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SPEND

$3.2M
CLICKS
1.3M

IMPRESSIONS
228M

VIDEO COMPLETION R ATE
99%

CLICK-THROUGH R ATE
14%

COST PER CLICK

$0.961%
INCREASE YOY

47%
INCREASE YOY

426%
INCREASE YOY

Paid Media Snapshot Paid Media by Market

Breakdown by Channel

Sales

SESSIONS
1.97M 46%

INCREASE YOY

ORGANIC SESSIONS
610K 26 %

INCREASE YOY E-NEWSLETTER
SUBSCRIPTIONS

2.5K
VISITOR MAGAZINE REQUESTS
7.6K 82 %

INCREASE YOY

E-NEWSLET TER OPEN R ATE
27 46 %

INCREASE YOY
PARTNER REFERR ALS
175K 30 %

INCREASE YOY

80 %
INCREASE YOY

%

fy 2022

FO L LOW ING

fy 2021

131,435
125,567

FO L LOW ING 4.7 %
INCREASE YOY

fy 2022

C L I C K S

fy 2021

380,521
309,902 

C L I C K S 22.8 %
INCREASE YOY

SLOCAL.com Snapshot

Social

Restaurant Month

Partner Engagement

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.

46%
DALL AS
DENVER
L AS VEGAS
PHOENIX
PORTL AND
SEAT TLE

28%
LOS ANGELES

14%
SAN FR ANCISCO

6%
CALIFORNIA
IN-STATE

69%
DISPL AY/
OTHER

20%
SOCIAL

11%
SEM

6%
SAN DIEGO

277 Appointments
6 Trade Shows
191 Leads
444 Buyers Trained

Earned Media

195 Articles
$3.5M Ad Value Equivalency

1.14B impressions

54 Productions

93 Filming Days

62 Leads
$581k

Estimated Spend
In Slo Cal

Film Slo Cal

SESSIONS
10.5K

PARTNER REFERR ALS
9.8K 85 %

INCREASE YOY
ON L ANDING
PAGE

7:40 374%
INCREASE YOY

AVg. TIME

79 10

Spartan Race

SLO Cal OPEN

Certified
Partners VIDEOS

IMPRESSIONS9.5K Athletes, Spectators & Volunteers
1m

506.8 Impressions
658.2K Video Views

45 Participating
Restaurants

1M REACH IN MEDIA COVERAGE

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 

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.  

Advocacy
2 in-person meetings with federal
and state elected representatives

12 issue advocacy letters and industry 
engagements

3 government hearing expert testimonials

Projected Seats

21% Increase

720,000

IN SEATS VS. CY 2021

IN CY 2022

1.8%
Above CY 2019

Air Service Development

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

Key Advocacy Initiatives
Industry Advisory Group
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
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

ADVERTISING &
Digital Marketing
$6,209,462

General & Administrative
$610,879

Contingency Reserve
$471,440

Travel Trade
$456,064

Engagement
& Advocacy
$449,266

Communications
$330,051

Industry Research
& Resources
$312,584

Promotion & Events
$229,006

Film Commission
$23,220

FY 2022

DETAILED
 Expenditures



Why Tourism Matters 

January–December 2021 Source: Visit SLO CAL, Dean Runyan Economic Impact Report, County of San Luis Obispo, 
United States Census Bureau, Tourism Economics Calculations based on percentage, not actual salaries and cost

TRAVEL SPENDING INDUSTRY EARNINGS

$1.78B
15.9

$760M

TOURISM PUTS

RESIDENTS TO WORK EACH DAY

TOURISM
COMPRISES

19,760
TOURISM CONTRIBUTES

IN TRANSIENT OCCUPANCY TAX REVENUE

$58.7M

DIRECT SPENDING BY SECTOR

$171M

$223M

$448M

RECREATION

RETAIL

FOOD SERVICE

$657MLODGING

TRAVEL

OF COUNTYWIDE GDP

SPENDING

TAX REVENUE
IN LOCAL

CREATED

$104M

which could cover the expenses for

SALARIES 968 POLICE OFFICERS’

SALARIES 
FIREFIGHTERS’1,198

RESURFACED ROADS 
MILES OF 2-LANE167

SALARIES 2,208 TEACHERS’

OR

OR

OR

WOULD NEED TO SPEND
AN ADDITIONAL

WITHOUT VISITORS

TO CREATE THE SAME ECONOMIC BENEFIT
for the community

EACH SLO CAL HOUSEHOLD
$16,753

8.82%

WITHOUT STATE & LOCAL TAX REVENUE
GENERATED BY TRAVEL & TOURISM

in taxes

PAY AN ADDITIONAL
EACH SLO CAL HOUSEHOLD WOULD

$1,751

$4.9M
a day

$203K
an hour

$3.4K
a minute

$56
a second % INCREASE

YOY

32.2%
INCREASE YOY

11.6 %
INCREASE YOY

64%
INCREASE YOY

Source: STR Inc., Tourism Economics, Visit SLO CAL, Arrivalist

Enhance Our Organizational 
Capacity and Culture

Amplify and Steward the SLO CAL 
Brand Through Unified Efforts

Lead the County Tourism Industry 
in a Collaborative Resilience 
Planning Effort

Demonstrate Value to Investors, 
Partners, Stakeholders and 
Communities

Strategic Direction
2023 Imperatives

BLACK TRAVELERS

ASIAN TRAVELERS

HISPANIC TRAVELERS

LGBTQ+ TRAVELERS

Top 3 Rated Attributes Lower Rated Opportunities 

1. Fun
2. Rich history & heritage
3. Amazing scenery

1. Authentic 
2. Friendly, accepting place
3. Place to be refreshed

Top 3 Rated Attributes Lower Rated Opportunities 

1. Amazing scenery
2. Big-time natural beauty
3. Charming

1. Fun 
2. Place with lots to see/do
3. Makes me feel welcome

Top 3 Rated Attributes Lower Rated Opportunities 

1. Fun
2. Unique vibe
3. Big-time natural beauty

1. Accepting & inclusive 
2. Value for the money
3. Easy to get around

Top 3 Rated Attributes Lower Rated Opportunities 

1. Big-time natural beauty
2. Relaxing
3. Fun

1. Accepting & inclusive
2. Great family place
3. Friendly, accepting place

SLO CAL

FY 2022

Monterey

Santa Barbara

Napa Valley

California

66.9%

67.4%

70.1%

65.3%

66.3

0% 10% 20% 30% 40% 50% 60% 70% 80%

12.9%

27.8%

25.4%

36.3%

25.7%

SLO CAL

FY 2022
YOY INCREASE

Monterey

Santa Barbara

Napa Valley

California

$205

$282

$275

$453

$176

$0 $100 $200 $300 $400 $500

16.1%

37.2%

26.5%

49.3%

37.8%

Average Daily Rate Visitor VolumeADR

Hotel Occupancy OCC

SLO CAL

FY 2022

Monterey

Santa Barbara

Napa Valley

California

$137

$190

$193

$296

$117

$0 $100 $200 $300

31%

75.3%

58.6%

103.5%

73.2%

Revenue Per Available Room REVPAR

YOY INCREASE YOY INCREASE

San Luis Obispo
Pismo Beach & Shell Beach 16.4%

19.9%

Paso Robles 12.9%

Morro Bay 9.7%

AVILA BEACH 5.3%

Arroyo Grande 4.9%

Grover Beach 4.1%
4.4%Cambria

Atascadero 3.8%

Cayucos

3.7%

OCEANO

46 West Paso Wine Country
46 East Paso Wine Country

2.7%
2.9%

2.2%

Templeton
Nipomo

1.9%
1.7%
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Transient Occupancy Tax TOT

Visitor Arrivals BY COMMUNIT Y POINT OF INTEREST

23.6%
YOY INCREASE

2020

0.21M

6.05M
2.28M

3.98M

6.26M

VISITORS

2021

0.02M

6.49M

2.10M

4.41M

6.51M

VISITORS

2022

0.05m
7.33M

2.35M

5.03M

7.38M

VISITORS

DAY

OVERNIGHT

INT.

DOM .

13 %

Visitation
INcrease
Over FY 2021

% Share of Tracked Visitor Arrivals | July 2021 – June 2022

CROSS-VISITATION Length Of Stay

July 2021 – June 2022 July 2021 – June 2022 
1.33 1.54 DaysCOMMUNITIES PER

UNIQUE ARRIVAL

15 Minute

50+ Miles
N=3,500

18+ Years

old

ONLINE SURVEY

TRAVELED FOR LEISURE

AUDIENCE

(Past 12 months and stayed
overnight in paid accommodation)

Los Angeles (n=500)
San Francisco (n=400)
Phoenix (n=400)
Dallas (n=400)
Sacramento (n=300)
San Diego (n=300)
Seattle (n=300)
Portland (n=300)
Las Vegas (n=300)
Denver (n=300)

GEOGRAPHY

Brand Research: Equity, Diversity and Inclusion Asset Alignment Study

LOWER FAMILIARITY = LOWER RATINGS

4.15 VS. 3.63

Brand Awareness Study

General Population visitors rate SLO CAL
attributes higher than EDI groups


