
  Year in
Review

2 0 1 7



Why Tourism Matters
T r a v e l  s p e n d i n g

$1.59B
Up 1.2% Over

2015

Direct spending from each sector

$191M

Arts, entertainment
& Recreation

Food service Accommodations Retail

$431M $415M $265M

Imperative: Demonstrate value to our stakeholders, partners and communities

Source: Dean Runyan

Visitor Spending by Accommodation Type 

Hotels and Motels 

$923M

Campgrounds

$139M

Private Homes

$108M

Day Travel

$318M

Vacation Homes

$46M

1 out of 8  SLO County jobs
Depend on travel and tourism

Direct spending by domestic and
International travelers averaged:

Source: Dean Runyan

84% of travel
Companies are

Considered small
Businesses

Source: US Travel Association Source: California Economic Development Department

17, 820
$551M

I n  i n d u s t r y  e a r n i n g s

T o t a l  J o b s

Jobs Jobs Jobs Jobs Jobs Jobs

$359M

4,97010,650 1,490 440 90 180

$104M $51M $19M $11M$7M

Accommodations
& Food Service

Arts, 
Entertainment

& Recreation
Retail Ground

Transportation
Visitor Air 

Transportation Other Travel

$50
A second

v i s i t o r
s p e n d i n g

$1.53B

$4.4M
A day An hour

$181k
A minute

$3k

Up 1.1% Over
2015



Imperative: Demonstrate value to our stakeholders, partners and communities

(Includes Accumulated Reserve)

Visit SLO CAL Budget

$4,352,629
Film
Commission (1%)

G&A (5%)

Travel Trade (9%) Industry Research & Resources (9%)

Communications (9%)

Accumulated
Reserve (8%)

Promotions &
Events (6%)

Advertising & Digital Marketing (53%)

Imperative: Optimize our organizational capacity

Visitor tax receipts business tax receipts vs.

$44M $18M

Local tax revenue

W h i c h  c o v e r s  e x p e n s e s  f o r :

$61.7M
Each SLO CAL household would pay
An additional $59570 in taxes
Without the tax revenue generated by travel and tourism 

Sources: Dean Runyan, U.S. Census Bureau

119
Miles of 2-lane 

roads resurfaced

1025 
Firefighters

86  
Parks builtPolice officers

898

Note: This reflects 14 months of revenue due to our transition from cash-based to accrual-based accounting.



Number of Domestic arrivals in SLO CAL (by cardholder count): 2,946,398

2016 VisaVue DOMESTIC TOURISM Report 

Source: VVT/Visa

Cardholder Count

Consumer Commercial

2,946,398

2,772,913
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173,485

Transaction count

Cardholder Count trend

Top Market Segments by spend 
amount ($M)

TOP ORIGINATING MSAs YOY Cardholder 
growth (percents)

TOP ORIGINATING MSAs

by cardholder count (1000’s)

Top originating msas YOY $ growth 
(percents)

top originating msas 
by spend amount ($M)

Consumer Commercial
11,851,282 660,593

12,511,875

$ $

$ $

Total Spend

$592,487,687

Imperative: Advocate for the development of critical tourism infrastructure

LA = LA/Orange County/Riverside

SD = San DiegoSB = Santa Barbara/Santa Maria

Vis = Visalia/tul./p.villeBF = Bakersfield

Sea = Seattle/tac/brem.

SF = San Francisco/Oakland/san Jose

SAC = Sacramento/yolo

PHX = Phoenix - mesa

FR = Fresno

Sal = Salinas

Key

Consumer Commercial
542,161,113 50,326,574



Top 5 international markets to SLO CAL
(By cardholder count)

Top 5 High-Growth International Travel Markets YOY
(By Cardholder Count) 

Number of international arrivals in SLO CAL (by cardholder count): 134,756

2016 VisaVue INTERNATIONAL TOURISM Report 

Source: VVT/Visa

Cardholder Count

Consumer Commercial

134,756

130,653

CN Ca fr ch ES Jan Feb MAR APR MAY Jun Jul Aug Sept Oct Nov DECuk de au DK se

4,103

Transaction count

Cardholder Count trend Top Market Segments by spend 
amount ($M)

Top originating Countries
By spend amount ($M)

Consumer Commercial
241,848 9,185

251,033

$ $

$ $

Total Spend

$20,632,090

Imperative: Advocate for the development of critical tourism infrastructure

1. 20,960 1. 26.3%2. 19,590 3. 14,920 3. 17.1%5. 7,860 2. 22.2% 5. 16.0%
France

4. 14,480
UKCanada FranceGermanyChina China Spain

4. 17.0%
Sweden Denmark

cn = China

es = SpainCA = Canada

fr = France

CH = Switzerland

UK = united Kingdom

se = SwedenDE = Germany

AU = Australia

dk = Denmark

Key
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$18,877,870 $1,754,220



Imperative: Advocate for the development of critical tourism infrastructure

New Air Service

Market Activation

Flight Service 
To Seattle 

$245,000

Market Activation

$215,000

The “wine flies free” program allows SLO cal visitors
To bring their favorite wines back home with them• 81% of those who haven’t booked before, would consider 

booking in SLO CAL if the new facility was built 
• 84% of meeting planners would book in 

fall, winter and spring
• Of those who have booked here, 79% are definitely or 

likely to return if the new facility was built Flight Service 
To DENVER 

 Conference Center
Feasibility S tudy

MID-WEEK &
SHOULDER SEASON
SHOW HIGHEST
POTENTIAL 57%

T w

P E A K  E V E N T  T I M I N G

tr f

76% 74% 63%

2014
2 0 1 5 2 01 6

Tot

OCC

ADR

REV
PAR

$ 32,122,335

69.4%

$ 131.82

$ 91.42

$ 35,156,333

70.7%

$ 140.37

$ 99.29

$ 37,208,546 15.8%

4.3%

12.0%

12.3%

69.6%

$ 147.73

$ 102.75

UP

UP

UP

OVER 3 
YEARS

INCREASE IN
ROOM INVENTORY

2014-16

OVER 3 
YEARS

OVER 3 
YEARS

Source: Visit SLO CAL

Source: STR, INC

Source: STR, INC

Source: STR, INC

THE NUMBERS

ADDITIONAL FLIGHT SERVICE TO SAN FRANCISCO HAS ALSO BEEN SECURED

15-20,000SQ
FT

BALLROOM DESIRED

Imperative: Demonstrate value to our stakeholders, partners and communities



p a g e  c o - o p
Ran may 2017 in alaska airlines’ 

in-flight magazine

PARTICIPANTS:

Morro Bay • Arroyo Grande
Atascadero • San Luis Obispo

Pismo Beach 

PARTICIPANTS:

Atascadero • Paso Robles
San Luis Obispo

Web And Social Media Results

CO OP MEDIA

2

7

2

5A R T I C L E S

A R T I C L E S

: 9 0  V I D E O S

20.8K LIKES

7.1K FOLLOWERS

12.5K FOLLOWERS

707 FOLLOWERS

27% increase in organic sessions yoy
29% increase in organic users yoy

260% increase in Blog pageviews YOY
450% increase in Blog sessions YOY

7,156 TWEETS

@SLOCAL

@VISITSLOC

+ 1.8M Organic IMPRESSIONS
over FY 2015/16 • Up 123%

12 % increase YOY

23 % increase YOY

64% increase YOY

7% increase YOY

over FY 2015/16
+1M ENGAGEMENTS

13% ENGAGEMENT increase YOY

@SLOCAL

Web
Site

BL
OG

"Forget NorCal and SoCal; SLO CAL is 
where it’s at.”

Supported by planned VCA media spend of $26.1M in FY16/17,
Deployed through broadcast and Online TV channels in 6 markets:

• Travel Trade: 4 FAMs: 43 Reps hosted; $78M in buying power
   Mexico & China Sales Missions: 65 leads; 120 appointments
• Media: 4 Press Events in New York, Chicago, Los Angeles, 
   San Francisco 

Imperative: Build and expand strategic partnerships

UK

Australia
Canada

ChinaMexico
US

$50,000
2 hours TV coverage

S P O N S O R S H I P

30 Second Commercials
Online video & banner ads

*CAMPAIGN YIELDED OVER 900M IMPRESSIONS

“Living the Dream” 

TV commercial



Imperative: Demonstrate value to our stakeholders, partners and communities

6 Markets
Los Angeles

1,733San Francisco Phoenix
Las Vegas

Denver

Seattle

Wave 1

Criteria Age: 25 - 54
Household Income above

$75,000

Plan to take at least one 
U.S. leisure trip in next 

12 months

Completed surveys 

April 1 - March 31

Familiarity
With SLO CAL

Likelihood to consider traveling to SLO CAL

38%  have visited
SLO CAL in the past 62%  have not visited 

35 hosted media in slocal 4 media events attended
85 total media mentions

Of which 92
%
 would 

visit again

Of which 72% would be 
interested in visiting 

SLO CAL

• 46% of respondents are very likely to visit SLO CAL in next 2 years
• 34% are somewhat likely to consider visiting SLO CAL

• Top two reasons for unlikeliness to visit SLO Cal were, 
“Don’t know enough about the area” and “ other destinations are easier to get to.”

 Percent of respondents
that have not visited by market

Los angeles: 50% San francisco: 51% seattle: 66%

las vegas: 71% Phoenix: 73% Denver: 83%

805.541.8000    •    SLOCAL.com

Brand Awareness

Imperative: Establish brand clarity and increased awareness through united efforts

San Diego – 5,000 attendees and 11 Partners
Seattle – 2,000 attendees and 9 Partners 

*Total Web Traffic, not just paid media efforts

Total Web Traffic*

 Engaged Users CVR 

Content Page Views 
(Buzzfeed & Matador)

Cost per Arrival

Cost per weighted conversion

Cost per Minute of Engagement

$14.72

$5.17
Arrivals

Engaged Users

 1,409,506

7.6%

126,076

$96.23

99,267

4,460

Travel Trade 

savor

ADVERTISING Media

Media
RELATIONS

DEVELOPED & distributed
TRAVELER information tools 
To front line STAFF

In-person Outreach included:

112 12
lodging 

properties
chambers & visitor 

centers

Multiple 
media

interviews

DEVELOPED ALTERNATE ROUTE MAPS

PROVIDED Blog &
Social media
Support for PARTNERS

Crisis
Plan

5 FAMs with 55 attendees
7 Tradeshows Visited with 103 Leads and 46 

Prospects
3 Sales Missions – Mexico, China, UK 

8 Cities, 79 Leads, 5 Agency
Takeovers


