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

of TOURISM Santa Fe’s FY17 campaign (January 1, 2017 - March 
31, 2017)
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K E Y  I N S I G H T S
• Total media spend for Q1 2017 was $101,340 (-70% Y/Y) with 

$84,797 being spent in digital media (-63% Y/Y) 

• During the Jan-Mar (Q1) period, there was lighter focus on 
the general branding campaign and a heavier focus on the 
“Kids Free” Spring Break promotion, with 45% of the media 
budget allocated to Kids Free 

• The decrease in media spent in Q1 2017 was done by 
design to place a heavier emphasis on Spring media 
starting 4/1 to influence summer/fall travel; as a result of the 
decreased spend, there was a 56% decrease in impression 
delivery during this timeframe 

• The Q1 2017 digital campaign delivered 10.5M impressions 
and generated 22K qualified visits to the Santa Fe landing 
pages - a 0.21% competed visit rate (CVR), a level mark from 
Q4 

• The “Kids Free” Spring Break promotion was very 
successful, with elevated Y/Y increases in all KPIs 

• “History” and “Outdoor” were the best performing 
creatives generating a 0.23% click rate, followed by “Retail” 
with a 0.22% click rate; the Kids Promotion banners 
generated a 0.25% click rate 

• Despite a light quarter for media delivery, TripAdvisor was 
the best performing vendor at a 0.24% CVR 3



P R I N T
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E N D L E S S  VA C AT I O N  -  F E B R U A R Y  &  M A R C H

• Buy Summary: 

• HP4C in the Spring 
2017 Issue with Bonus 
Branded Content, 
Tablet Edition, 
Microsite Featured 
Showcase, and 
Reader Service/Lead 
Generation 

• Target Market: West 
of Mississippi  

• Investment: $9,485 

• Circulation: 1,274,000  

• 107 microsite visits as 
of 3/31/17 5



S P R I N G S  M A G A Z I N E  -  M A R C H

• Buy Summary: 

• FP4C in Spring 
Issue Package with 
Bonus Advertorial 
and Website 
Banners 

• Target Market: 
Colorado Springs 

• Investment: $2,700 

• Circulation: 25,000
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D I G I TA L  ( B R A N D I N G )
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A D A R A  -  M A R C H
• Desktop and Mobile Display 

Banners 

• Targeting was optimized in March to 
focus on search & site retargeting 
rather than prospecting 

• Search RT: Active searchers of 
Santa Fe, Albuquerque and 
New Mexico destinations from 
key drive, fly and priority 
markets  

• Site RT: Banners served to users 
who have previously visited the 
site 

• Investment: $2,000 

• Impressions: 267,190  

• eCPM: $7.49 (-6% Q/Q) 

• Landing Page Visits: 625  

• CVR: 0.23% (+155% Q/Q)
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T R I P  A D V I S O R  -  J A N U A R Y  T O  M A R C H
• Standard Display, 

Sponsorship and Content 

• Targeting: Santa Fe & 
New Mexico Destination 
Content 

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

• Investment: $18,750 

• Impressions: 592,832  

• eCPM: $31.63 (-2% Q/Q) 

• Visits: 3,380 

• CVR: 0.57% (+148% Q/Q)
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“ K I D S  F R E E ”  S P R I N G  
B R E A K  P R O M O T I O N
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“ K I D S  F R E E ”  C A M PA I G N  S U M M A R Y
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Period Investment Impressions eCPM Clicks CTR Visits CVR

FY17 $45,000 9,477,774 $4.75 23,771 0.25% 18,135 0.19%

FY16 $42,300 6,263,789 $6.75 5,383 0.09% 3,642 0.06%

Y /Y 6% 51% -30% 342% 178% 398% 217%

• With a 6% increase in overall budget and a shift to 100% digital 
media strategy this year, the Spring Break 2017 promotion resulted 
in marked Y/Y increases across all measured KPIs 

• A 50% increase in digital media spend Y/Y resulted in a 64% 
increase in digital impression delivery



PA N D O R A  -  J A N U A R Y  &  F E B R U A R Y
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• Streaming Audio & Banners 

• Targeting: Females with 
children in HH ages 6-11 

• Target Market: El Paso-Las 
Cruces, Colorado Springs-
Pueblo, Denver, Lubbock, 
Amarillo, Dallas-Ft Worth  

• Investment: $20,000 

• Impressions: 2,477,760  

• eCPM: $8.07 

• Visits: 1,343 (0.05% CVR) 

• CVR: 0.05%



R G M  -  J A N U A R Y  &  F E B R U A R Y

10

• Desktop Display Banners 

• Targeting: Moms with children under 
17; Travel and epicurean content 
targeting 

• Target Market: El Paso-Las Cruces, 
Colorado Springs-Pueblo, Denver, 
Lubbock, Amarillo, Dallas-Ft Worth 

• Investment: $10,000 

• Impressions: 1,943,090  

• eCPM: $5.15 

• Visits: 9,177 (0.47% CVR) 

• CVR: 0.47%



M A G N E T I C  -  J A N U A R Y  T O  M A R C H
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• Desktop/Mobile display banners 

• Targeting: Search RT Keywords 
from Consumer Campaign 

• Target Market: El Paso-Las 
Cruces, Colorado Springs-
Pueblo, Denver, Lubbock, 
Amarillo, Dallas-Ft Worth 

• Investment: $15,000 

• Impressions: 3,870,467  

• eCPM: $3.88 (-5% Q/Q) 

• Visits: 7,615 (0.20% CVR) 

• CVR: 0.20% (+66% Q/Q)



S E M
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C O N S U M E R  B R A N D E D / B R A N D  P I L L A R S  
( J A N U A R Y- M A R C H )

• Santa Fe Related Keywords across 2 
different campaigns 

• Note: Campaign organization 
changed in November from 12 
groups to 2 groups, Branded & 
Brand Pillars, with sub-ad groups 
created under each campaign 

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

• Investment: $8,102.57 

• Impressions: 130,544 

• eCPC: $3.25 (+47% Q/Q) 

• Clicks: 2,495  

• CTR: 1.91% CTR (+40% Q/Q)
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Best Performing Ads



O T H E R
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G O - N E W  M E X I C O  T R AV E L  P L A N N E R  
( L E A D  G E N )

• 771 names, emails and addresses of people requesting 
Santa Fe information (+122% Q/Q) 

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

• 43,159 impressions 

• Investment: $2,500 for the entire year 

• $0.81 cost per lead

17



A L B U Q U E R Q U E  V I S I T O R S  G U I D E  -  
J A N U A R Y  T O  M A R C H

• Buy Summary: 

• FP4C in the 2017 Albuquerque Visitors Guide 

• Target Market: Visitors of Albuquerque, NM 

• Circulation: 300,000 

• Investment: booked client direct 

• *Please Note: No tearsheet currently available since it is 
not distributed outside of Albuquerque (client to provide 
or upon request)
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N E W  M E X I C O  M A G A Z I N E  -  J A N U A R Y  
T O  M A R C H

• FP4C in New Mexico Monthly, full year 
run 

• Target Market: Subs in New Mexico & 
surrounding states 

• Circulation: 70,000 per month 

• Impressions: 200,000 digital readers; 
53,802 impressions and 82 clicks on 
www.nmmagazine.com (0.15% CTR) 

• Added Value Digital Performance: 

• Site banners: 82 clicks, 53,802 imps 
(0.15% CTR) 

• Facebook posts: 630 clicks, 15,506 
imps (4.06% CTR) 

• Twitter posts: 54 engagements, 
3,592 imps (1.50% ER) 5

Santa Fe
SWEETHEARTS

LOVE IS IN THE AIR IN ROMANTIC SANTA FE.
PLAN A COUPLE’S GETAWAY TODAY AT SANTAFE.ORG

TOP TEN BEST ROMANTIC NORTH AMERICAN GETAWAYS – USA TODAY 10BEST



N E X T  S T E P S

• Spring digital media 
campaign re-launches April 1 

• Santa Fe Prado / Celebrate 
Global Arts and Culture 
campaign launch 4/5 

• Northern New Mexico Air 
Alliance campaign to launch 
mid-April 

• Continue to optimize paid 
search towards most efficient 
CPC keywords/ad groups
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T H A N K  Y O U
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