
FOR THE COUNCIL MEETING OF SEPTEMBER 6, 2011 

COUNCIL AGENDA REPORT 

September 6, 2011 

TO: City Council 

FROM: City Manager 

SUBJECT: SANTA MARIA VALLEY CHAMBER OF COMMERCE AND 
VISITOR AND CONVENTION BUREAU YEAR-END REPORT 
FOR THE PERIOD OF 2010-2011 

RECOMMENDATION: 

That the City Council receive the Santa Maria Valley Chamber of Commerce and 
Visitor and Convention Bureau Year-End Report from Robert Hatch, the 
PresidenUCEO, and Gina Keough, Visitor & Convention Bureau Manager, for the 
Santa Maria Valley Chamber of Commerce. 

DISCUSSION: 

Attached is the year-end report from the Chamber of Commerce. The report 
includes a discussion of activities through 2011. 

T~-
City Manager 

ATTACHMENTS: 2010-2011 Year-End Report 
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The goal of the Santa Maria Valley Visitor & Convention Bureau is to improve the area's economy and 
increase its tax base by attracting visitors to our area through sales and marketing efforts. 

Convention and visitor services are provided to encourage longer stays and future returns. By attracting 
marketing partner participation and bringing together the interests of local businesses, government and civic 
organizations, the Bureau creates an alliance that increases awareness and enhances the image of the Santa 
Maria Valley. 
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Dear Mayor Lavagnino, Members of City Council and City Manager Tim Ness, 

Thank you for this opportunity to share highlights from the second half of our 2010-2011 fiscal year. 

Tourism is helping to lead the way in our state's economic recovery. Travel is a revenue generator 
and economic driver, creating and supporting countless jobs across the board, which in turn positively 
affects industries such as construction, manufacturing and finance. 

On a local level, the Transient Occupancy Tax or 'TOT' generated during the 2010-2011 fiscal year, 
contributed over $2,360,000 in revenue for our city. This doesn't include money spent on gasoline, 
food, shopping, services or special events. The TOT chart included in this report shows monthly 
increases over the 2010 figures for the same time period. During these discouraging economic 
times, this growth is a bright spot and a testament to the work we accomplish with the support and 
participation of our partners and stakeholders. A history of TOT collections from 2005 through 2011 
is also included. 

We ask that you, our local business community and public officials, continue to support the efforts of 
our Bureau toward the growth of travel and tourism in the Santa Maria Valley, which benefits us all in 
one way or another. Further support on this comes from Roger Dow, president and CEO of the U.S. 
Travel Association: "Travel is a force in America's economy that is simply too important to ignore. It's 
responsible for employing one out of every nine Americans, more people than other giants like the 
insurance or automotive industries." 

As always, our success this past year is due to the hard work and support of our ever increasing pool 
of partners, as we work together to reach our common goal of supporting increased overnight stays 
and visitation to the Santa Maria Valley. 

With that in mind, we thank you for sustaining our programs, which in turn, supports local businesses 
and thousands of jobs throughout the Santa Maria Valley. 
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ABOUT US 
The Bureau provides marketing services for the city of Santa Maria and is positioned as its 
destination marketing organization (DMO). Through the branding and media relations programs we 
have established, the Bureau's ongoing efforts have gained recognition of the Santa Maria Valley as 
not only a leisure destination, but also host city for special events, meeting/conventions, tournament 
play, group tours and filming. 

Our Bureau is recognized as a leader at the state level with the California Travel and Tourism 
Commission and regional level with the Central Coast Tourism Council. The many years the Bureau 
has worked with both organizations, have enabled us to cultivate important relationships as we work 
synergistically to promote travel in our state and region. Because we have been so involved in both 
organizations, we have a unique tie-in with the Welcome Centers in our state, with ongoing 
partnerships planned with the Centers in Oxnard and Pismo Beach. Both are excellent distribution 
points in reaching our foreign and domestic fly/drive markets. 

Because Chambers of Commerce are known as the 'information center' for their cities, the Bureau is 
easily 'found' by potential visitors, relocators, travel and tourism associations and industry/lifestyle 
publications. 

The Bureau's advertising program centers on inclusion in top industry resources in print and online, 
extremely important in gaining visibility and awareness of all Santa Maria has to offer. Additionally, 
we are offered exceptional opportunities for editorial as well, whenever a California, Central Coast or 
Santa Maria feature is planned. 

Because the Chamber of Commerce and Bureau are recognized as a reliable resource of information 
for our city, we produce collateral to support our branding and advertising programs. A full color 
community guide provides information for visitors and anyone moving to the area. Two souvenir 
pieces, the Wine Tasting and Santa Maria Barbecue booklets, are available in print and are 
downloadable from our website. This collateral is critical to our mission of branding the Santa Maria 
Valley as a wine country and foodie destination. The Rancho Guadalupe Dunes Preserve brochure is 
also offered. Our online presence complements these guides at www.SantaMaria.com. 
www.SantaMariaWines.com.andSantaMariaValleyBBQ.com. with additional outreach through social 
media platforms, including Facebook, Linkedln and Twitter. 

BRANDING 
Santa Maria Valley ... California's Sweet Spot 
This tagline was developed to brand the Santa Maria Valley through its authentic attributes, defined 
by visitors themselves, through a conversion survey a few years ago. They named the things they 
most enjoyed about our region: 

-Wine tasting 
-Rural beauty, the climate and the countryside 
-Fresh air, lack of traffic 
-Beaches, dunes and other natural treasures 
-Golf 
-Fresh fruit, produce and Santa Maria Style Barbecue 

"Santa Maria Valley-California's Sweet Spot" supports and communicates who we are on multiple 
levels. "Sweet Spot" usually means "the center" or "the best" - like when you hit a ball with the heart 
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of a tennis racket or a golf club. Similarly, Santa Maria Valley is located in the 'heart' of California's 
Central Coast. 

As for 'sweet' and other flavors, our area is famous for its flavorful strawberries, abundance of 
produce, wine grapes, wines and barbecue. 

In many ways, "Sweet Spot" encompasses the geography, flavors, attractions and personality of the 
Santa Maria Valley, uniquely and succinctly. 

REGIONAL ALLIANCES 
The Bureau aligns itself with the California Travel and Tourism Commission, which has a budget of 
$50 million and the Central Coast Tourism Council, funded by the cnc ($30,000). These agencies 
allow us to stretch our marketing dollars through cooperative ventures and opportunities we would not 
have on our own. 

The Bureau submitted articles for CTTC's quarterly newsletter What's New, sent out to over 500 
media outlets throughout the world. This year, Santa Maria Valley news was included in the Winter, 
Spring and Summer editions, spotlighting the Santa Maria Town Center Gallery, Central Coast 
Tourism's new website and Judy Baca's newly refurbished murals displayed at Guadalupe's City Hall. 

On behalf of our hospitality members, the Bureau posted listings on the Commission's website to 
promote local tasting rooms: Lucas & Lewellen; Wine Cellar and Martini Bar at the Historic Santa 
Maria Inn; Riverbench; Cottonwood; Cambria; Addamo; and Byron. We also posted event listings for 
the Bent Axles annual Cruise and BBQ Weekend, Cruzin for Life, Autumn Arts Grapes and Grains 
Festival, Auburn Cord Duesenberg West Coast Meet, the Santa Maria Parade of Lights, The Elks 
Rodeo, West Coast Kustoms Car Show and the annual Kite Festival. 

'California Fives' gives you the best of the Golden State created by locals, tour operators and anyone 
else with 5 great travel stops to share. California Fives tap into everybody's personal favorites. The 
Bureau has leveraged Santa Maria's attributes through participating in this free program, allowing us 
to promote the best of the best in our town. Recent submissions include Free Family Fun in Santa 
Maria; Pining for Pinot; and I 'Heart' Santa Maria. 

The Central Coast Tourism Council works to promote the Central Coast region, from Santa Cruz 
down to Ventura/Oxnard, to the international leisure market with outreach to the travel trade. This 
organization offers opportunities we would not have on our own. This all-volunteer group is comprised 
of destination management organizations (DMO's), hotels, restaurants and attractions. CCTC is 
funded by the California Travel and Tourism Commission (CTTC) and has a long history of success in 
partnering with the state to leverage visibility and promotion of the small to large destinations in our 
region. CCTC has a contract with Black Diamond, to promote the Central Coast to travel trade in the 
United Kingdom, longstanding, one of our top markets. 

Recent highlights of activities over the past year include CCTC's participation at CTTC's Canadian 
Sales and Media Mission, and the U.S. Travel Association's International POW WOW event in San 
Francisco. 

Gina Keough has served on CCTC's Board of Directors as one of the four representatives for Santa 
Barbara County since 2008, and is entering into her third year serving as Secretary on the Executive 
Committee. 
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Month 
July 

August 

September 

October 

November 

December 

January 

February 

March 

April 

May 

June 

TOTALS 

TOTAL TRANSIENT OCCUPANCY TAX RECEIPTS 
Return on Investment: $1,831,777.21 

2010/2011 2009/2010 

226,132.12 211,211.91 

240,491.68 227,627.61 

271,528.25 235,145.92 

192,689.49 163,709.70 

146,195.62 122,145.75 

166,901.58 150,896.71 

140,919.41 115,282.24 

145,042.56 117,317.43 

205,078.11 185,417.27 

184,274.54 157,020.80 

188,771.80 175,487.92 

255,442.05 255,046.73 

$2,363,467.21 $2,116,309.99 

Growth 
7.06% 

5.65% 

15.47% 

17.70% 

19.69% 

10.61% 

22.24% 

23.63% 

10.60% 

17.36% 

7.57% 

0.15% 

11.68% 

Transient Occupancy Tax Receipts showed increases during every month of the 2011 fiscal year! 
This phenomenal growth is exciting to see, a truly bright spot during these challenging economic 
times. This revenue is generated from nightly overnight stays in our city's hotels and goes to the 
City's General Fund, a portion of which funds Bureau programs. 

The City of Santa Maria's funding of the Visitor and Convention Bureau of $531,690.00, showed a 
Return on Investment of $1,831,777.21. 

The increases can be attributed to many things, including synergy with the ongoing marketing and 
advertising programs of our hospitality partners, an influx of happenings including activity at 
Vandenberg Air Force Base as well as new sports tournaments and special events. 

Keeping Santa Maria front and center consistently despite the changing economy, has been our goal 
and purpose. We achieved this through: 

Many years of representation in travel trade publications; 
Publicity gained through press releases (at no cost); 
Rapport built with industry contacts and the travel trade at tradeshows (leisure and 
meeti ng/convention); 
The Bureau's hospitality program and sales mission; 

• Involvement and participation with the California Travel and Tourism Commission and the 
Central Coast Tourism Council; and 
Social Media platforms 

To best depict the economic impact the Bureau's work has made over the past several fiscal years, a 
chart of comparisons follows to illustrate the Total Transient Occupancy Tax Receipts from the 2011 
down to 2005 - the time of the Michael Jackson trials in Santa Maria. 

This, probably more than anything else I can tell you, is an indicator of how valuable tourism is to our 
city - because travel and tourism are revenue generators and economic drivers. 
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Jul 
Aug 
Sept 
Oct 
Nov 
Dec 
Jan 
Feb 
Mar 
Apr 
May 
Jun 
TOTAL 

$2,400,000.00 

$2,350,000.00 

$2,300,000.00 

$2 ,250,000.00 

$2,200,000.00 

$2,150,000.00 

$2,100,000.00 

$2,050,000.00 

$2,000,000.00 

$1 ,950 ,000.00 

TOT Receipts 

Fiscal Fiscal Fiscal Fiscal Fiscal Fiscal Fiscal 
Year Year Year Year Year Year Year 
2011 2010 2009 2008 2007 2006 2005 

Fiscal Year Fiscal Year Fiscal Year Fiscal Year Fiscal Year 
2011 2010 2009 2008 2007 

$226,132.12 $226,132.12 $211,211.91 $238 ,172.67 $232,188.74 
$240,491 .68 $240,491 .68 $227,627.61 $248 ,907.10 $250,002.35 
$271 ,528.25 $271 ,528 .25 $235 ,145.92 $237,653.55 $261 ,618 .62 
$192,689.49 $192 ,689.49 $163,709.70 $183 ,839.71 $184,625.07 
$146,195.62 $146,195.62 $122,145.75 $133,243.91 $165,099.00 
$166,901.58 $166,901 .58 $150,896.71 $164,436.77 $162,591 .16 
$140,919.41 $115,282.24 $115,282.24 $118,401 .66 $132,583.25 
$145,042.56 $117,317.43 $117,317.43 $127,233.99 $157,768.87 
$205,078.11 $185,417.27 $185,417.27 $176,565.42 $232,999.99 
$184,274.54 $157,020.80 $157,020.80 $154,664.91 $160,045.16 
$188,771.80 $175,487.92 $175,487.92 $178 ,238.92 $201,109.13 
$255,442.05 $255,046.73 $255,046.73 $240,187.23 $255,859.85 

$2,363,467.21 $2,249,511 .13 $2 ,116,309.99 $2 ,201 ,545.84 2,396,491.19 

NATIONAL TRAVEL & TOURISM WEEK 

• TOT Receipts 

Fiscal Year Fiscal Year 
2006 2005 

$233,974.83 $214,733.74 

$232,852.39 $225,912 .77 

$253,451 .91 $229,351 .82 

$207,771 .28 $171 ,640.51 

$160,057.79 $139,950.80 

$182,000.23 $162,213.83 

$125,776.35 $119,086.63 

$132,024.42 $140,606.78 

$203,992.15 $209,914.95 

$173,537.43 $181 ,291 .59 

$197,764.17 $177,629.62 

$270,707.07 $248 ,554.32 

$2,373,910.02 $2,220,887.36 

May 7-15 is celebrated nationwide as National Travel & Tourism Week, an annual salute to the 
economic, social and cultural benefits of travel. The Bureau hosted its annual luncheon on May 11 
and honored Keith Bowker, tennis professional from the Central Coast Tennis Association, with the 
Mayor's Award. Bowker has been instrumental in growing tennis tournament play in Santa Maria. 
His dedication to hosting tournaments fills our hotels with players from throughout California, 
throughout our nation and internationally as well. 

Sports tournaments are a travel segment of the tourism industry that the Bureau actively pursues, 
and we have also been very supportive of growing tournament play in our city. These types of events 
impact our local economy hugely, to say the least. To illustrate, here is research shared by CTTC: 
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California residents attending sporting events in our state in 2010, on average: 
• Travel with 3 members of their household 
• Stay 3 nights in the state 
• Spend $67.36 per person , per day 
• Total trip expenditure: $505.20 

Non-California residents attending sporting events in California in 2010, on average: 
Travel with 2 members of their household 
Stay 5 nights in the state 
Spend $161.13 per person per day 

• Total trip expenditure $1 ,546.80 

KEEPING CALIFORNIA OUT OF THE RED 
In April 2011, CTTC presented its 'Keeping California Out of the Red' 
report at the California Outlook Forum in Sacramento. New data from the 
organizations shows that "Travel and tourism is a thriving industry that is 
keeping California out of the red," according to Caroline Beteta, President 
and CEO of the California Travel and Tourism Commission. The press 
release from this event is included in its entirety with this report. 

As is evident from the TOT tax receipts for this past year, we can see 
what an economic driver and revenue generator the travel and tourism industry is for our city and 
state. 

Why Travel Matters 

California is the number one travel destination in the United States and we want to keep it that way. 

Californians value and protect innovative industries such as software development, biotech and 
agriculture. It is time the travel and tourism industry is valued and acknowledged as a significant 
economic driver providing billions of dollars in tax revenue and nearly a million jobs. 

In an economic climate where many industries are being subsidized or floundering and laying off 
employees, the travel industry brings tourism dollars to the state's economy through the work of the 
CTTC with a minimal impact on the general fund. 

Visitation to California annually injects $95.1 bill ion in travel spending into the economy, directly 
supports 873,000 jobs and generates $6.1 billion in direct state and local tax revenues. 
When the economy experienced a general downturn in 2010, tourism related spending grew 7.4 
percent from 2009 to 2010. 

Tourism is resilient and weathers "down" economies better than most industries. It is a service-related 
industry which means work can only be done by employees and the work cannot be outsourced to 
other states or countries; tourism spending in the state has more of a direct impact on jobs than in most 
other industries. 

The California experience was the state's top export in 2009, generating more than $15 billion in 
revenue. Tourism beat out aircraft, electronic circuits , computer parts and car sale exports. 

• We are a thriving industry that is keeping California out of the red. We need to be valued. 
CTTC's outreach and education initiatives promote California's travel and tourism industry -
domestic and international visitors spent nearly $100 billion in 2010 alone 
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FULL COLOR PRINT AD PLACEMENT FOR 2010-2011 
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• California State Visitor Guide (500,000 printed, 
downloadable) 

• Central Coast Visitor Guide (50,000 guides and 
100,000 maps printed, downloadable) 
Santa Barbara Destination Guide (90,000 copies) 

• WestWays, Discover, Winter 2010 (500,000 copies) 
Sunset Magazine, November 2010 
(315,000/Southern California) 

• Sunset Magazine, December 2010 (315,000/So Cal) 
• Sunset Magazine, February 2011 (315,000/So Cal) 
• Vandenberg Air Force Base, base guide 

SANTA MARIA VALLEY: CALIFORNIA'S SWEET SPOT 
This tri-fold visitor brochure was placed at 4 of the 20 California Welcome Centers 
located throughout our state as well as 105 high traffic areas in the San Fernando 
Valley. Visitors to Welcome Centers, on average, extend their stay by three days . 

• "" • Oxnard 

SPONSORSHIPS 

• Pismo Beach 
• San Francisco/Pier 39 
• Mammoth Lakes 
• San Jose International Airport 
• Bob Hope Airport in Burbank 
• San Fernando Valley: campgrounds, hotels/motels, car rental agencies and 

visitor centers 

Banner Sponsorship in Oxnard 
The Bureau established an ideal partnership with the Oxnard CVB in reaching the fly/drive market out 
of LAX. 

Month 
June 2010 
July 
August 
September 
October 
November 

Total 
49 
29 
21 
13 
28 
33 

December 27 
January 2011 25 
February 26 
March 51 
April 24 

This opportunity was offered to CCTC members and the Bureau seized the 
chance to host training sessions with volunteers and staff at the Welcome 
Center to give them a better understanding of what there is to see, do and 
taste in our city. 

This unique outreach to our California partners allowed us to receive 
promotion to the fly/drive market that we ordinarily would not reach. 
Sponsorship allows us to display a banner for Santa Maria in the lobby and 
also distribution of our collateral for visitors to take, specifically our community 
guide, barbecue and winery souvenir booklets, city maps as well as individual 
brochures for our area's attractions. From June 201 O-June 2011, the Visitor 
Count provided by the Welcome Center for Santa Maria was 412. 

May 40 Special Projects Grant Program 
June 2010 46 The Special Projects Grant program, funded by the Bureau, was created to 
TOTAL 412 supplement the marketing budgets for events and projects that generate 
overnight stays in our hotels. Events and projects must meet specific criteria to be considered for the 
sponsorships. 
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Each is evaluated to determine the best Return on Investment. The Bureau looks at time of year, the 
target market, the marketing/promotions strategy, advertising plans and a host of other key points. 

Working with a variety of event planners and community partners allows us to build our identity and 
visibility as the host city for special events, meetings/conferences and sporting events. 

The recipients for the 2010-2011 fiscal year include two new special events, one new project and 
several long time sporting events. 

2010-2011 Special Projects Grant Recipients 
Event 
National Prep Classic Soccer Tourney 
Hearts of Fire Tourney 
OCS Championship Meet 
PBA Regional Open Doubles 
Santa Maria Safari 
Kite Festival 
Strawberry Festival 
Wine Country Air Fest 
Cruisin' Nationals 
Elks Rodeo 
Grand Prix Tennis Tourney 
Bent Axles Show & Cruise 
My Fairy tale 

MEDIA RELATIONS 

Date Host 
Dec. 17-22,2010 St. Joseph High School 
Feb. 12-13, 2011 Triple Crown Sports 
March 6, 2011 Santa Maria Swim Club 
March 11-13,2011 Rancho Bowl 
Apr. 10, 2011 Santa Maria Museums 
April 17, 2011 Discovery Museum 
April 29-May 1,2011 Santa Maria Fairpark 
May 21,2011 Santa Maria Museum of Flight 
May 27-29, 2011 West Coast Kustoms 
June 2-5, 2011 Santa Maria Elks 
July 2-4, 2011 Central Coast Tennis 
July 15-17, 2011 Bent Axles Car Club 
Aug. 12-Sept. 25, 2011 PCPA Theaterfest 

The Bureau renewed its contract with Christopher Weir and Malei Weir of Mooncatcher 
Communications to handle media relations and marketing support for 2011 . Media relations serves as 
a cost-effective complement to traditional advertising, generating valuable and credible exposure 
through influential media outlets. 

Subjects for press releases in the last fiscal year have included local arts and theater experiences, 
the Santa Maria Valley wine country, Santa Maria Style Barbecue, and the valley's growing reputation 
as a leading destination for hosting sporting events. Local press releases have also been successful 
in promoting local events and Bureau-sponsored promotions such as the "Company's Coming" 
Visiting Friends and Relatives program. Press releases are posted on www.SantaMaria.com. 
enabling the media and other potential visitors to discover the latest good news about area 
attractions. 

Earlier in the fiscal year, Mooncatcher coordinated a visit by writer Christine del Sol, who was on 
assignment for San Francisco Chronicle Magazine. She dined at landmark Santa Maria Valley 
restaurants and met with local restaurateurs. The result was an extensive six-page cover story on the 
Santa Maria Valley barbecue and dining experience, as published in the companion monthly 
magazine that accompanies Sunday editions of the San Francisco Chronicle. 

Mooncatcher also pitched and secured a segment on California Country Television, which is 
produced by the California Farm Bureau and airs in markets across the state. The segment, which 
debuted this summer, focused on Costa de Oro Winery and Gold Coast Farms as a multigenerational 
family farming experience, including information on visiting Santa Maria Valley attractions. 
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Local events such as the West Coast Kustoms "Cruisin' Nationals" car show and Chardonnay 
Symposium were also promoted via press releases and media pitching, resulting in widespread 
Central Coast print and broadcast coverage. 

The food and wine experience of the Santa Maria Valley was also recently showcased in a 10-minute 
interview segment on the Let's Dine Out Show on KTIE-AM, the leading talk radio station serving the 
key drive market of the Inland Empire in Southern California. Several valley attractions were also 
featured in the California Travel & Tourism Commission's quarterly media bulletin, What's New in 
California, as well as themed press releases developed by CTTC. 

Meanwhile, Santa Maria Style Barbecue continued to be a significant driver of exposure and 
recognition for the Santa Maria Valley destination experience. American Cowboy Magazine, 
FoxNews.com, the Arkansas Democrat-Gazette and Wandermelon.com are among the outlets that 
produced high-profile features on the valley's regional culinary tradition. 

Mooncatcher also wrote 48 separate blog posts during the past fiscal year for the Official Santa Maria 
Style Barbecue Blog, which Mooncatcher launched on behalf of the Bureau in early 2009. 
As of this writing, the blog now occupies the first slot on Google's first page of results for the term 
"Santa Maria Barbecue," and also enjoys a first-page Google presence for related search terms such 
as "Santa Maria Style Barbecue" and "Santa Maria BBQ." This high-profile search presence enables 
the Bureau to take online ownership of one of the region's star attractions while promoting local 
dining, wines, events and other experiences. 

Marketing content is also a part of Mooncatcher's workload for the Bureau. Mooncatcher assisted 
with the development and launch of the Bureau's "Sweet Spot" e-newsletter last summer, and 
continues to plan and write each quarterly edition. The e-newsletter enables the Bureau to reach and 
entice a growing number of opt-in subscribers with the latest news about events, deals and 
experiences in the Santa Maria Valley. 

Mooncatcher also recently developed a new site map and extensive content for 
SantaMariaWines.com, a companion web site to SantaMaria.com. The new content will better serve 
the Bureau's interests, complementing the local wine tasting focus with added information on the total 
destination experience, including food, culture and recreation. 

Additional projects have included writing travel editorial for the CCTC Visitor Guide and the AAA 
Travel Book, and for advertising campaigns for the Los Angeles Times and Westways Magazine 
advertising campaign; developing collateral content for the Company's Coming campaign, raising 
local awareness of VCB resources that are available to the local community; and conducting revisions 
to the wine country and barbecue promotional booklets. 

Mooncatcher also wrote a detailed itinerary highlighting a variety of area attractions appropriate for 
the "family" market. More themed itineraries are in the works. 

COLLATERAL 
The Bureau produces key visitor information for distribution to leisure travelers and the travel trade. 
This endeavor is a huge part of our branding campaign and is critical in messaging what there is to 
see and do in Santa Maria. These include the Santa Maria Community Guide, Santa Maria Style 
Barbecue booklet and the Santa Maria Valley Wine Country guide. 

The barbecue booklets in particular generate a huge amount of interest. Visitors can request this 
guide free of charge via telephone, in person or order from www.SantaMaria.com. We also have 
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several partners in our community to distribute from their businesses, including The Hitching Post in 
Casmalia, the California Welcome Center in Pismo Beach, the Santa Maria Historical Society 
Museum, and Whole Foods in Santa Barbara. On a local level, large quantities are distributed during 
special events. We have found that visitors save them as a keepsake and residents send them to 
friends and family who love our barbecue. 

Because the booklets cross-promote wine and barbecue, many local 
businesses are spotlighted - from wineries and restaurants, to 
grocery stores and specialty stores selling the key components of the 
barbecue menu. Once again, an authentic Santa Maria attraction is 
an economic driver and revenue generator on multiple levels. 

SALES MISSION 
The sales mission for 2010-2011 included a strong lineup featuring 
the best trade shows to reach our target markets, whether for 
consumers or the travel trade, or in some instances, both. Face-to
face time with potential visitors is critical to growing tourism in our 
city. The Bureau absorbs the cost of registration for all these 
tradeshows, advertising costs (if any) and any membership fees if the 
event is presented by an industry association. Hotel partners are 
invited to work in the booth with us at these events. Their only 
expenses are to cover their meals, lodging and transportation. 

SAVOR the Central Coast, Santa Margarita Ranch 
Sept. 29-0ct. 2, 2010, hosted by Sunset Magazine and the San Luis Obispo Conference and Visitors 
Bureau 

Seasonal Spectacular, Sacramento Convention Center 
Dec. 8, 2010, hosted by the California Society of Association Executives 

LA Travel and Adventure Show, Los Angeles Convention Center 
March 19-20,2011, hosted by LA Times 

Sunset Celebrations Weekend, Menlo Park 
June 4-5,2011, hosted by Sunset Magazine 

International POW WOW and CTTC's Canadian Sales Mission 
Free of charge to us this year, and more important than ever to our sales mission, is the receipt of 
leads from the Central Coast Tourism Council, which participated as exhibitors for the u.S. Travel 
Association's International POW WOW event and the cnc Canadian Sales Mission in 
VancouverfT oronto. 

CCTC representatives staffed the booth and met with appointments to promote the Central Coast as 
a whole. The leads from both events were shared with the CCTC membership, enabling individual 
Destination Management Organizations (DMOs) - at no additional cost - to follow up with the leads 
on their own to cultivate a better understanding of the communities that comprise the Central Coast 
region and the experiences that can be found here. The benefits from membership in the Central 
Coast Tourism Council are invaluable. 
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ONLINE PRESENCE 
www.SantaMaria.com 
www.SantaMariaWines.com 
www.CaliforniaGoINacation.com 
www.SantaBarbaraCA.com 
www.FilmSantaBarbaraCA.com 
www.CentraICoast-Tourism.com 
www.VisitCalifornia.com 

SOCIAL MEDIA 
Twitter: Santa Maria VCB 
Facebook: Visit Santa Maria Valley 
MailChimp: Quarterly Enewsletter 
Linkedln: SMVCC 
Official Barbecue Blog: SantaMariaValleyBBQ.com 

SWEET SPOT E-NEWSLETTER: 
The Bureau's mailing list for 
the newsletter campaign 
has shown growth since its 
inception this past fall. 

Subscribers include 
advertising leads (from the 
publications and travel 
guides we used this year) 
who opt-in to receive it and 
individual subscribers from 
the Sunset Celebration 
Weekend*, walk-ins to our 
office, residents and 
business people who want 
to be in the know and 
visitors to our 
SantaMaria Visitor. com 
website. 
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Subscriber Growth 
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Distribution began in September 2010, with new editions released quarterly. Subscribership growth 
has occurred every month since the first issue was released. We end this fiscal year with 153 
subscribers, 91.2% from the United States and 4.7% from other countries, including the Philippines, 
Albania and Canada. 

This e-newsletter allows us to share news about outdoor adventures to cultural experiences, 
upcoming events to Hot Deals, helping visitors plan their next visit to California's Sweet Spot. All 
information remains private and they may unsubscribe at any time. 

*Subscribers from the Sunset Celebrations Weekend, including one travel agent, are from the 
following California cities: Los Altos, Menlo Park, East Palo Alto, Lodi, Modesto, San Francisco, 
Cantil, Pleasanton, San Jose, Antelope, Rodeo, Emeryville, Palo Alto, Berry Creek, Pleasant Hill, 
Glendale, Woodside, Carmichael, Briones/Martinez, Muir Woods, Modesto, San Ramon, Concord 
and Piedmont. 
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IN CLOSING 
Santa Maria is truly blessed with a city government that understands the 
value of tourism and the need for consistent funding of marketing 
programs. We have some exciting plans worked into our 2011-12 
marketing plan which further utilize the resources available to us. 

As we strive to sustain the momentum we've gained this year in 
increasing the Transient Occupancy Tax, we thank you for this 
opportunity to be of service to our city and its residents. 

Again, many thanks for your support and confidence in us. 

Jr(j'Y' 
~~0 9h 

VCB Manager 
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~anta :!$larta 1fnn 
Dear Council Members, 

Realizing the enormous task all cities face in these difficult economic times, it is an incredible 
challenge and responsibility to make prudent decisions on budget reductions necessary to 
balance the future economic vitality of the community and the reality of balancing the budget in 
order to pay for the basic services and needs of our beautiful community. 

A reasonable choice would appear to be reducing the marketing and advertising efforts of the 
Santa Maria Conference and Visitors Bureau. On a short term, one may agree with the decision to 
continue to reduce the budget, reduce the visibility of our "All American City" and hope our 
visitors will somehow travel past the beaches to the south and drive past the number one rated 
city to the live in the north in order to miraculously arrive in good ole' Santa Maria, " Home of the 
Santa Maria Tri Tip". Why of course, the visitors will simply navigate past Solvang, Santa Barbara, 
Pismo Beach, San Luis Obispo and so on. Yes, they will find our beautiful small, agricultural town 
with and abundance of wineries and fine hotels and good down to earth people. As we know, the 
truth is, it is already hard to compete with the limited marketing dollars available. As any 
business person with common knowledge of our community must realize, we may not and cannot 
simply "leave the lights on" and naively think they will come. 

The Santa Maria CVB must get the message out. It takes an incredible amount of dedicated 
community volunteers along with the professional and determined staff to tell our unique and 
rather simply story to the limited visitor dollars which we compete for. Quite frankly, we cannot 
boast about our beaches or our high fashion shops and galleries. What we have been doing is 
effectively finding our niche amongst the giant attractions to our North and South. What we offer 
is a very affordable, central and clean town to stay while taking day trips to the more exotic 
attractions surrounding us. Where else can the visitor enjoy great hotels and a great steak 
dinner for half the cost of Santa Barbara or San Luis Obispo? The folks in town know the answer 
to my somewhat rhetorical question but I guarantee you, the folks in Los Angeles, San Jose, 
Fresno and the San Fernando Valley will not realize what a bargain we are and how nice our 
people are if we stop trying relay the message. 

The facts are, we must continue to keep our name in the market place. Not only in the California 
feeder markets mentioned above, but equally in our European feeder markets. I have been in the 
hotel business for 35 years with a major emphasis on sales and marketing. I am absolutely 
confident any further reduction to the sales and marketing effort of the city will be disastrous to 
our economic base. You may not realize the significance tomorrow or even next month but believe 
me, there will be a major impact sooner than later. 

I respectfully request you retain the current sales and marketing budget as we must continue 
to have an effective organization to communicate our story. 

801 South Broadway, Santa Maria, CA 93454-6699 • Admin. Office Fax (805) 928-0418 • Hotel Fax (805) 928-5690 
Reservations (800) 462-4276 • santamariainn.com 



THEATERFEST 
The Central Coast's Professional Resident Theatre Company 

August 2. 2011 

The Honorable Larry Lavagnino 
Mayor. City of Santa Maria 
110 E. Cook Street 
Santa Maria. CA 93454 

Dear Mayor Lavagnino: 

On behalf of PCPA Theaterfest, I want to make you aware of how much we value the 
tourism marketing done on behalf of the city by the Santa Maria Valley Chamber of Commerce's 
Visitor and Convention Bureau (VCB) and how important it is to keep this effort go'ing through 
funds provided by the city. I have worked with Gina Keough and the other VCB staff. in fact I 
most recently served as Chairperson of the VCB Committee. and I know how hard they are 
working to make potential visitors aware of what the city and surrounding area has to offer. The 
proof of this work is in the rise in TOT this past year. 

However, we cannot assume that the VCB team will be able to keep the numbers up 
without continued support from the city council. The communities all around Santa Maria are 
increasing their tourism marketing budgets. knowing that in a down market you want to continue 
to create and build brand awareness so that when the economy improves you are in a good place 
to grow. This pressure 011 Santa Maria's bottom line is sure to be felt. especially since the VCB. 
unlike its neighbors, has seen its budget shrink. 

As you and the City Council members make the hard budget decisions for coming fiscal 
years, please keep in mind how important the VCB is to the businesses who depend on the visitor 
and to the community at large that benefits from visitors through the TOT. I would ask that you 
not only keep on investing in the VCB but that you do so at its prior higher levels. It is all 
investment that will continue to payoff dividends in the future. 

Thank you for your attention to this very important matter. 

Sincerely, 

PACIF[C CONSERVATORY OF THE PERFORMING ARTS OF ALLAN HANCOCK COLLEGE 
800 S. College Drive, Santa Maria, CA 93454-6399 • (805) 928-7731 • Fax (805) 928-7506 • www.pcpa.org • email pcpa@pcpa.org 



August 5, 2011 

The Honorable Lan), Lavagnino 
Mayor, City of Santa Maria 
110 E. Cook Street 
Santa Maria, CA 93454 

Dear Mayor Lavagnino: 

On behalf of the Radisson Hotel Santa Maria, I would like to take this time to inform you 
how much the SMVCB does for us and how much that we rely on them. Because of our 
relationship and their sponsorship, our hotel is able to gain additional exposure through trade 
shows, expos and saJes blitzes. We are abJe to co-op with them in bringing business from other 
areas to our city. (i.e. Softball teams, corporate business, wine enthusiasts, etc.) It is so important 
to sustain the VCB financially as they are a vital paJi of advertising for our city! Those funds 
make that happen. With the continuous budget cuts, they are not able to market effectively for our 
wonderful city of Santa Maria. We rely on them to keep us infom1ed of new inquiries and/or 
leads for groups and conferences that are coming in to our city. I have worked with Jennifer 
Mejia and Gina Keough and their wonderful staff on several occasions. I was recently appointed 
the Chair of the VCB and] will continue to work diligently with them to continue promoting our 
great city. I understand budget cuts are necessary, but I am pleading that it not be in the area of 
the VCB! They have done an amazing job and it has shown in the increase of revenue for this 
cUlTent year! It takes money to advertise and promote and we need to increase our exposure to 
gain visitors to our city, not decrease. If we continue to pull away from adveliising our locale, we 
will see a decrease in traffic as well. Travelers will forget about us and continue to only use Santa 
Maria as a passageway to another destination. We need to make it known that we are a 
destination! SMVCB does that! 

We are neighboring some outstanding areas and they are hard hitters when it comes to 
their VCB budgets. We cannot continue decreasing ours or we will lose our travelers to them. We 
have to be as passionate and diligent about Santa Maria like never before! We have some great 
features to offer in our city and we need to let people know about them! 

In closing, I really hope that I have been able to convey the importance of our VCB to 
you, Mayor Lavagnino and our City Council members. As you are discussing budgets for the 
future, please consider what the VCB does for the local businesses and our city. We rely on them 
for seeking visitors (advertising), welcoming them (welcome bags, brochures and materials), 
assisting them with their finances (grants) and so much more. These all take budgeted funds that 
will increase our city traffic in the long run. 

Sincerely, 

Ljf~1JYL) 
Karen Gridiron 
Director of Sales 
Radisson Hotel Santa Maria 
cc: B. Hatch 

Radisson Hotel Santa Maria 
3455 Skyway Drive • Santa Maria, CA 93455 
Telephone: 805-928-8000 • Fax: 805-928-525 I 
www.radisson.com/santamariaca 



August 4, 2011 

Larry Lavagnino 
City of Santa Maria 
110 Cook Street 
Santa Maria, Ca 93454 

Dear Mayor Lavagnino, and City Council, 

PLUS 
Best Western Plus 

Big America 
1725 N Broadway 

Santa Maria, California 93454 
(805) 922-5200 

Fax (805) 922-9865 

For Reservations Call 
1-800-426-3213 

As another successful summer season comes to a close, 1'd like to take the opportunity to thank 
you for your service to our company. Also, I wanted to thank you for your support of the Santa 
Maria Valley Chamber of Commerce, 

In a recent USA Today article they report that many communities are cutting their tourism 
promotion due to address budget problems. While this may be tempting it is also short sighted 
and counter productive, The effected communities will spend far more money in the long run 
trying to recover tourism business than they save short term. 

The investment the city makes into tourism promotion returns in transient tax revenue and 
stimulated business activity. Make no mistake, there is a strong correlation between our 
consistent marketing message and the success we have enjoyed over the years. Never has this 
more important than surviving the resent economic situation. 

Just as a reminder, and to reinforce the idea, each tourist dollar that enters the community is 
passed from business to business helping to insure our prosperity. Again thanks for your support. 

Sincerely, 

Max H. Tucker, CHA 
General Manager 
Best Western Big America 

Each Best Western® branded hotel is independently owned and operated. 
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A Tourism Office Falls Victim to Hard 
Times 
By WILLIAM YARDLEY 

SE.ATTLE - An alluring billboard beckoned to motorists on a busy industrial corridor here this 

spring. It displayed just one image, a panoramic view of a yaney and mountains and sunshine, 

and one \wrd, "Montana." 

Who paid for that advertisement? The State of Montana, naturally, out of money it designated 

for tourism marketing this year. 

"They'w done a great job, and they're incredibly \isible," said Tom Nom'alk, the presidl'nt and 

chief executive of Seattle's Convention and Visitors Bureau. "We're not doing that. \\~e're ~oing 

to be fortunate in the next six months to be able to maintain a Web site." 

Washington State has plenty of beauty of its own, of course, but it \\ill not be paying for 

billboards featuring Puget Sound or Mount Rainier or the Space Needle anytime s~on. This 

month, as a result of \\ide-ranging budget cuts passed this year by the Democratic-controlled 

Legislature, Washington became the only state in the nation \dth no state\\ide tourism office 

and no state money to promote itselfto travelers. 

The cut has been attributed purely to hm;ng to make tough choices between financing 

programs like public education and paling for glossy marketing campaigns. But at a time when 

some struggling states are aggressively branding and l'ebranding themsel\'es to e:o..-pand tourism 

- ?vIichigan, hoping to oftSet images of manufacturing declines and Detroit 's urban decay, 

increased funds for its "Pure Michigan" campaign to $25 million this year from S17 million in 

2010 - many tourism experts across the country believe vVashington ~ill soon regret what it is 

http:// \\\\\\.nytimes.com!2011 /07/12/us!' 12tourism.html? _r= 1 &nl=todaysheadlines&emc=t... 7; 15/20 1 I 
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saving in the short term. 

"Our lesson to \Vashington is that it's been 18 years since \'-e went dark in 1993, and we still 

haven't gotten hack to the national market share we had," said Al v,Thite, head ofthe Colorado 

Tourism Office, which lost all financing in 1993 and did not regain a steady revenue stream 

until 2000. "It's really difficult to affect market share positively, but it's really easy to affect it 

negatively if you're not out there." 

The Washington State Tourism Office employed six people in its office in 01ympia, the capital, 

and had a budget of $1.8 million before it closed on June 30. The budget had been $7 million 

the pre\ious year and more than $10 million several years before that. The state has transferred 

much of the office's tangible property, including trade show booths, brochures and digital photo 

archives, to memhers of a tourism alliance formed this year with the goal of taking OWl' 

statewide marketing coordination. 

Tourism is the fourth-largest industry in \Yashington, and it has been on an ups\\ing. Last year, 

visitor spending increased 7-4 percent over 2009, accounting for the second-best year on 

record, tourism experts say. The number of international '1sitors gre",,· more than 30 percent, 

one of the fastest rates in the country. 

But for all its natural beauty and Seattle's urban appeal, Washington also has inherent 

challenges. Many people, particularly international tourists, have a limited grasp of thc 

geography of the N OIthwest. And then there is the state's name. 

The name Washington was assigned by Congress in 1853, ·when the area was still a territory. 

Settlers seeking territorial status had requested that their ne,,- horne be called Columbia, after 

the great river on its southern boundary. But some members of Congress were concerned that 

this would confuse the new territory \\ith where they worked, the District of Columbia. 

Somehow, calling it v'Tashington was seen as a better solution. 

But a century and a halflater, even though this Washington is on a different coast, has 10 times 

the population of the other one and is not known for political shenanigans, the name is still an 

issue. It can be hard just to know when to capitalize the word "state" if it appears after the word 

Washington. (Answer: it depends.) 

http://\\,o\\,\\.nytimes.com/2011 /07/12/uSi I2tourism.html? _r= 1 &nl=todayshead I ines&ernc=t... 7: 15120 1 1 
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These are just the kinds of things state tourism offices try to address. The current branding 

effOlt, put in place before the office shut down, features an abstract mountain and an evergreen 

tree and the phrase "\Vashington, the State," wording that is intended to optimize Internet 

searches so they direct browsers to the state's tourism Web site. 

Aside from identity issues, Washington also faces competition from ambitious tourism efforts 

surrounding it. Montana's campaign focllses on specific urban areas, Seattle, Minneapolis and 

Chicago among them, and has won awards for its creativity, including the wrapping of city 

buses with pastoral images of Big S1.-y Country. 

British Columbia, nex"t door in Canada (yes, the prmince was named for the river, which 

stretches from the Pacific Ocean through Washington across the Canadian border), \\ill spend 

about $50 million on tourism this year. California ,,,ill spend the same, rel)ing mostly on fees 

paid by businesses in the travel and tourism industry. 

"It's a shortsighted way of thinking," Cathy Keefe, a spokes",-oman for the C.S. Trayel 

.\ssociation, said ofthe cuts in Washington. "You have to be constantly reinforcing the message. 

If you don't, people "ill forget about you. There's always going to be someone who·s stepping in 

there to take owr your market share." 

Ms. Keefe pointed to data shO\""ing that 27 of 47 states her group surveyed had either 

maintained or increased their tourism spending in the past year - despite the Jingering effect" 

of the recession - and that 12 had increased it by at least 10 percent. 

In Washington, a range of tourism businesses quickly created the -VVashington Tourism _.lJ.liancc 

in an effort to compensate for losing the state office. The nonprofit group includes big agencies 

like Seattlc's Convention and Visitors Bureau and smaller operations like Indian-owned casinos 

and ski resorts. The alliance has just formed a board and is about to hire an interim director. 

Next year, it is to take control of the state tourism Web site, and its leaders say they hope 

e\-entually to create a revenue stream for the group similar to California's. 

In the meantime, Montana hopes its marketing campaign, "ill keep the state, as those in 

tourism say, "top of mind." 

"If you liw in the greater Puget Sound area and you don't want to go to Montana by now, you 

http: ,!;,\\\\\\ .n1 times.com/20 II 107/ 12/uSi 12tourism.html? _r= I &nl=todaysheadlines&emc=t... 7; J 5i:!O I I 
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hnven't been JKI); ng attention," said Marsha Massey, executive director of the Washington State 
Tourism Office - until it closed. "Even I wan t 10 go to Montana. n 

hILpJ/\V\\-\\ .nytimes.com/20 II /07/ IUus! 11touri sm.hlml? J=I &nl=1odaysheadl ines&emc=t... 7/ 1512011 
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In summer 2012,232 of the top amateur soccer teams from 14 states will stay and play in metro Phoenix for as long 
as six days. 

An estimated 10,240 players and spectators are expected for the U.S. Youth Soccer Far West Regionals. At an 
average spending rate of $177 per person, per day, they are projected to spend more than $9 million as they stay in 
area hotels, eat at local restaurants, rent cars and buy gas and shop in area stores. 

And for one week during the slow summer season, many in the hospitality sector will see a revenue spike. 

At a time when hotels are scrambling to find patrons because families are cutting back on vacations, amateur 
sporting events have proven to be recession resilient. 

"In a bad economy, families tend to eliminate vacations, but they continue to travel for their children's sporting 
events," said J. Green, area sales leader for Marriott International. 

The Phoenix Regional Sports Commission and the Phoenix, Mesa, Tempe and Scottsdale convention and visitors 
bureaus have worked with area hotels to recruit or create nearly 60 statewide, regional and national tournaments in 
the past two years by bundling packages that include hotels, fields and event volunteers for a reduced cost. 

Not only are the events fun for participants, they are powerful for the Arizona economy. Youth soccer is popular, and 
all girls' sports are a focus. Adult events, from softball to swimming, are a lucrative niche. 

While one amateur sporting event may provide only a small economic stimulus for the region, the cumulative effect 
of several events rivals the 2008 Super Bowl, which pumped an estimated $213 million of out-of-towners' money 

http://www.azcentral.comlbusiness/articles/20 10109/19/201 00919phoenix-sports-tournaments.html 7/22/2011 
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into the Valley, according to a study by Scottsdale-based Elliott D. Pollack & Co. Add the ripple effect as money 
was re-spent, and the study pegs the bowl's economic impact at $369.5 million. 

"Our tactic has been to focus on the low-hanging fruit, the little guys," said Jon Schmieder, president of the Phoenix 
Regional Sports Commission. "When you look at the events individually, they don't look like that big of a deal, but 
they add up." 

Contracts drafted and tournaments played in 2009 and 2010 will bring an estimated $243 million of fresh revenue to 
Valley businesses, according to data provided from the Phoenix Regional Sports Commission and the Phoenix, 
Tempe, Scottsdale and Mesa convention and visitors bureaus. 

The sports commission and the convention and visitor's bureaus do not include predetermined amateur sporting 
events such as the Fiesta Bowl in their economic impact estimates. 

Schmieder actively recruits smaller amateur tournaments for much of the year, fighting growing competition from 
other sports commissions nationwide. 

Lauren Humphrey, 17, and a senior at Canyon del Oro High School in Oro Valley, recently competed in Mesa 
Westwood High School's Tournament of Champions, a volleyball tournament put on by Mesa Public Schools. 

It's one of about a dozen tournaments she attends in Phoenix annually for her high-school and club teams. In June 
and July, Humphrey spent six days in Phoenix competing at the Volleyball Festival, an event recruited by the 
Phoenix Convention and Visitors Bureau. 

"When we weren't at the convention center, we were out eating or at the hotel," Humphrey said. "I probably spent 
about $150 to $200 a day on the hotel, food and hanging out." 

National, local trends 

In the late 1980s and early 1990s, amateur sporting football, baseball and softball tournaments grew increasingly 
popular nationwide, and newly formed city sports commissions picked up on the trend. 

In 1992, the National Association of Sports Commissions was founded to provide a national network for sports 
commissions, execulive director Don Schumacher said. Since its inception, it's grown to include 500 local sports 
commissions, which recruit popular team sports for tournament play. 

"The growth pattern of our organization is a perfect barometer for the growth of amateur sports," Schumacher said. 

Schmieder said Maricopa County didn't catch on to the amateur sports trend until the late 1990s. Founded in 1988 as 
the Maricopa County Sports Authority, the governmental agency primarily recruited Major League Baseball to 
Phoenix. 

Its focus shifted in 1995 after baseball awarded the Arizona Diamondbacks franchise. The authority was reorganized 
and renamed the Maricopa County Sports Commission. In 2008, Schmieder spearheaded an effort to rename the 
commission the Phoenix Regional Sports Commission and make it a non-profit. 

In 1997, the commission developed its first longstanding amateur sports partnership, with the Senior Softball World 
Championships. It has maintained that partnership since and signed a contract with the organization to host events 
until 2013. 

Since 2009, senior softball, basketball, hockey and baseball players competing in Valley tournaments recruited by 
the sports commission spent an estimated $94 million on hotel rooms, food, rental cars and gasoline. 

http://www.azcentral.comlbusiness/articles/201 0/09119/201 009 1 9phoenix-sports-tournaments.html 7122/2011 
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But soccer is at the heart of the Valley's amateur sports craze. 

Second only to basketball in popularity, soccer is played by an estimated 13.6 million U.S. kids ages 6 or older, 
according to a study released by the Washington, D.C.-based Sports Goods Manufacturers Association. 

Phoenix attracts some of the most prestigious soccer tournaments in the United States, including the US Youth 
Soccer Olympic Development Program Championships, the U.S. Youth Soccer Far West Regionals and the Valley's 
newest recruit - the US Youth Soccer National Championship Series. The midsummer 2011 series is expected to 
bring a $2.4 million tourism boost. 

Steve Hoffman, Cal South state director of coaching, backed hosting the national championships in Phoenix. 

"From the hotel, to the fields, our experience in Phoenix has always been first class," said Hoffman, who brings eight 
teams to the Olympic Development Program championships annually. 

Several tournaments are played at Phoenix's 3-year-old Reach 11 Sports Complex, a $26.8 million facility that has 
18 fields. One, with synthetic grass, is used exclusively for tournament play. 

"We consider Southern California a soccer metropolis," said John Weinerth, CEO of the California Youth Soccer 
Association. "But I can tell you we don't have too many Reach 11 complexes here." 

Reach 11 hosts about 50 tournaments a year, including the National Intramural Recreational Sports Association 
Collegiate Soccer Sport Club and the USA Field Hockey national festival. 

The Scottsdale Sports Complex, a 7l-acre, lO-field park, is often used for soccer tournaments. 

Top dollar 

But soccer events aren't the most lucrative for the hospitality industry. 

Top-grossing amateur sporting events include the USA Field Hockey national festival, which takes place over 
Thanksgiving weekend, and the Senior Softball World Championship, a mid-October event. 

Both sports organizations have signed multiple-year contracts with the sports commission that will bring an 
estimated $43.8 million economic stimulus to hotels, eateries and gas stations. 

The largest, the Senior Softball World Championships, is expected to draw 6,400 out-of-town players to both 
Scottsdale and Phoenix. The organization's five-year contract with the sports commission is projected to bring in an 
additional $22.6 million to Valley businesses through 2013. 

Manager George Moreno of the Wilson 50s, a Sacramento team, says he treats the tournament like a vacation. 

"We stay at resorts for about five or six days and gamble at the Scottsdale casinos," Moreno said. "I average $200 of 
spending money at least every day. You can double that for what I pay for hotel and airfare." 

The National Hockey Festival is projected to generate an estimated $21 million for Phoenix businesses. The festival 
will bring approximately 6,000 athletes and spectators to the Valley for the first time this fall. A majority of the 
athletes are girls who could return to compete in the Valley tournament until 2014. 

http://www.azcentral.com/business/articles/2010/09119/20100919phoenix-sports-toumaments.html 7/22/2011 
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USA Field Hockcy's multiyear contract allows the organization free access to the 18 fields at the Reach 11 Sports 
Complex. 

Other coming events expected to bring in top dollar are the Women's Running Magazine half-marathon in Scottsdale 
and Tempe in November; Tempc and Scottsdale's P.F. Chang's Rock 'n' Roll Arizona Marathon and 112 Marathon, 
returning in January; and the US Youth Soccer Far West Regionals in Phoenix in the summer 2012. 

Lucrative niches 

Increasingly, recruiters are looking to add more girls' sports events. 

"Girls travel better," said Aaron Muth, sports sales manager at Mesa Convention & Visitors Bureau. "For girls high
school age and younger, they'll bring more friends and family members to sporting events than a boy would." 

Although no study exists indicating that girls' amateur sporting events are more profitable than boys, many in the 
field say the number of bids made for girls events exceeds those made for boys. 

Schmieder said that's because boys' parents are more willing to let their children travel with the coach and his 
teammates than the parents of girls. 

Kristina Baum, the coach of the Canyon del Oro High School girls' varsity volleyball team in Oro Valley, says it's 
unusual for a player's parent not to attend games. 

"And a lot of times it's both parents, grandparents and family friends," Baum said. 

Growing competition 

As competition to host amateur sporting events intensifies nationwide, metro Phoenix agencies offer incentives, such 
as reduced hotel room and field rates, to entice tournament coordinators to sign multiple-year contracts here. 

Schmieder has signed nine multiple-year contracts in the past two years, and such deals also are cited as a trend 
among many of the convention and visitors' bureaus. 

"With events that are scheduled in advance, [ know ahead of time what resources we are going to need: hotels, 
volunteers and field space," Schmieder said. "Picture doing the Super Bowl in the same city five years in a row and 
think of how much easier that would be." 

When submitting a proposal, sports organizations detail how many people they anticipate, how many hotel rooms 
they'll need and accommodations. 

Marriott's Green said that most request hotels close to the event's facilities and breakfast bundled with their room 
rates, even if it's not traditionally provided. 

Marc Garcia, the vicc president of visitor marketing and community development for the Greater Phoenix 
Convention and Visitors Bureau, said the sports commission and the bureau hope to attract tournaments when hotel 
occupancy rates are low, such as during the summer or holiday weekends. 

Tournaments such as the 2011 US Youth Soccer National Championship reduce players' traveling and hotel 
expenses by reserving outdoor fields in July. Good hotel-room prices encourage events such as the 2010 US Open 
National Volleyball Championships to choose the Phoenix Convention Center to host its late-May, early-June 
tournament. 
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And for events such as the Senior Softball World Championships, hotels are more willing to provide good room rates 
because of the players' long-term loyalty. 

"We corne at a beautiful time of year," said Moreno, who attends the championship annually in mid-October. "We 
love the hotels, the fields, and the visitor's attractions. I don't see any reason why the tournament wouldn't be held in 
Phoenix indefinitely." 

Amateur sporting events booked in 2009 and 2010 

Recruiter Economic impact 

Phoenix Regional Sports Commission $93,411,750 

Phoenix Convention and Visitors Bureau $80,448,270 

Mesa Convention and Visitors Bureau $42,068,236 

Tempe and Scottsdale convention and visitors bureaus $26,939,400 

Total $242,867,656 

Notes: Economic impact derived by applying the sports commission's formula (number of anticipated attendees 
multiplied by the average number of hotel nights participants stayed multiplied by $177). If an event was jointly 
recruited by the sports commission and a convention and visitors bureau, it was included in the sports commission's 
total. Tempe and Scottsdale's data was totaled together because several events are staged in both cities. 

Reach the reporter at megan.ncighborrwarizonarepublic.com or 602-444-4465. 
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Keeping California Out of the Red 

The California Travel and Tourism Commission (CTTC) is working alongside hundreds of travel and tourism leaders 

nationwide to champion travel as a revenue generator and job provider as part of the National Travel and Tourism Week by 

wearing red and to showcase how the industry "Keeps California Out of the Red." The travel and tourism industry provides 

billions in taxes and nearly a million jobs to the state and is helping lead the way in the state's economic recovery. 

Employees representing major sectors of the travel industry will demonstrate the importance of the tourism industry by 

dressing in red, especially on Travel Tuesday, May 10, 2011 - in a show of support for the jobs and economic impact 

created by visitors to California. 

Travel and tourism is a $95.1 billion industry for California, providing 873,000 jobs and generating $6.1 billion in local tax 

revenue Travel is a broad and diverse industry employing a vast workforce, from airline and hotel employees to restaurant, 

attraction and taxi workers. But it further supports workers in other industry sectors, such as construction, manufacturing and 

finance. 

Below you'll find a complete toolkit for National Travel and Tourism Week· CTTC encourages you to reach out to media, 

elected officials and consumers with the powerful message that travel and tourism are part of "Keeping California Out of 

the Red!" 

TOOLKIT 

Logos 

Press Release 

Proclamation 

Media AdVISOry 

Op·Ed 

Why Travel Matters Messaging 

Elected Official Letter 

Employee Letter 

Great Ideas for Tourism Week 

Travel Industry Quick Facts 

Keeping California Out of the Red 

National Travel & Tourism Week 

http://tourism.visitcalifornia.comlIndustry ITravelIndustry IKeepingCaliforniaOutoftheRedl 8/24/2011 
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TRAVEL AND TOURISM GETTING CALIFORNIA OUT OF THE RED -

JOBS, JOBS, JOBS 

Industry providing much needed injection into economy 

SACRAMENTO. Calif. (April 26.2011) - Californians can thank the travel and tourism industry for helping to keep the state 

afloat. according to new data from the California Travel and Tourism Commission (CTTC) . Today. travel industry leaders 

come together in Sacramento to celebrate the value of tourism in the state during CTTC's California Tourism Outlook 

Forum The travel and tourism industry provides state businesses with nearly $100 billion in sales. contributes over $6.0 

billion in tax revenue. and employs nearly a million California residents 

In an economic climate where many industries are being subsidized or fioundering and laying off employees. tourism related 

spending grew 7.4% from 2009 to 2010 . Moreover. in 2010: 

California tourism generated $95.1 billion in direct travel spending. 

California generated $6.1 billion in direct state and local tax revenues. 

Spending in California directly supported 873.000 jobs with earnings of $29.9 billion . 

"California is the number one travel destination in the United States and we want to keep it that way. Travel and tourism is a 

thriving industry that is keeping California out of the red." said Caroline Beteta, President and CEO of the California Travel 

and Tourism Commission. "At this conference, CTTC, along with other industry leaders, are demonstrating the health and 

strength of California's tourism industry and why travel matters to the state and local communities' economies." 

The two-day California Outlook Forum has more than 200 industry leaders in attendance, headlined by keynote addresses 

from Sacramento Mayor Kevin Johnson and CTTC President Caroline Beteta . Today's panel sessions include a 

policymakers forum that will discuss policies and trends that impact California travel with association CEOs from different 

travel industry sectors. Included in the industry forum is an appearance by SeaWorld's iconic Shamu that draws visitors from 

allover the world 

The event allows companies and destination marketing organizations the unique opportunity to connect directly with CTTC's 

marketing directors representing California in Australia, Germany, Japan, the United Kingdom, Mexico, South Korea, China 

and India. 

For more information on CTTC's Outlook Forum, please visit http/ltourismvisitcalifornia.com. 

About California Travel and Tourism Commission (CTTC) 

The California Travel & Tourisrn Commission (CTTC) is a non-profit organization with a mission to develop and maintain 

marketing programs - in partnership with the state's travel industry - that keep California top-of-mind as a premier travel 

destination. California is currently the nurnber one travel destination in the country. In 2010, travel and tourism expenditures 

totaled $95.1 billion annually in California, supported jobs for 873,000 Californians and generated $6 .1 billion in state and 

local tax revenues. For more information, please visit I. "There is so much to California, and it all varies by region," said 

Caroline Beteta. president and chief executive officer for the California Travel and Tourism Commission (CTTC). "That's why 

we've put together a list of must-sees and rnust-dos for each of the state's regions, geared for tourists without a lot of spare 

time." 

### 

r • 
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WINE &. VINEYARDS 

PINING FOR SANTA MARIA PINOT! 
By: Gina Keough 
_ ' '_~ J _. _.' -. ---' '-----. _ '_, 
.A lFi iM' ,,"I ;.--r sign in to rate! 

Addamo Estate Vineyards 
400 E. Clark Avenue, Santa Maria 

805-937-6400 

www.addamovineyards.com 

Send to Friends 

1 Report this List 

Come see why Addamo Vineyards was voted "Best Tasting Room in 

Santa Maria Valley". Planted in 1997, Addamo Vineyards is a family 

owned and operated company. We take pleasure in pairing our ultra

premium wines with savory delights offered on the appetizer menu. 

Open Tues-Sun from 11 to 7. 

Byron Winery 
2367 Alamo Pintado Avenue, Los Olivos 

805-938-7365 

www.byronwines.com 

Byron specializes in handcrafting Pinot Noir and Chardonnay from estate

owned vineyards in the cool climate of Santa Maria Valley, California. 

Open daily from 11 a.m. to 5 p.m. 

Costa De Oro 
1331 S. Nicholson, Santa Maria 

805-922-1468 

www.cdowinery.com 

Costa de Oro is a family-owned winery producing estate-grown Pinot Noir 

and Chardonnay, as well as small lots of Sauvignon Blanc, Syrah, and 

Cabernet Sauvignon. Open daily 11-6, till 8 for Wine Downs on Fridays. 

Cambria Winery 
5475 Chardonnay Ln. , Santa Maria 

805-937-8091 

www.cambriawines.com 

"Winema king begins on the vine". Visit this private, family-owned estate 

winery, established in 1986, and experience the flavors of the Santa 

Maria Bench: lush, tropical Chardonnay, velvety-textured Pinot Noir and 

rich, spicy Syrah. Open 10-5 daily. 

http://www.visitcalifornia.comlFive/Pining-for-Santa-Maria-Pinot 
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TRIP IDEAS 

California, Mediterranean-Style (Central 

Coast to San Francisco) 

Southern California Movie-Lover's Tour 

MUST SEES 

Central Coast Arts, History, and Romance 

in Carmel 

Search for otters and Steinbeck in 

Monterey 

INSIDE SCOOPS 

A Classic on the Coast 

Two Great Tastes on One Great Tour 
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5 Cottonwood Canyon Vineyard & Winery 
3940 Dominion Rd. , Santa Maria 
805-937-8463 
www.cottonwoodcanyon.com 

Cottonwood Canyon grows and produces "distinctlvely different age 
worthy wines'M" from our 78 acres of Chardonnay, Pi not Noir and Syrah. 
Enjoy unique barrel tastings in our 6,000 square feet of wine caves! 
Open 10-5 daily. 

Page 2of2 

FOllow us on: iii II You 

Sitemap I Privacy poncy I Contact I Students I Explore Callrornla I Urestyle I Things To Do I Travel TOOls I Deals 
Ths site b<oughl to you by the callrQmi~ TraVel & TouriS!l1 Commission, 
Copyright 2011 california Travel & TOUrism CQmmlS$lQn. All rights reserved. 

a SHARE (J !EL ' 

http://www.visitcaliforrua.com/Fi e/Pining-for- anta-Maria-Pi not 

Pohlk, Press, andTraveJ Trallel'l'OfesslonaJs: VIsit our 

'California Tourism' In.d.ustry Site » 
PubJiei Meeting Notl~» 

8/24/2011 



SNEAK 
D-:EK 
Beh -scene 

PLUS 

iig3 
• YOSES C :NYON • KING , 
• SEQUOIA . 



"', 

" CENTRAL COAST ' '-
, '.\) . ' 

r " I 

WHERE TO STAY IN THE CENTRAL COAST ._-_ ........... __ ................................................................................ -....... -....... -... -.~ ................................. --... -... -.................... .................. -... ~ .......... - .. - .. -~, ........................... ~ ... -.. -... --., .......... - .. -................ . 
PRICING KEY 
$: under $lOO/night 
$$: $100-$200/night 
$$$: over $200/night 

PRICING KEY '*' .01'''1 ;' 
$: under $lOO/night , ~,~~ ",,~ . /~~; 'C'b Po.:, 
$$: $lOO-$200/night 0; fl.1? .. ,:,,;;;~:::, ~ ~""~ 
$$$: over $200/night o,,;;;,"'''''I''''''<:'''~ I'ot> .~~..". 

SAN LUIS OBISPO 

Ramada Inn ($$-$$$) 
800/777-5847.1000 Olive st. Located in beautiful downtown 
SLO. Complimentary starter breakfast. Guest laundry, family 
units available, In-room coffee and conference room, 
www,ramadasanluisobispo,com, 

WineCoastCounlry.com ($-$$$) 
San Luis Obispo County: secluded beaches, vast countryside, 
and 200+ wineries. Let WineCoastCountry,com help plan 
your next trip with over 500 places to stay and hundreds of 
things to do. www.wineCoastCountry,com, 

SANTA BARBARA 

Cabrlllo Inn at the Beach ($-$$$) 
805/966-1641; 800/648-6708, 931 E. Cabrillo Blvd, Oceanfront 
at beautiful "East Beach" downtown, pier and harbor 1 mile 
away, Oceanview sundecks and new garden terrace area, 
Continental breakfast. Vacation rentals, www,cabrillo-inn,com, 

Ramada Limited Santa Barbara ($-$$) 
800/ 654-1965.4770 Calle Real. Best value hotel in Santa 
Barbara/Goleta area, Free Internet, parking, complimentary 
deluxe continental breakfast, year-round heated pool. 
www,sbramada,com. 

Simpson House Inn ($$$) 
800/676-1280, The only AAA 5-Diamond bed-and-breakfast. 
Secluded in an acre of gardens, Afternoon refreshments, a 
gourmet breakfast. and wine tasting, Features fireplaces, 
private decks, and Jacuzzis, www,simpsonhouseinn,com, 

West Beach Inn ($$-$$$) 
805/963-4277. 306 W. Cabrillo Blvd, Across from boat harbor 
and 3 blocks from State St. All rooms include A/C, evening 
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wine and cheese, breakfast, heated pool/spa, free parking, 
WI-Fi, wbiadmin@coasthotelsusa,com; www.westbeachinn.com. 

SOLVANG 

Allsal GUllst Ranch and Rllsort ($$$) 
805/688-6411; 800/4-ALISAL. 1054 Alisal Rd, Located in Santa 
Barbara wine country, California's premier guest ranch with 
golf, horseback riding, spa. fishing, and tennis, www.alisal.com. 

Hadsten House Inn I Spa (SS-SSS) 
805/688-3210, 1450 Mission Dr, Rated #1 in Solvang by 
tripadvisor,com and Yelp.com, and an Expedla Select. All stays 
include American breakfast and wine-and-cheese reception 
daily, bill@hadstenhouse,com; www.hadstenhouse.com. 

King Fmerfk Inn ($-SS) 
805/688-5515; 800/549-9955, 1617 Copenhagen Dr, 
In the Danish village of Solvang. Wine country, restaurants, 
bakeries. shopping, biking, golf, casino nearby, reservations@ 
kingfrederikinn,com; www.kingfrederikinn.com. 

Wine Country Manor (S-$$) 
805/688-2383. 1440 Mission Drive, Designer guest rooms 
are all non-smoking and feature marble-top furn iture, 
luxurious custom beds and duvet bedding. Opulent spa 
suites available. Call now, info@WineCounlryManor,com; 
www.wineCountryManor.com. 

VENTURA 

Crowne Plaza Ventura Bllach (SS-SSS) 
805/648-2100,450 E. Harbor Blvd, The only hotel on the 
beach in Ventura, Heated oceanfront pool, two blocks from 
vibrant downtown Ventura with shopping. dining. and more, 
mcriss@cpventura,com; www.cpventura.com. 

Located between Los Angeles and San Francisco 
in beautiful Santa Barbara County 

108 visitcalifornia,com 

ftirh. world-fam9us Santa Marfa Style Barbecue, locally grown 
strawbf! n:.i.es and award-winning Chardonnay and Pinot Noir_ 

CIJPIf year-round live theatre. exciting museums. abundant golf and 
lodgh*! to sulr every budget and taSte. 

&~~)"t!wide.open beac:hes ; wine coumry back roads and the natural 
wo r<ders 6fthe Guadalupe Nipomo Dunes Preserve. 

Call for your complimentary visitor guide and' wine tastln, map! 

800-311-3779 • www.santamaria.com 
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Located betw .... Los Ancel .. and San Frandsco 
in .... utiful Santa Barbua County 

wk world-famous Santa Marla Style Barbecue, locally grown 
strawberries and award-winning Chardonna, and Plnot Noir. 

6iyptf year-round live theatre. exciting mUlelUD.B. abundant golf and 
Itldgh1g 10 suit every budget and Ialite. 

C.i'''&'/i. wide·open beaches, wine C:Otl Ol ry back roads and the natural 
\Vo1d~~ of Ihe Guadalupe Nipomo Dunn Pre erve. 

Call for rour complimentary visitor guide and-wine tasting mapl 

800-111-177. • www.santamaria.com 
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: LHe Flatbread 
44.4L1 00, fullof/ifefoods. com 

'ood Cookie Iheqoodcookie org 

: Pacific Ice Cream Company 
620108, sleal nswharforg 

;en House Dining Room at Hadsten House 
Spa 800457.5373, hadsienhouse.com 

,r Restaurant 8059633311, harborsb com 

It Grill at Maverick Saloon 
,86.1109, mavericksaloon org 

ing Post II Restaurant & Winery 
,880676, hilchingposl2.com 

lob 805.564.7100, Irobnobsb.com 

ter Brewing Company 
68)810, hnllisterbrewco com 

,ne 805.8456488, restaurantJu/ienne com 

npatia Cafe 805 3~39284 
:ulture 805845.8800, /r 'lecu/tureloullge com 

'livos Wine Merchant & Cafe 
he Central Coast. Local food. Local wines. 
lIayor. 888.wINE54U, 805.688.7265, 
oscafe.com 

's Calilornia Bistro 805963 7003, louiessb.com 

,'s 805 5657540, luckys-steakhouse com 

lal"de Cafe 805 682 5246, marmaladeca{e com 

,"nell's of Santa Barbara 
)69.2323. mcconnells. com 

,pulos Fine Foods Merchant 
1992300, metl ufi",,{uoJs com 

at Bacara Resort & Spa 
'680100, bacararesort.com 

Moby Dick Restaurant 
8059650549, mobydicksb.com 

Montecito Cafe at Montecito Inn 
80':)9693392, montecilocafe com 

The Natural Cafe 
8059679494, ihenaturalca fe.com 

NorthStar Coffee Company 805965 5593 

Olio e Limone Ristorante 
80 5.899 2699. oIioclimone com 

Opal Restaurant and Bar 
8059669676, opalresiauranlandbarcom 

Our Daily Bread 805966 3894, ourdailybread.flel 

Palace Grill 805963 5000, palacegrill.com 

Paradise Cafe 805.962.4416, paradiseca{e corn 

Patrick's Side Street Cafe 
80':) 686 4004, patrickssideslreetcafe.com 

Pea Soup Andersen's Restaurant 
805688 5581, peasoupandersens nel 

Petros Los Olivos at Fess Parker's Wine 
Country Inn 805 6887788, pelrosfosolivos.com 

Pierre Lafond Wine Bistro 
805962.1 455, pierrelafond.com 

Plow and Angel at San Ysidro Ranch 
805. 565.172~ , sanysidrot aneh com 

Red's 805966.5906 

Renaud's Patisserie & Bistro 
805 5692400, renaudsbakerycorn 

Restaurant Roy 805966 :'636, reslauranlroycorn 

Rodney's Steakhouse at 
Feu Parker', Doubletree Resort 
805884.8554, rodneyssleakhofls" com 

Root 246 at Hotel Corque 
Farm-fresh American cuisine created by celebrated 
Chel Bradley Ogden. 805.686.8681, rool-246.com 

Rose Cafe Inc. 
Voted #1 Mexican Restaurant by the "5B News Press" 
20101888.729.2238,805.965.5513, rosecafe2.com 

Ruth's Chris Steakhouse 
805.563 5674, rulhschris com 

Sandbar Mexican Restaurant & Tequila Bar 
805966.1388, sandbarsb COlTl 

Santa Barbara Brewing Company 
805 730.1040, shhrewco com 

Santa Barbara Fish Market 
805965956-1, sblish com 

Sambo', Restaurant 
8059653269, sambosreslauranl com 

Seagrass Restaurant 
805963.1012, seagrassresiauri'Jnt.com 

Shaw's Steak House & Tavern 
8059259226 

Located between Los Angeles and San Francisco 
in beautiful santa Barbara County 

Taslt! world-famous Santa Maria Style Barbecue, locally grown 
strawberries and award-winning Chardonnay and Plnot Noir. 

C"JiP11 year-round live theatre, exciting museums, abundant golf and 
lodging ( 0 suit every budget and taste. 

c.t,pk"t! wide-open beaches, wine country back roads and the natural 
wo,{del's or lhe Guadalupe Nipomo Dunes Preserve. 

Call for your complimentary visitor guide and wine tasting map! 

800-JJ1-J779 • www.santamaria.com 
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<01 3839 COllslellation Road, Suite C www.hallchirohealth.com 
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733-3545 
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Sunday Servl can 
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See our Ad - this classification also Map Section 

CHAMBERS OF COMMERCE 

LOMPOC VALLEY CHAMBER OF 
COMMERCE & VISITORS BUREAU 

www.lompoc.com LOMPOC ... ""., .. ",,,,, .. , .. ,. ""." ... 805-736-451 
SANTA MARIA CHAMBER OF COMMERCE 

614 S Broadway SANTA MARIA ..... "., ...... , .... . ........ 800-331·37' 
See our Ad - this classification 

CHIROPRACTORS DC 

HALL CHIROPRACTIC 
3839 Constellation Rd Ste C LOMPOC ."" ... "." ..... 805-733-28: 
See our Ad - this classification 

WILKERSON CHIROPRACTIC 
415 E Ocean Ave LOMPOC .• .. ............. "., .... ,,805-736-45: 
See our Ad - this classification 

CHURCHES 

CALVARY BAPTIST CHURCH OF LOMPOC 
3355 Constellation Rd LOMPOC , ......................... ,, 805-733-35· 
See our Ad - this classification 

FIRST CHRISTIAN CHURCH 
1550 S College Dr SANTA MARIA .""" " ." .. "" .. ", ,,805-922-84 
See our Ad - this classification 

VILLAGE CHAPEL, THE 
3865 Constellation Rd VANDENBERG VILLAGE ",,805-733-21 
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112 Sunset November 2010 
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. En!PYbElautiful views from 
YOllr9~~an View Master Suite 
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MEXICO 

RELAXED LUXURY. 

Prince Resorts Hawaii 
Mauna Kea Beach Hotel I Hapuna Beach Prince Hotel 

Hawaii Prince Hotel Waikiki 
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MAKE Youn DAY - REVISIT 
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Sunset Getaways 
Your vacation could be 

awayl 

CARMEL 

CATALINA ISLAND 
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VILLA 
PORTOFlNO 

CENTRAL COAST 

15% FOR SUNSET 
OFF READERS* 

Explore a Hidden Jewel 
on the Central Coast 

• Beautiful ocean views 

• Private balcony or patio 

• Outdoor heated pool and spa 
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CALIFORNIA 

• beach hotel 

TWO INTIMATE AND LUXURIOUS 

BOUTIQUE HOTELS PROVIDING 

INSPIRING OCEAN FRONT SETTINGS 

OCEAN FRONT SUITES STEPS 

FROM THE SAND OFFERING 

PANARAMIC OCEAN VIEWS 

TWO GREAT LOCATIONS-SEVEN 

MILES SOUTH OF LAX AND 30 

MINUTES SOUTH OF SAN FRANCISCO 

ALL SUITES INCLUDE 

A FIREPLACE AND BALCONY 
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BEACH HOUSE HOTEL 

HALF MOON BAY 

500 .3 I ~ . g3eO 

HERMOSA BEACH 

eBe 695 4~!Hill 

WWW BEACH-HOUSE , COM 

CATALINA ISLAND 

ZIP OVER TO 
CATALI 

Just an hour boat ride off the coast of Southem 
Callfomia sits Catalina Island and its picturesque 
town of Avalon. Dining, shopping, beach and 
water activities spall visitors for the day or an 
ovemight stay. In 2010, Catalina unveils its NEW 
attraction, the Zip Line Eco Tour - the ONLY ZJp 
Line in Los Angeles Countyl lt's 3,671 feet of 
downhill thrins through live stations, with 
spectacular views of tha antire Island: from the 
hills high ebove Avalon down to Descanso 
Beach. Book online or call 
today for a thrill ride 
you'll never forget. 

CENTRAL COAST 

To advertise in The Sunset TraveL Directory,® call 1-877-748-°737 

CENTRAL COAST 

Beach Is the 
"wish you were 

here" destination on \he 
Central Coast of Callfomfa. 
It's called classic Callfamla 

for a reason, Stay a few 
days and you'll take 

home more than great 
plotures and sand in your 

shoes. You'll have your 
own special destination ... 

CENTRAL COAST 

Sunset February 2011 lD9 



• 

••• 
'1.: 

, l' . 

~ 



DISCOVER A6 

SANTA MARIA VALLEY: WHERE FINE 
WINE MEETS FAMOUS BARBECUE 

-&:;;(* ' 
·).~ I 

.. .. ~ 
distinctively delicious flavors . 

Fittingly, the region is home to several landmar1< barbecue lestaulclnts, 

as well as more than a dozen tasting rooms along vineyard-studded country 

roads. Along the way, you will discover roadside stands featuring another 

famous local crop-Santa Maria Valley strawberries. 

To the west, the valley is bordered by wide-{)pen beaches and the 

Guadalupe-Nipomo Dunes Complex, one of the most ecologically 

significant and largest intact coastal dune ecosystems on earth. The dunes 

are easily accessible lrom scenic Highway 1, and the nearby Dunes Center 

is the perfect place to begin your dunes adventure. 

The Santa Maria Valley also boasts numerous golf courses known fO! 

combining quality and affordability. Local cu~ural highlights include thc 
Santa Maria Museum of Flight, showcasing a unique collection 01 vintage 

aircraft and Hollywood props; live theater at the Pacific Conservatory of the 

Performing Arts, Great American Melodrama, and Santa Maria Civic 

Fine wine meets world-famous barbecue in the Santa Maria Valley, where Theater; and the ecological splendors at the Natural History Museum. 

Chardonnay, Pi not Noir and other locally grown varietals offer a perfeci Meanwhile, kids love the Santa Maria Valley Discovery Museum, 

match for the rich culinary traditions of this coastal region in northern Santa 13,000 square feet of interactive exhibits and hands-{)n activities for 

Barbara cOunty, just 150 miles north of Los Angeles. children of all ages. 

Indeed, no visit to the valley is complete without a taste of Santa Maria Sometimes it's the unbP.aten path that leads to the best discoveries, 

Style Barbecue, which dates back to the mid l800s. Founded on local and such is the case in the Santa Maria Valley. So hit the valley's open 

ingredients and methods, Santa Maria Style Barbecue is renowned for its roads fOI a uniquely memorable-and flavorfuf-travel experience. 

Located between Los Angeles and San Francisco 
in beautiful Santa Barbara County 

wI.!! world-falOOus SaI!ta Maria Style Barbecue, locaHy grown 
urawherries and award-winning CltardonRat' and PllMlt NMr. 

8 !Jf,q year-roond live theatre. exciting m.se1tlllB, abundant plf and 
to(t!wig'tO suit every budget and taste. 

z:;.tJ?~r6'Wide-open beadles, wine co.ntry back roach and the natural 
wo&ders of the GlIatfalllpe Nipenw DlIllell Preserve. 

Call for your complimentary visitor guide and wine tasting mapl 

800-331-3779 • www.santamaria.com 
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PRESS RELEASES 

Please click on the links below for individual press releases. These files are rendered in Adobe PDF, the 
most universal and convenient file format. 

If you do not have Adobe Acrobat Reader installed on your computer, click on the link below to secure it for 
free. 

CHARDONNAY SYMPOSIUM TURNS WINE SPOTLIGHT ON SANTA MARIA VALLEY 
July 7, 2011-The nation's premier showcase for Chardonnay returns to the Santa Maria Valley with the 2nd 
annual Chardonnay Symposium hosted by the Santa Maria Valley Wine Country Association on July 22-23. 
More than 60 wineries from across the West Coast will participate in the event. 

OLD-TIME MELODRAMA CONTINUES TO DRAW CROWDS 
May 15, 2011- For 36 years The Great American Melodrama & Vaudeville in Oceano has treated theater
goers from all walks of life to, as one patron put it, "lighthearted and carefree giddy abandon." But the 
audience is in for a lot more than a festive atmosphere. Here, professional performers from throughout the 
United States gather to present top-notch productions of great classic musicals, original plays and Victorian 
melodramas. 

3o!hANNUAL CRUISIN' NATIONALS RETURNS TO SANTA MARIA ON MAY 27-29 
May 4, 2011 - Santa Maria is ready to rumble as the upcoming 30th annual Cruisin' Nationals 
auto event rolls into town with more than 800 customized vintage automobiles from as far away 
as Australia. This year's event also includes an Alzheimer's awareness project in honor of West 
Coast Kustoms founder Rich Pichette. 

COMPANY COMING? GUEST SURVIVAL KIT NOW AVAILABLE 
February 22, 2011-The Guest Survival Kit is the centerpiece of the Santa Maria Valley Chamber 
of Commerce and Visitor & Convention Bureau's new "Company's Coming" campaign. The 
campaign is designed to reach an important visitor segment: those who come to Santa Maria 
Valley to visit friends and relatives. The complimentary kits come in specially marked bags and 
contain Santa Maria Valley promotional materials and coupons. 

TEXAS! MEMPHIS! KANSAS CITY ... AND SANTA MARIA? 
February 24, 2011-Can a bucolic wine country destination on California's Central Coast really 
rival the big boys of regional American barbecue such as Texas, Memphis and Kansas City? 
For those in the know, the answer is "Absolutelyi"-thanks to Santa Maria Style Barbecue, the 
legendary sauce-free preparation based on native ingredients and methods in the Santa Maria 
Valley in northern Santa Barbara County. 

TRIO OF SANTA MARIA VALLEY WINES NAMED TO WINE ENTHUSIAST'S "TOP 100" 
December 14, 2010-The Santa Maria Valley wine country is once again in the spotlight as the 
Wine Enthusiast has named three locally grown wines to the top ten slots of its annual list of "The 
Enthusiast 100: The Most Coveted Wines of 201 0." 

SANTA MARIA VALLEY SOARING AS SPORTING EVENTS DESTINATION 
November 10, 2010-The Santa Maria Valley on California's Central Coast may be best known 
for its picturesque beaches, fine wines and world-famous barbecue, but it is also gaining 
recognition as a premier destination for sporting events. The Santa Maria Valley resides in 
northern Santa Barbara County just 160 miles north of Los Angeles. 

http:// santamariavisitor.eom/ em/press _room/press_releases .html 8/24/2011 



SMVCC SPECIAL PROJECTS GRANT PROGRAM 2011-2012 

!J 
Thank you for choosing the Santa Maria Valley as the host city for your event or project! 

The Special Projects Grant program, funded by the Visitor and Convention Bureau, was 
~,,~l:{~~~~;~ created to support events and projects that generate overnight stays in our hotels. The 
\ &-""""'r ... ~... program allows planners of events and projects to apply for marketing assistance in 

reaching our target markets: San Francisco/Bay Area, Los Angeles, Greater Bakersfield/Kern County, 
Washington, Nevada and Oregon. 

There is no guarantee to receive the full amount of funding requested. You may apply for funding for 
more than one event, but must use a separate application per event. Applications are reviewed regarding 
the following criteria to make the best decision for funding. 

CRITERIA 
The event or project must be held in the Santa Maria Valley annually; 
Event or project is marketed to generate significant numbers of overnight stays - preference given 
to events held between September 1 and May 31; 
Organizers may request between up to $3,000, but funding of the full amount cannot and will not 
be guaranteed; and 

• Funds may be used for marketing, graphic design, printing, radio/print/online advertising or 
tournament fees. 

REQUIREMENTS FOR APPLICANT AND HOST ORGANIZATION 
Must be members in good standing of the Santa Maria Valley Chamber of Commerce and Visitor 
& Convention Bureau; 
Must work with our Chamber Membership (Hotels, Event Facilities, Restaurants and Attractions); 
Must provide a reciprocal link from your website to the Chamber's website once sponsorship has 
been established; 
Must email the Zoomerang survey to your participants (or post on your website) post-event to get 
feedback from participants to the Chamber. The survey link will be emailed to you; 
Six copies of this application must be submitted by the deadlines given. Information can be typed 
in or printed in blue or black ink using block lettering. 
Details on how you intend to promote your event to our target markets is required. This includes 
information on mailings, website listings, print or online advertising or various other means. Not 
providing this information will result in further follow-up on our part and your application will be 
deferred to the next application cycle. 

• You must use the current application. Old application forms will not be accepted. Mail must be 
postmarked by the deadlines given. Late or incomplete applications will be considered in the next 
grant cycle. The application is no longer available online. Call (805) 925-2403, ext. 851 or email 
Terri@santamaria.com for the current application. 

APPLICATION DEADLINES: 
First Friday in November for events held January-June 
First Friday in May for events/projects held July-December 
Allocation status letters will go out in December and June. Checks will be sent in January and July, 
respectively. You may apply in an earlier cycle if you need funding sooner for your event/project. 

Send six copies of your completed application to Terri Paniagua, SMVCC, 614 S. Broadway, 
Santa Maria, CA 93454. 



TODAY'S DATE: _____ _ 

SPECIAL PROJECTS GRANT APPLICATION 

EVENT INFORMATION 
[ Event Name: 

[ Event Venue Name: 

[ Address: 

[ Phone: 

[ Event Start Date: 

[ Start Time: 

[ Admission Cost: 

I Event Website: 

ORGANIZER INFORMATION 
[ Contact Name and Title: 

[ Organization: 

[ Mailing Address: 

[ Phone: 

[ Contact's Email: 

EVENTIPROJECT INFORMATION 
Project category (check one): 

End Date: 

End Time: 

Fax: 

o Special Event 0 Printed Collateral (BrochureNisitor Guide) 
o Website upgrades 0 Tournament Fees 

Event category: 
o Annual o One Day Event 
o Festival or Fair o Food & Wine 
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o Weekend Event 
DArtS & Culture 

o Advertising 

o Meeting/Convention 
o First Time Applicant 



Tell Us About Your Event. This information will be used by the Bureau to promote your event/project. 
ease mc u e a eta! s usrng t e . 0 a ere y en mo e m paragrapl orm. PI . 1 d 11 d ·1 . h Wh fWh tfWh /Wh /Wh d 1 . h fI 

Attendance numbers expected: 
Percentage of overnighters: 
Number of nights they will stay: 
What size room blocks have you established with our Member Hotels? -------

PARTNERSHIP IN PROMOTING VISITS TO SANTA MARIA 
A requirement to receiving our sponsorship is to work with our Member Hotels, Attractions and Restaurants. 
Which Members are you working with? 
LODGING 
_ Best Western Big America 
_ Buckboard Motor Lodge 

Candlewood Suites 
_ Quality Inn & Suites 
_ Economy Inn 

Fairfield Inn & Suites 
Historic Santa Maria Inn 

_ Holiday Inn Hotel & Suites 
Radisson Hotel Santa Maria 

_ Rodeway Inn 
Rose Garden Inn 

_ Town & Country Inn 
_ Travelodge Inn & Suites 
_ Edgewater Inn & Suites 

Mission Inn Pismo Beach 
Sea Crest Ocean Front Hotel 
Sea Venture Resort 

_ Skyview Motel 
The Chumash Casino Resort Hotel 
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ATTRACTIONS 
( ) PCP A Theaterfest 
( ) The Santa Maria Museum of Flight 
( ) The Natural History Museum of Santa Maria 
( ) The Santa Maria Historical Society Museum 
( ) Santa Maria Valley Children's Discovery Museum 
( ) The Dunes Center 
( ) The Great American Melodrama 
() Rancho Guadalupe Dunes Preserve 
( ) Los Flores Ranch 
() La Purisima Mission 
( ) Santa Ines Mission 
( ) Vandenberg Air Force Base 
( ) Oso Flaco Lake 
( ) Golf Courses (check which ones) 

Rancho Maria 
BlackLake 
Rivercourse at the Alisal 

( ) Wineries: 
_ Addamo Vineyards 
_Byron 
_ Cambria Winery 

Costa de Oro 
_Cottonwood Canyon 

Foxen 
_ Kenneth Volk Vineyards 
_ McKeon Phillips Winery 
_ Rancho Sisquoc 

Riverbench 
Tres Hermanas 

( ) Other: ___________ _ 

DINING 
Adelina's Bistro 

_AJSpurs 
Ambrosia 
Carniceria EI Matador 

_ Central City Market 
Coco's 

_ Decker's (Town Center Mall) 
Del Taco 
Far Western Tavern 

_ Garden Room Restaurant (Historic Santa Maria Inn) 
Gilli's Grill 

_ The Hitching Post 
Home Town Buffet 
Jamba Juice 

_ Kentucky Fried Chicken 
Klondike Pizza 
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Continued, DINING 
Lassen's Natural Foods 
Camiceria La Mia 
Camiceria Su Mesa 
Old Town Market 
o live Garden 
Panera Bread 

_ Portabella (Holiday Inn Hotel & Suites) 
_Quizno's 
_ Ricky's House of Pizza 

Rice Garden 
_ Rooney's Irish Pub 
_ Saeng's Kitchen 
_ Santa Maria Burger 
_ Santa Maria Jetty 
_ Semplice (Town Center Mall) 

Shaw's 
_ Spencer's Market 

Straw Hat Pizza 
_Subway 
_ Tacos y Chelas 

Thai Hut 
Trattoria Uliveto 

_ Vintner's Grill (Radisson Hotel Santa Maria) 
_Wingstop 

Where are om: attendees coming from? ( lease give us as much info as you have available) 
Counties: 

I State(s): 

I Country (ies), if Intemational : 

HISTORY 

Have you received Special Project Funding before? 
DYes, Year: Amount Received: ____ _ 
DNo 

How many years has your organization been presenting this event/project? __ 

FINANCIALS 
I Total Advertising budget: 

I Grant Amount Request: 

I Federal ID Number (if applicable): 

5 



Please provide three local bank references: 
[ Banle Address: 

[ Bank: Address: 

[ Bank: Address: 

onsors, for reference: 
Company: 

[ Contact Name: Company: 

[ Contact Name: Company: 

PROMOTIONAL PLAN 
Please indicate how you will promote your event: 
D Online 

[ Websites: 

[ Websites: 

[ Websites: 

[ Websites: 

D Print 
[ Publications: 

[ Publications: 

[ Publications: 

[ Publications: 

Phone: 

Phone: 

Phone: 

D Mailings - such as associations, membershi s, s ecial interest rou s) 
Recipients: 

[ Recipients: 

[ Recipients: 
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Phone: 

Phone: 

Phone: 



Continued 
Please indicate how you will promote your event: 

o Posters and flyers: 
I Distribution Area: 

I Distribution Area: 

o Attendance at similar events 
I Names/Dates: 

I Names/Dates: 

I Names/Dates: 

I NameslDates: 

o Email campaigns 
I Targeted email groups : 

I Targeted email groups: 

I Targeted email groups: 

o Via membership groups or SPOltS leagues 
I Name them: 

I Name them: 

I Name them: 

SPONSORSHIP PACKAGE 
The Santa Maria Valley Chamber of Commerce and Visitor & Convention Bureau will be considered 
sponsors of your event/project. As such, acknowledgement of support is required. 

Here is our checklist of requirements: 
__ Use of our logo in your event collateral - printed materials, advertisements, TV spots, tickets 
__ Letter published in the Santa Maria Times or Santa Maria Sun acknowledging our support 

10-15 tickets for Chamber staff 
__ Recognition and acknowledgement in press releases 
__ Inclusion of our Chamber logo in your print ads, including a link in online ads 
__ Mention in radio spots and logo on TV commercials 
__ Reciprocal link on your website 

7 



FOLLOW UP REPORT 
SPECIAL PROJECTS GRANT PROGRAM 2011-2012 
Following your event, we require follow up information indicating what our sponsorship 
monies were used for. Compliance with this policy ensures eligibility to apply for 
sponsorship monies in the future. 

On a separate sheet of paper, please submit an itemized list detailing what our funding was used for. If 
you would like to see an example, let us know. Your list can include things such as copies of print 
advertisements, event programs and radio spot schedules - or anything else which will verify promotion 
in our target markets. 

POST EVENT SURVEY 
How satisfied were you with the planning kit and welcome bags provided by the Bureau? 
( ) Very Satisfied ( ) Satisfied ( ) Not Satisfied 

What were your biggest challenges with the event? 

What additional planning services could the Bureau offer to make your job easier? 
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2. A requirement for Bureau support is to work with our Member Hotels. Which properties did you work 
with? 
_ Best Western Big America 
_ Buckboard Motor Lodge 

Candlewood Suites 
_ Quality Inn & Suites 
_ Economy Inn 

Fairfield Inn & Suites 
Historic Santa Maria Inn 

_ Holiday Inn Hotel & Suites 
Radisson Hotel Santa Maria 

_ Rodeway Inn 
Rose Garden Inn 

_ Town & Country Inn 
_ Travelodge Inn & Suites 
_ Edgewater Inn & Suites 

Mission Inn Pismo Beach 
Sea Crest Ocean Front Hotel 
Sea Venture Resort 

_ Skyview Motel 
The Chumash Casino Resort Hotel 

3. Please rate the facility on each item listed below: 
a. Location of hotel: ( ) Excellent () Good 
b. Services provided by hotel: ( ) Excellent () Good 
c. Food provided by hotel ( ) Excellent () Good 

4. What was the total attendance of your event? ______ _ 

5. Which other events does your organization host each year? 
Event Name: City: 

Event Name: 

Event Name: 

6. What other locations do you travel to, as a group? 
Event Name: 

Event Name: 

Event Name: 

City: 

City: 

City: 

City: 

City: 

7. How likely is it that you will return to Santa Maria next year? 

( ) Fair 
( ) Fair 
( ) Fair 

( ) Definitely ( ) Probably ( ) Probably not ( ) Definitely not 

If you answered 'not', please explain: 
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( ) Poor 
( ) Poor 
( ) Poor 

State: 

State: 

State: 

State: 

State: 

State: 



8. As a group, which member restaurants/delicatessens did your group use? 
Adelina's Bistro 

_AJ Spurs 
Ambrosia 
Camiceria EI Matador 

_ Central City Market 
Coco's 

_ Decker's (Town Center Mall) 
Del Taco 
Far Western Tavern 

_ Garden Room Restaurant (Historic Santa Maria Inn) 
Gilli's Grill 

_ The Hitching Post 
Home Town Buffet 
JambaJuice 

_ Kentucky Fried Chicken 
Klondike Pizza 
Lassen's Natural Foods 
Carniceria La Mia 
Camiceria Su Mesa 
Old Town Market 
Olive Garden 
Panera Bread 

_ Portabella (Holiday Inn Hotel & Suites) 
_Quizno's 
_ Ricky's House of Pizza 
_ Rice Garden (Albert sons on McCoy) 
_ Rooney's Irish Pub 
_ Saeng's Kitchen 
_ Santa Maria Burger 
_ Santa Maria Jetty 
_ Semplice (Town Center Mall) 

Shaw's 
_ Spencer's Market 

Straw Hat Pizza 
_Subway 
_ Tacos y Chelas 

Thai Hut 
Trattoria Uliveto 

_ Vintner's Grill (Radisson Hotel Santa Maria) 
_Wingstop 

Service was: ( ) Excellent ( ) Satisfactory ( ) Unsatisfactory 

The meal was: ( ) Excellent ( ) Satisfactory ( ) Unsatisfactory 

Which Member Wineries did your group work with or visit? 
_ Addamo Vineyards 
_Byron 
_ Cambria Winery 
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Costa de Oro 
_Cottonwood Canyon 

Foxen 
_ Kenneth Volk Vineyards 
_ McKeon Phillips Winery 
_ Rancho Sisquoc 

Riverbench 
Tres Hermanas 

9. Which area attractions did your group visit? 
( ) PCP A Theaterfest 
( ) The Santa Maria Museum of Flight 
( ) The Natural History Museum of Santa Maria 
( ) The Santa Maria Historical Society Museum 
( ) Santa Maria Valley Children's Discovery Museum 
( ) The Dunes Center 
( ) The Great American Melodrama 
() Rancho Guadalupe Dunes Preserve 
( ) Los Flores Ranch 
() La Purisima Mission 
( ) Santa Ines Mission 
( ) Vandenberg Air Force Base 
( ) Oso Flaco Lake 
( ) Golf Courses (check which ones) 

Rancho Maria 
BlackLake 
Rivercourse at the Alisal 

( ) Other: 

Your Name: 
Organization: 
Event: 
Email Address: 
Phone Number: 
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Santa Maria Valley 
Chamber of Commerce and Visitor & Convention Bureau 

MISSION STATEMENT 

Marketing Plan 
2011-2012 

The goal ofthe Santa Maria Valley Visitor & Convention Bureau is to improve the area's economy and increase 
its tax base by attracting visitors to our area through sales and marketing efforts. Convention and visitor 
services are provided to encourage longer stays and future returns. By attracting marketing partner participation 
and bringing together the interests of local businesses, government and civic organizations, the Bureau creates 
an alliance that increases awareness and enhances the image of the Santa Maria Valley. 



SMVCC 
Staff 
Robert Hatch, President/CEO 
Gina Keough, Visitor and Convention Bureau Manager 
Jennifer Mej ia, Group Services Coordinator 
Terri Paniagua, Visitor Services Coordinator 
Karen Gridiron, Radisson Hotel, Marketing Committee Chairperson 

MANAGER'S MESSAGE 

Dear Mayor Lavagnino, Members of City Council, and City Manager Tim Ness: 

The following marketing plan has been created for the Santa Maria Valley to support and fulfill 
the objectives and goals set by the Visitor and Convention Bureau for the 2011-2012 fiscal year. 

We are optimistic that the Transient Occupancy Tax receipts will show steady growth in this new 
fiscal year, as we remain committed to every opportunity available to us. The goal of our 
branding and marketing plan and sales mission is to increase visibility of the Santa Maria Valley 
as a leisure destination and host city for sports tournaments, fairs and festivals, car shows, wine 
events and more! 

Local and regional partnerships are critical to stretching our marketing dollars to reach our target markets. Our 
commitment to growing relationships with our key contacts remains a priority. More than ever, we endeavor to make the 
most of every opportunity or program that speaks to growing tourism in our city. 

The Bureau has been actively involved in the programs offered through the California Travel and Tourism Commission 
(CTTC), to benefit from free opportunities available through their $50 million budget. The Central Coast Tourism 
Council (CCTC) is another regional marketing resource, and by partnering with our neighbors to the north and south, we 
are able to gain greater visitation from international visitors in the fly/drive market. We have renewed our outreach to the 
film commissioner for Santa Barbara County and are certain our monetary support and upcoming familiarization tour will 
be a 'shot in the arm' for filming in our city. 

The Bureau hosts several programs that have been beneficial and effective to our mission, centering on Hospitality, Ad 
Fulfillment, Special Projects Grants, Visitor Outreach and Sales. Although budget cuts won't allow us to do as much as 
we have in the past, we enter this new fiscal year with creative ideas and out-of-the-box thinking that is a win-win for 
everyone. Outreach will continue to the fly/drive market through the strategic distribution of Santa Maria information at 
key California Welcome Centers. 

Thank you for your support of our goals and objectives in growing visitorship and overnight stays in the Santa Maria 
Valley. We appreciate this opportunity to outline our plans to create revenue and increased Return on Investment for the 
City of Santa Maria. 
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MARKETING OBJECTIVES 2011-2012 
• Continue to support and build the many sectors of the tourism industry, including special events, sports 

tournaments and small to mid-size meetings and conventions; 

• Increase tourism spending by encouraging longer stays through extended business travel and tournament play, to 
include leisure time for friends and family; 

• Maximize cross-promotional opportunities within our membership by offering "added value" to packaging, 
increased seasonal promotions, and continued distribution of tourist information at local Visitor Outreach Centers 
as well as California Welcome Centers; 

• Continue to build brand recognition and visibility among our target audiences by working with regional 
organizations and industry associations including the California Travel and Tourism Commission, Central Coast 
Tourism Council, Santa Barbara County Visitor and Convention Bureau and Film Commission, the Santa Barbara 
County Vintners Association, the Santa Maria Valley Wine Country Association, U.S. Travel Association and the 
California Society of Association Executives. 

• Utilize opportunities to bring filming to the Santa Maria Valley through availability of filming information on 
www.SantaMaria.com as well as increased outreach and support of the Santa Barbara County Film Commission's 
endeavors; 

• Increase the amount of stakeholders that attend industry tradeshows with us to capitalize on opportunities to meet 
key planners in leisure travel, group travel, special events and meetings to increase our visibility as a multi
purpose destination; 

• Reach business leaders and frontline staff members with the message of the importance of providing excellent 
service to our visitors to encourage repeat business, while expanding their knowledge of what there is to see, do 
and taste in the Santa Maria Valley so they can pass the information along to guests and visitors; 

• Keep our hospitality partners informed of opportunities to co-market with the Bureau's promotional programs to 
stretch everyone's marketing dollars. 

ADVERTISING 
The Bureau will place full color ads in two annual travel guides, the California State Visitor Guide and the Central Coast 
Visitor Guide and Map. We will also submit new editorial in these and other publications where Santa Maria Valley 
receives additional coverage to our media buy. Submitting new editorial and supporting it with the use of new 
photographs is a very effective way to reach leisure travelers and the travel trade interested in visitation to California, 
specifically the Central Coast region. 

More and more, we are learning that although it's easy to buy vacation packages online, our overseas visitors prefer to use 
travel agents because there is assurance that they are indeed getting what they are paying for. CCTC maintains a contract 
with Black Diamond to reach the travel trade in the UK specifically. CCTC works with CTTC in hosting a 
Familiarization Tour to the Central Coast - featuring the travel agents from the United Kingdom. The guides for both 
CTTC and CCTC are used heavily by these representatives working with both CTTC and CCTC, so our involvement in 
placing media buys and fresh editorial is extremely beneficial to us, with long-lasting results. This is a huge benefit to us 
as we work to stretch our dollars by participating heavily in the programs offered by these regional organizations. 

Through Certified Folder Display, the Santa Maria community guide will be available this year at the California Welcome 
Center in Pismo Beach, the most visited of all the Welcome Centers in the state. 

In support of our sales blitz in Fresno/Bakersfield, we are looking at buys in the Fresno Bee and Bakersfield Magazine. 
On a local level, we are looking at placement in the base guide and telephone directory for Vandenberg Air Force Base, 
not only to bring business to Santa Maria during launches and other events, but also to support our military personnel in 
need of newcomer/relocation information. 
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Our newly developed e-newsletter will continue to be distributed quarterly enabling us to keep in touch with past 
advertising leads and direct subscribers. Highlights include Hot Deals, Local Flavors, Adventures and Experiences, 
Culture Corner and Exciting Events, showcasing the authentic Santa Maria Valley destination experience with the intent 
of converting new and repeat visitors. The option to subscribe is available on every page of www.SantaMariaVisitor.com 
and sign up sheets are made available at our booth at the tradeshows included in our Sales Mission. 

ONLINE PRESENCE 
The Bureau maintains a strong presence on the Internet, maintaining two websites - www.SantaMariaVisitor.com and 
www.SantaMariaWines.com and the official Santa Maria Style Barbecue blog, www.SantaMariaValleyBBQ.com for the 
promotion of the Santa Maria Valley. Additionally, social media programs continue to be increasingly important in 
reaching potential visitors through Twitter, Facebook and LinkedIn. 

SALES MISSION: TRADESHOWS, CONFERENCES & SALES BLITZES 
Our Sales Mission allows us to: 

o Introduce the Santa Maria Valley attractions to leisure travelers seeking new destinations to discover 
o Develop new business relationships with event planners, the travel trade and industry organizations 
o Increase our visibility within the tourism industry sector 
o Work in conjunction with the California Travel and Tourism Commission and the Central Coast Tourism Council 
o Expand our knowledge of the tourism industry 
o Network with participating presenters, attendees and exhibitors 

What we take away: 
o Face time with potential new visitors 
o Take the opportunity to book business immediately with event planners/travel trade 
o Receive an introduction to new or improved business practices and programs 
o Clarity in determining our competition in the market 

The 2011-12 lineup includes, but is not limited to: 
Meetings Quest in Anaheim (November) 
The Los Angeles Times Travel Show in Los Angeles (January) 
The Conference on Tourism in Sacramento (June) 
Sales Blitzes to meet with new and previous contacts (sports events, associations, AAA offices, event planners) in 
Bakersfield and Fresno. (September and November) 

SPECIAL PROJECTS GRANT PROGRAM 
The Bureau offers event organizers the opportunity to apply for marketing assistance in support of their Santa Maria 
Valley events, programs and projects through the Special Projects Grant program. 

The goal of this program is to increase overnight stays in the Santa Maria Valley, with monies used to promote events in 
our target markets outside of Santa Barbara and San Luis Obispo Counties. Our newly revised program calls for more 
feedback for the Bureau so that we can best use this sponsorship to create the double benefit of promoting the event to 
overnight visitors while also increasing traffic to our local hotels, attractions and restaurants. 

MEDIA RELATIONS 
Mooncatcher Communications will handle the Bureau's media relations program and publicity campaign. For the past 
several years, Christopher Weir and Malei Weir have worked to further our branding and advertising programs through a 
series of dedicated press releases about Santa Maria Valley: California's Sweet Spot. 

Additionally, they develop content for our quarterly e-newsletter and official barbecue blog. In the coming year, 
Mooncatcher Communications will assist the Bureau in a revamp of the SantaMariaWines.com website, which gets a 
huge amount of visitation every month. 

Their expertise in handling all things media related is critical to our success in not only published press releases and 
feature articles, but also filmed segments and radio shows, when possible. 
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IN CLOSING 
Thank you for your continued support of our mis ion to upport and grow tourism in the Santa Maria Valley. Our goal 
continues to be seeking out every opportunity for vi ibility and branding to heighten awareness of what the Santa Maria 
Valley offers for leisure travel special events, meetings/con entions tournament play filming and group tours. 

Everything we do comes back to generating revenue for the City of Santa Maria At this time, the many segments of the 
tourism industry are howing growth in all parts of the tate. We will continue to take every opportunity to grow 
visitation and overnight tays in our city a well. 

Your support of our programs directly benefits the tourism-based businesses in our city as well as thousands of jobs for 
residents and business leaders in our community. 

It is a pleasure to work with you and for you! 

~~ 'dJ.(.IAAe G1aKe~VND~ 
Vi it r and Convention Bureau Manager 
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