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KIDS FREE SANTA FE SPRING BREAK – INTRODUCTION

GOAL: 

Capture families planning their Spring Break vacations. To 

increase Santa Fe’s visibility and desirability as a family-friendly 

destination and to increase their length of stay and overall spend 

in Santa Fe.

APPROACH:

Kids Free Santa Fe Spring Break was promoted through paid, 

earned, social, and organic media, along with public relations 

efforts with all tactics driving traffic to the Kids Free Santa Fe 

Spring Break landing page.

Target Audience: Parents with children aged 12 or younger in 

household, who are most likely to book a family vacation. 

Target Markets:

Priority Markets: Denver, Dallas/Ft. Worth

Drive Markets: Phoenix, Colorado Springs/Pueblo, Amarillo, 

Lubbock, El Paso/Las Cruces



4

PROMOTION TIMEFRAME

• August 2016: Promotion planning began

• September 2016: Kick-off meeting with Industry Partners & online submission form 

open on santafe.org

• November 1, 2016 -April 15, 2017: Website landing page is live

• November 1, 2016 – April 15, 2017: Social Media & Public Relations campaign

• January 1 – March 15, 2017:  Paid advertising campaign

• April 15, 2017: Promotion ended

PROMOTIONAL OFFERS – BY THE NUMBERS
45 specials offered 

Breakdown by category:

• 17 Accommodations

• 7 Restaurants

• 5 Attractions

• 5 Sports & Recreation

• 3 Workshops & Classes

• 3 Wellness

• 3 Art & Culture

• 2 Tours
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PAID ADVERTISING ���� DIGITAL MEDIA BUY
TOTAL SPEND: $45,000 

APPROACH���� INTEGRATED DIGITAL MEDIA FUNNEL
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PAID ADVERTISING ���� CAMPAIGN SUMMARY

*Key Performance Indicators

*
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PAID ADVERTISING ���� PANDORA
Timeframe: 1/1/17 – 2/28/17 
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PAID ADVERTISING ���� RGM
Timeframe: 1/1/17 – 2/28/17 
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PAID ADVERTISING ���� MAGNETIC
Timeframe: 1/1/17 – 3/15/17 
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PAID ADVERTISING ���� NEW MEXICO MAGAZINE

New Mexico Magazine Print Ad

January 2017 issue

Circulation: 70,000

Facebook Sponsored Post

@NewMexicoMagazine

February 7, 2017

Post Reach: 7,494

One of our 12 annual buys in New Mexico Magazine was used to advertise the promotion. 
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WEBSITE
TOP GEO-LOCATIONS DRIVING TRAFFIC (Nov. 1, 2016 – April 15, 2017)

• Dallas

• Houston

• Phoenix

• Denver

• Albuquerque

• Santa Fe

• Colorado Springs

• El Paso

• Fort Worth

TOTAL PAGE VIEWS (Period: Nov. 1, 2016 – April 15, 2017)

� 28,118 (+79.7% Y/Y)

REFERRALS TO SANTAFE.ORG (Period: Nov. 1, 2016 – April 15, 2017)

� 4,813 (+3.22% Y/Y)
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SOCIAL MEDIA AND BLOGS

20 Facebook Posts � Total Reach 39,108 (+22.7% Y/Y)

33 Twitter Posts � Total Impressions 16,045 (+116.2% Y/Y)

Blog Posts:

Jan 10, 2017 “Explore All The Ways Kids Stay and Play Free” (61 Views)

Feb 14, 2017 “Santa Fe Spring Break: Kids Play Free” (112 Views)
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PUBLIC RELATIONS

PRESS RELEASE

November 30, 2016: “Kids Freefest Returns to Santa Fe for City-Wide Spring Break Promotion” 

PITCHES: 

93 individual pitches, deskside pitches and HARO’s 

PRESS COVERAGE   � Total reach = 83,047,961 (+120% Y/Y)    � Earned media = $579,789 (+114.2% Y/Y)



14

PROMOTIONAL FLYER
500 Flyers distributed to TOURISM Santa Fe Visitor Information Centers



TOURISM SANTA FE

THANKS YOU!


