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According to Arrivalist paid media resulted in an 196% lift in
arrivals and -18% lift in length of stay compared to the control
group that was not exposed to paid media in FY 2022.
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Experience SLO CAL 2050

Visit SLO CAL advanced key ESC 2050 recommendations — a customer service training for the
SLO CAL Travel & Tourism Industry, new thematic routes developed to promote cross-visitation and a
signed agreement between Visit SLO CAL and key partners and city/county stakeholders to further

advance a countywide Events & Festivals Strategy.

Customer Service Training Initiative
- SLO CAL Welcome

Hired Calgary-based agency ICOM Productions to develop
customer service training program, SLO CAL Welcome, to
launch Fall 2022

Events & Festivals Strategy

- Fall 2022, Visit SLO CAL engaged Matthew Landkamer to
facilitate sessions for a countywide events and festivals
strategy

- March 2022, a Commitment to Collaborate was signed by
destination partners and city and county stakeholders

- May 2022, Visit SLO CAL engaged MMGY NextFactor to
complete the development and creation of the actual
Events & Festivals Strategy

Paso Robles Wine Country Alliance &
SLO Coast Wine Collective

Working with Tourism Economics, PRWCA and Community
Benchmark, Visit SLO CAL created a Wine Industry

Report that features average sales, winery visitations and
comparisons to the other wine regions in California

International Visitors

Visit SLO CAL re-engaged Black Diamond for trade and PR
representation in the UK and Ireland and attended several
international missions in Europe and Mexico
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Advocacy

2 in-person meetings with federal
and state elected representatives

12 issue advocacy letters and industry
engagements

. [

Key Advocacy Initiatives
Industry Advisory Group

3 government hearing expert testimonials

ADVERTISING & GENERAL & ADMINISTRATIVE
DIGITAL MARKETING 610,879
6,209,462

CONTINGENCY RESERVE
S471,440

TRAVEL TRADE
$456,064

FY 2022

DETAILED
EXPENDITURES Y

Hosted meetings with lodging owners and elected representatives ’

to address challenges facing tourism industry

Tourism Advocacy Partnerships with Cal Travel

& U.S. Travel

VSC partners with the industry’s leading advocacy organizations to create a

unified voice on policies that impact the tourism industry

Advocacy Support & Engagement

PROMOTION & EVENTS
$229,006

FILM COMMISSION
523,220

Engaged with lawmakers on key industry issues such as support for Vandenberg Space Force Base to
be STARCOM headquarters and state and federal employee lodging per diem rates

FY 2022
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