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2016 Q1

Occupancy & Room Rates

Q1 Q2 Q3 Q4 YTD

2016 53.6 70.0 61.8

2015 54.5 71.1 79.6 62.6 62.8

(Y/Y) ‐0.9 ‐1.1 #VALUE! #VALUE! ‐1.0

Average Daily Rate
Q1 Q2 Q3 Q4 YTD

2016 $107.25 $112.14 $109.69

2015 $101.80 $116.99 $145.27 $124.84 $109.40

(Y/Y) 5.4% ‐4.2% #VALUE! #VALUE! 0.3%

Revenue Per Available Room
Q1 Q2 Q3 Q4 YTD

2016 $60.17 $87.04 $73.60

2015 $55.56 $83.63 $115.94 $79.15 $69.60

(Y/Y) 8.3% 4.1% #VALUE! #VALUE! 5.8%

Source: Rocky Mountain Lodging Report
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2016 Q1

Tourism Information Centers

Q1 Q2 Q3 Q4 YTD

2016 1,807 3,474 5,281

2015 868 3,065 3,948 5,191 3,933

(Y/Y) 108% 13% ‐100% ‐100% 34%

2016 2,493 3,792 6,285

2015 1,345 3,021 6,901 8,505 4,366

(Y/Y) 85% 26% ‐100% ‐100% 44%

2016 6,859 12,794 19,653

2015 4,799 15,178 13,029 4,799

(Y/Y) #DIV/0! 167% ‐100% ‐100% 310%

2016 4,302 4,302

2015 4,333 6,701 7,891 5,751 11,034

(Y/Y) ‐1% ‐100% ‐100% ‐100% ‐61%

2016 6,453 7,668 14,121

2015 7,080 14,080 13,019 8,707 21,160

(Y/Y) ‐9% ‐46% ‐100% ‐100% ‐33%

2016 1,692 1,274 2,966

2015 1,843 2,095 2,801 1,565 3,938

(Y/Y) ‐8% ‐39% ‐100% ‐100% ‐25%

2016 23,606 29,002 52,608

2015 15,469 33,761 49,738 42,748 49,230

(Y/Y) 53% ‐14% ‐100% ‐100% 7%

*La Bajada VIC closed entire 2nd quarter. **Chamber not providing info, 2nd Quarter reflects April & May info only.

TSF ‐ Plaza

NMTD ‐ La Bajada*

NMTD ‐ Lamy

Chamber Welcome Center**

Visitor Information Centers

TSF ‐ Railyard

TSF ‐ Convention Center
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2016 Q1

Website

Summary 

Traffic is up year over year, buoyed by the new Margarita Trail and Google Trekker content and ongoing 

marketing. Social media referrals are performing at higher levels. While site stickiness remains slightly 

down, there has been strong improvement in visit retention during Q2. Implementation of automated 

email reminders to industry partner about updating their event and business listings is improving the 

quality of third‐party content on the site. 

Key Insights 

 The City Different page remains one of the most‐visited pages (2.4% of traffic), continuing to 

showcase advertising campaign effectiveness in driving traffic to the site. 

 Social media referrals continue improving traffic delivery, but have been slightly less effective at 

generating conversions, probably due to a broader base of referable URLs. 

 The long‐term trend of less traffic to the home page (replaced by more traffic to specific URLs) 

continues, likely due to advertising, inbound social linking, earned media links to the variety of 

new content, and mobile search. 

 Individual conversions are still down slightly YOY, though All Lodging is up, indicating continuing 

traffic to the full set of accommodations pages. 

 The ongoing demographic shift to a younger audience continues, with traffic up 5% below 45 

and down 5% above 55. 

 Mobile, which had been gaining for months, finally overtook Desktop as the leading traffic 

source; there is no expectation of this changing going forward. 

  Page speed continues to stay performant, loading an average of .1 seconds faster than last year.

Action Items 

□ Investigate Conversions and modify/improve/create as necessary to match current site goals 

□ Continue to investigate and improve performance of pages with dynamic content 

□ Continue to improve business partner interaction and content generation tools 

□ Investigate mobile traffic quality and site usage in order to guide future development and 

content 
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2016 Q1

Website: SantaFe.org

Q1 Q2 Q3 Q4 YTD

2016 347,992 307,076 655,068

2015 264,121 290,688 318,721 267,186 554,809

(Y/Y) 32% 6% ‐100% ‐100% 18%

2016 283,874 243,017 526,891

2015 213,548 233,326 254,039 216,892 446,874

(Y/Y) 33% 4% ‐100% ‐100% 18%

2016 2.40 2.62 2.51

2015 2.72 2.73 2.64 1.64 2.73

(Y/Y) ‐12% ‐4% #VALUE! #VALUE! ‐8%

2016 2:32 2:55 2:44

2015 3:03 3:05 2:59 2:32 3:04

(Y/Y) ‐17% ‐6% #VALUE! #VALUE! ‐11%

2016 13.6 14.1 13.9

2015 19.2 15.8 14.1 10.4 17.5

(Y/Y) ‐5.6 ‐1.6 ‐3.6

Total Sessions

Unique Users

Average Pages Per Session

Conversion Rate Percentage

Average Time on Site
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2016 Q1

Website: Blog

Q1 Q2 Q3 Q4 YTD

2016 14,954 11,597 26,551

2015 5,596 6,027 9,148 20,465 11,623

(Y/Y) 167% 92% ‐100% ‐100% 128%

2016 2:15 2:29 2:22

2015 2:12 3:10 2:42 2:56 2:41

(Y/Y) 3% ‐22% #VALUE! #VALUE! ‐12%

2016 7.9 9.2 8.5

2015 7.7 11.6 9.2 6.7 9.7

(Y/Y) 0.2 ‐2.4 #VALUE! ‐1.2

Blog

Page Views

Average Time on Blog

Referrals to Website Percentage (Visitors that clicked through to a non‐Blog page)
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2016 Q1

Newsletters
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2016 Q1

Newsletters: Consumer

Email Consumer
Q1 Q2 Q3 Q4 YTD

2016 144,607 146,015 290,622

2015 126,184 124,387 149,021 146,528 250,571

(Y/Y) 15% 17% ‐100% ‐100% 16%

2016 25,717 25,910 51,627

2015 22,264 21,261 27,482 25,772 43,525

(Y/Y) 16% 22% ‐100% ‐100% 19%

2016 17.8 18.0 17.9

2015 17.6 17.1 18.4 17.6 17.7

(Y/Y) 0.2 0.9 #VALUE! #VALUE! 0.2

2016 75,190 77,379 152,569

2015 49,559 49,117 77,034 75,816 98,676

(Y/Y) 52% 58% ‐100% ‐100% 55%

2016 15,144 15,099 30,243

2015 9,511 8,921 16,153 14,939 18,432

(Y/Y) 59% 69% ‐100% ‐100% 64%

2016 20.1 19.5 19.8

2015 19.2 18.2 21.0 19.7 18.7

(Y/Y) 0.9 1.3 1.1

Sent: Happenings  

Opened: Happenings 

Open Rate: Happenings (Quarterly Average Percentage)

Sent: Deals & Specials

Opened: Deals & Specials

Open Rate: Deals & Specials (Quarterly Average Percentage)
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2016 Q1

Newsletters: Industry

Email Industry
Q1 Q2 Q3 Q4 YTD

2016 3,294 3,369 6,663

2015 2,777 3,181 3,334 3,256 5,958

(Y/Y) 19% 6% ‐100% ‐100% 12%

2016 1,041 1,097 2,138

2015 1,015 1,032 1,072 1,062 2,047

(Y/Y) 3% 6% ‐100% ‐100% 4%

2016 31.6 33.4 32.5

2015 36.6 32.4 32.2 32.6 33.5

(Y/Y) ‐5.0 1.0 #VALUE! #VALUE! ‐2.0

2016 3,304 3,376 6,680

2015 2,766 3,190 3,355 3,281 5,956

(Y/Y) 19% 6% ‐100% ‐100% 12%

2016 1,051 1,121 2,172

2015 1,025 1,139 1,212 1,081 2,164

(Y/Y) 3% ‐2% ‐100% ‐100% 0%

2016 31.8 33.4 32.6

2015 37.1 35.7 36.1 32.9 36.4

(Y/Y) ‐5.3 ‐2.3 #VALUE! #VALUE! ‐3.8

Opened: Marketing Report 

Open Rate: Marketing Report (Quarterly Average Percentage)

Sent: Sales Report 

Sent: Marketing Report 

Opened: Sales Report 

Open Rate: Sales Report (Quarterly Average Pecentage)
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2016 Q1

Public Relations
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2016 Q1

Public Relations

Q1 Q2 Q3 Q4 YTD

2016 71 74 145

2015 57 49 120 177 106

(Y/Y) 25% 51% ‐100% ‐100% 37%

2016 9 10 19

2015 10 19 14 13 29

(Y/Y) ‐10% ‐47% ‐100% ‐100% ‐34%

2016 24 17 41

2015 26 16 37 33 42

(Y/Y) ‐8% 6% ‐100% ‐100% ‐2%

2016 430 416 846

2015 380 419 705 432 799

(Y/Y) 13% ‐1% ‐100% ‐100% 6%

2016 $9,445,405 $6,477,152 $15,922,557

2015 $4,657,162 $6,283,711 $8,296,881 $6,635,488 $10,940,873

(Y/Y) 103% 3% ‐100% ‐100% 46%

Earned Media

Public Relations

Media Contacts

Pitches

Press Releases

Media Visits
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2016 Q1

Social Media
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2016 Q1

Social Media: Facebook

Facebook
Q1 Q2 Q3 Q4 YTD

2016 48,678 51,373 51,373

2015 36,860 37,670 38,913 45,322 37,670

(Y/Y) 32% 36% ‐100% ‐100% 36.4%

2016 28,720 30,824 30,824

2015 21,791 28,552

(Y/Y) #DIV/0! #DIV/0! ‐100% ‐100% #DIV/0!

2016 56,198 45,343 101,541

2015 16,874 15,970 22,293 86,546 32,844

(Y/Y) 233% 184% ‐100% ‐100% 209.2%

2016 197,205 199,594 396,799

2015 75,155 72,529 77,843 264,060 147,684

(Y/Y) 162% 175% ‐100% ‐100% 168.7%

2016 109,016 115,959 224,975

2015 49,041 145,334

(Y/Y) #DIV/0! #DIV/0! ‐100% ‐100% #DIV/0!

2016 5,692 4,893 10,585

2015 3,165 2,151 15,149 11,448 5,316

(Y/Y) 80% 127% ‐100% ‐100% 99.1%

**Non‐Residents are defined as Facebook users who identify their location outside of a 2‐hour radius of Santa Fe.

People Talking About This

Engagement*

Non‐Resident Engagement **

Website Referrals

Page Followers

Non‐Resident Page Followers **

*TSF began reporting Engagement in Q3 of 2015, Y/Y will normalize after 1 year. Engagement 

includes total number of Facebook actions: likes, shares, clicks, or comments.
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2016 Q1

Social Media: Twitter

Q1 Q2 Q3 Q4 YTD

2016 10,372          10,858          ‐                    ‐                   10,858         

2015 8,433            9,144            9,542           9,952          9,144           

(Y/Y) 23% 19% ‐100% ‐100% 18.7%

2016 4,652            4,848            ‐                    ‐                   9,500           

2015 2,724            5,948            4,716           3,008          8,672           

(Y/Y) 71% ‐18% ‐100% ‐100% 9.5%

2016 354,800        436,500        ‐                    ‐                   791,300       

2015 223,000        525,000        359,100       430,000      748,000       

(Y/Y) 59% ‐17% ‐100% ‐100% 5.8%

2016 228                342                ‐                    ‐                   570               

2015 99                  159                136               163              258               

(Y/Y) 130% 115% ‐100% ‐100% 120.9%

*Engagement includes Retweets, Favorites, Replies, and  Link Clicks.

Twitter

Followers

Website Referrals

Engagement*
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2016 Q1

Social Media: Instagram & Pinterest

Q1 Q2 Q3 Q4 YTD

2016 7,880            10,500          ‐                    ‐                   10,500         

2015 1,675            2,856            4,142           5,866          2,856           

(Y/Y) 370% 268% ‐100% ‐100% 267.6%

Q1 Q2 Q3 Q4 YTD

2016 2,056            2,145            ‐                    ‐                   2,145           

2015 1,704            1,825            1,950           1,968          1,825           

(Y/Y) 21% 18% ‐100% ‐100% 17.5%

2016 143                180                ‐                    ‐                   323               

2015 116                116                140               109              232               

(Y/Y) 23% 55% ‐100% ‐100% 39.2%

Followers
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2016 Q1

Social Media: YouTube

Q1 Q2 Q3 Q4 YTD

2016 214                239                ‐                    ‐                   239               

2015 145                154                172               188              154               

(Y/Y) 48% 55% ‐100% ‐100% 55.2%

2016 9,259            7,219            ‐                    ‐                   16,478         

2015 2,819            2,685            3,276           4,499          5,504           

(Y/Y) 228% 169% ‐100% ‐100% 199.4%

Subscribers

Views
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2016 Q1

Trip Advisor DMO Page

Trip Advisor
Q1 Q2 Q3 Q4 YTD

Pageviews

2016 36,302          39,266          ‐                    ‐                   75,568         

2015 57,215          50,932          40,608         27,268        108,147       

Y/Y ‐37% ‐23% ‐100% ‐100% ‐30.1%

Interaction Rate Percentage

2016 7.3 3.9 5.6

2015 8.6 8.2 8.2 6.1 8.4

Y/Y ‐1.4 ‐4.3 #VALUE! #VALUE! ‐2.8

Website Referrals

2016 1,439            131                ‐                    ‐                   1,570           

2015 2,115            2,705            2,246           1,295          4,820           

Y/Y ‐32% ‐95% ‐100% ‐100% ‐67.4%
*In April 2016 Trip Advisor modified the method for tracking website referrals. The new method is not a 

cumulative total of referrals from desktop, mobile device and app, as was previously reported. Now 

only tracks desktop numbers.
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