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2016 Q3

Occupancy & Room Rates

Q1 Q2 Q3 Q4 YTD

2016 53.6 70.0 83.0 68.9

2015 54.5 71.1 79.6 62.6 68.4

(Y/Y) ‐0.9 ‐1.1 3.4 #VALUE! 0.5

Average Daily Rate
Q1 Q2 Q3 Q4 YTD

2016 $107.25 $112.14 $149.92 $123.10

2015 $101.80 $116.99 $145.27 $124.84 $121.35

(Y/Y) 5.4% ‐4.2% 3.2% #VALUE! 1.4%

Revenue Per Available Room
Q1 Q2 Q3 Q4 YTD

2016 $60.17 $87.04 $124.51 $90.57

2015 $55.56 $83.63 $115.94 $79.15 $85.04

(Y/Y) 8.3% 4.1% 7.4% #VALUE! 6.5%

Source: Rocky Mountain Lodging Report

Occupancy Rate Percentage
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2016 Q3

Tourism Information Centers

Q1 Q2 Q3 Q4 YTD

2016 1,807 3,474 3,468 8,749

2015 868 3,065 3,948 5,191 7,881

(Y/Y) 108% 13% ‐12% ‐100% 11%

2016 2,493 3,792 4,337 10,622

2015 1,345 3,021 6,901 8,505 11,267

(Y/Y) 85% 26% ‐37% ‐100% ‐6%

2016 6,859 12,794 16,388 36,041

2015 4,799 15,178 13,029 19,977

(Y/Y) #DIV/0! 167% 8% ‐100% 80%

2016 4,302 4,302

2015 4,333 6,701 7,891 5,751 18,925

(Y/Y) ‐1% ‐100% ‐100% ‐100% ‐77%

2016 6,453 7,668 8,343 22,464

2015 7,080 14,080 13,019 8,707 34,179

(Y/Y) ‐9% ‐46% ‐36% ‐100% ‐34%

2016 1,692 1,274 2,966

2015 1,843 2,095 2,801 1,565 6,739

(Y/Y) ‐8% ‐39% ‐100% ‐100% ‐56%

2016 23,606 29,002 32,536 85,144

2015 15,469 33,761 49,738 42,748 98,968

(Y/Y) 53% ‐14% ‐35% ‐100% ‐14%

*La Bajada VIC closed entire 2nd & 3rd quarter. **Chamber not providing info, 2nd Quarter reflects April & May info only.

TSF ‐ Convention Center

TOTAL Visitors

TSF ‐ Plaza

NMTD ‐ La Bajada*

NMTD ‐ Lamy

Chamber Welcome Center**
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Website
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2016 Q3

Website: SantaFe.org

Q1 Q2 Q3 Q4 YTD

2016 347,992 307,076 369,539 1,024,607

2015 264,121 290,688 318,721 267,186 873,530

(Y/Y) 32% 6% 16% ‐100% 17%

2016 283,874 243,017 295,042 821,933

2015 213,548 233,326 254,039 216,892 700,913

(Y/Y) 33% 4% 16% ‐100% 17%

2016 2.40 2.62 2.35 2.46

2015 2.72 2.73 2.64 1.64 2.70

(Y/Y) ‐12% ‐4% ‐11% #VALUE! ‐9%

2016 2:32 2:55 2:32 2:40

2015 3:03 3:05 2:59 2:32 3:02

(Y/Y) ‐17% ‐6% ‐15% #VALUE! ‐12%

2016 13.6 14.1 11.2 13.0

2015 19.2 15.8 14.1 10.4 16.3

(Y/Y) ‐5.6 ‐1.6 ‐2.9 ‐3.4

Total Sessions

Unique Users

Average Pages Per Session

Conversion Rate Percentage

Average Time on Site
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2016 Q3

Website: Blog

Q1 Q2 Q3 Q4 YTD

2016 14,954 11,597 17,225 43,776

2015 5,596 6,027 9,148 20,465 20,771

(Y/Y) 167% 92% 88% ‐100% 111%

2016 2:15 2:29 2:37 2:27

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

(Y/Y) 3% ‐22% ‐3% #VALUE! ‐9%

2016 7.9 9.2 8.3 8.4

2015 7.7 11.6 9.2 6.7 9.5

(Y/Y) 0.2 ‐2.4 ‐1.0 #VALUE! ‐1.1

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 Q3

Newsletters

Summary: 

Consumer – Open rates were slightly lower year over year but are still industry‐competitive. List sizes 

continue to increase slowly but surely. 

Industry – Open rates were slightly lower year over year, but remain industry‐competitive.  

 

Key Insights: 

 The two Q3 “to all” consumer e‐blasts also had lower open rates than those sent in Q2. The 

lower open rate is a cross‐cutting trend for this quarter. 

 Email remained the second‐largest source of campaign traffic to the site, though it did not 

perform as well as last year. 

 The Autumn seasonal newsletter, "Santa Fe is a different kind of fall getaway," was sent in mid‐

August and had an open rate of 22.9% ‐ up 1% year over year. This bucked the downward trend 

for all other consumer‐facing newsletters during Q3 and compares favorably with open rates 

from the previous seasons (22% Winter 2015, 21% Spring 2016, and 23% Summer 2016). 

 

Action Items: 

□ Implement new newsletter templates with better mobile friendliness and new social sharing 

functionality. 

□ Investigate falling open rates on both consumer and industry‐facing emails. 
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2016 Q3

Newsletters: Consumer

Email Consumer
Q1 Q2 Q3 Q4 YTD

2016 144,607 146,015 146,783 437,405

2015 126,184 124,387 149,021 146,528 399,592

(Y/Y) 15% 17% ‐2% ‐100% 9%

2016 25,717 25,910 24,777 76,404

2015 22,264 21,261 27,482 25,772 71,007

(Y/Y) 16% 22% ‐10% ‐100% 8%

2016 17.8 18.0 16.9 17.6

2015 17.6 17.1 18.4 17.6 17.7

(Y/Y) 0.2 0.9 ‐1.5 #VALUE! ‐0.1

2016 75,190 77,379 80,387 232,956

2015 49,559 49,117 77,034 75,816 175,710

(Y/Y) 52% 58% 4% ‐100% 33%

2016 15,144 15,099 14,637 44,880

2015 9,511 8,921 16,153 14,939 34,585

(Y/Y) 59% 69% ‐9% ‐100% 30%

2016 20.1 19.5 18.3 19.8

2015 19.2 18.2 21.0 19.7 19.5

(Y/Y) 0.9 1.3 ‐2.7 0.3

Opened: Deals & Specials

Open Rate: Deals & Specials (Quarterly Average Percentage)

Sent: Happenings  

Opened: Happenings 

Open Rate: Happenings (Quarterly Average Percentage)

Sent: Deals & Specials
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2016 Q3

Newsletters: Industry

Email Industry
Q1 Q2 Q3 Q4 YTD

2016 3,294 3,369 3,428 10,091

2015 2,777 3,181 3,334 3,256 9,292

(Y/Y) 19% 6% 3% ‐100% 9%

2016 1,041 1,097 1,024 3,162

2015 1,015 1,032 1,072 1,062 3,119

(Y/Y) 3% 6% ‐4% ‐100% 1%

2016 31.6 33.4 30.2 31.7

2015 36.6 32.4 32.2 32.6 33.7

(Y/Y) ‐5.0 1.0 ‐2.0 #VALUE! ‐2.0

2016 3,304 3,376 3,433 10,113

2015 2,766 3,190 3,355 3,281 9,311

(Y/Y) 19% 6% 2% ‐100% 9%

2016 1,051 1,121 1,100 3,272

2015 1,025 1,139 1,212 1,081 3,376

(Y/Y) 3% ‐2% ‐9% ‐100% ‐3%

2016 31.8 33.4 32.1 32.4

2015 37.1 35.7 36.1 32.9 36.3

(Y/Y) ‐5.3 ‐2.3 ‐4.0 #VALUE! ‐3.9

Sent: Marketing Report 

Opened: Sales Report 

Open Rate: Sales Report (Quarterly Average Pecentage)

Opened: Marketing Report 

Open Rate: Marketing Report (Quarterly Average Percentage)

Sent: Sales Report 
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2016 Q3

Public Relations
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2016 Q3

Public Relations

Q1 Q2 Q3 Q4 YTD

2016 71 74 167 312

2015 57 49 120 177 226

(Y/Y) 25% 51% 39% ‐100% 38%

2016 9 10 12 31

2015 10 19 14 13 43

(Y/Y) ‐10% ‐47% ‐14% ‐100% ‐28%

2016 24 17 18 59

2015 26 16 37 33 79

(Y/Y) ‐8% 6% ‐51% ‐100% ‐25%

2016 430 416 428 1,274

2015 380 419 705 432 1,504

(Y/Y) 13% ‐1% ‐39% ‐100% ‐15%

2016 $9,445,405 $6,477,152 $8,178,108 $24,100,665

2015 $4,657,162 $6,283,711 $8,296,881 $6,635,488 $19,237,754

(Y/Y) 103% 3% ‐1% ‐100% 25%

Pitches

Press Releases

Media Visits

Media Contacts

Public Relations

Earned Media
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2016 Q3

Social Media
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2016 Q3

Social Media: Facebook

Facebook
Q1 Q2 Q3 Q4 YTD

2016 48,678 51,373 53,327 53,327

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

(Y/Y) 32% 36% 37% ‐100% 37.0%

2016 28,720 30,824 31,462 31,462

2015 21,791 28,552 21,791

(Y/Y) #DIV/0! #DIV/0! 44% ‐100% 44.4%

2016 56,198 45,343 42,342 143,883

2015 16,874 15,970 22,293 86,546 55,137

(Y/Y) 233% 184% 90% ‐100% 161.0%

2016 197,205 173,801 181,678 552,684

2015 75,155 72,529 77,843 264,060 225,527

(Y/Y) 162% 140% 133% ‐100% 145.1%

2016 109,016 107,253 103,952 320,221

2015 49,041 145,334 49,041

(Y/Y) #DIV/0! #DIV/0! 112% ‐100% 553.0%

2016 5,692 4,893 6,014 16,599

2015 3,165 2,151 15,149 11,448 20,465

(Y/Y) 80% 127% ‐60% ‐100% ‐18.9%

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

Page Followers

Non‐Resident Page Followers **

People Talking About This

Engagement*

Non‐Resident Engagement **

Website Referrals

0

10,000

20,000

30,000

40,000

50,000

60,000

JA
N

FE
B

M
A
R

A
P
R

M
A
Y

JU
N

JU
L

A
U
G

SE
P

O
C
T

N
O
V

D
EC

Page Followers

Total Followers Non‐Resident Followers

0

20,000

40,000

60,000

80,000

100,000

JA
N

FE
B

M
A
R

A
P
R

M
A
Y

JU
N

JU
L

A
U
G

SE
P

O
C
T

N
O
V

D
EC

Engagement

Total Engagment Non‐Resident Engagement

Quarterly Report  13



2016 Q3

Social Media: Twitter

Q1 Q2 Q3 Q4 YTD

2016 10,372          10,858          11,354         ‐                   11,354         

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

(Y/Y) 23% 19% 19% ‐100% 19.0%

2016 4,652            4,848            4,651           ‐                   14,151         

2015 2,724            5,948            4,716           3,008          13,388         

(Y/Y) 71% ‐18% ‐1% ‐100% 5.7%

2016 354,800        436,500        356,700       ‐                   1,148,000   

2015 223,000        525,000        359,100       430,000      1,107,100   

(Y/Y) 59% ‐17% ‐1% ‐100% 3.7%

2016 228                342                589               ‐                   1,159           

2015 99                  159                136               163              394               

(Y/Y) 130% 115% 333% ‐100% 194.2%

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

Followers

Website Referrals

Engagement*

Impressions

Twitter

 ‐

 2,000

 4,000

 6,000

 8,000

 10,000

 12,000

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Followers

2016

2015

 ‐

 1,000

 2,000

 3,000

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Engagement

2016

2015

Quarterly Report  14



2016 Q3

Social Media: Instagram & Pinterest

Q1 Q2 Q3 Q4 YTD

2016 7,880            10,500          12,400         ‐                   12,400         

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

(Y/Y) 370% 268% 199% ‐100% 199.4%

Q1 Q2 Q3 Q4 YTD

2016 2,056            2,145            2,229           ‐                   2,229           

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

(Y/Y) 21% 18% 14% ‐100% 14.3%

2016 143                180                216               ‐                   539               

2015 116                116                140               109              372               

(Y/Y) 23% 55% 54% ‐100% 44.9%

Pinterest

Followers

Website Referrals
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2016 Q3

Social Media: YouTube

Q1 Q2 Q3 Q4 YTD

2016 214                239                275               ‐                   275               

2015 145                154                172               188              172               

(Y/Y) 48% 55% 60% ‐100% 59.9%

2016 9,259            7,219            15,885         ‐                   32,363         

2015 2,819            2,685            3,276           4,499          8,780           

(Y/Y) 228% 169% 385% ‐100% 268.6%

Subscribers

Views
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2016 Q3

Trip Advisor DMO Page

Trip Advisor
Q1 Q2 Q3 Q4 YTD

Pageviews

2016 36,302          39,266          69,882         ‐                   145,450       

2015 57,215          50,932          40,608         27,268        148,755       

Y/Y ‐37% ‐23% 72% ‐100% ‐2.2%

Interaction Rate Percentage

2016 7.3 3.9 1.3 4.2

2015 8.6 8.2 8.2 6.1 8.4

Y/Y ‐1.4 ‐4.3 ‐7.0 #VALUE! ‐4.2

Website Referrals

2016 1,439            131                37                 ‐                   1,570           

2015 2,115            2,705            2,246           1,295          7,066           

Y/Y ‐32% ‐95% ‐98% ‐100% ‐77.8%
cumulative total of referrals from desktop, mobile device and app, as was previously reported. Now 

only tracks desktop numbers. We are currently working with TripAdvisor on the best method to report 

metrics.
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S A N TA  F E  Q U A R T E R LY  R E P O R T   
J U LY  -  S E P T E M B E R  2 0 1 6

FUSE IDEAS

1



S U M M A R Y
• This report includes performance and results from the first quarter 

of TOURISM Santa Fe’s FY17 campaign (July 1, 2016 - September 
30, 2016), including an incremental buy that ran in Austin from 
June to July

2



K E Y  I N S I G H T S
• The digital campaign from July 

1 to September 30 generated 
23.4M impressions and 87,242 
clicks - an overall .37% click 
rate (0.10% benchmark) 

• “Arts” was the best performing 
creative generating a 0.40% 
click rate, followed by 
“Cuisine” and “Retail” with 
0.24% click rates  

• AdTheorent generated the 
best performing CTR at 0.88%, 
followed by Sharethrough with 
0.52% CTR, then Tremor Video 
with a 0.46% CTR 3



P R I N T

4



A U S T I N  M O N T H LY  -  J U LY  &  A U G U S T
• Buy Summary: 

• FP4C in Travel section, custom editorial, e-blast, 
digital banners, and custom digital editorial 

• Target Market: Austin, TX 

• Impressions: 272,000 

• Digital Impressions: 151,655 

• Investment: $8,200

6
* Please note numbers include data from Austin Initiative 



P H O E N I X  M A G A Z I N E  -  S E P T E M B E R
• Buy Summary: 

• FP4C with 4 page editorial feature on Santa Fe 
as a “Great Escape”, e-blasts, social media 
“shares” and website sponsored content 

• Target Market: Phoenix, AZ 

• Impressions: 78,000 

• Investment: $5,750

6



D I G I TA L

7



A D A R A  -  J U LY  T O  S E P T E M B E R
• Buy Summary 

• Pre-roll Video, Programmatic Desktop and Mobile Banners 

• Target Market: Austin, Denver, Amarillo, Phoenix, Colorado 
Springs, Seattle, Los Angeles, NYC, Dallas, Houston, 
Chicago 

• Impressions: 5,778,347 

• Investment: $50,467.33 

• eCPM: $8.73

8* Please note numbers include data from Austin Initiative 



A D T H E O R E N T  -  J U LY  A N D  S E P T E M B E R
• Buy Summary 

• Rich Media Mobile Expandable and Interstitial Units 

• Target Market: Austin, Colorado Springs, Denver, 
Phoenix, Seattle, Los Angeles, Amarillo, Dallas, Houston, 
Chicago, New York 

• Impressions: 6,606,896 

• Investment: $41,111.12 

• eCPM: $6.22

9* Please note numbers include data from Austin Initiative 



A M O B E E  -  A U G U S T  &  S E P T E M B E R
• Buy Summary 

• Contextually Targeted Desktop and Mobile Banners 

• Target Market: Colorado Springs, Denver, Phoenix, Seattle, Los 
Angeles, Amarillo, Dallas, Houston, Chicago, New York 

• Impressions: 6,126,246 

• Investment: $20,000 

• eCPM: $3.26

10



M A G N E T I C  -  A U G U S T  &  S E P T E M B E R
• Buy Summary 

• Search Retargeting; Desktop and Mobile Banners 

• Target Market: Colorado Springs, Denver, Phoenix, 
Seattle, Los Angeles, Amarillo, Dallas, Houston, 
Chicago, New York 

• Impressions: 2,538,523 

• Investment: $10,000 

• eCPM: $3.94

11



S H A R E T H R O U G H  -  S E P T E M B E R
• Buy Summary 

• Native in-feed units promoting Margarita Trail and Fall Getaway 

• Target Market: Colorado Springs, Denver, Phoenix, Seattle, Los Angeles, Amarillo, 
Dallas, Houston, Chicago, New York  

• Impressions: 1,131,901 

• Investment: $20,000 

• eCPM: $17.67 

• Campaign extended through 10/10, full performance metrics to be completed in 
October

12



T R E M O R  V I D E O  -  S E P T E M B E R
• Buy Summary 

• Pre-roll video with 
graphic bug 

• Target Market: 
Colorado Springs, 
Denver, Phoenix, 
Seattle, Los 
Angeles, Amarillo, 
Dallas, Houston, 
Chicago, New York  

• Impressions: 
426,840 

• Investment: $10,000 

• eCPM: $23.43

12



T R I P  A D V I S O R  -  J U LY  T O  S E P T E M B E R
• Buy Summary 

• Standard Display, 
Sponsorship and 
Content 

• Target Market: 
Colorado Springs, 
Denver, Phoenix, 
Seattle, Los 
Angeles, Amarillo, 
Dallas, Houston, 
Chicago, New 
York  

• Impressions: 
665,270  

• Investment: 
$22,500 

• eCPM: $33.82 12



S E M

24



C O N S U M E R  &  M I C E  
( J U LY  -  S E P T E M B E R )

• Buy Summary 

• Santa Fe Related Keywords across 12 different campaigns 

• Target Market: Denver, Amarillo, Phoenix, Colorado Springs, 
Seattle, Las Angeles, NYC, Dallas, Houston, Chicago and Austin 

• Impressions: 1,230,496 

• Investment: $23,779.49 

• eCPC: $1.77

25



O T H E R

26



G O  N E W  M E X I C O  T R AV E L  P L A N N E R
• Buy Summary 

• 492 names, emails and addresses of 
people requesting Santa Fe 
information 

• Target Market: Colorado Springs, 
Denver, Phoenix, Seattle, Los 
Angeles, Amarillo, Dallas, Houston, 
Chicago, New York 

• 24,785 impressions 

• 189 clicks to http://santafe.org/

27



A U S T I N  I N I T I AT I V E  R E S U LT S

• During the flight dates of June 1 to July 31, Austin TX was the #3 market for 
incoming website traffic after Albuquerque-Santa Fe NM and Dallas, TX 
(compared to #12 in June/July 2015) 

• June/July 2016 experienced a 421% increase in web sessions from Austin 
compared to June/July 2015 

• 62% of the web traffic being driven by AdTheorent Rich Media mobile units 
during June/July push 

• Direct traffic from Austin is up 173% YoY, and Organic Search traffic is up 
19% YoY for the 2 month period
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Austin TX Initiative 
launched



N E X T  S T E P S

• Consider auto-optimizing 
banner rotations based on 
best performing in new 
Google DCM ad server 

• Continue to optimize SEM 
towards most efficient CPC 

• Rotate in new History 
banners
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T H A N K  Y O U
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