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Lodging Industry Report

April ’18 Calendar Year to Date

Occ %CH Occ ADR % Ch 

ADR

% CH 

RevPAR

% CH 

Rooms 

Sold
Occ

% Change from YTD 2017

%CH 

Occ

ADR % Ch 

ADR

% CH 

RevPAR

% CH Rooms 

Sold

Bastrop 67.6 6.9 100.63 -1.6 5.3 6.9 58.2 6.6 91.62 -1.3 5.2 6.6

1 62.3 12.9 93.45 6.0 19.7 25.7 55.4
2.9

89.16 6.3 9.4 14.6

2 52.1 -0.5 84.52 5.4 4.9 -0.5 52.3
-4.5

81.39 3.0 -1.6 -4.5

3 66.3 4.5 114.04 -4.5 -0.2 5.0 58.3
5.9

107.28 -0.9 5.0 6.4

4 72.3 10.0 119.68 -1.0 8.8 10.0 60.9
6.6

110.88 -0.1 6.5 6.6

5 54.1 -11.9 99.10 -3.0 -14.6 2.0 52.4
-6.9

94.80 -2.2 -9.0 3.2

6 71.8 0.5 133.33 10.2 10.8 2.3 68.1
-0.9

127.16 6.7 5.8 0.7

7 79.5 -3.2 164.43 3.0 -0.3 4.3 75.2
-2.8

163.57 0.7 -2.1 3.0

8 78.9 -3.1 135.56 -3.9 -6.9 4.3 73.1
-3.1

131.81 -4.7 -7.7 6.4

9 63.7 10.4 109.22 3.6 14.3 24.9 57.0
-1.0

99.05 1.7 0.7 16.2

Average 66.86 2.65 115.40 1.42 4.18 8.49 61.09 .28 109.67 .92 1.22 5.92
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Convention Sales
Room Nights Booked- Fiscal Year to Date

Convention Center Hyatt Other Total

FYTD Room Nights 1044 330 1374

Lead Production - May

Number of Leads Sent Total Room Night Potential Total Attendance

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

Definite Future Room Night Bookings– May

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

Originated

Assisted
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Convention Sales Initiatives

Tradeshow/Industry Meetings:
•May 4-6 Military Reunion Network – Branson, MO

Meetings/Appointments:
•May 2 Chris Bacack Site Tour
•May 29 Greg Lashmet - Producer of L&H Productions (potential new event) 
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Website

May Website Overview

MARKETING 
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Organic Traffic Overview: In May 2018, VisitBastrop.com, had 3,458 organic sessions. This is the 6th

month in a row that our site has seen an increase in the number of organic sessions compared to 
prior months. Top organic landing page last month was again the homepage which had 945 
sessions. Other organic landing pages include:  

• Homepage 
• Bastrop Music Festival 
• Play Page 
• Hyatt On-Site Activities 

*In regards to engagement metrics, visitbastrop.com is performing better than the industry 
average in all measured areas. Our audience is visiting more pages, spending more time on the 
site, and bouncing less often than other DMO audiences.  

May Website Overview
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May  Website Overview
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May Website Overview
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May Website Overview
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Facebook Overview: April
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Facebook Overview: May 
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Instagram Overview: May 
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Strategic Marketing Initiatives
Bastrop Music Festival: music festival month has arrived. All major marketing efforts are in place. Marketing platforms 
include, print ads, digital ads, (OOH) out of home advertising (billboards, gas pump toppers), social media efforts across 
Instagram, Twitter, two Facebook platforms (Visit Bastrop & Bastrop Music Festival) including promoted posts and ticket 
giveaways. All marketing efforts are raise awareness and generate buzz about Bastrop having something fun to do, 
encourage overnight stays to our destination and spending at the local level. Our marketing partnerships include TX 
Music Magazine, Texas Monthly, Sun Radio. Local promotion of the event includes hanging of pole sign banners 
throughout the downtown corridor, an email blast, large signage at City Hall, the Museum and Visitors Center & ABRI 
Gallery. 

Bastrop Patriotic Fest: (June 29 – 30) marketing drivers: fireworks, sky divers, family fun. Overall goal for this festival is to 
build awareness and interest, ideally encouraging overnight stays and spending at the local level among target audience. 
Billboards and gas pump topper are scheduled to go live June 4. This event was featured inside the Bastrop Music 
Festival Program, provided to each festival-goer. Other marketing avenues for consideration: traditional print 
(newspaper), social media, digital ads, email blasts and radio. 

Branding: Branding research is currently underway with Augustine. Discovery meetings have been scheduled and phase 
one is well on it’s way. Community Survey launched May 4th and will close June 12th. Visit Bastrop has had internal 
discussion with Augustine regarding a  “Gap” marketing campaign to assist with marketing efforts while branding effort 
are ongoing.  14



Bastrop Music Festival Marketing Overview
Partner – TX Music Magazine 

Media Objective: 

Build awareness into inaugural event ideally encouraging 
overnight stay and spending at the local level amongst target 
audience 

KPI/Measure: 

Drive traffic to event pages to learn more and if applicable, 
purchase tickets.

How are we reaching them:

Print Ads, Digital Ads, Social Media, (OOH) Out of Home 
(Billboards, Gas Pump Toppers), Radio 
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Texas Music Festival Media Exposure

Austin Monthly

April Issue – Full page ad 

May Issue – Full Page ad 

April Digital Ads: 50K ROS Ads (50K impressions, run of site ads)

May Digital Ads: 50K ROS Ads (50K impressions, run of site ads)

San Antonio Magazine

March Issue – Full page ad 

April Issue – Full page ad 

May – Full page ad 

April Digital Ads: 75K ROS Ads (75K impressions, run of site ads) 

April - From our Partner Exclusive

Facebook Post – May 

Texas Music Magazine 

Fall Issue – 2 Page Spread (one for city, one for festival) 

Winter Issue – 2 Page Spread (one for city, one for festival)

Spring Issue – 2 Page Spread 

Digital Advertising (website, social media eblasts) 

Editorial Content – 4 pages (winter/spring) 



TM Post Reach: 106, 142



Music Festival Synopsis
as reported by Bastrop Music Festival 
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• Estimated Wristband Presale: 1,200 (800 purchased, 400 promo) 
• Estimated Walk-up Ticket Sales: 400; total for event 
• Hotel Rooms use by Bands & Production Teams: 50 room nights 
• Conservative Estimate of Attendee Room Nights: 50 room nights
• Print Ad Reach: (Texas Music Magazine, Austin Monthly, San Antonio Magazine): 

914,000
• Social Media Potential Reach | Bastrop Music Festival (Magazine & Individual 

Band): 747,874 
• Social Media Potential Reach | Visit Bastrop: 1,124,142 

Total Exposure Potential(advertising & social media): 3,741,296 
Room nights generated: 100/average rate $90 = $9,000 



Marketing Efforts – Bastrop Patriotic Fest
Partner – Bastrop Chamber of Commerce, City of Bastrop, Texas Monthly

• Objective: Build awareness into yearly 
summertime event ideally encouraging overnight 

stay and spending at the local level amongst 
target audience 

• Target Audience: Family Audience with 
interests in food, art and history

• How are we reaching them: Outdoor, Digital 
(banner ads, email blast), Social Media, Radio, 

Print ads (newspaper)  
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Marketing Efforts – Bastrop Patriotic Fest
Partner – Bastrop Chamber of Commerce, City of Bastrop, Texas Monthly



Marketing Meetings/Activities
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DATE ACTIVITY/MEETING PURPOSE

5/5-6 Tough Mudder Promote Bastrop before, during & after the event (work booth)

5/10 Bastrop Music Festival Logistics Meeting Discuss innerworkings of the Music Festival 

5/9 Music Festival Site Meeting Final Run Through for festival 

5/17 Visit Bastrop Board Meeting Board meeting, monthly report 

5/21 Simpleview Support Call Website Training & troubleshooting 

5/23 Simpleview CRM Monthly Support Call Troubleshoot and explore opportunities within the CRM

5/24 Meeting with Norm Glenn with Scream Hollow To discuss marketing of Halloween and New Christmas Event

5/24 Meeting with Grizz from To the Point Sharpening Discuss potential for future event 

5/30 Proof Agency Asset Turnover Call Transition of all marketing assets 

5/30 Visit Widget Discussion Social Media/Website integration tool troubleshooting

5/31 Wrap-Up Music Festival Meeting with City Discuss & recap pf Music Festival efforts 


