Agenda Item No. 3

File Code No. 29000

CITY OF SANTA BARBARA

COUNCIL AGENDA REPORT

AGENDA DATE:  April 22, 2014

TO: Mayor and Councilmembers
FROM: Administration Division, Finance Department
SUBJECT: Santa Barbara South Coast Tourism Business Improvement District

Annual Report
RECOMMENDATION:

That Council receive the Annual Report from the Santa Barbara South Coast Tourism
Business Improvement District.

DISCUSSION:

On September 28, 2010 the Santa Barbara City Council established the Santa Barbara
South Coast Tourism Business Improvement District (TBID) and approved the TBID
Management District Plan. The TBID is a special benefit assessment district designed to
increase tourism by creating a supplemental funding source for marketing the south
coast region of Santa Barbara County. The TBID region includes the Cities of Santa
Barbara, Goleta, and Carpinteria, and the nearby unincorporated areas of the County of
Santa Barbara, with the City of Santa Barbara designated as the lead jurisdiction.

The lodging establishments within this TBID assess a fee at the time of occupancy from
the hotel guests. The annual assessment rate is as follows: lodging businesses with an
average daily rate (ADR) of under $100 shall be assessed $0.50 per occupied room per
night; lodging businesses with an ADR between $100 and $150 shall be assessed
$1.00 per occupied room per night; lodging businesses with an ADR over $150 and up
to $200 shall be assessed $1.50 per occupied room per night; and lodging businesses
with an ADR over $200 shall be assessed $2.00 per occupied room per night. Lodging
properties with 3 or less units are exempt from the assessment. No changes to the
assessment rates are proposed.

Based on the benefit received, assessments are not collected on lodging stays of more
than 30 consecutive days, occupancies by federal government employees on
government business, stays at time shares, and stays booked or contracted for and
paid for prior to January 1, 2012. The ADR figures are updated annually based on a
previous full year of room rates.
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The Property and Business Improvement District Law of 1994 provides for the
administration of the district by a separate non-profit entity. The City of Santa Barbara
entered into an agreement with Visit Santa Barbara (VSB; formerly Santa Barbara
Conference and Visitors’ Bureau and Film Commission) to manage the district on behalf
of the City and the consenting jurisdictions. The funds are administered by VSB. As a
requirement of the agreement between the City and VSB, an annual report must be
provided to the City by VSB which includes the actual expenditures and program
accomplishments of the District for Fiscal Year 2013. The revenue collection for the TBID
for Fiscal Year 2013 was $1.728 million.

Kathy Janega-Dykes, President/CEO of VSB, has provided the second Annual Report of
the TBID which also includes the Strategic Marketing Plan for the District.

ATTACHMENT: Santa Barbara South Coast Tourism Business Improvement District
Annual Report

PREPARED BY: Genie Wilson, Treasury Manager
SUBMITTED BY: Robert Samario, Finance Director

APPROVED BY: City Administrator's Office
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Annual Report
For the Fiscal Year July 2013 — June 2014
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Boundaries

No changes to the district boundaries or business classifications are proposed. The
District includes the cities of Santa Barbara, Carpinteria, and Goleta, and portions of
unincorporated southern Santa Barbara County. The district boundaries are Refugio
Road on the west, the Santa Barbara / Ventura County line on the east, the Pacific Ocean

on the south, and Camino Cielo / Juncal Road on the north, as shown on the map below.

Businesses continue to be classified based upon their average daily rate. Average daily
rates for individual hotels were updated by the businesses effective January 1, 2013 and

will again be updated in January 2014.

Santa Barbara County
Ventura County

City of
of Santa Barbara
Goleta [

PACIFIC OCEAN

Santa Barbara South Coast Tourism Business Improvement District | Boundaries




Activities

The District will continue to provide marketing and sales promotions to increase
tourism and to market the commercial lodging properties located in the SBSCTBID as
tourist, meeting and event destinations. These services are designed to provide a
specific benefit to commercial lodging businesses within the SBSCTBID boundaries,

increasing room night sales.

Further information on the marketing activities can be found in the attached marketing

plan.

Cost of Activities

The estimated cost for activities by category for fiscal year 2013 - 2014 is shown in the
table below. The proposed allocations are within the guidelines of the Management
District Plan and do not exceed the 15% adjustment limitation. This cost includes the

amount of surplus from the previous year.

. Jan 2011 - June | July 2011 - June July 2012 - June
Service 2011 2012 2013
Total Collections $ 424,199 $1,869,211* $1,728,227
City of SB $ 262,775 $1,164,490 $1,059,532
County of SB $ 139,570 $ 589,978 $ 229,419
Goleta $ 0 $ 0 $ 342,954
Carpinteria $ 21,854 $ 114,810 $ 96,322
Expenses $72,007 $1,178,660 $1,951,861

$1,042,743 (of

$819,109 (of which

which $223,634 )
) $495,000 will be
Fund Balance $352,192 was used in FY )
used in the 2013-
2012-2013)
2014 budget)

revenue included in the total.

*Fiscal year 2011-2012 was reported on a cash basis initially, there are 14 months of

Santa Barbara South Coast Tourism Business Improvement District | Activities




Service Jan 2011 - Jun 2011 | Jul 2011 - Jun 2012 | Jul 2012 - Jun 2013
Sales and Marketing 0 149,980 220,487
Advertlsn.lg eTnd 63,892 848,091 1,446,748
Communication
Administration and 0 37,680 101,400
Advocacy
Local Pestmahon 0 100,000 100,000
Marketing
Contingency and 0 0 43,386
Renewal
Colle‘ctlion ‘ 8,115 42,909 39,841
Administration Fees
Total 72,007 1,178,660 1,951,861

The total collected amount collected from July 2012 — June 2013 was $1,728,227. The
estimated budget for 2013- 2014 is $2,246,159, which includes a surplus of $495,000 and
projected collections of $1,751,159. Detailed annual budgets are attached.

2013 - 2014 Budget % of budget $ amount
Sales and Marketing 12.76% $286,735
Advertising and Communication 73.19% $1,643,889
Administration and Advocacy 4.27% $95,870
Local Destination Marketing 4.45% $100,000
Contingency and Renewal 3.51% $78,802
Collection Administration Fees 1.82% $40,863
Total 100% $2,246,159

Santa Barbara South Coast Tourism Business Improvement District | Cost of Activities



Assessment

No changes in the assessment rate are proposed. The annual assessment rate is as
follows: lodging businesses with an average daily rate (ADR) of under $100 shall be
assessed $0.50 per occupied room per night, lodging businesses with an ADR between
$100 and $150 shall be assessed $1.00 per occupied room per night, lodging businesses
with an ADR over $150 and up to $200 shall be assessed $1.50 per occupied room per
night and lodging businesses with an ADR over $200 shall be assessed $2.00 per
occupied room per night. Lodging properties with 3 or less units shall be exempt from
the assessment. Based on the benefit received, assessments will not be collected on
lodging stays of more than 30 consecutive days, federal government employees on
government business, stays at time shares, and stays booked or contracted for and paid

for prior to January 1, 2011.

Average Per Night

Daily Rate Assessment

0-99.99 50

100.00 — 150.00 1.00

150.01 —200.00 1.50

200.01 + 2.00
Surplus/Deficit

A surplus of $819,109 is available at the end of June 30, 2013. These funds were
accumulated during the first year and a half of the TBID when the program was in its
start-up phase. Half of these funds were budgeted to be used in the 2013-2014 fiscal
year.

Contributions

The TBID funds are supplemented by funding from the County, City, private sources,
and TBID destination funds. The total additional revenue to programs is $1,794,034.
City funds are expected to total $1,349,534. County funds are expected to total $79,000.
Private source funds are expected to total $315,500. Destination funds are expected to
total $50,000.
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Attachment 1 - ADR Update Letter

Dear South Coast Lodging Community,

December 31 marks the end of year three for the South Coast Tourism Business Improvement
District (TBID) operations. Extensive efforts and a constant pursuit of new opportunities have
produced positive results. The current return on investment for the TBID is $6.00 for every
tourism dollar spent. The funding has allowed for a 60% increase in the communities’ tourism
marketing budget. This increase has been allocated toward a variety of cohesive endeavors aimed
at elevating the Santa Barbara South Coast tourism marketing message to top-of-mind at a state,
national, and global level. Initiatives include:

1. A comprehensive advertising plan that targets key audiences and generates new leads.

2. Promotional programming that encourages off-season visitation.

3. A far-reaching social media strategy that engages audiences and inspires travelers across
multiple channels.

4. Public relations press outreach, hosted press trips for media influencers, and desk-side
meetings with journalists and editors throughout the year.

5. Marketing representation in the United Kingdom, Australia, and France to increase
visitation from these important and influential markets.

6. Sales missions to key markets, both domestically and abroad.

7. Familiarization trips and site visits for meeting planners and travel professionals.

8. Attendance at additional trade shows to develop the conference and small meetings
markets.

9. Key alliances with producers and film executives to encourage the Santa Barbara South
Coast as a preferred location for film and commercial activities.

For a complete list of 2013/2014°s marketing initiatives, please click here to view the Strategic
Marketing Plan. We regularly report the results of these initiatives at Marketing Committee
Meetings, Director of Sales Meetings, and in the monthly marketing updates, quarterly reports,
and annual reports. All of these meetings are open to the public; please feel free to attend at your
convenience.

As we near a new year of operation, | want to remind you of potential changes for the 2014
assessments.

Exemptions

For those lodging businesses in Carpinteria and Santa Barbara, the City Treasurer has asked us
to remind you of the following policies:

Santa Barbara South Coast Tourism Business Improvement District | Attachment 1 — ADR
Update Letter


http://www.santabarbaraca.com/includes/media/docs/13-14-MarketingPlan-VSB-rev5-web.pdf

If exemption deductions are reflected on the monthly TOT/TBID remittance form then the hotel
must provide the appropriate documentation to support the exemption amounts deducted on the
form.

Over 30 days. After a customer has occupied a room for 30 consecutive days, beginning with
the 31st day and continuing subsequent days, the customer is exempt from paying the tax.
Additionally, when a customer has made advance reservations and executed a written contract
for a successive or uninterrupted stay exceeding 30 days, the customer is exempt from the tax for
the entire stay.

U.S. Government (when payment is made directly by the U.S. Government on a purchase
order or the individual pays for lodging with a credit card issued by the U.S. Government.)
Only federal agencies are exempt -- not state or municipal. Even if the individual claims he/she
is a member of a federal agency and is travelling on official business, if the lodging is paid for
with a personal credit card or cash/check, the individual must pay the tax and submit a claim for
refund (see below) directly to the City.

Assessment Changes

Your assessment rate needs to be evaluated annually and any changes are effective January 1%
of each year. Remember that the assessment is based on the annual average daily rate.
Beginning in January 2014, your assessment rate will be based on the annual average daily rate
in 2012. Here are the categories.

Assessment
Average Daily Rate | Rate Per Night
Less than $100 $0.50
$100 - $150 $1.00
Over $150 - $200 $1.50
Over $200 $2.00

Attached is a form that needs to be signed and remitted to the City by Friday, January 10.
Please either email it to bcraig@santabarbaraca.gov or mail it to City of Santa Barbara, P.O. Box
1990, Santa Barbara, CA 93102-1990. This form notes your 2014 assessment amount. It can also
be found on the City of Santa Barbara website here.

As part of our agreement with government agencies, audits on lodging properties can be done at
any time. We appreciate your cooperation in making accurate, timely payments to the
jurisdiction that you respond to.

Many thanks for your cooperation!
Best,

Tom Patton
Chair, Santa Barbara South Coast TBID

Santa Barbara South Coast Tourism Business Improvement District | Attachment 1 — ADR Wj
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EXECUTIVE SUMMARY

EXECUTIVE
SUMMARY
TS T Welcome to Visit Santa Barbara's Five-Year Strategic Marketing Plan. Originally drafted in 2010 and now embarking upon year three of five, this plan
PART1 N, was created to provide a tactical road map for Santa Barbara South Coast's destination marketing efforts, always positioning our beautiful city as a
KEY TRENDS welcoming, world-class vacation venue.

Our method for this year's pian was slightly different. We began our planning process with a series of workshops, calling upon our hospitality partners
and valued community membership. The insight and feedback that came from those workshops helped drive this year's strategic approach. While we
welcomed the wealth of industry insight, foresight, and opportunity, much of what we heard fortified our ongoing efforts to remain at the forefront of
destination marketing, not just locally or nationally, but internationally.

In recent years, Santa Barbara has begun to see the post-recession resurgence of travel and tourism; however, this in no way signifies that our work is
ever done. Travelers are savvier, booking windows are shorter. and market saturation means reaching target audiences is more difficult. So we remain

PART 3

.,"(: proactive in sourcing new and effective opportunities and agile in our execution of the strategies outlined herein.
m* _ We will continue to look to our industry partners, including Central Coast Tourism Council, Visit Cdlifornia, Brand U.S.A., and the U.S. Travel Association to
GUALS & GUlDING b leverage our messages further, maximizing cost efficiencies. Working with our agency of record, MMGY Global, we will bring to market a new adver-
PHINClPLES tising campaign that will showcase Santa Barbara as the unique, authentic, eye-catching, and memory-creating destination that it is.
_I;AﬁT—B_ v '_'. Together with Carl Ribaudo of Strategic Marketing Group, we put forth a refined economic modei to ensure we continue to gauge our efforts, evaluate
l‘ MARKETING T for areas of improvement, and demonstrate ROI to our valued constituents.

We invite you to learn more about where we've been, where we're going, and most importantly, how we plan to get there. Together, we look forward
to our continued stewardship of Santa Barbara's valuable destination experiences, as well as the always proactive, often trend-setting approach and
collaboration on which we rely to showcase our beautiful destination as one of the world's best.

TARGET _
| MARKETS _',»" Sincerely,
o
DESTINATIUN
':_ : UPPGRTUNITY‘ - /

Kathy Janega-Dykes
Sy AN President & CEO
- PART 9 Visit Santa Barbara

AP@ENDIIX;' Visit Santa Barbara Destination Strategic Marketing Plan - Executive Summary e



The Results

The results have been impressive. The joint Visit Santa Barbara and TBID program
has contributed to an increase of approximately $45 million in lodging reve-
nues through the end of FY 2012/13, as indicated below.

Figure 1
Total Lodging Revenue and Visit Santa Barbara Generated Lodging
Revenue (000's)
$300,000

$262,488

$250,000 $242,398
) $217.746

$200.000 -

$150,000

$100,000

2,663 }44,572

2000/ 20112 2012/13

u Total Lodging Revenues Visit Santa Barbara Generated Lodging Revenues

Source: Smith Travel Research, Visit Santa Barbora

It should be noted that prior to 2010/2011 (base year prior to TBID funding) it is
estimated that Visit Santa Barbara generated lodging revenue was 13.1% of the
total market lodging revenue. By 2012/13 it is estimated that Visit Santa Barbara
generated lodging revenue will be 17% of total market lodging revenue. This
gain is a result of aggressive Visit Santa Barbara programs and overallimproving
market conditions.

Visit Santa Barbara Destination Strategic Marketing Plan - Executive Summary 6



2013/2014 Plan Update

In an effort to create an even deeper connection to the local community, Visit Santa Barbara hosted five community workshops, inviting local community members to

participate and suggest new ideas as well as provide input to Visit Santa Barbara staff for proposed new initiatives and programs. The hosted workshops included the
following topics:

* Marketing {Advertising, Media Promotions)

* Marketing (Technology, Mobile, Social Media)
¢ Film

« Sales

» Public Relations

The input and ideas generated were reviewed by staff and incorporated into the 2013/14 marketing plan update where appropriate.

As Visit Santa Barbara’s marketing efforts enter their third year since TBID funding was established, they seek to build on the strengths of past efforts and incorporate
new and innovative ideas, all in order fo increase the awareness and desirablilty of the destination in the minds of target markets, motivating target audiences to visit

the area. The plan represents an ongoing and evolving commitment to strengthen the local tourism economy in order to increase revenues, employment and taxes
for Santa Barbara.

The plan includes twelve core marketing strategies designed to guide Visit Santa Barbara and the tourism community toward achieving that goal.

LA X 3 - o e
o® e ..

," I \\‘ ,"' 2. \\‘ ,"' 3. \\ ,"' 5 \“ ," 6 \“
{ '/ DESTINATION }  { CONTNUED 3 B e ST S
: ¢ \AUTHENTICITY; % BRAND ¢ CORTWMARKET T, ¢ o :
\ ‘ \ 3 » DEVELOPMENT /f \ vt \PRIMARY MARKET
~, LENGTH OF STAY . 8 ' \ s S0 *.. PENETRATION .~
,"' 7. “\‘ "" 8. “\‘ ,"' g. \\‘

: ‘ Y ¢ Y ¢ BROADEN
' : ' ’ + MARKETING MIX }

\  AWARENESSOF \ ; \ TOINCLUDE |

", LODGING DNERSITY - ", FOCUS ON NICHES *, PROMOTIONS
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Moving forward Visit Santa Barbara will be implementing specific tactics to increase business during off-peak times (ex: extra bedroom promotion in November/
December, online fravel agent campaigns that provide for mid-week stays). The plan includes a number of initiatives that are intended to be cross-promoted via
communication channels currently utilized by Visit Santa Barbara.

Additionally, the pian includes a full complement of updated actions designed to measure the success of Visit Santa Barbara's programs so as to continually improve
and refine them as well as identify ongoing efficiencies.

This effort represents a continued direction for the Santa Barbara tourism industry. Given the area's tourism assets, the expertise of Visit Santa Barbara and the support
of the public and private sector, Santa Barbara is poised to move to the forefront of tourism promotion within the state of California.

The Santa Barbara Destination Marketing Model on the following page provides a summary view of Visit Santa Barbara’s comprehensive strategy designed to increase
revenues, employment and taxes.

santa Barbara Destination Marketing Model =

Funding Drivers Contact Objectives Goals Benefits

World Class
Destination
Broaden
Appeal
Niche Focus s il
- e Revenue
Destination » Demand I’ S
Markets S Destinationty Employment
i "
Technology  TBID Lodging

Group ;
Market

Film Location
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tion, does not operate in a vacuum, but rather is subject to a variety
of market influences, including economic, tfravel, social, cultural
and demographic trends. As such, it is important to understand the
changing environment in which the organization is operating.

I here can be no doubt that Santa Barbara, like every tourism destina-

Significant changes are occurring in the California marketplace that
impact tourism destinations like Santa Barbara, which Visit Santa
Barbara has responded to with new programs and efforts. These shifts
are primarily the result of a dramatically changed economic envi-
ronment, though there are also changes in demographics, travel,
socio-cultural and consumer value trends that tourism decision makers
should be aware of. For the purposes of background and context, the
following is a summary of the key tourism, economic and demographic
trends that will help to provide a comprehensive context for the devel-
opment of the Santa Barbara strategic marketing direction.

Key Macro Trends Impacting Santa Barbara

TRAVEL

ECONOMICS

TECHNOLDGY

SOCIAL & CULTURAL

DEMOGRAPHICS

o
@
e
@
*

PART TKEY TRENDS

A. California Travel Trends - California

Travel Spending Breaks a New Record

n Domestic

Each year, California residents and visitors travel within the state to
experience its variety of attractions, scenic beauty and local culture.
According to the most recently released data by Visit California’, the
state generated over $100 billion in direct fravel spending in 2011, a
first, translating into a 5.5% increase over the preceding year. Each year,
California residents and visitors travel within the state to experience its
variety of attractions, scenic beauty and local culture.

Figure 2
Cdlifornia Travel Spending
2005 - 2011 ($ Billions)
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Source: Visit California

For perspective, Santa Barbara County generated approximately $1.5
billion in fravel spending during 2010.

Visit Cafifornia Economic impact of Travel 2011
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In terms of visitor volumes, Californians represent the lion's share of the state's
travel and tourism industry. In 2010 (the most recent year's data available), 75%
of visits and 60% of spending were from California residents.?

Figure 3
2011 Total California Travel Visitors

International
7%

Domestic
93%

Source: Visit California Presentation, Santa Barbara November 201 |

g International

Visit Santa Barbara has increased its marketing efforts in three key international
markets, Australia, France and the United Kingdom (UK). Summary frend data
for each of these markets, plus data for additional international markets that
are important to Santa Barbara can be found below.

Table 1

Key International Market Visitors to California
Year Australia | UK ‘ Canada | ltaly - ‘ Germcny France l Scc_ndi- |
i ] 5, [F5se Joovia |
!2005 313000 778 000 }1008 0001 106,000 _‘ 309,000 26],000 | 118,000 |
2006 286,000 i 752000 1037 000 104,000 241 ,000 [ 186,000 129,000
| 2007 | 333.000 ‘765,000 1 148, OOO 124,000 , 322,000 | 237,000 164,000 ‘:
_ 2008 | 341,000 _ 816,000 l 257, OOO 151,000 393,000 _ 302,000 157,000
2009 | 377.000 { 662,000 1233 OOO] 128,000 | '355 000 | 276,000 146,000
_2010 | 502,000 '_ 682,000 [ l 451,000 | 163,000 388 888 | 383,000 181,000
2011 | 563,000 | 702,000 | 1,476,000 | 178,000 | 423,000 | 443,000 | 204,000
Annual % '
Change 13.3% -1.6% 7.7% 11.3% 6% 11.6% 12.1%
. | ! ) I | ! l
| % Visit- | !
| inglA | 70% 53% n/a i57% . 54% 75% . 57%

Source: Visit California
“Visit California Presentation, Santa Barbara Novernber 201 1

= Australia has seen the highest annual growth rate since 2005, followed by
Scandinavia, ltaly and France. It is also the number one inbound market to Los
Angeles outside North America.

* The UK is California’s largest overseas market with visitors spending approxi-
mately $731 million. Though its annual average growth has slowed since it
peaked in 2008, visitation has increased.

» Australia is Cailifornia’s third largest overseas market with visitors spending
approximately $589 miliion.

» Visitors from Canada spent approximately $1.1 billion in California in 2010.

Given Santa Barbara's unique assets and close proximity to Los Angeles, efforts
continue to expand its share of visitors from its core international markets
including the UK, Germany and Australia, as well as emerging markets Canada,
ltaly, France, Scandinavian countries, and potentially Brazil and Mexico.

One emerging market for Visit California is China, which is projected to be a
viable international market. Visitation from China is forecast o be 100 million
in 2020, up from 46 million visitors today.® Given Santa Barbara’s proximity to
the Los Angeles gateway, Visit Santa Barbara is developing a foundation to be
ready to capture the growing Chinese market to California. Additionally, Visit
Santa Barbara will be expanding its efforts o attract the Mexican iuxury fraveler.

B. Economic Trends - Improving

As can be seen in Table 2 below, both the US. and California economic
pictures have changed significantly over time. Slowly recession is giving way to
an improved economic picture. As can be seen below economic indicators for
both the national and state economy are showing signs of improvement.

Table 2
Key California Economic Indicators
2011|2002 2013 20147

U S Gross-D_o;neshc Proc_:lu;t -._1.7_ ) 22 2 < | . 3.;1 -
Unemployment CA [ 11.8% - 10.9% . lO 4% ‘ 9.5%

. Unemp;loymeni U.s. - 9.0 - 8.2 7.9 7.3 |
Personal Income Growth CA '“6.0 | 4.9 - 3.4 ‘ 5.4 |
Personal Income Growth U.S. | 5.1 1 3.7 | 4.2 i 5.0
Consumer Pr|ce Index CA * 2.6 | 20 3l 2.0. | - 2.2
Consumer Price Index U.S. | 3.2 ! 2.1 | 20 | 2.1

Source: State of Catifornio, Depcriment of Commerce
Visit Catiifornio
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One important economic issue that has been an ongoing concern is the price
of fuel, which can impact the travel decisions of price sensitive consumers. The
price of gas in the primary Southern California feeder market is significantly
higher than the U.S. average. It is not known at this time if this issue will be of short
term concern or if the issue presents a longer term threat to destination travel.

Figure 3
Gas Prices
24 Month Average Retail Price Chart
Regulss Gas Regular Gas
Price (US $/G) ~— LosAngeles Price (US $/G)
470 - USA Average 470
455 455
439 439
424 4.24
408 408
383 393
n n
362 382
346 348
33 331
318 — o = — 315
S5555R 3883853388438 883588282
2014 2012 2013

Date (MonthDsy)

Should gas prices continue to increase it could work in Santa Barbara's favor,
given its close geographic proximity to Southern Cdlifornia.

C. Social and Cultural Trends -

Consumers Keep Changing

In addition to the changing economic and demographic situation (which will
be addressedin an upcoming section), several social trends are also impacting
travel and tourism throughout the country, as identified by the Travel Industry
Association. Below are the primary trends having the most significant strategic
impact on fourism to Santa Barbara.

Changing Consumer Tastes

CONSUMERS AS DESTINATION BRAND AMBASSADORS

Social media + mobile technology = empowered visitors. Visi-
tors are now brand ambassadors for destinations. Constant up-
dates about the experience (both good and badj, along with
posted photographs can make the consumer an ever more
important promoter and potential influencer of a destination.

OUTDOOR RECREATION

According to the recently published Outdoor Recreation
Economy Report, outdoor recreation spending is approxi-
mately $646 billion in the United States and generates 6.1 mil-
lion American jobs. Of that $644 billion fully $524 billion was
spent on trips and travel related spending.*

HEALTH AND WELLNESS

Consumers are increasingly integrating heaith and weliness
into their lifestyles and in so doing look for destinations that
enhance those opportunities through weliness vacations and
wellness travel. A wellness vacation is about being proactive
in discovering new ways to promote a healthier, less stressful
lifestyle. Wellness Travel is the pause that reenergizes and reju-
venates each traveler. The weliness vacation is considered an
occasional break for the body, mind and soul.

PURPOSE DRIVEN TRAVEL

As consumers continually see vacation time reduced, there is
a heightened need for purpose driven travel e.g. a specific
special event, hiking a specific trail, surfing a specific location,
etc. These trips are also driven by consumers who self- identify
with a particular event or activity. For example, certain con-
sumers may see themselves as foodies, wine aficionados, or
are avid cyclists or golfers. As such, the abilty to reach and
communicate with niches based on activities is increasingly
important for a destination.

CULINARY TOURISM

Many consumers today are looking for expanded culinary ex-
periences while on vacation. in interacting with the local food,
Santa Barbara visitors are dipping into the area’s agriculturai
history. Given that cuiinary tourism has become a staple in
many competitor destinations there is potential opportunity to
benefit from this frend by developing innovative programs that
further differentiate Santa Barbara.

FAMILY TRAVEL

Visit California has launched a new Initiative “Playground Cali-
fornia“ to atiract family travelers to California. With its natural
assets, outdoor recreational opportunities and lodging for dif-
ferent budget levels, Santa Barbara can take advantage of
those efforts.

*The QOutdoor Recreation Economy Report, Quidoor Industry Association,
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CULTURAL TOURISM

Cuitural offerings and experiences continue to provide desti-
nation visitors with an opportunity to access the authenticity
of a destination through such offerings as art, entertainment,
architecture, history, events and food. Those experiences avail-
able in Santa Barbara provide visitors with an excellent oppor-
tunity to understand the cultural interests of the area.

ENVIRONMENTAL ISSUES REMAIN A PRIORITY

Environmental issues continue to play an important role in the
selection of a destination as well as the selection of activities
while on vacation. Those destinations like Santa Barbara that
place a strong emphasis on the environment will have a com-
petitive advantage over those that do not.

O
©

$5$

DESPITE INCREASES IN TRAVEL - VALUE STILL PREVAILS

There can be no doubt about the shift in the marketplace to-
ward value, and this trend continues throughout all aspects of
the industry. As such it is critical for Santa Barbara to effectively
communicate the value it offers.

Marketing and Communications

TRAVELER FLEXIBILITY AND CONTROL - RESEARCH EVERYTHING

With the continued growth of online and mobile resources,
consumers looking for flexibility and control of their vacation
decisions have the ability to research everything and often do
it not only in pre-trip planning but once a trip is underway.

SOCIAL MEDIA IS MORE IMPORTANT AS TRAVELERS RESIST MORE FORMAL MARKETING

As consumers continue to resist traditional marketing efforts
they are relying more and more on social media to research
destinations and activities. As such Santa Barbara needs to
ensure it provides updated content and information to meet
those needs.

GREATER DEGREE OF PERSONALIZATION

Facilitated by increased data mining capabilities, marketing
efforts will lead to much more customization for each consum-
er. Traditional demographic segmentation and targeting will
no longer be enough as cutting edge DMOs will focus more
and more on customized targeting and offers.

Q0

Changing Planning/Booking Trends

SHORTER BOOKING WINDOWS WITH LOTS OF SHOPPING

Another continuing trend that can present a challenge to the
lodging industry is consumers' short term booking window. As
lodging properties have experienced the booking window has
decreased significantly. This trend has broad implications for
the tourism industry. A shorter booking window makes it more
difficult to gauge future demand and plan accordingly.’ Po-
tential may exist in converting day visitors to overnight visitors
with appropriate incentives. Additionally, research by the Cor-
nell School of Hotel Administration reveals that consumers do
extensive shopping, with over half looking at an average of
fifteen different sites before booking.®

TIME POVERTY + HECTIC LIVES = SHORTER TRIPS

Time continues to be the new cumrency due to the hectic
nature of consumers' lives, and the impact is seen on vaco-
tion and travel. As has been written many times, vacation
trips have become significantly shorter in duration. Addition-
ally, consumers are looking for hassle-free vacations, placing
greater importance on methods of booking and travel to and
from destinations.

D. California Demographic Trends

Since the late 1990s, population in the state of Caiifornia has increased steadily.
During the period between 2008 and 2018, California population and personal
income ievels are projected to change significantly. During the 2003-2018 time
period, the Cadlifornia population is projected to grow from 34 million to 40 million,
a 13% increase. Additionally, personal income levels are projected to increase
by 4.3% and average household incomes by 2.5% annually. Most important to
Santa Barbara are the major demographic shifts and changes in ethnicity as
programs are developed.

Change will occur in several noteworthy areas including those listed below.

POPULATION SHIFTS
Caiifornia population growth between 2008 and 2018 is

projected to be concentrated in three major groups:

* College age and young aduits {20-34) will see an increase of
just under 1 million.

*Vizergy Blog. "Google's Lalest Research”
sSkift.com, 11.15.2012, “Who looks at 150 sites before booking a hoiel? About § percent of ravelers, study says”
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+ Baby boomers {age 55-74) will account for an increase of 2.5 million.
+ Children (ages 0-14) will see an increase of just over 1 million.

Of these three segments, clearly the shiff inthe baby boomer and the college age
and young adult segments will have the most impact. The growth of the children
segment suggests that there will be an overallincrease in the family segment.

CHANGES IN ETHNICITY

Another dynamic that is also changing the demographic
picture is the growth of California's various race/ethnic groups.
Specifically, rapid growth is occurring within the Hispanic and
Asian segments. The Hispanic segment is projected to be the
single largest ethnic segment in California by 2013.

E. Technology Trends

Technology has had a significant impact on the travel industry both from a
travel planning and reservation booking perspective. Table 3 below and on the
following page summarizes key technology trends and their implications.

Table 3
Technology Trends

1. Fragmentation - Digital users are everywhere, but hard to pin down exactly where

» Consumers are accessing the web through a variety of devices {mobile, tablet
desktop} and operating systems {iOS, Android, etc)’ |
* Along with mobile apps and mobile web, this makes it more challenging to identify
target audience behavior.

» Multi-screen multitasking {think using a smart phone while waiching TV) is no longer :
unusucll consumer behcnwor |

lmnllggﬂgn Idenhfymg where a 1crge1 audience spends hme is noi as simple as it used
10 be. Deshncmons need to recogmze consumers as individuals...or "mlcro-cudlences

2 It's all aboui moblle
I * Time speni on the mobile web is growing at 14 times the rate of desktop internet usage ® |

| lmpjlcgﬂsm A mob'le sfrcnegy is no Ionger ophonol for destinations.

| 3. Content marketing and content relevancy remaln king
* Marketers are now publishers, using content to drive a variety of interactions
throughout (and beyond) the AIDA funnel.’ '
¢ Content mcludes paid, eorned cnnd owned content, as weII as images, video and words. |

Implication - It is cbsolufely critical o have a content morkehng strategy to effectively
[ recch pcnsmon bosed 1orge1 segments

' 4. Social driven engagemeni drives preferences
 User reviews are a key influence in consumer decision making {45% of personai |
iravelers and 54% of irgvelers have m travel decisi ased on reviews. |

| of others.)'® Look for continued increase and applications in use from many social |
marketing sources.

|« Social influences consumer decisions, as users are exposed to the thoughts, op:mons |
and recommendations of friends, families and influencers — a group of people that is
growing wider through social media.’

| » 47% of social media users engaged in customer service wo fhese channels.’®

]mgll_ggﬂgn Online reputation management and social medio monnonng are long
| term critical elements for tourism marketers.

5. Blg Data isn't just jargon
« Huge amounts of data are now generated with every interaction on every digital plat-
form. This presents a real opportunity for destinations if harnessed effectively.

Implication - Destinations should seek to improve how they collect and use customer
information to provide a better experience for potential visitors before, during and
after their visit.

Plan Insight

1. The tourism economy has experienced an uptick suggesting the economy
has Improved.

2. Continued consumer technology use is quickly changing the game for desti-
nation marketing organizations. Santa Barbara should continue to focus on tak-
Ing advantage of “convergence” marketing approaches making technology
central to all marketing programs.

3. Santa Barbara's location with its access to Southern California, as well as air
access destination markets, makes it very convenient to potential visitors. This
location can work for the drive market in the event that gas prices continue
to increase. The location also works by attracting international visitors entering
through the Los Angeles gateway.

4. The California marketplace continues to see a changing demographic pic-
ture. As such, it offers a key opportunity to target and attract a diverse market.
The Hispanic market growth continues to be a potential long term opportunity
given the changing Callfornla demographic plcture.

eMorketer, Key Digital Trends for 2013,
ibid
‘ibid
*Google “Think Insights” 2013

Nielsen Social Medic Report 2012,
“ibid
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PART 2: SANTA BARBARA MARKET OVERVIEW

PART 2:
MARKET
OVERVIEW

A. Overall Visitors Mix

Overall 72.5% of visitors to Santa Barbara indicated they were day
visitors compared with 27.5% who are overnight visitors. This visitor mix
reflects the high percentage of day visitors with easy access 1o the
region given the close proximity of Southern California feeder markets.

Figure 5
Santa Barbara South Coast Visitor Mix

Source: Santa Borbaro Visitors Survey 2012/13

Within the overnight visitor segment, visitors are found in three distinct
segments; hotel guests, private home guests and those that stay in
other paid lodging. The segment size based on visitor spending can be
found in Figure 6 below. E

Figure 6
Santa Barbara Overnight Market

Other
Paid

Source: Santa Barbara Visitors Survey 2012713

Approximately 71% of the overnight vistor market is concentrated in
hotel and other paid lodging segments, which is the focus of Visit Santa
Barbara marketing efforts.

As can be seen the long term trend in visitor travel spending in Santa
Barbara County has been positive, averaging approximately 3.7%
annually.

Figure 7
Santa Barbara County Travel Spending Trend 2000 - 2010
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Source: California Travel impacts by County
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B. Market Structure

The Santa Barbara visitor market structure consists of three distinct segments:
Cadlifornia visitors, international visitors and non-California domestic visitors.

1. CALIFORNIA VASITORS

Within Cadlifornia, the top markets include the Los Angeles-River-
side-Orange County at 38.8%, followed by San Francisco-Oak-
land-San Jose area at 11.3%, San Diego at 8.3%, Sacramento-
Yolo area at 2.3%, and the Bakersfield-Kern County area at 1.8%.

2. INTERNATIONAL VISITORS

Overall approximately 16.9% of visitors to Santa Barbara are in-
ternational visitors. Top international markets include the United
Kingdom, Germany, Canada, Australia and France.

3. NON-CALIFORNIA DOMESTIC VISITORS

Non-California domestic markets account for approximately
18.3% of visitors. Top states include Arizona and New York.

Morket [ =ottotal |
USA. '831% |
United Kingdom | 4.3% ]
Canada o | 2-.5-3% -
aﬁ_—_" I S | 2_4 o
France o | 1.2%
Ausiro_ha o _I 1%
O’rher - 5.1%
Mefropohfon Sfonshcal Areos (MSAs) e
| Los Angeles - vaer5|de Orange Counfy R 38 8%_ R
San Francisco - Oakland - San Jose - H 3%
San Diego i 8. %
San Luis Obispo - Aiascadero Poso Robles | 3. 3%
Phoenix- Mesa, AZ !2.7§_—_
New York - Northern New Jers_e_y o 26% |
sacromento-Yolo, CA 23% |
r%zé;;_e-ld Kern Counfy 1.8% —I
SeéTﬂe Tocoma Bremerton, WA 1.4%

Source Sonta Barbaro Vts:?ors Survey 2012413

C. Santa Barbara Visitor Market Seasona'li-,

Overall Santa Barbara experiences a familiar seasondlity pattern with the
summer quarter being the peak season of visitation followed by Quarter 4.
Both Quarter 1 and Quarter 2 experience the lowest occupancy of the year.
increases in both quarters occurred in 2011, though it still remains a significant
opportunity for the destination.

Quarter 1 Quarter 2 Quarter 3 Quarter 4

Source: Smith Travef 2011 2012

LIy — 9.7-——TAATAB __J45 733 g5
W1 72,6 .

66.9 7 . . 73 68.1 .

‘6 .3 =618 i W |

0 +—= = -
Jan Feb March Apr May June July Aug Sept Oct Nov Dec

e B Ee e B

2012 ~ 20N

Source: Smith Trave!



D. Santa Barbara Lodging Performance

In 2012 Santa Barbara continued to see gains in both occupancy and Average

Daily Rate (ADR).

73.0%
72.0% +
71.0% +
70.0% |
69.0% +
68.0%
67.0% +
66.0%

65.0% +

Source: Smith Travef

ADR =o=QOccupancy

In comparison to the state lodging performance, Santa Barbara has consis-
tently outperformed the Cadlifornia market in both occupancy and Average

| 72.00%

Daily Rate (ADR).
| Joceupaney T ADR i
California Santa B_arbcrc ' Colif_o_rn_i_om 2 :r_éoﬁlto Bc.:tr-b.cr.o. i
2010 (0% | e4% | 90994 | $16645
20n !66.50% 70.00% $116.35 ! $176.38
2012 i 68.80% $123.00 | $182.00

Source: Smith Travel

E. Air Service

Thirteen percent of overnight visitors indicated they arrive via commercial
airlines via the Santa Barbara Airport, Los Angeles Airport, Orange County —john
Wayne Airport and Burbank Airport.

Overall air service into Santa Barbara Municipal Airport has seen deplanements
decrease by 13% during the period of 2007-2011. It appears deplanements
bottomed out in 2011, and during 2012 deplanements increased to 363,839.

420,000 —
410,000
400,000 —

390,000 |

380,000 + B s
370000 +—f -
360,000 +— SRS e e R e R -
350,000 } formi
340,000 1 1 | 3 M — —

330,000 +——=—==_ EEEW =
2007 2008

Source: Santa Barbara Municipal Airport

:
:

2010 2011

2012

Additionally Santa Barbara is well served for national and international arrivals
via several Southern California airports including Los Angeles, Burbank and
Orange County.



Plan Insight

1. Overall Santa Barbara visitor demand is primarily driven by three core seg-
ments: California visitors, international visitors, and non-Cdalifornia domestic
visitors. As might be expected the highest source of demand orlginates from
Southern Cailifornia.

2. Visitor demand for Santa Barbara is highest in the third and fourth quarters
with the first and fourth quarters both serving as areas for potential opportunity.

3. Santa Barbara saw Increases in both occupancy and Average Dally Rate in
2012.

4. The Santa Barbara area consistently outperforms the state of California in
both lodging and Average Daily Rate (ADR).

5. Overdll deplanements via the Santa Barbara Municipal Airport have In-
creased 1% in 2012 over 2011 levels.

F. Santa Barbara Visitor Experience

The Santa Barbara visitor experience centers on several core activities including
area beaches, wine and food, arts and culture, and outdoor recreation.
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The areais characterized by diverse vacation offerings in Santa Barbara, Carpin-
teria, Goleta and the unincorporated areas of the South Coast. It provides
visitors with a wide variety of activities with which to sample the area and local
culture.

The region offers travelers ample reasons to visit; the beach location boasts
great weather and spectacular coastal scenery, and also provides access to
one of Cdlifornia’s finest wine regions along with a diverse local culture that
appeals to a wide variety of interests and tastes. Santa Barbara has excellent
proximity to Southern California and selected destination markets via the Santa
Barbara Municipal Airport.

Santa Barbara consists of several communities, each with an interesting and
different persondlity. Together they comprise a unique Santa Barbara experi-
ence. The following is an overview.

Located just south of Santa Barbara, the city is best known
for its beautiful beaches, great camping and adjacent
location to legendary surfing area Rincon Point. Carpin-
teria offers a small town vibe with dozens of antique stores,
small shops and restaurants clustered along the main
street. Additionally Carpinteria is an important business
hub as it is home to the largest business within the county,
generating important mid-week fravel to complement the
area's weekend leisure travel.

The city of Goleta is located just north of Santa Barbara,
and is another important business hub located adjacent
to the Santa Ynez Mountains. Goleta is adjacent to the
University of Cdlifornia at Santa Barbara which is a major
regional economic driver that also generates important
mid-week travel, which complements the area's demand
for weekend leisure travel. Additionally Goleta is home
to other major companies. It also has a variety beaches,
farmers markets and hosts the annual Lemon Festival.
Goleta complements the overall Santa Barbara region by
providing a variety of price point lodging options for the
weekend traveler.

Situated between the ocean and the mountains, Santa
Barbara represents classic California, and serves as the
arts and culture hub of the region. It offers a sophisticated
cosmopolitan experience with the feel of a small coastal
town. Highlights include great shopping on State Street
and restaurants known for exemplary farm to table cuisine.



The South Coast region offers visitors a wide variety of
lodging ranging from budget options to some of Santa
Barbara's most historic and iconic lodging. Montecito
provides visitors with a variety of beaches, parks, private
gardens and shopping. The community is also home to
the Music Academy of the West, host to an annual world
famous music festival. Summeriand is home to Lookout
Park, antique shopping. great beaches and complements
the South Coast area with a great smali town feel.

The Santa Barbara product/experience is built around a variety of different
experiences in each of the communities, ranging from the sophistication of
Santa Barbara to the outdoor beach culture of Carpinteria to the university
town vibe of Goleta. Each community offers a unique experience that moti-
vates peopile to visit. The product mix is just an overview of both the depth and
breadth of the experiences offered to visitors to the area.

in terms of attraction visitation, the new visitor profile study indicates visitors
do visit a wide variety of aitractions including downtown, the pier and area
beaches.

Ty Warner Sea Center '_1 30

Spa | 5i6
B Presidio State Park | 56
SB Natural History Museum == 4.8
$8 Museum of Art | Bo
Other Museums or Galleries | 8.1
Santa Barbara Zoo | 8.6
Historic/Architecural Site | 12.7
Harbor Maritime Museum | 144
SB Paseo Nuevo | : 16.1
State or Local Park | : 220
Farmer's Market | , 23.4
Old Misslon Santa Barbara | ' '_ 300
County or State Beach | ; . ; . 480
Santa Barbara Wharf/Pier | ! - [ 51.4
Downtown/State Street [ s w : e sm— 177.4
0O 10 20 30 40 5 ¢ 70 8 90

Source: Sonta Barbara Visitors Survey 2012713

As can be seen on the right, visitors participate in a variety of cultural and recre-
ational activities.

Surfing/SUPIng | 2.1
Kayaking b2

Sports Tournaments 32
Whale Watching |* 3.4

Golf | 3.6

Culinary Activities | 4.5

See Film or TV Locations 5.1
View Performing Arts 8.2

Gulded Tours 10.2
Wine Tasting in S8 City | 10.3
Biking | 12.5
Wine Tasting (Santa Ynez) = 14.)
Special Event/Festival | 115.3
Hiking | 19.2
Bars or Nightlife | 23.0
Shopping : 83.1
Dining [ 79.2

0 20 40 60 80 100

Source: Sonta Barbara Visitors Survey 2012/13

From another perspective it is important to understand the overall regional
demand drivers, namely those assets that actually drive consumer demand
and visitation to the area. These demand generators include natural assets like
the area’s beaches and favorable ciimate; the wine and dining experience;
special events that attract visitors and appeai to their interests; and specific
'niche' activities that visitors engage in, ranging from goif to hiking and biking.
It should aiso be noted that demand for the destination (specifically in the case
of Goleta) is also generated by the University along with corporate travel to the
area’s local governments and businesses.

Business travel is another reason why people travel to the Santa Barbara area.
Approximately 14% of visitors travel to the area for business, to attend a confer-
ence or government travel.”® In addition to the University of Caiifornia, Santa
Barbara is home to a number of major corporations that generate travel to the
area. A sample includes Deckers, Lynda.com and Carl Karcher Enterprises.

“Santa Borbora Visitors Survey 2012/13
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Plan Insight

1. While Santa Barbara has many of the activities that other areas have, it pos-
sesses a unique sense of place that identifies it as different. Its beach location,
incredible climate plus available activities have helped define the area.

2. The area offers a well-balanced mix of activities that consumers indicate
they participate in including recreation, shopping. dining. cultural and special
events.

3. The area aiso has a number of business fravel revenue generators including
UC Santa Barbara and others that serve to increase mid-week demand.

4. The easy access and national and international profile work to attract visi-
tors while the area provides a wide variety of experiences and activities in a
unique coastal California environment.
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PART & COMPETITION

%UMW;\E? > verdll, Santa Barbara's competitive set can be defined by those desti- Table 6
it 3 : nations that are leisure travel destinations and those that would be Leisure Travel Competitive Destinations
( — _‘é‘ - considered group destinations.
T J‘:“- E = v — e
I 3] ] -3}\ Destination Positioning f Attractions Comments.
- PARTH [
i
ngk SE San Diego Competitors
| S e | : T=f 2 M
. - - . " N SeaWorld, beach- | Major promotions
~ PART Those destinations that Visit Santa Barbara has determined are leisure | San Deigo Hﬁl_pplpess is es, shopping, golf, | for ‘S(]np Diego
ARET ; travel competitor destinations can be categorized as follows: ; caling maior league sports | region
'I""{L"‘I\lvl .‘_L' 5 | T T T . N T T LT —
VERVIE La Jolia “Take it in" Area Beaches | gzﬁnﬂﬁgs
TR e T T R | i 2 L == =
. SAN DIEGO AREA COMPETITORS ‘ D Point "Harboring the A B h | Area Niche
PART 3: Includes San Diego, Dana Point, Carlsbad and La Jolla | Penaron | good life” reaBedch®s | pestination
COMPETITION e fo o for | Area Niche
| Carlsbad fonn g | AreaBeaches | Destination with
 PA | visitation from AZ
A e | - = A
COALS & GUDING - Signaeigotnly foacileoiEcpelion L) o
. EP[P o LOS ANGELES COMPETITORS | e center, | ]
Includes Santa Monica and Greater Los Angeles LagunaBeach | Aresortforall i ches, area | gfe? N'f,he
PlARB "‘*&r‘ . seqasons i Shopping - i bestinarion
MARKETING 3 Beaches, eco .
E_; v EGY & ) Huntington Beach | "Surf City USA*™ | reserves, major grees(t:;n[\cl::figr?
ARAl Ty area attractions
S, ORANGE COUNTY BEACH AREA COMPETITORS L T e
f«"'A AL, Includes Laguna Beach, Huntington Beach and Newport Beach BV'S” :.?WDO" B?OCh?;' m;.’ppmg' gre? N'f.he
o OTMRGET Newport Beach | |Becc | areatiractions | Destination
ii\l/l OKET Destination Competitors
v :.-( ‘ SanlusObispo | | Area has significant
F i E l‘r{;’ - County (Psmo | Hearst Castie, promotion by creas
DESTINATI iﬁ_f} DESTINATION COMPETITORS Beach, CiyofSLO, | gy n wine, state within the county
y TUNT'I'E*.Y ; includes San Luis Obispo County, Monterey County, - Morrow Bay, Paso beaches, down- | created some com-
TMUNET Sonoma County and Napa Robles, Unincomo- | town i petition from arecs
: =l : rofed County) | - i within the county.
> ﬁP.R i ' i ! Aguarium, Can- : ll
I RFURMANCE'@# | Monterey County | “See Monterey" nery Row,.whcrf, Major Cpcsfcl |
3 . . L .. i | 17 Mile Drive, wine, | Destination |
i 7 As Santa Barbara increases its efforts to attract destination visitors who 5 i special ovents | :
[ T stay longer, spend more and have a greater economic impact, its ; o L s !
|‘ -AR;:_[&(Q_; e competitive set will shift to include destinations like Monterey, Sonoma, Sonoma County Sweicomg fo o \évom ;Ugged coast, | Top market for
[ AC N{REJA-N 3 San Diego and NGpG. L o | onomg ounty wniown areds wine ]
B NopaCounty  “Legenday” oS SRS | Caomiawine
'f ART 10 :\ N Los Angeles Competitors 1
o A TN ) —_— —_— = = L —— — |
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Below is a comparison of competitive destinations by attributes and activities. Table 8 below summarizes the area's detailed lodging performance when

It should be noted that most of the destinations have some level of attributes. compared to its competitive set, including occupancy rate and Average Daily
however certain destinations may be dominant in those areas. Rate (ADR).
Table 7 Table 8

Leisure Travel Competitive Destinations by Attributes Santa Barbara vs. Competitive Set
: — = ’ Lodging Performance

San Deigo | X X X X X X
P S PR — I
La Jolla ' x| iy
Dana Point X . San Deigo Area
Laguna Beach X x| X consoadl | 34 | 618 | 617 | 1.6 12310 117.08 eso| 820 | 71%
Huntington Beach X X f x| sonDIego/ | 751 | 702 | 670 | 51| 16060 | 15300 4732 1328 | 90%
Newport Beach = X X X i X - [ 1 —
F— - [ Dana Point | 62.5 | 61.2 | 553 7.2 249.01 | 235.51 | 220.59 28.45 12.9%
San Luis Obispo X N CivorS T t I
County ! Di';}’g% AN 1 735 | 717 690 | 45 | 136.49 13027 | 12592 1057 | 8.4%
Monterey County X X X X | S L
1 — Los Angeles Area
Sonoma County X X X | | Santa -
Napa County X X . 4, Monica 83.2 | 81.1 79.0 4.2 265.71 1250.53 | 228.78 | 36.92 16.1%
| Santa Monica X L [ X X | Orange County/Beach Area
: " i . Laguna 713 | 69.8 | 64.6 | 66 | 253.47 24029 |229.99 | 2348 | 10.2%
With regard to competitive performance, Figure 15 below illustrates that when Beach ’ ) : ’ : : ) )
compared to the entire competitive set Santa Barbara fares very well with a Huntington
higher occupancy and Average Daily Rate. Beach 730 | 71.0 | 677 | 53 15611 |149.80| 14321 | 1289 | 9.0%
. Newport
F/gure 15 Beach 729 | 711 67.2 5.7 195.67 | 179.97 | 165.10 | 30.58 18.5%
Santa Barbara vs. Competitive Set DTN B TA s
San Luis T ] [ I 1
Obispo 654 | 624 | 590 | 63 111809 113.80 111.08 . 7.02 63%
County | |
Competitive Set . | .
Monterey
Coum‘_y 63.1 60.8 | 58.1 5.0 163.98 | 157.72 | 157.85 6.13 | 3.9%
Source: Smith Travel
In terms of occupancy, Santa Barbara, when viewed against other competi-
SenfaBarbara tors, falls within the mid-range of the comp set. In terms of Average Daily Rate,
Santa Monica, Laguna Beach and Dana Point have the two highest, followed
| by Santa Barbara.

Q 20 40 460 8 100 120 140 160 180 200
¥ Avg. Room Rate B Avg. Occupancy

Source: Smith Travet
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B. Group Destination Competitors

A number of the destinations that Santa Barbara competes with for leisure travel
are also group destination competitors. Santa Barbara competes for Southern
Cdlifornia groups with other Southern Cadlifornia destinations. It also competes
nationally for groups looking to meet in the Western United States with a number
of those same Cadiifornia destinations, as well as selected national destinations.
The group destination comp set includes the following:

National Destination Competitors:

SAN DIEGD /NORTH COUNTY, CA

Major national destination with private and public facilities
and excellent air access via San Diego Airport.

SCOTTSDALE, AZ

Major national destination with private and public facilities
and excellent air access via Phoenix/Scottsdale Airport.

PALM SPRINGS, CA

Maijor desert {(counter season) destination with both private
and public sector facilities and air access via Palm Springs
Airport. Offers similar off season desirability.

MONTEREY, CA

Maijor coastal destination with both private and public sector
facilities and air access via local airport plus San Jose.

0000

Regional Competitors:

LAGUNA BEACH

Regional competitor, primarily private sector facilities with air
access via John Wayne/Orange County airport.

NEWPORT BEACH

Regional competitor, primarily private sector facilities with air
access via John Wayne/Orange County airport.

00

SANTA MONICA

Regional competitor, primarily private sector facilties with air
access via Los Angeles international Airport.

0JA

Regional competitor, private sector facility with air access via
Los Angeles International Airport.

It should be noted that for the group business that requires airlift, Santa Barbara
is at a disadvantage given that the destination's accessibility is more limited
than the competitive set (even those with regional airports).

Napa, Sonoma, Newport Beach, Laguna Beach, Carlsbad and Del Mar all have
access to a minimum of two national/international airports less than 80 miles
from the destination. The exception is Monterey, as it only has one ndtional/
international airport less than 80 miles away. If you expand the search to more
than 80 miles these destinations increase access by two-fold.

It will be critical for Santa Barbara to sell the experience and time to get from
point A-B by promoting the enjoyment of getting to the destination. Other
regional airports can position themselves as well as having a great regional
experience; however they also have better access to major airports.

Plan Insight

1. Primary competition for Santa Barbara is from the destinations within the
Southern Cadlifornia marketplace. Many competitive destinations are located
on the coastline/and or have a strong wine component.

2. The Santa Barbara area occupancy and Average Daily Rate compares well
with other areas. When comparing 2012 vs. 2011 occupancy Santa Barbara
occupancy growth was similar to its competitive areas.

3. With regard to the group market, competition exists not only with traditional
Southern California competitors but also Scottsdale and other western desti-
nations, which not only offer competition for groups but also leisure travel. In
addition, their counter seasons (their strong seasons are Quarters 4 and 1) have
historically been Santa Barbara’s weaker demand seasons. Many of these
areas offer easier air access with international and/regional airports.
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PART 4 GOALS & GUIDING PRINCIPLES
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in order to broaden reach.
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PART 5 MARKETING STRATEGY
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n order to achieve its stated goals and to develop a sustainable tourism
marketing program, Santa Barbara must continue to successfully posi-
tion and differentiate the destination, optimize technology and focus
on both market penetration and new market growth.

A. Marketing Strategies

Those marketing strategies required to achieve the previously
mentioned goals consist of four core clusters, illustrated below.

P X LX X
- ., -® -

SODSTMTON %S MAMETS
s BRANDNGG ; % SEGMENT
", TECHNOLOGY . % DEVELOPMENT

Core Strategy
Platforms

O MARKETNG S SANTABARBARA
L OCUS/NCHES [ %  ENPERENCE
Branding and Technology

0 Continued Brand Development

Given the competitive destination marketing environment it is critical
for Santa Barbara to continue to build brand awareness and empha-
size its unique selling proposition in order to generate interest in visiting
the destination. The additional funding, along with the second year
working with advertising agency MMGY Global should continue to
support those efforts. Brand development efforts will benefit the region
in all its segments, including leisure, group and film.

Additionally Visit Santa Barbara must continue to communicate the
lifestyle that can be associated with this region, making a visit more
than just wine and beaches, but something truly aspirational. Visit
Santa Barbara needs to drive consumer desire to experience the Santa
Barbara lifestyle no matter the price point. Media planning should be
optimized to focus on shoulder season visitation.

9 Integrated Technology Platform

Moving forward, Visit Santa Barbara will continue to focus onincreasing
seasonal and mid-week visitation by supporting its integrated approach
using the following available tools:

o SEO & web content

o Online branding and display ads

o Paid search

o Multimedia

o Social media

o Email marketing

o Mobile marketing

In addition, Visit Santa Barbara should continue to ensure this integrated
approach is used across functional departments, including group sales,
film commission and public relations.

Market Development

0 Domestic Market Development

A third strategy component designed to increase visitation during
shoulder seasons and mid-weeks is an increased focus on destination
markets beyond Southern California along with softer demand seasons
(Winter and Fall}). Destination market segments typically stay longer,
spend more and have an overall greater economic impact. Addi-
tionally, they tend to have some part of their stay over the mid-week
thus improving occupancy. This is not to suggest Visit Santa Barbara
should eliminate its focus on Southern California, but should also look to
expand its reach in destination markets as well.

e Increased Core Market Penetration

While Southern Cadlifornia has traditionally been the primary market for
the area, opportunity exists within the market to attract segments that
may perceive the destination as too expensive. Santa Barbara boasts
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not only a wide variety of lodging price points, but also a variety of activities/
experiences that appeal o different segments. Driving summer mid-week visi-
tation from those segments could help increase overall occupancy rates.

9 International Market Development

In addition to domestic market development, the area is uniquely positioned
to also take advantage of international visitation. Typically these visitors stay
longer, including mid-week. Visit Santa Barbara should continue to partner with
the Visit California for representation, sales missions and familiarization tours in
the UK, Canada and Australia. Additionally, representation in those markets
should be leveraged to develop targeted promotions and draw new business.

° Continved Strategic Alliances

in focusing efforts on domestic and international markets, which can be cost
prohibitive, Visit Santa Barbara should continue developing strategic alliances
with other similar quality destinations and travel partners with similar interests
and objectives. These aliiances include everything from just simple information
gathering to cooperative marketing efforts that include advertising, promotions
and more. For exampie, Visit Santa Barbara currently works with many other
destinations including Los Angeles, Santa Monica other Centrai Coast destina-
tions and should continue to leverage these resources.

Increased Marketing Focus/Niches

“ Increased Focus on Niches

The area has a iong established broad appeadl to its core primary market.
Opportunity exists to go deeper into core markets as well as destination markets
by increasing focus on niches. Visit Santa Barbara should aggressively develop
a focused approach to outdoor recreation building on current segments of
food & wine, arts & culture, romance, and families. Additional potentiai exists by
tapping into recreational segments and tailoring messages and photography to
those niches. Potential niches could include activities like kayaking, road biking,
surfing, golf, eco-tourism and weliness. Reaching these niches is cost effective
using existing Visit Santa Barbara integrated platforms such as targeted online
and public relations platforms, along with retail/consumer goods promotional
pariners.

Q Seasonal Event Themes

A key strategy to develop shoulder season visitation is the wide variety of year-
round special events. Opportunity exists to develop strategic seasonal themes
that Visit Santa Barbara can then promote. This bundling can help to create
awareness for shoulder seasons by emphasizing the variety of activities and
events occurring in Santa Barbara. Additionally, it creates a bigger perception
of the destination than just a single event. For example, Visit Santa Barbara can
create a theme for each of the different seasons and promote individual

seasons, bundling individual events within each season. This bundling should
help drive demand and ultimately help with the objective of increasing room
night occupancy.

e Broaden the Marketing Mix to Include Promotions

Another element that can support other marketing efforts to increase shoulder
season and mid-week visitation is the implementation of promotional Ideas that
complement other targeting efforts. Unique high quaiity promotions (pop-up
store fronts, etc.) have the potential to not only create awareness and target
key segments, but aiso align the destination with other complementary prod-
ucts, destinations and services. Promotions along with interactive and traditionai
advertising, public relations and special events targeted specifically at passion
segments can create a collaboration that effectively increases awareness as
well as interest in visiting the destination. It should be noted that Visit Santa
Barbara's most successful promotions have focused on customer valve and
improving room nights sold.

e Increase Awareness of Lodging Diversity

In an effort to be a catalyst for increased demand for all types of lodging
properties (specifically during lower demand seasons), there is an oppor-
tunity to broaden and clarify the presentation of available lodging choices.
Improved categorization shouid be considered so consumers can clearly see
the full range of choices. Improved delineation of choices could include B&Bs,
branded hotels, independent hotels, classic motels, etc. in this way unbranded
lodging properties have an improved chance of being considered, and most
importantly consumers are given information on a wider range of choices to fit
their budget needs.

The Experience

n Continued Emphasis on Destination Authenticity

One of the unique opportunities that the destination should not only continue
to promote but aiso emphasize more is Santa Barbara's authenticity. Visitors
shouid be able to learn about the various activities, culture and interests of
the local community, which uitimately gives Santa Barbara its sense of place.
By providing consumers with information on these activities, it gives them a
chance to experience Santa Barbara's authentic flavor, and ideally develop a
special bond with the destination by creating memories that encourage them
to return.

@ Increase Length of Stay

A key incremental strategy to increase room nights mid-week is to continually
remarket to visitors the opportunity to participate in and experience all that
Santa Barbara has to offer, in order to extend visitor stay. This opportunity occurs
in two key areas of destination decision making. First when consumers are
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considering the area and have sample itineraries and additional information
that suggests to them they should plan on staying longer. Secondly, upon
arrival, consumers should be provided with information and suggestions that
allow them to consider extending their stay. Every opportunity must be used to
increase incremental room nights.

B. Strategy Execution

Given the prominent role that the internet plays in fravel planning, Santa Barba-
ra's marketing efforts should continue to drive potential visitors to its website.
The addition of TBID funds has helped Santa Barbara increase these efforts. At
the core of the strategy are two basic principles:

» The best organization to create awareness and brand positioning and influ-
encing visitors to choose Santa Barbara is Visit Santa Barbara.

* The best organization to book a room or make a sale is a lodging property or
an online travel agency (OTA).

How the Strategy Works (see model on following page)

1. Marketing efforts (online advertising, public relations, special events, etc.) are
used to attract target market segments and to increase the existing database
for future tourism marketing efforts. Once the target segment is attracted, they
either show interest (go to the website) or not.

2. Once they go to the website, at some point they may click on a lodging
property or attraction. They may book directiy or they may book through an
online travel agency or some other channel. This sequence of events may
happen all at once or over a period of time.

3. Based upon their experience, new visitors either become repeat visitors going
back to the lodging property/attraction directly, or back to Visit Santa Barba-
ra's website to choose another lodging property or attraction, or they fall out
of the entire system.

4. Visit Santa Barbara can measure its effectiveness and accountability at
several points. First, it will be able to measure how many visits are generated
overall by its marketing efforts. Second, it can develop online surveys to deter-
mine how people got to the website and their conversion to taking a vacation.
Third, it can measure how many visitors (leads) it provides to its members.
Fourth, it can tag visitors on its home page and track what actions they take at
the lodging property or attraction, e.g. make a booking, request more informa-
tion, etc.
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from the lodging industry. The matrix includes behavioral, demo-

l he following segmentation is based on visitor profile data and input Demographic Segmentation

graphic, geographic and seasonal segments.

In terms of target demographic segments, interviews, staff, and
research have identified the folliowing core segments:

1. DOMESTIC
' Yo S\ Y e B « Age: Primary market: 35-65 (core target market)
. BEHAVIORAL ‘: . DEMOGRAPHIC ': H GEOGRAPHIC ': H SEASONAL ‘: Secondary market: 25-35 {(emerging loyalty
% j. I AR gt K development market)
S . S »” .. L S S Secondary market: 75+ {growing senior mar-

PASSION:

Arts & Caliure. Outdoor/Recreation, Wine & FOOCI

LIFESTYLE:

Faily. Romance, Luxury

MEETINGS

PRODUCERS

ket/intergenerational travel)
* HHi:  $100,000
* Families
* Couples

1. INTERNATIONAL

- Age: 45-65

* HHI:  $150,000

« Traveling for leisure

 Primary access through Los Angeles
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Geographic Segmentation - primary target markets include:

Regional/Drive Non-Stop Fly Destination Fly International
Markets Markets Markets Markets
Southern California | Western Region Short-Mid Term
Greater Los Angeles | Denver Dallas United Kingdom
San Diego Phoenix Chicago Australia
Riverside County San Francisco New York Canada
Orange County France
Germany
Strategy: Strategy: Strategy: Strategy:

* Increasing over-
night visitation &
trip frequency

» Conversion of
day visitors to over-
night visitors

* Increasing over-
night/ longer stay/
mid-week visitation

« Emerging markets
—Increase over-
night/ longer stay/
mid-week visitation

» Emerging market
-Increase over-
night/ longer stay/
mid-week visitation
* Work with poten-
tial cooperative

« Develop incen- partner destinations.
tives to attract short

planning window

visitors

Northern California. | Pacific Northwest Long Term

Central Valley Portland Mexico {Luxury )
Bay Area Seattle Brazil

China
Strategy: Shrategy: Strategy:

« Increase over-
night/ longer term
mid-week stay

* Increase over-
night/ longer term
mid-week stay

* Support air service

* Long-term invest-
ment markets

Seasonality Segmentation

Priority seasons to focus marketing efforts on as the following. in order of priority:

The general thinking is that the summer season was the area’s strongest season
and that incremental dollars shouid be focused on the shoulder seasons.

It was also suggested that shoulder season marketing programs should focus on
the higher Income 50+ age demographic. Additionally, efforts should empha-
size visits that would include weekend and mid-week nights.

Booking Window — The booking window time frame has been reduced dramati-
cally with many consumers booking at the last minute. As such Visit Santa
Barbara should consider segment behavior with regards to booking depending
upon the passion segment that is targeted.
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PART 7
DESTINATION
OPPORTUNITY

DART A

A. ldentifying the Lodging Potential

With the ongoing support of TBID funds, Santa Barbara continues to
strengthen its tourism economy with increased marketing and promo-
tional efforts. Figure 16 below illustrates that available rooms decreased
to 432,315 in 2011/12 compared with 477,745 rooms in the base year
prior to the TBID in 2010/11.

Because there is new lodging inventory in the marketplace, available
rooms for 2012/13 are projected to increase to 447,227, despite room
nights sold increasing by 11% for the same period of time.

Figure 16
Occupancy Room Night Areas of Opportunity

1,800,000 — = ———
| 1.597.240

1,600,000 +

1,400,000

1,200,000 +—— NN —————— SN SallS

1,000,000

1.465.475

2010/11 2011712

= Total Room Night Supply Occupied Rooms = Available Inventory

Source: Smith Travel, SMG

As can be seen to the right, room availability does exist throughout the
year with more availability in Quarter 1 and 2, and to a lesser degree
in Quarter 3 and 4.

PART /: THE DESTINATION OPPORTUNITY

Figure 17
Room Availability by Quarter

119.832

- 13.5
- I I gt 107,628

Quarter 1 Quarter 2 Quarter 3 Quarter 4
Source: Smith Travel, SMG

60,000 -

40,000 +

20,000 {

0

Overall the opportunity exists to increase room nights sold
through 2014/2015. Specific opportunily exists to increase the
number of rooms throughout the year.

Visit Santa Barbara is projecting it can generate more than 58,000
incremental room nights over a four year period. To that end Visit Santa
Barbara has exceeded its year one projections, and is on pace to
exceed its year two projections. As of March Visit Santa Barbara had
generated 29,976 rooms nights, 92% of its FY 2012/13 goal.
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Table 9
Visit Santa Barbara Performance

U

Unique Website Visitors 687.705 896,345 1,088,451 H_I
208,640 192,106 !

| 10% Conversion Rate 10% 10% %
Estimated Bookings T _.2-6,864 17,290 |
Length of Stay 2.5 o .2.5 _.

|

kol N

The opportunity model below includes projections through 2015/16.

Figure 18
Incremental Visit Santa Barbara Generated Revenue Projections

5% Scenario Unique Visitors/4% Room Rate

$70.000 $64,280

$60,000
$48,672

$50.000 344,577

$40.000

$30.000 -

$20.000

$10,000

$0 . , :

2012/13 2013/14 2014115 2015/16

Table 10
Projected Incremental Visit Santa Barbara Generated Room
and Revenue Projections

1,262,875

Unique Website Visitors 1,088,451 1,142,874 1,395,477
Incremental Unique :
e o _54,423 | 120,002 | 132,602
| Conversion Rate 9% 9% I 9% 9%
| Length of Stay 2.5 2.5 ! 25 2.5
| Incremental Room
| Nights Generated 40,000 12,245 27,000 29,835
| Average Daily Rate $182.00 $189.28 $196.85 $204.73
Projected Revenue $44,572,068 | $48,672,699 | $55934,665 | $64,280,117
| Projected Room
| Revenue Growth ,
| 2012/2013 - 201572016 | 17708049 4

Note: Assumes a 5% growth in unique visitors 4% growth in average daily revenue

In order to generate approximately $48 million in revenue for 2013/14, Visit Santa
Barbara will need to generate approximately 12,000 incremental room nights.
Assuming 54,423 new unigue visitors to SantaBarbaraCA.com at a 9% conver-
sion with 2.5 night length of stay, that results in approximately 12,245 room nights
and approximately $48.6 million in lodging revenue.
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PART 8 PERFORMANCE

T ml il
-'*hmu‘.m “f 2 ince Visit Santa Barbara received TBID funding, overall market perfor- contribution of $1.2 million is projected to be $6.4 dollars for each dollar
Ay mance has been very good. As was identified previously in this report, invested.
R room nights sold, occupancy and Average Daily Revenue have
= B increased since the base year. » Using the same analysis for 2012/2013 the projected ROl is $6.4 for
 KEY.TRENDS every TBID dollar invested.
e Table 11
 PART O Santa Barbara Market Performance » Table 12
o - . Visit Santa Barbara Impact
MARK A RN PR FTEL <y il SRy & il [ cr W | ey S o 3 - .
~ OVERVEW Qr';”:;'low:"ke 12010/2011 | 2011/2012 2012/2013 j 2013/2014 IR _ ‘BaseYear | Yearl Year2
e 7 I | Actual | Actual | Actual | Projected L I e s NS 2011 0//20 IS 20] 1/2012 | 2012/2013
> R, Rooms Available 53%2 | 533 | 5488 | 5488 e ' Aol e A GIUOISSIR SRR Oiec 120
 COMPETIT ; Occupancy 67.0% | 705% | 720% | 740% Destingtionteyel, il , =
| 11 i T i o E— = : - |
i .‘ Rooms Sold 1303941 | 1372057 | 1442246 | 1,482,309 :Roons Avaidble SR I 28 sl
ART 4: Incremental Rooms 0 | 68 116 70,190 40 062 Number of Nights — 365 . 365 3-}65
OALS & GUDNG Averoge DailyRate | $16600 | §177.00 | $18200 | $186.55 | Occupancy Rale §70% i 705% 720% . |
i | Total Lodging S T" T S I, PR | et Average Daily Rate $166.00 $l77 00 $182.00
et $216,454,140 | $242 854,071 | $262,488, 845 $276 524,707 : ] |
P [Revenue e R R D B L o N 19 52171744.403 5 | 3242850071 | 3262488845 |
MARKETING Note: Average Daily Rates have increased 10% between 2010/11 and Visit Sanfd};.rbara Levél el e e o]
TOATERY 2012/13, an average of §% annually. — - —
1 AL Unique Website Visitors 687,705 896,345 1,088,451
'l;;"‘ PELREY in terms of understanding what percent of the market increase can be Gonyersion Rale = 10% 10% L M
TARG hEe attributed to Visit Santa Barbara vs. a rising economy the following below Length of Stay 2.5 2.5 | 25
MARKETS s outlines the impact of integrated Visit Santa Barbara marketing efforts. A—Verc','ge Daily Rate $166.00 $177.00 - $182.00
CHRARTIZEN %, In terms of how Visit Santa Barbara has performed the table on the next cieciociRevenve i iilyblimi 3285391 S8 Al 337,969,200, 31) 1 544,972,008
DESTINATION page illustrates the following; ?As'rt Santa Barbara as % of 13.1% 5 16.3% 17.0%
\/ otal market | _
I 2 pe— e e = 1, 1 e
ol ¢ in the base year of 2010/11 it is estimated that total lodging revenue PrOJeCfed Visit Santa Bcrbarc Revenue @ | $31,830,589 $34,404,095
: generated in the market was $217 milion. Of that Visit Santa Barbara 113.1% y : R ol '
PART 8 : i generated $28 miilion in lodging revenue through its marketing efforts | Actual Visit Santa Barbara ;
PERFORMANCE {as measured by conversion of consumers using the SantaBarbaraCA. Generated i $39.663,266 $44.572,068
. _ : com website). This was equivalent to 13.1% of total lodging revenue Incremental Revenue i $7.832,677 $10,167,973
b I, generated. TR T R TR ST R S
- PARF9: | TBID RO Analysis i mgsed
A n ON P ;Ni- = In 2011/12 market wide lodging revenue had increased to $242 miliion TBID Budget $1.200,000 $1,600,000
T A ar)q the Iodglqg revenue generated by V|5|1'Sc:n'ro Barbara was $39.6 Incremental Revenue $7.832.677 | $10,167.973
L 1 e, million, approximately 16.3% of the total lodging revenue generated. If S : SRR
PARTU: Visit Santa Barbara had generated 13.1% of iodging revenue as it did the Note: Unique website visitors are projected to grow by 57% between
= BUDGET year prior the projected amount of revenue they would have generated 2010/11 and 2012/13 for an annual average of 28%. During the same
o AR, would be $31 million. The incremental difference ($39 million - $31 miliion period of time the projected lodging revenue by Visit Santa Barbara
=$7.8 million) may be attributed to Visit Santa Barbara's increase in grew from $28 million fo $44 million.

0\ marketing resources. The projected Return on Investment (RO1) based
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PART 9 ACTION PLAN

l. Advertising/Branding/Promotions

Primary Goals

» Expand position of Santa Barbara as a major California destination.

= Grow visitation to increase overnight, length and mid week stays-
during shoulder season.

« Extend and evolve the brand through strategic partnerships and
promotions.

* Capture and cultivate relationships to engage current and prospec-
tive visitors with the destination.

Objectives

1. Increase the effectiveness of advertising strategy through deeper
penetration of target markets (demographics) and segmentation
{by passion interest} in order to increase frequency and reach. Drive
current and prospective visitors to Visit Santa Barbara website and/ or
other Visit Santa Barbara owned marketing channels.

2, Continue to drive off-season and midweek demand by focusing on
target markets (regional and non-stop/direct/destination fly markets)
with targeted efforts that are measureable. Include international
targeting where possible (see pages 32-33 for target market strategy).
Continued focus on extending length of stay.

3. Effectively communicate diverse destination offerings to help
educate visitor to influence conversions and planning action.

4. Develop strategic media partnerships designed to provide national and
international awareness and drive revenue/room nights to destination.

5. Launch new segmentation matrix including behavioral, demo-
graphic, geographic and seasonal criteria.

Programs

n Creative and Asset Development

* Re-launch brand campaign to reposition destination with fresh
perspective and promotion of diverse destination offerings.

* Launch new ad campaign to support new outdoor recreation
segment/platform.

« Evolve ad campaigns that support promotions to communicate
inherit attributes of passion marketing to reach a wider national and
international audience.

« Expand library of visual assets through development of additional
photography highlighting activities with multiple people (couples,
families, groups) and video assets that position the destination as fun,
fresh and approachable. Integrate throughout all marketing channels
and develop opportunities to generate buzz to support new assets.

« Messaging platform should communicate destination drivers and
support passion marketing segments. All messaging should demon-
strate unique attributes, emotion, value, organic product offerings with
a book direct message to hotels in Santa Barbara South Coast. There is
a need 1o develop messaging specific to passion segments. Integrate
new messaging across all marketing programs, where relevant.

» Conduct an advertising conversion study to determine the effective-
ness of Visit Santa Barbara advertising in generating room nights and
increased room revenue.

@ Media Buy

« Evaluate segmentation of media strategy to focus on passion and
lifestyle segments in addition to demographics and geographics.
Continue to grow niche hyper-targeting to reach qualified and inter-
ested visitors.

* Focus media weight in specific spot/geographic markets where
increased awareness will drive intent to visit.

* Continue to deploy a media strategy with a heavier focus on digital
(online/mobile/social) and relevant traditional (print/newspaper)
where most effective.
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* Leverage specific targeting as outlined in new segmentation matrix (pages 32-33)
o Behavioral:
« Passion (food/wine/culture/outdoor)
= Lifestyle (family/luxury/romance)
o Demographic: domestic (primary, secondary) and international
o Geographic: regional/drive, non-stop, direct, destination and fly
markets, international
o Seasonality: off season, Q4 an Q1 (calendar} and midweek year round
* Negotiate and secure media partnerships to leverage resources resulting in
integrated media programs to support brand and passion target markets to
ultimately drive room nights with greater efficiency.
* Explore media partnerships with Visit California as well as Associations and CVBs
for domestic and international programs. Example: Sunset Coop program with
Santa Ynez Valley Hotel Association, Brand USA co-op advertising opportunities.
« Continue to develop efficient and targeted ad campaigns with OTA's to drive
incremental room nights and revenue, and increase awareness in the destina-
fion during an established time period during off season.

Print:

« Secure insertions in publications with specific messaging that support segmen-
tation targeting requirements (above). Explore potential for national and
international print coverage.

¢ Support local city {Central Coast and Solvang/Santa Ynez) and state guides (CA).

Online:

« Implement an integrated campaign that supports segmentation targeting
with digital, paid search, mobile and social media. Continue always-on paid
search and social advertising program.

« Execute lead generation campaigns to help buid Visit Santa Barbbara consumer database.
* Expand into mobile advertising opportunities that allow for real time serving of
special offers to drive destination bookings.

* Negotiate and secure Destination Sponsorship with TripAdvisor.

e Cooperative Advertising

« Continue to develop and offer co-op advertising programs that vary by
channel, price point and allow for customization based on partner interest.

» Focus co-op advertising programs by specific segments supported by rele-
vant messaging and media outlets. Ex: Culture, Golf, Qutdoor, Luxury.

* Mix of co-op media channels should include a heavier focus on digital to
accommodate various booking cycles (short term versus long term). However,
print is still critical but requires targeting and advertorial based approach.

« Expand creative strategy for greater promotion of co-op and TBID partners
with specific messaging based on targeting.

» Secure necessary co-op/TBID partnerships for media placements.

= Optimize Visit Santa Barbara's co-op programs through our owned and
earned channels including website, direct communications, mobile, Trip Advisor
Sponsorship Program and -Auto Responder.

- Refresh pricing strategy to incentivize more participation from a variety of
hospitality/industry businesses.
+ Disseminate monthly reporting to all co-op/TBID advertising partners.

o Direct Communications

¢+ Leverage existing and new marketing programs to drive incremental customer
acquisition in order to build consumer database.

« Distribution of six issues of Lifestyle.Santa Barbara (general interest enewsletter).
+ Distribution of approximately 13 issues of supporting niche e-newsletters: Sip&
Savor, Go Play, Go Outdoors and Arts & Culture.

« Distribution of special standalone emails to support overall marketing programs
and promotions.

* Intfroduce new formats and templates to deploy email marketing tactics.

« Improve performance metrics with dynamic and refreshed content from Visit
Santa Barbara and co-op/TBID advertising partners.

6 Promotional Programs and Strategic Partnerships

* Grow holistic promotional strategy to execute revenue-generating niche
promotions designed to drive room nights and hospitality revenue. Focus on
continuous and seasonal timing.
« Continue to build upon foundation and equity of established promotional
platforms to generate national and international awareness, reach new audi-
ences and support holistic promotion strategy. Develop tactical programs to
support each. Promote year round, where possible.

o epicure.sb

o Film Feast

o Culture 101 {(Literary tourism, etc.}

o Ecotopia

o Family
* Execute retail based promotions designed specifically to generate room
nights and revenue during off season:

o Ex: OTA

o Extra Bedroom Holiday Promotion

o Film Tourism (Sideways Anniversary)
« Establish partnerships to expand established platforms, example: SBIFF for Film Feast
« Leverage consumer trends and visitor study feedback to launch new niche
promotional platform targeted to outdoor enthusiasts to support strategic
promotional plan.
« Grow member services to help support hospitality partner involvement in
Visit Santa Barbara led promotions. Host educational seminars and distribute
marketing tool kits to lead membership involvement.
« Continue to establish metrics, track promotions, and solicit input from partici-
pating partners in order to gauge overall performance.
« Develop strategic partnerships with consumer brands and/or fravel industry
products to generate brand awareness, alignment and affinity for Santa Barbara.

Visit Santa Barbara Destination Strategic Marketing Plan - Part 9: Action Plan - Advertising/Branding/Promotions @



Success Measures

= Website statistics and analytics to review overall site performance:
o Generate approximately a combined 5% increase unique visits
(Google Analytics) to SantaBarbaraCA.com.
© Maintain a bounce rate of 43% or less.
» Execute at least 26 direct emails to our database. Grow open rate and CTR's
by 5%. 26.25% and 4.7% respectively.
* Maintain earned cooperative revenue of $150,000 and increase cooperative
partner paricipation.

» Respond to 8,400 consumer emails (5% increase} and 3,000 consumer calls
(decrease).
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Il. Technology - Website, Mobile and Social Media

Primary Goal

= Position Visit Santa Barbara as the marketing organization across all tech-
nology channels to elevate awareness, increase visitors to our online portals
and drive overnight stays to Santa Barbara.

Objectives

1. Provide appropriate destination information across ail technology channels,
including SantaBarbaraCA.com (desktop and mobile) and sociai platforms to
inspire and facilitate planning and booking travel to Santa Barbara.

2. Expand mobile strategy via smartphone and tablet to effectively deliver
content to all devices for the mobile traveler, in and out of market.

3. Maximize internet consumption by developing and distributing destination
content.

4. Continue to review the performance of Visit Santa Barbara website to ensure
ongoing improvements.

5. Optimize social media platforms to expand awareness and cuitivate a virai,
loyal and passionate Santa Barbara fravel community.

6. Identify new technology opportunities to more effectively present the destination.

7. Continue to refresh photography and video assets across technology chan-
nels that capture and demonstrate an emotional connection and experience
while in the destination.

8. Continue SEO and website optimization in an effort to increase rankings on
consumer search.

0 Overall

* Redesign homepage strategy for SantaBarbaraCA.com to maximize delivery
of destination drivers and segments, simplify design and provide a user-friendly
layout and visuals for deeper engagement within the website.

* Visit Santa Barbara recommends a full redesign in FY 14/15. Develop strategic
approach for full redesign in FYl 13/14. Conduct RFP and select agency for
project in FY 13/14 for deployment in FY 14/15.

» Expand content development and marketing strategy through standalone
content publishing platform on SantaBarbaraCA.com featuring new stories,
viral video, images and conversations.
« Review and consider implementation of dynamic content serving platform
for SantaBarbaraCA.com that provides customized content to users based on
their specific visit interest.
« Evaluate the integration of new tools. Make functional and strategic adjust-
ments as needed.
o Trip Advisor integration
> Modified weather widget to better promote weather in destination
o Hotel booking integration to listings
+ Partner with booking engine to optimize booking platform for hotels. Impile-
ment attractions booking component to platform.
* Integrate new creative assets upon availability.
» Develop and distribute technology marketing tools (email marketing, itiner-
aries, etc.) to hospitality industry.

Q Mobile

» Develop strategic social media integration that allows for social and conver-
sation synergies, shares, check-in's and reai time reviews.

« Implement usability enhancements for more filters, displays and navigation
items.

* Advance mobile booking platform to allow for both click-to-cail and mobile
commerce.

« Develop mobile content platform to deliver real-time offers based on geo-
location.

* Build and implement creative assets and editorial calendar to refresh content
on mobile website.

* Expand mobile marketing strategies through media buys (see Advertising).

e Lead Generation

» Capture and cultivate relationships by improving data intake/opt-in rate for
email communications.

* Continue to execute data mining and re-opt in programs to optimize engage-
ment from database.

* Improve engagement and conversion from email database through deilivery
of content rich and timely communications.

= Monitor e-news consumption to continue to optimize content.
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Q Content Development

¢ Implement content calendar on SantaBarbaraCA.com to continually update
messaging (itineraries, pages, menu items, etc.).

* Integrate The SB Post blog into new standalone content publishing platform.
Develop weekly editorial calendar for The SB Post blog to expand awareness
of Santa Barbara and engagement with the destination. Consider integration
of Guest Blogger program in conjunction with Communications department.

« Refresh Auto Responder content program and maintain as a cooperative
advertising opportunity.

« Cultivate influencer outreach via blogs and forums to connect prospective
visitors with information about Santa Barbara. Examples: Trip Advisor, Yelp!

« Develop and distribute Santa Barbara content through partnership channels,
including Visit Cdalifornia, Central Coast Tourism Council, etc.

« Consider development of international landing pages for all international
advertising efforts.

e Social Media

* Collaborate with Social Media partner to build upon holistic social media
strategy for deeper engagement and brand awareness in addition to nurturing
existing and building new relationships and support for promotions.

« Conduct an audit to streamline social media mix, focusing on platforms that
best align with social media strategy.

* Foundation building of integrated, multi-platform creative and promotional
campaigns across social media platforms.

» Build user generated assets via content, contests or viral video campaigns.

» Maintain social media presence while effectively monitoring and adapting to
changes in the social media landscape.

» Continue distribution of engaging and creative programming across all social
platforms. Develop integrated sweepstakes and giveaways strategy to help
engage and reward social media audience.

* Focus on engagement growth on existing social media platforms (Facebook,
Twitter, Pinterest, Instagram, etc.) to encourage audience brand involvement
and ultimately, drive overnight stays.

* Evolution and growth of niche social platforms to promote passion segments
and promotions (epicure.sb, Film Feast, Culture 101} as critical destination
drivers. Example: Foodspotting (Food & Wine), Pinterest (Culture), etc.

* Implement a continuous social media advertising strategy.

* Monitor social media platforms daily to proactively respond to inquiries and
actively participate in the social conversation.

» Provide opportunities to support members via social media platforms and
educational forums. Serve as a community expert regarding social media strat-
egies, updates and more. Share industry news and tool kits for tackling new
social media channels.

* Review and track monthly, quarterly and yearly analytical reports detailing
the performance across all platforms. Modify reporting metrics to best fit current
social media landscape, while maintain accurate year/year snapshot.

e Website Analytics and SEO

« Refresh formal SEO site plan with SimpleView to enhance search rankings
across all primary search platforms to ensure site success.

» Track and receive monthly, quarterly and yearly analytical reports detailing
the performance of the website and online communications.

« Partner with SimpleView to continue maintenance and development of
organic SEO focusing on the keyword program and evoiution of the link-building
initiative.

» Implement mobile SEO strategies. Track and receive analytical reports to
review performance and implement optimizations.

« Collaborate with SimpleView on strategies for future successes.

Success Measures

» Website statistics and analytics to review overall site performance:
o Generate approximately a combined 5% increase unique visits
(Google Analytics) to SantaBarbaraCA.com.
o Maintain a bounce rate of 43% or less.
o Execute at least 26 direct emails to our database. Grow open rate
and CTR's by 5%, 26.25% and 4.7% respectively.
o Respond to 8,400 consumer emails (5% increase) and 3,000 consumer
calis (decrease).
o Generate a 3% site conversion rate for website engagement (defined
as digital and print requests, enews sign ups, online brochure clicks).
o Generate a 10% growth in referrals via JackRabbit/Book Direct
booking engine on SantaBarbaraCA.com.
o Generate approximately 10,000 new enewsletter registrants
o Expand database registration via paid lead generation and sweep-
stakes by 36,300 (10% increase).
o Fulfill approximately 13,900 online guide or brochure requests.
» Social Media: will track the following
o Generate a 5% increase (23,000) in referrals to SantaBarbaraCA.com
from social media platforms.
o Generate approximately 3% increase (3,300) in booking channel visits
on Facebook booking engine
o Increase Facebook likes by 30% (approximately 25,000)
o Generate average Facebook engagement rate greater than 1%.
Note: engagement rate calculation has been modified to a weighted
average of likes, comments, shares to posts.
o Increase Twitter followers by 20% (approximately 2,000}
o Generate website traffic through average Twitter engagement of
.01% per post
o Increase Instagram followers by 33% (approximately 500)
o Increase Pinterest followers by 31% (approximately 350)
o Increase Youtube views by 14% (approximately 3,000)
*Goals are based on collaborative administration with Social Media partner
and are subject fo change.
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Primary Goal

* Create demand for visitation through earned media coverage that excites and
inspires travelers, while elevating brand awareness and enforcing key messages
about the Santa Barbara South County area. Support all Visit Santa Barbara plat-
forms through communication and creative content development.

Objectives

1. Generate increased press/awareness for Santa Barbara in targeted national
(fiy markets), international (UK, France, Germany, Australia and Canada) and
regional markefts.

2. Increase the number of destination specific stories in A-list trave|, lifestyle and
niche publications.

3. Increase development of new story ideas. Develop thoughtful campaigns
that differentiate the destination and angles that expressly support mid-week
and off-season travel.

4. Leverage Visit California media opportunities both domestically and intemationally.

5. Increase the number of individualized pitches and development of new story
ideas. Pitch a minimum of 10 contacts a month and distribute media newsletter
quarterly.

é. Increase face time to build and strengthen relationships with target media.
Secure a minimum of 25 one-on-one media meetings and produce at least
one major media event.

7. Encourage hosted media who are active on social media channels to
disseminate information throughout their stay using the @SantaBarbara handle
and designated hash tags for Visit Santa Barbara promotions.

8. Drive traffic to Santa BarbaraCA.com through earned media coverage and
create demand for the destination.

9. Increase focus on Santa Barbara with relevant topics as part of anintegrated
marketing approach.

10. Explore strategic media partnerships to augment opportunities for earned
media coverage, bolster brand awareness out of market and cultivate in-desti-
nation brand advocacy.

1. Public Relations

Programs

0 Marketing Outreach

Communication

» Media Pitches: Regulary pitch key media with customized story ideas to ail
target segments and markets. Include “passions” (activities), meetings and
travel frade angles, and the variety of lodging available at different price points.
+ Media Newslefter: Produce and distribute the revamped Santa Barbara
What's New media newsletter quarterly. Update, refine and build on media
distribution lists and contact database.

* Press Releases: Write and distribute press releases on major Visit Santa Barbara
promotions and timely/seasonal story ideas, including epicure.sb, winter holi-
days, Film Feast and Culture 101.

» Video: Leverage new HD b-roll to take advantage of broadcast and online
opportunities. Distribute original video assets created by advertising agency to
communicate news and story ideas.

Media Familiarization Visits

« Individual Press Trips: Host a minimum of 40 domestic media and 25 interna-
tional media on individual familiarization visits. Design customized itineraries for
visiting media with support of hosting partners. (TBID funds can help us sponsor
airfare for some A-list media, something we were not able.to do in the past and
needed to attract top tier media.)

« Partner Press Trips: Partner with Visit California and other California destina-
tions to host group press trips.

« Group Press Trips: Produce six group press trips in partnership with local orga-
nizations and partners to showcase niche themes such as adventure, culinary,
cultural, and family.

* Social Media Press Trips: Host bloggers on promotional visits to generate
content |written, photo and video) for Visit Santa Barbara website and social
media channels.

Relationship Building

« Media Receptions: Participate in Visit California media receptions in Los
Angeles, San Francisco, Vancouver, Toronto and New York. Participate in select
international Discover America (Brand USA) media marketplaces. Integrate
social media presence at all events.

* Media Calls/Sales Trips: Conduct one-on-one meetings with media in key
Western markets and New York. Participate in Visit California’s international
media missions in Canada, UK, France, Germany, and Australia/ New Zealand,
and attend key international media networking events.

* Media Events: Produce and host aninteractive pop-up joint media/consumer/
travel trade event in New York and other key markets.
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* Professional Associations: Actively participate in programs of the Society
of American Travel Writers (SATW} and Bay Area Travel Writers associations to
increase face time with travel media and build new relationships. Attend the
annual SATW conference, Travel Bloggers Exchange (TBEX) conference, and
Travel Media Showcase conference. Maintain membership and active partici-
pation with the Public Relations Society of America's Travel & Tourism Section
to strengthen relationships with public relations colleagues, create partnership
opportunities and keep abreast of industry trends.

« Attend Media Bistro and Los Angeles Consortium for Online Travel networking
events.

9 Local Media and Partner Communications

» Monthly Media Update: Produce monthly media update reporting real time
activities and recent media coverage.

» Clipping Distribution: Provide members and community partners with press
clippings from hosted familiarization visits, including data on audience reached
and the value of the coverage.

* Press Releases: Produce and distribute news releases and media advisories for
local media promoting Visit Santa Barbara programs, tourism industry frends and
news and messages about the positive impacts of tourism and film production.

9 Infrastructure

* Online Press Room: Update and maintain online Press Room including down-
loadable photography and up-to-date news releases and newsletters.

* PR Software: Review Visit Santa Barbara's subscription to Vocus, a web-
based public relations software platform that tracks press clippings and media
communications; generates activity and news reports; distributes news releases
directly to media contacts; and provides a comprehensive international media
database with contacts and editorial calendars. Establish a more effective
and accurate process for monitoring and measuring coverage. Subscribe to
Burrelles print clippings and TVEyes video monitoring clip service to track broad-
cast coverage and capture video content for social media distribution. Utilize PR
Newswire and TravMedia to'extend the reach and pick-up of major announce-
ments.

o Publications

» The Santa Barbara Visitors Magazine: A new format will be used to move the
magazine in the direction of being an inspirational piece instead of a resource
guide. The magazine will be primarily photography driven with 70% photos and
30% editorial. There will be no display ads, only custom content, and the page

count will be reduced. A digital copy of the magazine will be available at

SantaBarbaraCA.com as well.

6 Corporate and Industry Collateral

«+ Disseminate news and information to the local hospitality community and
membership through electronic publications.
Cultural Concierge (weekly): highlighting cultural events for the
current week
o Monthly Marketing Report
o TBID Bulletin
Note: As a cost savings, all reports will be published online only. Hard copies can
be shared upon request.

Success Measures

« Track the volume of media coverage, audience reached and paid adver-
tising equivalent value.

+ Achieve a minimum of 650 placements, 375 million impressions and $10 million
PAE.

+ Track the pick-up of specific story idea themes, with a minimum of 25% of
total coverage reflecting specific Visit Santa Barbara pitches, top angles and
promotional campaigns.

« Generate a minimum of 100 print and online placements including the
SantaBarbaraCA.com URL.

+ Generate a minimum of 20 local news stories reporting on the tourism industry.
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IV. Group Sales

Primary Goal

= Increase overnight room demand for Santa Barbara as a group meeting/event
and group/leisure tour and travel destination domestically and internationailly.

Objectives

1. Increase group meeting business mid-week and during shoulder and off-season.

2. Create cooperative opportunities for hospitality partners to interact with
clients and promote Santa Barbara as a destination for groups.

3. Solidify Santa Barbara's positioning as “the" place to stay along Highway
One and encourage visitors to spend two to three days.

4. Leverage relationship with Visit California and the Central Coast Tourism
Council to reach domestic and international clients.

5. Implement a platform for destination promotions to targeted group segments.

6. Utilize social media in an effort to promote Santa Barbara for group business and
tour and fravel.

7. Expand cruise ship presence and shore excursion offerings. Continue to
monitor Return to Santa Barbara campaign and revise as needed.

prorams

Sales Missions/Client Events

* Develop and host interactive client events in San Diego, Orange County,
Los Angeles, San Francisco/ Bay area, Chicago (Midwest) and New York City
targeting meeting planners, incentive houses and large associations.

* Partner with Visit California for Canadian Sales Mission. (July 2013)

» Coordinate Tour Operator Sales Mission in Los Angeles. (Fall 2013)

Familiarization (FAM) Trips and Site Visits

« Offer four FAM opportunities to meeting planners throughout the year.

« Participate in FAMiliarization trips arranged by Visit California, Central Coast
Tourism Council and our International Representation (Black Diamond, Gate 7
and MN Organisation) to showcase Santa Barbara as the destination of choice
on the Central Coast.

+ Partner with hotels, area attractions and tour operators to host 40 individual
FAMiliarization trips.

Meetings Tradeshows

« incentive Works, Canada's largest event for professionals who pian, organize
or influence meetings and events. (August 2013}

* IMEX America - America's worldwide exhibition for incentive travel, meetings
and events. (October 2013}

» CalSAE (Cdlifornia Society of Associations Executives) Seasonal Spectacular.
(Dec 2013}

» SITE (Society of Incentive & Travel Executives) Fundraiser and Holiday Event.
(Dec 2013)

* MPI {Meefing Professiondls intemnational) Northem Califomia Chapter Conference.
(Feb 2014)

« Conference Direct Partner Meeting — One of the largest third-party site selec-
tion and contract negotiation organizations in the world. (March 2014)

= MPi {Meeting Professionals intemational) Southem Califomia Chapter Conference.
(April 2014)

« CalSAE (Cadaiifornia Society of Associations Executives} Annuai Conference.
(April 2014)

* ASAE's (American Society of Association Executives) Springtime Expo. (May
2014)

« DMAI's (Destination Management Association international) Destination
Showcase Chicago — The Midwest's largest one day tradeshow targeting asso-
ciation, corporate, government, and third-Party meeting planners involved with
site selection. (June 2014)

Tour and Travel Tradeshows

« World Travel Market, staged annually in London, World Travel Market, and
The Leading Global Event for the Travel Industry, is a vibrant must-attend four
day business-to-business event presenting a diverse range of destinations and
industry sectors to UK and internationai travel professionais. (November 2013)

« NTA Travel Exchange — Combined Tradeshow for National Tour Association
(NTA) and United Motorcoach Association. (February 2014)

« Go West Summit, the premier business-oriented travel fradeshow selling the
American West. Brings together the world's top international tour operators and
receptives in the 14-state region of the Western US. (February 2014)

* International Pow Wow, U.S. Travel's International Pow Wow is the travel indus-
try's premier international marketplace and is the largest generator of Visit USA
fravel. (April 2014)
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Cruise Ship Tradeshows/Meetings

= Cruise Shipping Miami-The Cruise Industry’s Premier Global Event which takes
place annually in Miami, FL. (March 2014)

Sponsorships and Research

* Partner with other California DMOs to host an in-booth reception area at IMEX
America to promote Cdlifornia’s diverse culinary and wine scene and provide
education to differentiate regions. (October 2014}

« Co-host SITE Fundraiser at Bacara Resort & Spa. (December 2013)

* Sponsor Annual Luncheon at CalSAE Annual Conference. (April 2014)

* Destination Sponsorship at California Cup Annual Invitational. (April 2014)

* Hire Destination Analysts to conduct Meeting Planner Interviews. {July 2013}

Industry Meetings/Associations

» Attend Visit CA Tourism Outlook Forum. (February 2014)

* Maintainmembership and participationwithindustry associations to strengthen
relationships with client and colleagues and to keep abreast of industry trends.
Attend guarterly meetings of Meeting Professionals International (MPI) Southern
Cadlifornia and Northern Cadlifornia chapters, the Society of Incentive & Travel
Executives (SITE}, Southern California meetings, PCMA and TTMA.

» Attend monthly meetings of the Central Coast Tourism Council (CCTC). Main-
tain position on Board of Directors and involvement in sub- committees.

Advertising/Promotions

» Purchase enhanced listihg on Cvent website to increase our visibility as a
premier meetings destination.

* Maintain listing on Convention Plan-it.

« Consider investment in MeetingMax.

* Invest in DMAI's Empowermint to generate sales leads {$9,500 annually)

» Consumer Promotion in UK with Sunglass Hut. (September 2013)

« Develop Return to Santa Barbara Campaign to be used for conference
attendees and cruise ship passengers.

* Revamp Meeting side of SantaBarbaraCA.com.

* Implement campaign to drive group business during shoulder and off-season
(Fall 2013).

» Continue to distribute quarterly e-newsletters to 5,000 meeting planners, Special
Interest Groups, and tour and travel professionals, to keep Santa Barbara top of
mind, highlight group specials and promote tours and attractions.

Community Support

» Facilitate South County Director of Sales {DOS) meetings every other month.

= Increase partnership opportunities with individual hotels by making destina-
tion sales presentations at their respective client events and FAMs.

« Continue to work with local businesses and hospitality members to identify
and target affiliate associations for group business.

Media Outreach

» Provide meetings and events media contracts with updates in an effort to
create interest in Santa Barbara as a meetings and event destination. Send
emails to targeted meetings, corporate and weddings publications.

Publishing/Website

» Produce Look Book for group sales fulfilment.

« Tool kit for meetings side of website. Including direct link, add F/Q's, more
competitive analysis information/comparison charts — international vs. regional
airport benefits.

« Prospecting & Solicitation Complete 65 sales/prospecting calls/outreach per
month. Approximately 25% of the calls are made to clients who have been
qudlified as having business for Santa Barbara and 75% are to new accounts to
identify and develop new business.

Staffing

* Hire part-time Regional Sales Manager.

Success Measures

* Generate 165 room night leads.

* Generate 13,000 definite room nights.

* Host 12 FAM trips targeting planners and tour operators.

» Conduct 40 individudl site visits for planners and tour operators.

* Increase traffic by 7-10% to the meetings and tour and travel side of the Visit
Santa Barbara website.

* Increase click through rate by 1-2% for sales enewsletters.
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Primary Goal

« Effectively position Santa Barbara as a preferred location for film and commer-
cial activities in an effort to generate increased room nights, TOT revenue, and
positive PR for the destination.

Objectives

1. Continue to leverage Cadlifornia State Tax credits for feature film production
and television in an effort to inluence increased film and television production
To Santa Barbara County.

2. To identify and cultivate commercial production companies, reality TV and
catalog based still production companies which would con-sider bringing their
business to Santa Barbara.

3. To aggressively utilize all Visit Santa Barbara marketing elements in an effort
fo communicate the variety of locations and "looks” which are available to
prospective productions uniquely in Santa Barbara.

4. To continue fundraising from partners in North County for the purposes of
Marketing County Partners.

5. To raise the public profile of the Film Commission with industry stakeholders
and the general public.

Programs

a Overall

» Promote Santa Barbara's rich variety of filming locations to Film, Television,
Commercial and Still Photography producers, scouts, and advertising agency
personnel.

* Provide scouting tools for potential clients.

« Provide guides to local resources necessary for production, such as crew base
listings, post-production facilities, equipment rentals, and more.

* Generate PR related to Santa Barbara based production.

g Tradeshows

» The "Cadlifornia Locations Tradeshow™ - This show, more heavily attended than
ever before due to the new Cadlifornia State Tax Production Credit, is dedicated

V. Film Commission

to the promotion of in state production.

» The "AFCl! International Locations Tradeshow" - This once a year show is held in
Santa Monica and draws personnel from around the world. Visit Santa Barbara
is partnering with the CFC in a cost cutting measure to jointly occupy a booth,
thereby delivering the same level of distribution for our marketing materials at
a reduced price.

@ Familiarization (FAM) Tours

« Host three FAMS during the year targeted at production companies, loca-
tion scouts, and agencies. FAM Tours take industry personnel throughout Santa
Barbara City and County, showing them in person the variety of locations which
are available for media production, and also acquainting them with film friendly
lodging options for crew and above the line personnel.

a Marketing Partnerships

» The Film Commission will continue with a redesigned partnership with the
Santa Barbara International Film Festival which, learning from our past experi-
ence, will create a *nuts and bolts" filmmaking seminar featuring top physical
production personnel. This will give us the opportunity to provide a FAM to these
personnel and educate them on filming in Santa Barbara, while at the same
time engaging with the local community.

e Sales Calls

« The Film Commission will increase sales calls on Feature and reality Produc-
tion companies in Los Angeles in order to discuss filming opportunities in Santa
Barbara County and distribute FC promotional materials, as well as to offer
tailored presentations of locations options for specific projects.

e Direct Marketing

* The Film Commission is now and will continue to target production companies
which have projects that been approved for the California State Production
Tax Credit, with direct marketing, promotional materials which will put Santa
Barbara at the top of the locations list for these pre-approved projects.
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@ Incentives Program

* Film Commission will implement an incentives program designed to defray
targeted production costs related to permitting, police, production offices and
local services providers. This will create a refreshed conversation in the film-
making community regarding shooting in Santa Barbara.

@ Film newsletter

* The Film Commission will continue to publish and will expand the subscriber
base of the "Film Monthly Newsletter”. The newsletter now goes out to over
2,000 industry personnel and every month provides a production update
on local activity and also introduces a desirable new filming location to our
subscribers. The "Location Spotlight” often results in an immediate increase in
both inquiries and location rentals of local properties, public and private.

e Increased Social Networking and Educational Efforts

+ Film Commission will launch a speakers series which will bring experts in various
facets of filmmaking in to speak to interested community members.

« Film Commission will launch a dedicated Twitter account in order to improve
targeted communication of updates, announcements, crew cails and other
news to stakeholders, politicians and industry personnel.

Success Measures

* Generate 50-200 leads from Production Companies attending Locations
Tradeshows.

» Lead three FAMs for qudiified production personnel in 2013.

* Increase enewsletter subscriber base by 5%.

* Increase physical scouting trips to Santa Barbara by 5%.

= Direct mail marketing materiais to all new productions approved by CFC for
the Cdlifornia Tax Credit.

* Increase page views of FC website by 5%.

* Increase direct production spending in County (and City) by 5%.
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Primary Goal

« To provide Visit Santa Barbara and the broader tourism community with timely
effective measurement of marketing programs and performance indicators for
the industry.

Objectives

1. Timely measurement and reporting to facilitate needed changes in program
implementation.

2. Inform and educate the tourism industry in order to gain insight and make
adjustments to partner programs.

3. Utilize measurements for benchmarks in an effort to improve future programs.

Programs i

0 Program Level Measurements

These metrics would include measuring specific Visit Santa Barbara programs
in alf areas including website, public relations, group sales, film etc. Many of
these measurements have been in-place and are afready part of Visit Santa
Barbara's best practices. Samples include the following:

a. Website measurement to measure performance by tracking the following:
= Visits
= Page views, time on site
= Top exit and entry pages, paths through the site and bounce rates in
order to conftinually improve the site's usefulness and efficiency for
target market segments.

b. Group sales leads generated and converted
c. Film and commercials fimed in the area and their economic impact
d. Public relations advertising equivalents etc. Again Visit Santa Barbara already

provides extensive program level measurement and would continue to do so
with additional programs generated by TBID funds.

VI. Measurement

@ Santa Barbara Lodging Measurements

These would include traditional measurements such as Occupancy Rates,
Average Daily Rate (ADR) and Revenue per Available Room RevPar. These
measurements are typically year over comparisons and are generated on a
monthly basis.

e Comparative Measurements with Santa Barbara’s Competitive Set

This would include a comparison of Santa Barbara's competitive destination set
in addition to a comparison of traditional measurements including Occupancy
Rates, Average Ddaily Rate (ADR} and Revenue per Available Room RevPar
discussed above.
= Subscribe to a DMO/CVB specific benchmarking tool that utilizes
analytics and metrics directly from other destinations.

° Room Night Sold Measurements

In an effort to measure the return on investment Visit Santa Barbara will continue
to track its effectiveness in terms of the number of room nights sold. There are
several categories of tracking to consider.

Group: Currently Visit Santa Barbara tracks all of its efforts related to group
business. These efforts should continue and be a part of the room night sold
measurement.

Leisure: The second element of room night sold measurement is based on all of
Visit Santa Barbara's marketing driving potential visitors to SantaBarbaraCA.com.

Visit Santa Barbara has also always provided supplementary marketing research
such as visitor profile study's and other research and information as part of its
comprehensive measurement approach. Overall these types of measurement
would serve to provide as complete a picture as possible with regard to perfor-
mance of Visit Santa Barbara and the destination.

9 Room Revenue Generated

In an effort broaden its measurement Visit Santa Barbara will track its effective-
ness in terms of room revenue generated.
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Measurement Matrix

e Quarterly Marketing Updates

. . . o .  Measurement = ~ Frequency
Visit Santa Barbara will continue to produce and distribute its quarterty measure- - — .
ment update. Website: : ]
Visits Monthly/quarterly, annually
e Annual Report __Tp_? _<j:‘x_i’r_/ent_ry: pages _ R [ i Monthly/quarterly, cnnuclly_ ]
Time on site: ! Monthly/quarterly, annually
Visit Santa Barbara will continue to produce and distribute an Annual Report to 3 : '
community stakeholders and members. sosEiiegc,
i Referrg_l_s ) J ) A_A_or_w@y/quorterly, onngg_ll_y |
Facebook Likes | Monthly/quarterly, annually
Twitter Followers o _ : Monfhly/quéﬁerly, annually
Group SoI;s::._ _ O
Leads generated _ Quarterly, annually
Leads converted _ Quarterly, oanuéuy
Public Reloﬁon;:“ i o
Advertising equivalency T Quarterly, annually
Print & Online placements o . ;_ Annually o
Film Commission: " IR A |
# of films and commercials _ - Annually ]
Production company leads B Annually o !
_Ec_c-s_n;?n-ic -i-rﬁpoct - ' /-\nn_u-olly
Lodging Industry:
Occupon?y Monfhl»i/ggor’rerly, annuatly
Average Daily Rate ! Monthly/quarterly, annuaily

Monthly/quarterly, annuatly

| Revenue per available room

Competitive Set_(fomporisons:

Occupancy Monthly/quarterly, annually

Average Daily Rate ;Abnthly/quorterly, annually

Revenue per available room " Monthly/quorterly,;m-nué@ a
| Room Nights Sold/ROL: Annually
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Visit Santa Barbara FY 2013-2014 Budget

$100,000
$40,893 $78,802 ~2%

$261,971
6%

1 Communication & Advertising
 Sales and Marketing

B Administration and Advocacy
u Facilities & Professional Fees

8 Collection Costs

u Contingency 4.5%

u Local Destination Contracts

PART 10 :
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APPENDIX

Appendix 1: Santa Barbara Overnight Visitors
Santa Barbara Overnight Visitors by Age Santa Barbara Overnight Visitors by Household Income

$500,000+
$200.001-$500,000
$150,001-$200,000
$100.,001-$150,000
$50,001-$100,000
$25001-$50,000
<$25,000

N/A

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% ! ' ! ’ !
Source: Santa Barbara Visitors Survey 2012/13 0.00% 5.00% 10.00% 15.00% 2000%  25.00%
Source: Santa Barbara Visitors Survey 2012/13

21-30

20 or under

19.8%
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THE AMERICAN RIVIERA"
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SantaBarbaraCA.com
500 E. Montecito Street
Santa Barbara, CA 93103
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TBID Budget 2013-2014

% of TBID Required %
Income
TBID Income
City of Santa Barbara 1,140,540.00
City of Goleta 358,200.00
County of Santa Barbara 252,419.00
Total TBID 2013-2014 Income 1,751,159.00
Expense
Administration and Advocacy
Accounting/Audit 4,725.00
Lawyer 900.00
401 K Administration 315.00
401 K Payments (50% emplr cost) 1,050.00
Health Insurance 5,840.00
Mileage & Parking Reimb. 567.00
P/R Tax Expense 5,586.00
Payroll Processing Expenses 302.75
Salaries & Wages - Direct 75,004.34
Work Comp. Insurance 560.00
fnsurance 1,020.24
Total Adminstrative and Advocacy 95,870.33 5.5% 5.5%
Advertising and Communication
AGM Expenses 7,500.00
PR Software 15,492.00
Collateral Materials/Printing 20,100.00
MMG Retainer 70,200.00
Contract - Other 63,875.00
Distribution Cost 13,600.00
Dues/Fees/Subscriptions 15,081.00
Internet Maintenance & Upgrade 45,560.00
Internet Development 54,229.50
Internet Consulting 30,552.00
Mobile Website 19,162.00
Media Placement: Digital 525,600.00
Media Placement: Traditional 227,500.00
Media Placement: OTA 80,000.00
Media Promotions 6,000.00
Media Creative: Digital 67,500.00
Media Creative: Traditional 63,600.00
Membership, Board & DOS Meeting 20,700.00
Visual Assets 23,375.00
Postage & Shipping 20,160.00
Promotional 11,550.00
Research 14,950.00
Social Media 81,700.00
Sponsorships 31,146.00
TBID Sponsorships 25,000.00
Community & Film Outreach 26,325.00
Trade Shows 56,931.03
Vendor Travel 6,500.00
Total Advertising and Communication 1,643,888.53 93.9% 71.75%



TBID Budget 2013-2014

% of TBID Required %
Sales and Marketing
Business Meetings/Meals 4,050.00
Sales Representation 152,500.00
FAM Tours 30,000.00
Sales Trips/Sales Missions 29,200.00
Telephone and Communications 3,240.00
Travel 68,285.14
Total Sales and Marketing 287,275.14 16% 10.25%
Collection Costs 40,322.84 2.3% 2.5%
Contingency 4.5% 78,802.16 4.5% 4.5%
Local Destination Contracts 100,000.00 5.7% 5.5%
Total TBID Expenses 2013-2014 2,246,159.00

Net - to be covered by Carry-Over

(495,000.00)




Income

TBID Income
City of Santa Barbara
City of Goleta
County of Santa Barbara

Total TBID Income

CITY FUNDS
City General Tax Fund
Total CITY FUNDS

COUNTY FUNDS
County General Tax Fund
County Funds Other
Total COUNTY FUNDS

PRIVATE SOURCE INCOME
Co-Op Advertising
Co-Op Marketing
Commission Splits
Interest Income
Membership Dues
Total Membership Meeting
Film Commission Income

Total PRIVATE SOURCE INCOME

TBID Destination Funds

Total Income

SBCVB FC
FY 2013-2014 Budget

Actuals
Actuals Annual Actuals Annual % of TBID CVvB
Projected Budget $ Over % of Budget $ Over New New Annual Annual
YE 2012-13 Budget Budget 2013-14 Budget Budget Budget TBID% Budget CVB%
1,089,029.00 1,089,029.30 (0.30) 100% 1,140,540.00 (51,511.00) 105% 1,140,540.00 100%
342,023.00 241,023.37 100,999.63 142% 358,200.00 (16,177.00) 105% 358,200.00 100%
241,023.00 342,023.37 (101,000.37) 70% 252,419.00 (11,396.00) 105% 252,419.00 100%
1,672,075.00 1,672,076.04 (1.04) 100% 1,751,159.00 (79,084.00) 104.73% 1,751,159.00 1,751,159.00
1,349,534.00 1,349,534.00 - 100% 1,349,534.00 - 100% 0.00 1,349,534.00 100%
1,349,534.00 1,349,534.00 - 100% 1,349,534.00 - 100% 0.00 1,349,534.00
54,280.00 69,363.00 (15,083.00) 78% 79,000.00 (24,720.00) 146% 0.00 79,000.00 100%
25,000.00 25,000.00 - 100% 0.00 25,000.00 0% 0.00
79,280.00 94,363.00 (15,083.00) 84% 79,000.00 280.00 100% 0.00 79,000.00
150,000.00 160,000.00 - 100% 150,000.00 - 100% 0.00 150,000.00 100%
38,378.00 22,000.00 16,378.00 174% 35,000.00 3,378.00 91% 0.00 35,000.00 100%
33,000.00 43,000.00 (10,000.00) 77% 8,000.00 25,000.00 24% 0.00 8,000.00 100%
1,318.00 4,000.00 (2,682.00) 33% 4,000.00 (2,682.00) 303% 0.00 4,000.00 100%
107,337.00 90,000.00 17,337.00 119% 94,500.00 12,837.00 88% 0.00 94,500.00 100%
16,198.00 13,000.00 3,198.00 125% 12,000.00 4,198.00 74% 0.00 12,000.00 100%
12,500.00 12,500.00 - 100% 12,000.00 500.00 96% 0.00 12,000.00 100%
358,731.00 334,500.00 24,231.00 107% 315,500.00 43,231.00 88% 0.00 315,500.00
50,000.00 100,000.00 (50,000.00) 50% 50,000.00 - 100% 0.00 50,000.00 100%
3,509,620.00 3,550,473.04 (40,853.04) 99% 3,545,193.00 (35,573.00) 101% 1,7561,159.00 1,794,034.00
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SBCVB FC
FY 2013-2014 Budget

Actuals
Actuals Annual Actuals Annual % of TBID cvB
Projected Budget $ Over % of Budget $ Over New New Annual Annual
YE 201213 Budget Budget 2013-14 Budget Budget Budget TBID % Budget CVB %
Expense
OPERATIONS
Contract
Accounting/Audit 76,592.00 60,000.00 16,592.00 128% 67,500.00 9,092.00 113% 4,725.00 7% 62,775.00 93%
Lawyer 15,000.00 15,000.00 - 100% 15,000.00 - 100% 900.00 6% 14,100.00 94%
Total Contract 91,592.00 75,000.00 16,592.00 122% 82,500.00 9,092.00 90% 5,625.00 76,875.00
Employee Costs - Operations
401K Administration 5,685.00 3,000.00 2,685.00 190% 4,500.00 1,185.00 79% 315.00 7% 4,185.00 93%
401K Employer Contribution 11,639.00 13,000.00 (1,361.00) 90% 15,000.00 (3,361.00) 129% 1,050.00 7% 13,950.00 93%
Classified Ads 925.00 2,500.00 (1,575.00) 37% 1,040.00 (115.00) 112% 0.00 0% 1,040.00 100%
Education & Training 20,000.00 20,000.00 - 100% 15,300.00 4,700.00 77% 0.00 0% 15,300.00 100%
Health Insurance 52,983.00 67,400.00 (14,417.00) 79% 73,000.00 (20,017.00) 138% 5,840.00 8% 67,160.00 92%
Mileage & Parking 6,678.00 4,000.00 2,678.00 167% 6,300.00 378.00 94% 567.00 9% 5,733.00 91%
P/R Tax Expense 65,812.00 73,160.00 (7,348.00) 90% 79,800.00 (13,988.00) 121% 5,686.00 7% 7421400 93%
Payroll Processing 4,206.00 5,500.00 (1,294.00) 76% 4,325.00 (119.00) 103% 302.75 7% 4,02225 93%
Salarles & Wages -
Salaries & Wages - Direct 808,245.00 856,100.00 (47,855.00) 94% 882,404.00 (74,159.00) 109% 75,004.34 9% 807,399.66 92%
Salaries & Wages - Temp 24,530.00 0.00 24,530.00 100% 0.00 24,530.00 0% 0.00 9% 0.00 91%
Total Salaries & Wages 832,775.00 856,100.00 (23,325.00) 97% 882,404.00 (49,629.00) 106% 75,004.34 807,399.66
Work Comp. Insurance 7,150.00 8,500.00 (1,350.00) 84% 8,000.00 (850.00) 112% 560.00 7% 7,440.00 93%
Total Employee Costs 1,007,853.00 1,053,160.00 (45,307.00) 96% 1,089,669.00 (81,816.00) 108% 89,225.09 1,000,443.91
Equlpment Lease Payments 9,827.00 10,000.00 (173.00) 98% 9,480.00 347.00 96% 0.00 0% 9,480.00 100%
Insurance 10,653.00 10,100.00 553.00 105% 11,336.00 (683.00) 106% 1,020.24 9% 10,315.76  91%
Office Supply 17,606.00 12,000.00 5,606.00 147% 20,000.00 (2,394.00) 114% 0.00 0% 20,000.00 100%
Rent & Utllities
Rent 108,330.00 114,502.71 (6,172.71) 95% 122,400.00 (14,070.00) 113% 0.00 0% 122,400.00 100%
Utilitles 16,954.00 15,000.00 1,954.00 113% 13,200.00 3,754.00 78% 0.00 0% 13,200.00 100%
Total Rent & Utilities 125,284.00 129,502.71 (4,218.71) 97% 135,600.00 (10,316.00) 108% 0.00 135,600.00
Repairs & Malntenance 12,754.00 12,000.00 754.00 106% 9,700.00 3,054.00 76% 0.00 0% 9,700.00 100%
Total OPERATIONS 1,275,569.00 1,301,762.71 (26,193.71) 98% 1,358,285.00 (82,716.00) 106% 95,870.33 1,262,414.67
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PROGRAMS
AGM Expenses
Business Meetings/Meals
PR Software
Collateral Materials/Printing
Professional Services
MMG Retainer
Sales Representation
Contract - Other
Local Destination Contracts
Collection Costs
Contingency 4.5%
Total Professlonal Services
Distribution Cost
Dues/Fees/Subscriptions
FAM Tours
Internet Costs
Internet Maintenance
Internet Development
Internet Consulting
Mobile Website
Total Internet Costs
Media Placement
Digital

Traditional
OTA
Promotions
Total Media Placement
Media Production
Digital
Traditional
Total Media Production

SBCVB FC
FY 2013-2014 Budget

Actuals
Actuals Annual Actuals Annual % of TBID cvB
Projected Budget $ Over % of Budget $ Over New New Annual Annual
YE 201213 Budget Budget 201314 Budget Budget Budget TBID % Budget CVB %
16,203.00 15,000.00 1,203.00 108% 15,000.00 1,203.00 93% 7.500.00 50% 7.500.00 50%
13,255.00 15,000.00 (1,745.00) 88% 15,000.00 (1,745.00) 113% 4,050.00 27% 10,950.00 73%
18,250.00 20,000.00 (1,750.00) 91% 30,984.00 (12,734.00) 170% 15,492.00 50% 15,492.00 50%
20,362.00 19,500.00 862.00 104% 30,000.00 (9,638.00) 147% 20,100.00 67% 9,900.00 33%
78,450.00 78,000.00 450.00 101% 78,000.00 450.00 99% 70,200.00 90% 7,800.00 10%
96,403.00 90,350.00 6,053.00 107% 152,500.00 (56,097.00) 158% 152,500.00 100% 0.00 0%
37,736.00 39,500.00 (1,764.00) 96% 87,500.00 (49,764.00) 232% 63,875.00 73% 23,625.00 27%
100,000.00 100,000.00 - 100% 100,000.00 - 100% 100,000.00 100% 0.00 0%
38,501.00 38,501.35 (0.35) 100% 40,322.84 (1,821.84) 105% 40,322.84 100% 000 0%
45,147.00 97,518.42 (52,371.42) 46% 78,802.16 (33,655.16) 175% 78,802.16  100% 000 0%
396,237.00 443,869.77 (47,632.77) 89% 537,125.00 (140,888.00) 136% 505,700.00 31,425.00
16,277.00 20,000.00 (3,723.00) 81% 20,000.00 (3,723.00) 123% 13,600.00 68% 6,400.00 32%
20,079.00 22,850.00 (2,771.00) 88% 22,850.00 (2,771.00) 114% 15,081.00 66% 7,769.00 34%
42,000.00 41,800.00 200.00 100% 50,000.00 (8,000.00) 119% 30,000.00 60% 20,000.00 40%
45,092.00 50,000.00 (4,908.00) 90% 67,000.00 (21,908.00) 149% 45,560.00 68% 21,440.00 32%
65,203.00 142,000.00 (76,797.00) 46% 69,525.00 (4,322.00) 107% 54,22950 78% 15,295.50 22%
45,878.00 60,000.00 (14,122.00) 76% 45,600.00 278.00 99% 30,552.00 67% 15,048.00 33%
12,300.00 12,000.00 300.00 103% 28,600.00 (16,300.00) 233% 19,162.00 67% 9,438.00 33%
168,473.00 264,000.00 (95,527.00) 64% 210,725.00 (42,252.00) 125% 149,503.50 61,221.50
594,026.00 484,000.00 110,026.00 123% 584,000.00 10,026.00 98% 525,600.00 90% 58,400.00 10%
297,409.00 360,000.00 (62,591.00) 83% 250,000.00 47,409.00 84% 227,500.00 91% 22,500.00 9%
74,422.00 100,000.00 (25,578.00) 74% 100,000.00 (25,578.00) 134% 80,000.00 80% 20,000.00 20%
0.00 0.00 - 0.0% 10,000.00 (10,000.00) 0% 6,000.00 60% 4,000.00 40%
965,857.00 944,000.00 21,857.00 102% 944,000.00 21,857.00 98% 839,100.00 104,900.00
113,421.00 90,000.00 23,421.00 126% 90,000.00 23,421.00 79% 67,500.00 75% 22,500.00 25%
79,150.00 106,000.00 (26,850.00) 75% 106,000.00 (26,850.00) 134% 63,600.00 60% 42,400.00 40%
192,571.00 196,000.00 (3,429.00) 98% 196,000.00 (3,429.00) 102% 131,100.00 64,900.00
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SBCVB FC
FY 2013-2014 Budget

Actuals
Actuals Annual Actuals Annual % of TBID CcvB
Projected Budget $ Over % of Budget $ Over New New Annual Annual
YE 2012-13 Budget Budget 2013-14 Budget Budget Budget TBID % Budget CVB %

Membership, Board Meetings 23,577.00 21,820.00 1,757.00 108% 30,000.00 (6.423.00) 127% 20,700.00 69% 9,300.00 31%
Visual Assets 52,915.00 53,122.00 (207.00) 100% 27,500.00 25,415.00 52% 23,375.00 85% 4125.00 15%
Postage & Shipping 33,439.00 42,000.00 (8.561.00) 80% 36,000.00 (2,561.00) 108% 20,160.00 56% 15,840.00 44%
Promotional 24,580.00 20,000.00 4,580.00 123% 35,000.00 (10,420.00) 142% 11,650.00 33% 23,450.00 67%
Research 168,978.00 186,014.56 (17,036.56) 91% 32,500.00 136,478.00 19% 14,950.00 46% 17.660.00 54%
Sales Trips/Sales Missions 64,844.00 82,000.00 (17,156.00) 79% 40,000.00 24,844.00 62% 29,200.00 73% 10,800.00 27%
Soclal Medla 71,759.00 72,000.00 (241.00) 100% 95,000.00 (23,241.00) 132% 81,700.00 86% 13,300.00 14%
Sponsorships 58,004.00 65,300.00 (7.296.00) 89% 35,800.00 22,204.00 62% 31,146.00 87% 4,654.00 13%
TBID Sponsorships 25,000.00 (25,000.00) 0% 25,000.00 100% 000 0%
Community & Film Outreach 0.00 0.00 - 0% 40,500.00 (40,500.00) 0% 26,325.00 65% 14,175.00 35%
Telecommunications 12,000.00 12,000.00 - 100% 12,000.00 - 100% 3,240.00 27% 8,760.00 73%
Trade Shows 89,644.00 87,000.00 2,644.00 103% 99,879.00 (10,235.00) 111% 56,931.03 57% 4294797 43%
Vendor Travel 19,000.00 20,000.00 (1,000.00) 95% 10,000.00 9,000.00 53% 6,500.00 65% 3,600.00 35%
Travel 83,183.00 80,434.00 2,749.00 103% 91,045.00 (7.862.00) 109% 68,285.14  75% 22,759.86 25%

Total PROGRAMS 2,571,487.00 2,743,710.33  (172,223.33) 94% 2,681,908.00 (110,421.00) 104% 2,150,288.67 531,619.33

Total Expense 3,847,056.00 4,045473.04  (198,417.04) 95% 4,040,193.00 (193,137.00) 105% 2,246,159.00 1,794,034.00

Net Income (337,436.00)  (495,000.00) 157,564.00 68% (495,000.00) 157,564.00 147% (495,000.00) 0.00
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