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Years in Business Employees
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Reno, NV
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Favorite Carson City memory:

Comma Coffee is one of the best unique locations
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there and enjoying the coftee, pastries and

Favorite Carson City memory:
Spending countless school breaks a
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Chocolate Nugget on the way there

Favorite Carson City memory:
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the Children's Museum (and stoppi

Pushing her daughters on a tire swing (
Favorite Carson City memory:
Climbing outside at Dinosaur Rock with Rob. We forgot our headlamps and it got dark
half way up the route. Made for an interesting c to say the least.
Favorite Carson City memory:
have cycled from Reno to Carson on my road bike about 30 times, a
Combs Canyon Road, staring into the city
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Our Objectives

» Increase overall awareness for Santa Maria Valley, including its
assets, events and local flavor in an effort to attract visitors and
increase travel spending.

» Increase the number of targeted, unique website

visitors to the new site so that we may best influence their decision
to visit the area, and plan their trip.

» Develop strategic and cohesive marketing and
communications effort for the area.



Defining Santa Maria Valley
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PR Content and Social
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Website

THINGS TO SEE & DO EAT & DRINK WINE COUNTRY HAPPENING HERE STAY WITH US

Winenies & Breweries

We have 6 unique AVAs, 34 tasting rooms, and a growing selection of

local breweries, You'll find no better place to indulge. And as always, we

treat our guests like family, so don't be surprised if your served by the

makers themselves.

Our ‘Grape Growers
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Santa Maria Valley

185K

New Visitors

3.26M

Impressions in Google

126%

YOY Growth
Hotel Conversions



Next Steps

Discovery Phase

Internal

. CERIEYS
Brand Immersion

Past Campaign
Performance &
Content Audit

Analytics Audit
and Review

Competitive/
Industry
Assessment




KPS3

Bring insights to life.
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JANUARY 2019: WEB ANALYTICS DASHBOARD

1350

800

Restaurant Week ‘18

450

TOTAL SESSIONS

17,560

Users: 14,569 | Avg. sessions/day: 560

HOTEL PAGEVIEWS (UNIQUE)
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v5. 498 in 2018 —up 57%

OUTBOUND EVENT CLICKS (UNIQUE)

oll

vs. 115 in 2018 — up 605%

— Daily Sessions -Jan 2019

Visit CA email

TOTAL SESSION GROWTH (YOY)

- 110%

8.275 in 2018 vs. 17,360 in 2019

OUTBOUND HOTEL CLICKS

vs. 103 in 2018 —up 137%

OUTBOUND ATTRACTION CLICKS (UNIQUE)

vs. 242 in 2018 — up 146%

Restaurant Week media coverage

Public Relations
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ORGANIC TRAFFIC GROWTH (YOY)

a 94%

2,873 in 2018 vs. 5,581 in 2019
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TOTAL HOTEL CONVERSIONS

1,025

vs. 601 in 2018 — up 70%

TOTAL CONVERSIONS

2,430

vs. 958 2018 — up 154%
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