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BRAND    
ADVERTISING

PUBLIC    RELATIONS

TRAVEL 
TRADE

EVENTS &    PARTNERSHIPS

SUPPORTING OUR PARTNERS    

RESPONSE

SOCIAL

BREAKDOWN BY CHANNEL
15% Social   |   19% SEM   |   66% Display, Native, Pre-Roll, etc.
BREAKDOWN BY MARKET
37% Los Angeles, San Francisco   |   43% Dallas, Denver, Las Vegas, Phoenix, Seattle
19% San Diego   |   1% Portland

SESSIONS
881K

BOUNCE RATE
50.46%

ENGAGED SESSIONS
120K

QUALIFIED SESSIONS

58 INTERNATIONAL

36K

CONNECTED TV
VIDEO COMPLETION RATE

SEM CLICK-THROUGH
RATE

FY 18/19

FY 19/20

25%FOLLOWING

117,124

93,869

5%97%

3.89%

$1.06

$1.4M

OVERALL COST PER LANDING
PAGE ON SOCIAL

3%

15%
FY 18/19

FY 19/20

CLICKS

15,532

24,045

35%

SAN DIEGO BAY
WINE + FOOD FESTIVALACROSS YOUTUBE,

WSL PLAYER AND
SOCIAL MEDIA

11K REACH

•	 Provided bi-weekly email updates with important industry resources
•	 Advocated at the county level for sensible ordinances and regulations
•	 Worked with Tourism Economics to develop a 24-month economic forecast
•	 Led START Guide Task Force subgroups and shared re-opening guidelines  

and resources
•	 Hosted virtual happy hours with A-list media and meeting planners

VISIT SLO CAL
BUDGET

EXPERIENCE SLO CAL

2050In March 2020, the Visit SLO CAL 
Board approved, prioritized and 
budgeted the following scope of  
work in FY2020/21:

I T E M S  I N  V I S I T  S L O  C A L’ S  E X I S T I N G  S C O P E

•	 Air Service & Airport Development
•	 International Visitors
•	 Paso Robles & SLO Coast Wine
•	 SLO CAL Crafted

I T E M S  V I S I T  S L O  C A L  W I L L  A D V O C AT E  F O R / P A R T N E R  O N

•	 Authentic Communities
•	 Countywide Trail System
•	 Nightlife, Music & Entertainment
•	 Workforce Housing & Transportation

I T E M S  V I S I T  S L O  C A L  W I L L  F U N D / C O M P L E T E

•	 Chief Investment Officer
•	 Customer Service Training Program
•	 Events & Festivals Strategy
•	 Space Launch Events
•	 Thematic Routes

SEATTLE

PORTLAND

SAN FRANCISCO

PHOENIX
DALLAS

DENVER

LOS ANGELES

LAS VEGAS

NEW SEATS
52K

ADDED
YOY*

GROWTH
12%

LAUNCHING
2021

SAN DIEGO NEW DAILY
FLIGHT

AIR SERVICEDEVELOPMENT

*Increase reflects July 2019 to February 2020 compared to July 
2018 to February 2019 (prior to air service losses due to COVID-19)

2 2
30

INDUSTRY MEETINGS
with Assemblyman cunningham

FINALIZED  
ADVOCACY PLAN

INDUSTRY MEETINGS
with Representative carbajal

STAFF MEETINGS

with City Council Members, Board 
of supervisors, CALIFORNIA AND 
UNITED STATES ELECTED OFFICIALS

ADVOCACY

Advertising & 
Digital Marketing  57%

Travel Trade  7%  

Communications 7%  

Film Commission  1%  

Contingency Reserve  4%  

Promotions & Events  5%  

  General &
Administrative  6%  

Industry Research
& Resources  6%  

Engagement &
   Advocacy  7%  

BUDGET
VISIT SLO CAL

FY 2019/20

$5,016,625*

* VISIT S LO CAL MADE THE FOLLOWING 
E XPE NS E RE DUC TIONS FROM THE 
APPROVE D BUDG ET DUE TO COVID - 19:

•	 Reduced balance of FY 2019/20 budget by 72%
•	 Eliminated five full-time and three part-time positions
•	 Implemented temporary salary reductions of 20% for 

remaining team members
•	 Paused or reduced the scope of annual agency 

contracts
In mid-March, paid media was cut, and a spring media familiarization tour, two Tour and Travel trade shows and two international sales missions were canceled.
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2019
2020
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Sources: Dean Runyan, Inc., American Road & Transportation Builders Association, San Luis Obispo County Office of Education, 
United States Bureau of Labor Statistics, Tourism Economics

TOURISM MARKETING DISTRICT TOURISM BENEFIT

FINALIZATION OF
STRATEGIC DIRECTION

RENEWAL
2019

2023

I M P E R AT I V E S

P R O C E S S

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

170

TOURISM ECOSYSTEM

5
12 4

SURVEY 
RESPONSES

REGIONAL ENGAGEMENT 
SESSIONS

INVESTOR 
INTERVIEWS

WORK 
SESSIONS

$90M

spending

earnings

TRAVEL

INDUSTRY

$2.02B

spending
VISITOR

$1.94B

$816M

TOURISM PUTS

YOY INCREASE
7.1%

RESIDENTS TO WORK EACH DAY

TOURISM
COMPRISES

22,857

TOURISM CONTRIBUTED

IN TRANSIENT OCCUPANCY TAX REVENUE

$43.7M YOY INCREASE
6.5%

DIRECT SPENDING BY SECTOR

$228M

$305M

$528M

$552M

TRAVEL

OF COUNTYWIDE GDP

SPENDING
GENERATED

which could cover the expenses for

SALARIES 887 POLICE OFFICERS’

SALARIES 
FIREFIGHTERS’1,103

RESURFACED ROADS 
MILES OF 2-LANE144

SALARIES 1,931 TEACHERS’

OR

OR

OR

depend on

9.7%

$5.5M 
a day

$231K 
an hour

$3.8K 
a minute

$64 
a second

INVESTMENT
COMMUNITY
IN DIRECT

RECREATION

RETAIL

FOOD SERVICE

LODGING

DIRECT SPENDING BY ACCOMMODATION TYPE

$131M

$52M

$165M

$385M

$1.2B

PRIVATE HOMES

VACATION HOMES

CAMPGROUNDS

HOTELS/MOTELS

DAY TRAVEL

of travel businesses

small businesses
are considered

SLO CAL JOBS

TRAVEL & TOURISM

1 OUT O83% F 6

13,411 JOBS
Accommodations

& Food Service

304 JOBS
Visitor Air Transportation

508 JOBS
Other Travel

6,341 JOBS
Arts, Entertainment

& Recreation

713 JOBS
Ground Transportation

1,580 JOBS
Retail

$509M
Accommodations

& Food Service

$29M
Visitor Air Transportation

$45M
Other Travel

$137M
Arts, Entertainment

& Recreation

$39M
Ground Transportation

$57M
Retail

WOULD NEED TO SPEND
AN ADDITIONAL

WITHOUT TOURISTS

TO CREATE THE SAME ECONOMIC BENEFIT
for the community

EACH SLO CAL HOUSEHOLD
$18,843

WITHOUT STATE & LOCAL TAX REVENUE
GENERATED BY TRAVEL & TOURISM

in taxes

PAY AN ADDITIONAL
EACH SLO CAL HOUSEHOLD WOULD

$1,690

H O T E L  O C C U P A N C Y  ( O C C )

AV E R A G E  D A I LY  R AT E  ( A D R ) R E V E N U E  P E R  AVA I L A B L E  R O O M  ( R E V P A R )

T R A N S I E N T  O C C U P A N C Y  TA X  ( T O T )

Sources: STR, Inc., Visit SLO CAL, Tourism Economics
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13.3%
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% Share of Tracked Arrivals to SLO CAL
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Sources: Dean Runyan, Inc., American Road & Transportation Builders Association, San Luis Obispo County Office of Education, 
United States Bureau of Labor Statistics, Tourism Economics
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$160

12%

5%

0%
2%

7%

6%

13%
42%

28%
28%

37%

35%

YOY
MAR-JUNE

SLO CAL
MONTEREY

YOY

NAPA

SANTA BARBARA

SONOMA

CALIFORNIA

$117
$82

$164
$126

$140
$115

$235
$189

$135
$107

$129

$100

29%

23%

18%
20%

21%

22%

74%

66%
77%

67%

69%
FY 2019/20 FY 2018/19

44%

$5.3M

$4.8M $4.7M
$4.2M

$3.6M
$3.0M $2.9M

$2.2M
$2.3M

$3.0M

$3.4M $3.5M

$4.6M
$4.9M $4.6M

$3.8M
$3.1M

$2.5M

$1.8M

$2.7M

$455K

$3.1M

J U NMAYAPRMARFE B

F Y 2 0 19/2 0

F Y 2 0 18/19

Impacted by
COVID-19

JAND ECN OVO C TS E PAU GJ U LY

$1.3M

$2.9M

DECREASE IN
VISITATION

17%

VISITOR VOLUME

FY 18/19

0.30M
7.23M

2.71M
4.82M

FY 19/20

0.21M
6.05M

2.28M
3.98M

DAY

OVERNIGHT INTERNATIONAL

DOMESTIC

1.0% 5YEAR

INITIAL TERMS

1.5% 10YEAR

RENEWAL TERMS



Sources: Dean Runyan, Inc., American Road & Transportation Builders Association, San Luis Obispo County Office of Education, 
United States Bureau of Labor Statistics, Tourism Economics

TOURISM MARKETING DISTRICT TOURISM BENEFIT

FINALIZATION OF
STRATEGIC DIRECTION

RENEWAL
2019

2023

I M P E R AT I V E S

P R O C E S S

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

170

TOURISM ECOSYSTEM

5
12 4

SURVEY 
RESPONSES

REGIONAL ENGAGEMENT 
SESSIONS

INVESTOR 
INTERVIEWS

WORK 
SESSIONS

$90M

spending

earnings

TRAVEL

INDUSTRY

$2.02B

spending
VISITOR

$1.94B

$816M

TOURISM PUTS

YOY INCREASE
7.1%

RESIDENTS TO WORK EACH DAY

TOURISM
COMPRISES

22,857

TOURISM CONTRIBUTED

IN TRANSIENT OCCUPANCY TAX REVENUE

$43.7M YOY INCREASE
6.5%

DIRECT SPENDING BY SECTOR

$228M

$305M

$528M

$552M

TRAVEL

OF COUNTYWIDE GDP

SPENDING
GENERATED

which could cover the expenses for

SALARIES 887 POLICE OFFICERS’

SALARIES 
FIREFIGHTERS’1,103

RESURFACED ROADS 
MILES OF 2-LANE144

SALARIES 1,931 TEACHERS’

OR

OR

OR

depend on

9.7%

$5.5M 
a day

$231K 
an hour

$3.8K 
a minute

$64 
a second

INVESTMENT
COMMUNITY
IN DIRECT

RECREATION

RETAIL

FOOD SERVICE

LODGING

DIRECT SPENDING BY ACCOMMODATION TYPE

$131M

$52M

$165M

$385M

$1.2B

PRIVATE HOMES

VACATION HOMES

CAMPGROUNDS

HOTELS/MOTELS

DAY TRAVEL

of travel businesses

small businesses
are considered

SLO CAL JOBS

TRAVEL & TOURISM

1 OUT O83% F 6

13,411 JOBS
Accommodations

& Food Service

304 JOBS
Visitor Air Transportation

508 JOBS
Other Travel

6,341 JOBS
Arts, Entertainment

& Recreation

713 JOBS
Ground Transportation

1,580 JOBS
Retail

$509M
Accommodations

& Food Service

$29M
Visitor Air Transportation

$45M
Other Travel

$137M
Arts, Entertainment

& Recreation

$39M
Ground Transportation

$57M
Retail

WOULD NEED TO SPEND
AN ADDITIONAL

WITHOUT TOURISTS

TO CREATE THE SAME ECONOMIC BENEFIT
for the community

EACH SLO CAL HOUSEHOLD
$18,843

WITHOUT STATE & LOCAL TAX REVENUE
GENERATED BY TRAVEL & TOURISM

in taxes

PAY AN ADDITIONAL
EACH SLO CAL HOUSEHOLD WOULD

$1,690

H O T E L  O C C U P A N C Y  ( O C C )

AV E R A G E  D A I LY  R AT E  ( A D R ) R E V E N U E  P E R  AVA I L A B L E  R O O M  ( R E V P A R )

T R A N S I E N T  O C C U P A N C Y  TA X  ( T O T )

Sources: STR, Inc., Visit SLO CAL, Tourism Economics

LEVERAGING
GREATER IMPACT

LOCAL TBIDS

VISIT CALIFORNIA

BRAND USA

VISIT SLO CAL

Tourism Businesses

FRESNO / VISALIA

A R R I VA L S

LOS ANGELES

SAN FRANCISCO / OAKLAND / SAN JOSE

BAKERSFIELD

MONTEREY / SALINAS

SACRAMENTO / STOCKTON / MODESTO

SANTA BARBARA / SANTA MARIA

SAN DIEGO

PHOENIX

CHICO / REDDING

26.4%
24.0%

13.3%
10.4%

6.4%
5.9%

4.0%
2.6%

0.6%
0.4% July 2019 - June 2020

% Share of Tracked Arrivals to SLO CAL

32:0LO D G I N G I NVE S TO R S 
R E PR E S E NTI N G

O F LO D G I N G R E VE N U E 
PE TITI O N E D I N  

S U PP O RT

SLO CAL
MONTEREY

NAPA

SANTA BARBARA

SONOMA

CALIFORNIA

70.8%
56.5%

YOY YOY

73.1%
59.3%

69.9%
57.3%

70.6%
57.4%

74.7%
63.1%

75.3%
62.5%

20%

19%

18%
19%

16%

17%

MAR-JUNE

55%

52%
68%

48%

52%
FY 2019/20 FY 2018/19

36%

YOY
MAR-JUNE

YOY

SLO CAL
MONTEREY

NAPA

SANTA BARBARA

SONOMA

CALIFORNIA

$165
$146

FY 2019/20 FY 2018/19

$225
$213

$200

$200

$333
$328

$181
$169

$171
$160

12%

5%

0%
2%

7%

6%

13%
42%

28%
28%

37%

35%

YOY
MAR-JUNE

SLO CAL
MONTEREY

YOY

NAPA

SANTA BARBARA

SONOMA

CALIFORNIA

$117
$82

$164
$126

$140
$115

$235
$189

$135
$107

$129

$100

29%

23%

18%
20%

21%

22%

74%

66%
77%

67%

69%
FY 2019/20 FY 2018/19

44%

$5.3M

$4.8M $4.7M
$4.2M

$3.6M
$3.0M $2.9M

$2.2M
$2.3M

$3.0M

$3.4M $3.5M

$4.6M
$4.9M $4.6M

$3.8M
$3.1M

$2.5M

$1.8M

$2.7M

$455K

$3.1M

J U NMAYAPRMARFE B

F Y 2 0 19/2 0

F Y 2 0 18/19

Impacted by
COVID-19

JAND ECN OVO C TS E PAU GJ U LY

$1.3M

$2.9M

DECREASE IN
VISITATION

17%

VISITOR VOLUME

FY 18/19

0.30M
7.23M

2.71M
4.82M

FY 19/20

0.21M
6.05M

2.28M
3.98M

DAY

OVERNIGHT INTERNATIONAL

DOMESTIC

1.0% 5YEAR

INITIAL TERMS

1.5% 10YEAR

RENEWAL TERMS




