1.82% $0.42 $0.27 659 1,045

Overall 86,599 108,456 164,047 202,281 1.67% 2.01% $0.51 $0.35 2,741 4,071



Social	Media
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• Boosted	Posts	(18)

Dec. Jan.	
Reach 23,323 29,770

Impressions 47,423 44,872

CTR 8.87% 6.98%

CPC $0.09 $0.13

Age CTR
25-34 3.01%
35-44 3.74%
45-54 5.71%
55-64 9.17%
65+ 9.97%



Social	Media
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• Boosted	Promotions	(4)

Dec. Jan.
Reach 12,921 15,525

Impressions 20,425 24,184

CTR 5.38% 5.66%

CPC $0.18 $0.15

Age CTR
25-34 2.41%
35-44 2.76%
45-54 5.43%
55-64 7.22%
65+ 7.72%



Social	Media
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• Instagram Most	Engaged	Hashtags

#VisitCalifornia

#SLOCounty

#California

#CentralCoast

#VisitSLOCounty

#CentralCoastCa

#FanFriday

#TheOrigionalRoadTrip

#PismoBeach

#RoadTrip

*These	hashtags	are	ranked	
based	on	which	ones	were	the	
most	engaging	with	VSLOC	
followers	on	Instagram,	not	
Instagram	as	a	whole.	



Social	Media
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• Twitter

December January Change
New	Followers 62 116 +54
Total	Followers 5,797 5,910 +113

Tweets 74 84 +10
Tweet	Impressions 43,900 43,300 -600

Profile	Visits 671 928 +257
Link	Clicks 72 150 +78
Mentions 42 105 +63
Retweets 68 53 -15
Favorites 199 197 -2

Total	Engagements 611 784 +173
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Romance Month Facebook 
Images & Digital Banners


