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Lodging Industry Report

January ’18 Calendar Year to Date

Occ %CH Occ ADR % Ch 
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% CH 
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Occ %CH Occ ADR % Ch 

ADR

% CH 

RevPAR

% CH 

Rooms 

Sold

Bastrop 43.9 15.6 76.23 0.4 16.0 15.6 43.9 15.6 76.23 0.4 16.0 15.6

1 47.0 7.8 82.88 13.1 21.9 20.1 47.0 7.8 82.88 13.1 21.9 20.1

2 41.2 -12.6 75.19 -0.3 -12.8 -12.6 41.2 -12.6 75.19 -0.3 -12.8 -12.6

3 42.0 12.5 87.80 -2.0 10.2 13.0 42.0 12.5 87.80 -2.0 10.2 13.0

4 44.8 12.2 93.72 1.8 14.3 12.2 44.8 12.2 93.72 1.8 14.3 12.2

5 40.2 -4.4 84.02 -2.7 -6.9 4.4 40.2 -4.4 84.02 -2.7 -6.9 4.4

6 54.3 -5.2 109.27 3.6 -1.7 -3.8 54.3 -5.2 109.27 3.6 -1.7 -3.8

7 64.4 -0.9 140.15 1.8 0.9 3.2 64.4 -0.9 140.15 1.8 0.9 3.2

8 60.4 -2.5 111.12 -3.4 -5.8 8.2 60.4 -2.5 111.12 -3.4 -5.8 8.2

9 45.4 -3.4 88.42 0.7 -2.6 15.9 45.4 -3.4 88.42 .7 -2.6 15.9

Average 48.4 1.9 94.90 1.3 3.4 7.6 48.4 1.9 94.9 1.3 3.35 7.62
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Convention Sales
Room Nights Booked- Fiscal Year to Date

Convention Center Hyatt Other Total

FYTD Room Nights 1044 308 1352

Lead Production - February

Number of Leads Sent Total Room Night Potential Total Attendance

1 970 400

*Per city contract, Direct Spending is calculated using the DMAI Event Impact Calculator

Definite Future Room Night Bookings– February

Number of Definite Bookings Total Room Night Production Total Attendance Economic Impact*

Originated - No Decisions This Month - -

Assisted - No Decisions This Month - -
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Convention Sales Initiatives

Tradeshow/Industry Meetings:
•January 29-Feb 2 Religious Conference Managers Association- Emerge 2018 Conference
•February 27 Texas Assn. of Convention & Visitor Bureaus Board Meeting 

Local Events Attended:
•February 10 Meat, Eat, & Greet at Texas Boot Company
•February 13 Small Business Revolution (Top 5) Watch Party
•February 13-20 Assisted with multiple Small Business Revolution activities
•February 16 Attended & Emceed Chamber Banquet
•February 17 Main Street’s 80’s Pub Crawl
•February 20 Small Business Revolution Announcement Party
•February 24 Empty Bowl Project

Meetings/Appointments:
•February 7 Regional Collaboration Meeting with Marie Woodard- Georgetown CVB
•February 8 Hotel & Lodging Sales Meeting at Bastrop Opera House

Upcoming Activities
• March 6-10 Christian Meetings & Conventions Association Annual Showcase
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Website

February Website Overview

MARKETING 
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Organic Traffic Overview: In February 2018, visitbastrop.com had 1,268 organic sessions. This 
accounted for 59% of the total traffic. Since launching in November, organic traffic has continued 
to increase in both the number of sessions and the percentage of total traffic, each month. 

• Homepage 
• Texas Meet, Eat & Greet | Texas Boot Company
• Bastrop Music Festival

Top organic landing page for the month was the homepage. Additional top organic landing pages 
included the event listing for the Texas Meet, Eat & Greet and the Bastrop Music Festival. 

February Website Overview
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February Website Overview
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February Website Overview
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February Website Overview
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Facebook Overview: February
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Social Media Highlights

Facebook Overview: February
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Facebook Overview: February
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Instagram Overview: February
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Strategic Marketing Initiatives

Branding Process: The Visit Bastrop Marketing Committee has narrowed down the responses to our Branding RFP to one 
finalist, after reviewing video submissions from three finalists.  The committee will be presenting their recommendation 
at the March Board meeting and if approved by the Board, the branding process will begin in April and is expected to be 
finished in August.  During the research phase, strategic stakeholder input (City, BEDC, Chamber and others) will be 
engaged.

Bastrop Music Festival:  We’re about two months out from the event and lining up our media exposure to run in-sync 
with Texas Music Magazine’s promotion of the festival. Full pages ads will be featured in San Antonio Magazine (March, 
April & May) as well as Austin Monthly Magazine (April & May), a two-page spread in the spring issue of Texas Music 
Magazine and editorial content in their spring issue. Digital advertising and social promotion will be a big focus from now 
until the event.

Tough Mudder: With just over two months to go we have strong marketing in place to reach registrants in their planning 
stages including our presence on the TM website. We have crafted a two-page overview of our destination highlighting 
the various outdoor activities, shopping, restaurants, experiences and included a “Tough Mudder Freebies/Deals” where 
participants are offered discounts on grub and goodies for flaunting their TM headbands. This overview will be included 
in the Virtual Event Bag that participants will receive upon registering for the event.   
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