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Overview & Goals

The Arroyo Grande Tourism Business Improvement District
(Arroyo Grande TBID) has a planin motion to reach travelers
whose interests and behaviors align with the genuine experi-
ences foundinourarea. These travelers are ready to discover
the magic of Arroyo Grande—a town differentiated by its
charming atmosphere, striking scenery, and access to some
of the Central Coast’s most sought-after experiences.

The Arroyo Grande TBID Advisory Board is made up of
representatives fromlodging or hospitality related
businessesin Arroyo Grande appointed by the City Council.
The TBID helps to promote Arroyo Grande as a travel
destinationandis funded by a 2% assessment charged by
hotels for this purpose.

Marketing Goals:

Position Arroyo Grande as
a travel destination

Increase overnight stays in
Arroyo Grande

Introduce new visitors to
Arroyo Grande




2021-2024 Strategic Plan

In August 2020, the Arroyo Grande TBID finalized their three-year strategic plan defining key impera-
tives, objectives to measure and initiatives to execute. This plan will guide all future marketing efforts

anddirect the organization.

Vision

A thriving community
rootedinauthentic
hospitality and nourished
by astrongeconomy

Values

Truth
Excellence
Teamwork
Community
Impact

Imperatives

Support the Destination

Mission

Tomarket Arroyo Grande as a
desirable travel destination,
create memorable
experiencesand supporta
prosperous economy and
community

Reputation

Transparent
Forward-thinking
Reliable

Humble

Partners

Objectives

Recover/Achieve 2019

Position

Visit Arroyo Grande s the city’s primary source for destination marketing
services and tourism leadership. We are:

Storytellers of the Arroyo Grande tourism experience

Providers of tourism related information and data

Collaborators championing the value of tourism and supporting key
tourismdrivers

Stewards balancing the benefits of tourism with Arroyo Grande’s
quality of life

Initiatives

Alignonandimplementtiered re-opening marketing and

in Tourism Recovery Occupancy Rate communication plan with key partners and stakeholders

and Strengthen Increase Staffing budget Advocate for organizational capacity to ensure theresiliency of AG’s

Organizational Capacity tourism economy

for Future Impact Enhance the tourismindustry’s position and importance in AG’s
economicrecovery

Increase Brand Increase share of county Differentiate AG brand's positionin thelarger SLO CAL travel market

Awareness as a Central
California Destination
of Choice

visitor volume
Increase use of shared
brand assets

Createacontentlibrary andtool kit to influence a unified brand approach
Pursue opportunities for collaborative and aligned promotional
partnerships and messaging

Ensure the Quality of Increase number of visitor Create aframework to evaluate and promote events that generate

our Brand Promise and hoursinmarket new and repeat visitors to the destination

Visitor Experience Increase length of stay Encourage the availability of downtown and highlight opportunities
Designattractive tripitineraries to drive visitation to AG’s portfolio
of experiences

Expand Stakeholder Increase representation Create astakeholder engagement and outreach campaign to

and Community oflodging partners onthe educate and promote the value of the TBID to lodging partners

Engagement to Create a
Collaborative and
Supportive Tourism
Industry

Board

Grow stakeholder
participation
Increaseresident
approval of tourism

Collaborate with stakeholders to design and expand co-operative
marketing programs

Increase the voice of tourism with key governmental, businesses
and community decision makers and leaders




Completed Initiatives

As astrategic planinitiative, Arroyo
Grande TBID in partnership with Visit
SLO CAL, participatedinthe 2021
Equity, Diversity & Inclusion (EDI)
Audience & Asset Alignment Study
conducted by Insights Strategic
Marketing and Research. The study
was designed to help identify gapsin
product offerings and also provided
direction to theimages and messag-
ing that will enable Arroyo Grande
TBID to effectively communicate the
leisure product and invitation to
these audiences.

California Welcome Centers are
strategically located across the state,
staffed with experts who can provide
resources and information that
inspires visitors to explore a destina-
tion's greaterregion. To helpincrease
brand awareness for Arroyo Grande
TBID, avideo shoot was held to
capture assets for anew California
Welcome Center video spot. The
videography and images captured
reflect the diversity of the region and
its visitors. The spot features authen-
tic Arroyo Grande destination
locations and activities including
wineries and tasting rooms, outdoor
vistas and activities, premiere restau-
rants and shops.

Inline with Arroyo Grande TBID content
pillars,a culinary themed itinerary was
developedto help drive visitation to the
website and highlight the area's top
food and beverage offerings to people
inthe trip planning phase. Existing
outdooradventures and family fun
itineraries were also updated with
keywords and relevant content.




Target Audiences

Who are we be speaking to? In previous years, Arroyo Grande TBID built
personas of the visitor profile to craft messages and assets that are
specific to their behaviors and interests (Ex. On-the-Go Eric, Family-
Focused Fiona and Ready-to-Relax Rachel). Instead, Arroyo Grande TBID
aligned with Visit SLO CAL's audience approach for the year, evolving from
specific personas to target “The Purposeful Traveler.”

Whois this audience? Purposeful Travelers live vividly and value simplicity,
keeping life and the mind as uncluttered as possible. Authenticity and being
true to oneself while maintaining strong personal relationships with family
and friends isimportant. Curious and creative, they are open-minded, want
to explore and learn about new things, and seek stimulating experiences.
They arein tune with nature and themselves, doing activities they enjoy.

Generation
39%
2906 25%
7% 7%
Gen Z Millennial Gen X Boomers Pre Boomers

1997-2010 1977-1996 1965-1976  1946-1964 <1946

Ethnicity

. 50% White/Cauc.

30% Hispanic
6% Black/AA
12% Asian

2% Other




Geographic Markets

As the pandemic continues, Arroyo Grande TBID focused on shorter drive markets
throughout California, including the San Francisco Bay Area, Greater Los Angeles and
the Central Valley to generate overnight stays.

San Francisco Bay Area

Los Angeles
(Thousand Oaks, Long Beach)

Central Valley
(Fresno, Visalia, Bakersfield)




Equity, Diversity
& Inclusion

Arroyo Grande TBID is committed to ensuring its work fosters
equity, diversity and inclusion, so that all visitors feel welcome. In
partnership with Visit SLO CAL, the destination participatedina
recent 2021 Equity, Diversity & Inclusion (EDI) Audience & Asset
Alignment Study conducted by Insights Strategic Marketing and
Research. The study was designed to help identify gapsin product
offerings and also provided direction to the images and messaging
that will enable the organization to effectively communicate the
leisure product andinvitation to these audiences.

Arroyo Grande TBID will aim to increase familiarity and awareness
of the destination among five specific audience segmentsinclud-
ing Black travelers, Hispanic travelers, Asian travelers, travelers
with disabilitiesand LGBTQ+ travelers. Messaging will let potential
visitors know that Arroyo Grande is a safe and welcoming
community thatinvites people with diverse backgrounds.

Showed diverse visitorsin advertising and marketing
materials that show people of color in a way that depicts the
destination as welcoming

Developed programmatic video ads (Outdoors, Family,
Culinary) thatinclude audience segment

Utilized EDlimages across all owned channels

Used inclusive language and messaging within
content platforms

Amplified the voices of women-owned and minority-owned
local travel and tourismrelated businesses

Created Instagram/Facebook stories

Positioned Arroyo Grande as a destination with small town
charmand history, with a thriving culinary scene and
outdoor activities that appeal to visitors from all
backgrounds and ethnicities



Why Tourism Matters
in SLO County

Sources: Dean Runyon, Inc., American Road & Transportation Builders Association,
San Luis Obispo County of Education, United States Bureau of Labor Statistics, Tourism Economics




Destination Campaigns

Toinspire travel to Arroyo Grande and build brand awareness, a series of digital ads were
placed programmatically and on social media. Several motion graphics were created to
attract key audiences' attention with movement and messaging covering unique travel
activitiesin the destination.

In September 2021, Arroyo Grande TBID launched its new marketing campaign “Time
Well Spent” that focuses on the destination as a place “where experiences are naturally
more full, more engaging, and more worth your time.” The campaign targets “The
Purposeful Traveler” persona geared towards family, outdoor and culinary activities. To
help build brand awareness and drive hotel bookings, new video assets were utilized to
create three new 15-second programmatic digital ads with voice overs that click thru to
existing “outdoor adventure” and “family fun” itineraries on the website. A new “Time
Well Spent” graphicis an additional layer to the campaign, used both in programmatic
video and custom social media posts.
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Results at a Glance

20% increase

in website visits (sessions)

50% increase

in time on site

34% decrease

in pageviews
20,419 6,589
engagements engagements
Reached 846,845 12,078
through paid media clicks from paid media

Transient Occupancy Tax (TOT)

2021-2022: 2020-2021:  2019-2020: 2018-2019: 2017-2018:
$FPO $519,636 $684,104 $596,208 $576,450
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Email Marketing

Email marketing keeps Arroyo Grande top of mind for
potential travelers and highlights the destination's unique
offerings. This year, the design template was refreshed to
bringinvideo assets to attractreaders’interests. The
monthly newsletteris sent out to an opt-in subscriber
database through Mailchimp with featured content
covering the following:

+  Specificthemes from Arroyo Grande’s key
messaging points

+ Promotion of events, new happenings andlocal
businesses that support tourism

- ltineraries, activities, restaurants,accommodations
and more that build interestin planning an Arroyo
Grande getaway, with URLs that link to the website

E-newsletter Results:

1, 054 email subscribers
8 distributed newsletters
32% average open rate

3.9% average click rate

Industry benchmarks show an average open rate of 20.4%
andclick rate of 2.25%. Source: Mailchimp
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Spring for All

Thare Is 50 much 1o discover in Auroyo Grande. It's tmae 10 s0aX up Ihe sunshine and

experience the good Me. Grab some tickets 10 our jocsl thealre and boogie down 10 beats

from the 1970s. Go tasting at local winoties and broweries. Many aro having spring rolease

evants! Hikes, bices and beaches: Arroyo Grande s perectly located to enjoy i ad. Plan

your advensure this spring! We can't wal 10 walcome you.

It's Showtime

The hotiest lickats of ihe season are

avasablo now r Glark Conter

(1erig A, Be sure to grad

can. Get your g
moua Glenn Miles

roave on
Qreh arch 1)), enjoy &

Shakesgeatsan comedy “Twe!
(Maret 17-195 and dance the

Spring Break

Calling sl lovers of the groat ouldoons!
Arroyo Grande is an easy gateway to
beautitul miles of Calfornia coustline —
moments like thesa are st a faw
Irnutes gway, And cur increcddle trals
and Lake Looex Marina are backoning
all of you hikers and bikers! Make 1t an
sulheriticaly AG adventure this March

ot cowdt: PAmmet 000t

Drinks for All

When in Aroyn Grande, do a4 the
locals do. Enjoy crafty cocktals ot

Mamon i & Kitihnn, S selections al
9, and eab botiomiass
mimasas at Sunday brunch on the
crookside patio at E_ ML ntock
Saloon, Whetever you chooso, thora's
someshing for everyone In out thriving
toodie scono. Coma and savor all the
best in Arroyo Geandal

Poacack

Copyright © 2027 Viae Aoy Geamde, A) 1ghty resenvect

Our maling address is:
PO B0k 72
Armoyo Geande, CA 63421
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Soclial Media

Arroyo Grande TBID developed engaging content onits owned
social media channels (Facebook, Instagram and Twitter) with
the goal to strengthenits brand identity and create awareness
of the destination.

Used new video/photo assetsin social media posts and stories

Developed original content geared towards targeted
personas around local favoritesincluding businesses, history,
people andartisans, etc. that highlighted the friendly and
historic character of the destination

Incorporated Time Well Spent campaign messaging

Shared user-generated content to build audience and to show
authentic experiences

Supportedlocal events

Facebook Results:

6, 039 followers

(4% decrease YOY)

20,419 engagements

(19% increase YOY)

261,774 impressions

(40% increase YOY)

Instagram Results:

3 5 040 followers

(17% increase YOY)

6 o 589 total engagements

(1% increase YOY)

110,019 impressions

25% increase YOY)
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Paid Media

July 2021-February 2022 had strong Allocation Total spend $70,000
performance across all digital platforms: ’

programmatic video and paid search. Co-op Partnership

Programmatic video had over 800,000 Programs (CCTC Sunset

impressions and over 5,000 clicks/visits Co-op, SLO CAL Campaign

to the website. The programmatic buy also Co-Op, South County

tracked visits as a conversion and had over Visitors Guide): 13% Social Media: 9%

5,000 tracked visits. Paid search was
started this year with 96,000 impressions,
and over 7,000 clicks. Performance was
excellentacross the board for Arroyo

Search: 22%

Grande TBID.
Programmatic
Video: 56%
FY 2022 Media Timeline
Social
Search
Video

July Aug Sept Oct Nov Dec Jan Feb Mar Apr May June

2021 2022

*Arroyo Grande TBID leverages its regional partnerships with Central Coast Tourism Counciland Visit SLO CAL forindustry
research and participates inreactive co-op print/digital advertising opportunities throughout the fiscal year.
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Public Relations & Partnerships

Inan effort to differentiate Arroyo Grande TBID’s brand's position in the larger travel market and
continue to increase exposure for the destination through earned media, Arroyo Grande TBID
leveraged its existing tourism partnerships with Visit California, Visit SLO CAL, Highway 1 Discov-
ery Route and Central Coast Tourism Council.

In February, Arroyo Grande TBID partnered with the City of SLO and Highway 1 Discovery Route to
hostapress trip for two journalists who represented lifestyle and culinary outlets including Food
Wine Travel Magazine, the official International Food Wine and Travel Writers Association
Magazine, travel site Wander with Wonder and "SoCal Restaurant Show"in LAon AM 830 KLAA.

Partnerships:

visit .

Ca!ifnrnua

Visit Californiais the state marketing
agency that partners with the state’s
travelindustry to keep California top-of-
mind as a premier travel destination.
Arroyo Grande TBID submitted story
pitches and content for the following
marketing topics:

California’s Holiday Spirit
California’s Sustainable Wineries

Roadside Must Eats
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SAN LUIS OBISPO COUNTY
CALIFORNIA®

Visit SLO CAL is the non-profit county-
wide destination marketing and
management organization for San Luis
Obispo County. They are responsible
for promoting acommunity as an
attractive travel destination and
enhancingits publicimage as adynamic
place to live and work. In addition to
submitting contentabout Arroyo
Grande for use in media pitching and
storylead generation, Arroyo Grande
TBID also partnered withthemon the
following initiatives:

Future Visitor Profile Study

Equity, Diversity & Inclusion Asset
Alignment Study

House of Brands Phase 1

CENTRAL COAST
Cﬂiigof‘b\l'a.

The Central Coast Tourism Councilisa
marketing organization that promotes
the Central Coast of California. Arroyo
Grande TBID submitted content for
the following marketing topics:

Event promotionand content

Sunset co-op
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