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2019 Q4

Occupancy & Room Rates

Q1 Q2 Q3 Q4 YTD
2019 56.7 73.5 82.1 66.6 69.7
2018 58.1 76.1 80.5 65.6 71.6
(Y/Y) -1.4 -2.6 1.5 1.0 -1.9

Average Daily Rate
Q1 Q2 Q3 Q4 YTD

2019 $116.82 $140.83 $168.84 $147.06 $143.39
2018 $117.04 $138.68 $166.41 $142.60 $140.71
(Y/Y) -0.2% 1.6% 1.5% 3.1% 1.9%

Revenue Per Available Room
Q1 Q2 Q3 Q4 YTD

2019 $66.77 $104.16 $138.62 $98.82 $102.10
2018 $72.26 $106.02 $134.11 $94.18 $104.13
(Y/Y) -7.6% -1.7% 3.4% 4.9% -2.0%

Source: Rocky Mountain Lodging Report
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Website
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2019 Q4

Website: SantaFe.org

Website
Q1 Q2 Q3 Q4 YTD

Total Sessions
2019 318,880 301,530 354,649 326,962 1,302,021
2018 259,187 439,248 372,359 285,859 1,356,653
(Y/Y) 23.0% -31% -5% 14% -4.0%

Unique Users
2019 259,677 240,858 279,904 264,713 1,045,152
2018 210,072 356,147 298,964 231,438 1,096,621
(Y/Y) 23.6% -32% -6% 14% -4.7%

Average Pages Per Session
2019 2.20 2.17 2.14 2.00 2.12
2018 2.46 2.00 2.15 2.08 2.17
(Y/Y) -10.6% 8% -1% -4% -2.3%

Average Time on Site
2019 2:10 2:16 2:22 1:58 2:11
2018 2:39 2:00 2:21 2:11 2:18
(Y/Y) -18.0% 13% 1% -10% -4.5%

Conversion Rate Percentage
2019 22.9 20.7 10.2 7.9 15.4
2018 15.0 9.2 10.2 14.9 12.3
(Y/Y) 7.8 11.5 0.0 -6.9 3.1
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2019 Q4

Website: Blog

Q1 Q2 Q3 Q4 YTD

2019 49,831 41,471 31,530 29,966 152,798
2018 14,645 20,194 33,234 40,074 108,147
(Y/Y) 240.3% 105% -5% -25% 41.3%

2019 2:08 3:00 3:14 3:11 2:53
2018 3:17 2:58 3:00 3:16 3:08
(Y/Y) -34.8% 1% 8% -3% -7.7%

2019 5.8 6.8 10.9 11.1 8.7
2018 9.0 11.1 16.3 13.8 12.5
(Y/Y) -3.2 -4.2 -5.4 -2.7 -3.9

Blog

Page Views

Average Time on Blog

Referrals to Website Percentage (Visitors that clicked through to a non-Blog page)
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2019 Q4

Newsletters: Consumer

Email Consumer
Q1 Q2 Q3 Q4 YTD

2019 162,233 175,303 173,762 178,040 689,338
2018 144,978 98,315 150,411 154,965 548,669
(Y/Y) 11.9% 78% 16% 14.9% 25.6%

2019 26,989 29,703 23,046 22,114 101,852
2018 25,300 16,663 26,849 25,368 94,180
(Y/Y) 6.7% 78% -14% -13% 8.1%

2019 16.8 17.4 13.2 13.4 15.2
2018 17.5 17.0 18.0 16.4 17.2
(Y/Y) -0.7 0.4 -4.7 -3.0 -2.0

2019 109,781 120,238 129,072 126,863 485,954
2018 88,849 93,718 96,663 101,698 380,928
(Y/Y) 23.6% 28% 34% 25% 27.6%

2019 19,707 22,036 18,577 16,920 77,240
2018 16,177 17,322 18,123 17,605 69,227
(Y/Y) 21.8% 27% 3% -4% 11.6%

2019 18.0 18.3 14.4 13.4 16.0
2018 18.6 18.5 18.8 17.4 18.3
(Y/Y) -0.6 -0.1 -4.4 -4.0 -2.3

*Metrics for the June 2018 Happenings email are not available due to a reporting error that month.
 Q2 2018 Happening numbers reflect metrics for the April & May emails only.

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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2019 Q4

Newsletters: Industry

Email Industry
Q1 Q2 Q3 Q4 YTD

2019 3,433 3,493 3,472 3,347 13,745
2018 3,374 3,405 3,401 3,401 13,581
(Y/Y) 1.7% 3% 2% -2% 1.2%

2019 1,237 1,506 1,216 1,098 5,057
2018 1,022 1,113 1,073 1,130 4,338
(Y/Y) 21.0% 35% 13% -3% 16.6%

2019 36.0 43.5 35.0 33.4 37.0
2018 30.8 32.7 31.7 33.4 32.2
(Y/Y) 5.2 10.8 3.3 0.0 4.8

2019 3,451 3,474 3,468 3,339 13,732
2018 3,362 3,420 3,393 3,400 13,575
(Y/Y) 2.6% 2% 2% -2% 1.2%

2019 1,289 1,291 1,011 1,063 4,654
2018 1,078 1,191 1,117 1,097 4,483
(Y/Y) 19.6% 8% -9% -3% 3.8%

2019 37.4 37.2 29.2 31.8 33.9
2018 32.1 34.9 33.0 32.3 33.1
(Y/Y) 5.3 2.3 -3.8 -0.5 0.8

Opened: Marketing Report 

Open Rate: Marketing Report (Quarterly Average Percentage)

Sent: Sales Report 

Opened: Sales Report 

Open Rate: Sales Report (Quarterly Average Pecentage)

Sent: Marketing Report 
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2019 Q4

Public Relations

Public Relations
Q1 Q2 Q3 Q4 YTD

Pitches
2019 366 80 110 148 704
2018 352 62 97 114 625
(Y/Y) 4.0% 29% 13% 30% 12.6%

Press Releases
2019 3 3 4 2 12
2018 4 4 7 3 18
(Y/Y) -25.0% -25% -43% -33% -33.3%

Media Visits
2019 19 23 22 28 92
2018 18 23 21 17 79
(Y/Y) 5.6% Flat 5% 65% 16.5%

Media Contacts
2019 524 421 505 488 1,938
2018 497 390 490 344 1,721
(Y/Y) 5.4% 8% 3% 42% 12.6%

Earned Media
2019 $6,037,071 $3,720,089 $3,391,835 $5,965,452 $19,114,447
2018 $8,763,474 $8,194,283 $3,280,739 $3,899,904 $24,138,400
(Y/Y) -31.1% -55% 3% 53% -20.8%

Earned Media Impressions
2019 729,917,060  289,156,026  367,600,904 383,035,880  1,769,709,870
2018 476,774,236  1,105,681,835  452,827,759  328,086,642  2,363,370,472
(Y/Y) 53% -74% -19% 17% -25%
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2019 Q4

Social Media: Facebook

Facebook
Q1 Q2 Q3 Q4 YTD

2019 68,284 69,994 72,029 73,675 73,675
2018 63,429 64,358 65,829 66,913 66,913
(Y/Y) 7.7% 8.8% 9.4% 10.1% 10.1%

2019 42,942 43,508 44,715 45,309 45,309
2018 39,575 39,862 40,950 41,324 41,324
(Y/Y) 8.5% 9% 9% 10% 10%

2019 39,484 53,450 57,338 77,282 227,554
2018 20,803 9,054 25,590 38,409 93,856
(Y/Y) 89.8% 490% 124.1% 101% 142.5%

2019 116,754 146,049 160,564 212,090 635,457
2018 87,918 29,040 77,050 103,128 297,136
(Y/Y) 32.8% 403% 108% 106% 113.9%

2019 68,763 83,521 100,796 132,442 385,522
2018 45,146 18,946 45,890 60,736 170,718
(Y/Y) 52.3% 341% 120% 118% 125.8%

2019 12,243 6,234 18,950 32,571 69,998
2018 2,858 3,325 8,281 9,807 24,271
(Y/Y) 328.4% 87% 129% 232% 188.4%

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

Website Referrals

Page Followers

Non-Resident Page Followers *

People Talking About This

Engagement

Non-Resident Engagement *
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2019 Q4

Social Media: Twitter

Q1 Q2 Q3 Q4 YTD

2019 14,203  14,529  14,763 14,970  14,970  
2018 13,410  13,511  13,732 13,959  13,959  
(Y/Y) 5.9% 8% 8% 7% 7%

2019 2,842  3,885  4,732  4,813  16,272  
2018 2,027  2,150  2,711  2,555  9,443  
(Y/Y) 40.2% 81% 75% 88% 72.3%

2019 207,900  258,500  267,400  278,300  1,012,100  
2018 198,800  245,000  255,800  197,500  897,100  
(Y/Y) 4.6% 6% 5% 41% 12.8%

2019 298  351  333  285 1,267  
2018 202  237  310  353 1,102  
(Y/Y) 47.5% 48% 7% -19% 15.0%

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

Engagement*

Impressions

Twitter

Followers

Website Referrals
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2019 Q4

Social Media: Instagram & Pinterest

Q1 Q2 Q3 Q4 YTD
Followers

2019 25,543  27,079  28,484 30,559  30,559  
2018 20,500  21,300  22,461 23,884  23,884  
(Y/Y) 24.6% 27% 27% 28% 27.9%

Q1 Q2 Q3 Q4 YTD

2019 2,594  2,649  2,716  2,762  2,762  
2018 2,415  2,441  2,507  2,544  2,544  
(Y/Y) 7.4% 9% 8% 9% 8.6%

2019 494  471  508  3,948  5,421  
2018 546  509  502  372 1,929  
(Y/Y) -9.5% -7.5% 1.2% 961.3% 181.0%

*As of November 2019 is Pinterest is no longer reporting the number of Followers. Q4 2019 numbers reflect October only.

Pinterest
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Website Referrals
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2019 Q4

Social Media: YouTube

Q1 Q2 Q3 Q4 YTD

2019 506  527  580  599 599  
2018 361  427  475  493 493  
(Y/Y) 28.7% 19.0% 18.1% 17.7% 17.7%

2019 8,170  6,000  992,341  1,621,166  2,627,677  
2018 10,288  243,180  267,063  8,077  528,608  
(Y/Y) -20.6% -97.5% 271.6% 19971.4% 397.1%
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2019 Q4

Advertising Impressions (see the following detailed report for Paid Media)

Q1 Q2 Q3 Q4 YTD
Ad Spend

2019 $259,301 $262,388 $166,914 $241,609 $930,212
2018 $142,821 $383,385 $170,476 $188,105 $884,787

Y/Y 81.6% -32% -2% 28% 5.1%
Ad Impressions

2019 31,519,720 28,465,443 16,236,207 32,589,222 108,810,592
2018 18,782,994 45,380,420 23,423,639 25,353,102 112,940,155

Y/Y 40.4% -59.4% -44.3% 22.2% -3.8%
CPM*

2019 $8.23 $9.22 $10.28 $7.41 $8.78
2018 $7.60 $8.45 $7.28 $7.42 $7.69

Y/Y 8.2% 9.1% 41.3% -0.1% 14.3%
* CPM = "Cost per thousand impressions" and is a measurement used to determine the cost efficiency of the ad spend.
*Due to the transition of advertising agencies, June media impressions are only being reported through June 15, 2019.
Q2 metrics reflect April, May and half of June.
*TSF transitioned to new AOR in July which resulted in some downtime of paid media presence in Q3.
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Website Analytics Oct 1, 2019 - Dec 31, 2019 ▼

Sessions
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 14.4%

New Users
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Channel Breakdown

Source / Medium Sessions Pages / Session Bounce Rate Avg. Session Duration

google / organic 150,358 2.19 56.06% 00:02:29

google / cpc 42,754 2.11 59.01% 00:01:49

(direct) / (none) 38,188 1.8 68.84% 00:01:39

facebook / vj-social 27,640 1.46 74.84% 00:00:20

TTD / vj-media 12,154 1.23 86.36% 00:00:15

bing / organic 7,533 3.15 41.9% 00:03:52

yahoo / organic 5,115 2.54 46.51% 00:03:07

pinterest / vj-social 3,538 1.21 87.22% 00:00:20

m.facebook.com / referral 2,921 1.44 71.55% 00:00:40

duckduckgo.com / referral 2,009 2.35 53.76% 00:02:47

bing / cpc 1,865 2.72 47.67% 00:02:59

gatewaylogin.info:9988 / referral 1,740 1.04 95.29% 00:00:15

googleads.g.doubleclick.net / referral 1,643 1.02 99.15% 00:00:01

facebook.com / referral 1,603 1.23 87.65% 00:00:37

santafe.org / referral 1,568 1.31 29.91% 00:03:01

blog / header 1,343 3.09 40.66% 00:03:31

2019-Nov-Happenings / email 1,150 1.45 73.91% 00:01:18

re�nery_29 / vj-media 1,071 1.13 94.77% 00:00:09

2019-Sep-Happenings / email 1,047 1.54 71.06% 00:01:36

newmexico.org / referral 944 2.48 49.89% 00:03:23

▼

1 - 20 / 1520 < >

2,587
 11.7% from previous year

Visitor Guide Conversion

5,552
-19.4%

Accommodation Outbound Clicks

15,329
-28.4%

Non- Accommodation Outbound Clicks

374
 17.2%

Newsletter Subscriptions

2,101
-29.5%

15 Page Sessions

Conversions

Comparisons are vs. previous year.

Comparisons are vs. previous period,
except for Visitors Guide Conversions.



Website Analytics Oct 1, 2019 - Dec 31, 2019 ▼
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Paid Search Oct 1, 2019 - Dec 31, 2019 ▼

Impressions

390,896
 -64.2%

Google Ads
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Campaign Impressions Clicks CTR Conversions Cost Cost / conv.

VJ - Search - Santa Fe Branded 162,278 22,114 13.63% 2,018 $10,856.71 $5.38

VJ - Search - New Mexico Branded 76,688 9,985 13.02% 854 $5,031.36 $5.89

VJ - Search - Brand Pillars 85,031 4,920 5.79% 459 $3,178.02 $6.92

VJ - Search - Competitors 66,634 2,055 3.08% 165 $2,914.96 $17.67

VJ - Search - Southwest Non Branded 265 5 1.89% 0 $12.3 -

▼

1 - 5 / 5 < >

Bing Ads
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Insights

- Combined, our Google Ads & Bing search campaigns have driven 40,017 clicks this quarter. This represents a 168% increase in clicks vs. 2018, and it was
achieved with a decrease in spend.
     - These huge performance boosts are primarily the result of improved text ad copy and re�ned keyword targeting.
     - The campaigns have become much more cost-effective as the decrease in spend paired with the increase in clicks resulted in a 78% overall decrease in CPC.
     - We are happy to see that not only quantity, but overall quality of traf�c from search has also improved. Pages per session, an important engagement metric, saw a
26% increase in Q4 2019 compared to 2018.

-Comparing Q4 vs. Q3, despite a 21% decrease in spend, traf�c from our Google Ads search campaigns has increased sessions by 11% and increased clicks by 9%.
     - Ongoing keyword optimizations translated into a 28% decrease in CPC (cost per click) this quarter compared to last quarter, meaning our search campaigns are
continuing to get more cost ef�cient.
     - While across the board CTRs increased quarter/quarter, our Santa Fe Branded campaign has the highest CTR at 14% and has the lowest cost per conversion as well.
Chasing that success, the New Mexico branded campaign, which was set up in July as an additional mid-funnel tactic, is also at over a 13% CTR. Furthermore, 73% of the
sessions from this campaign are new, meaning this is valuable incremental traf�c.

- Bing campaign performance declined period/period, likely due to seasonality for the platform, but the CTR remained consistent & Bing continues to bring a
signi�cant number of new users to the website.
     - Notably, 75% of this audience were new sessions this quarter, meaning Bing is bringing in an audience we may not be �nding elsewhere. In addition, these users are
staying an average of just under three minutes on the site once we land them there, which is more than a minute longer than the Google search campaign session
duration average.
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On Site Metrics

Campaign (Google & Bing combined) Sessions New Users Pages / Session Avg. Session Duration Conversions

VJ - Search - Santa Fe Branded 17,484 12,566 2.46 00:02:25 2,040

VJ - Search - New Mexico Branded 7,496 5,439 2.58 00:02:26 884

VJ - Search - Brand Pillars 3,379 2,262 2.22 00:02:20 470

VJ - Search - Competitors 1,803 1,403 2.12 00:01:45 171

VJ - Search - Southwest Non Branded 5 4 1 00:00:00 0

▼

1 - 5 / 5 < >

Comparisons are vs. previous year.

Comparisons are vs. previous period.

Campaign name Impressions Clicks CTR Conversions Cost Cost / conv.

VJ - Search - Santa Fe Branded 13,868 1,079 7.78% 398 $1,791.74 $4.5

VJ - Search - New Mexico Branded 10,485 517 4.93% 190 $895.81 $4.71

VJ - Search - Brand Pillars 5,889 342 5.81% 154 $452.92 $2.94

▼

1 - 3 / 3 < >

Campaign and Demographic Data



Paid Search Oct 1, 2019 - Dec 31, 2019 ▼

Impressions

390,896
 -64.2%

Google Ads

Clicks

39,079
 161.8%

CTR

10.00%
 630.4%

Cost

$21,993
 -41.5%

Campaign and Demographic Data
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Conversions

3,496
 91.0%

Cost per conversion

$6.29
 -69.4%

Campaign Impressions Clicks CTR Conversions Cost Cost / conv.

VJ - Search - Santa Fe Branded 162,278 22,114 13.63% 2,018 $10,856.71 $5.38

VJ - Search - New Mexico Branded 76,688 9,985 13.02% 854 $5,031.36 $5.89

VJ - Search - Brand Pillars 85,031 4,920 5.79% 459 $3,178.02 $6.92

VJ - Search - Competitors 66,634 2,055 3.08% 165 $2,914.96 $17.67

VJ - Search - Southwest Non Branded 265 5 1.89% 0 $12.3 -

▼

1 - 5 / 5 < >

Bing Ads
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Insights

- Combined, our Google Ads & Bing search campaigns have driven 40,017 clicks this quarter. This represents a 168% increase in clicks vs. 2018, and it was
achieved with a decrease in spend.
     - These huge performance boosts are primarily the result of improved text ad copy and re�ned keyword targeting.
     - The campaigns have become much more cost-effective as the decrease in spend paired with the increase in clicks resulted in a 78% overall decrease in CPC.
     - We are happy to see that not only quantity, but overall quality of traf�c from search has also improved. Pages per session, an important engagement metric, saw a
26% increase in Q4 2019 compared to 2018.

-Comparing Q4 vs. Q3, despite a 21% decrease in spend, traf�c from our Google Ads search campaigns has increased sessions by 11% and increased clicks by 9%.
     - Ongoing keyword optimizations translated into a 28% decrease in CPC (cost per click) this quarter compared to last quarter, meaning our search campaigns are
continuing to get more cost ef�cient.
     - While across the board CTRs increased quarter/quarter, our Santa Fe Branded campaign has the highest CTR at 14% and has the lowest cost per conversion as well.
Chasing that success, the New Mexico branded campaign, which was set up in July as an additional mid-funnel tactic, is also at over a 13% CTR. Furthermore, 73% of the
sessions from this campaign are new, meaning this is valuable incremental traf�c.

- Bing campaign performance declined period/period, likely due to seasonality for the platform, but the CTR remained consistent & Bing continues to bring a
signi�cant number of new users to the website.
     - Notably, 75% of this audience were new sessions this quarter, meaning Bing is bringing in an audience we may not be �nding elsewhere. In addition, these users are
staying an average of just under three minutes on the site once we land them there, which is more than a minute longer than the Google search campaign session
duration average.
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On Site Metrics

Campaign (Google & Bing combined) Sessions New Users Pages / Session Avg. Session Duration Conversions

VJ - Search - Santa Fe Branded 17,484 12,566 2.46 00:02:25 2,040

VJ - Search - New Mexico Branded 7,496 5,439 2.58 00:02:26 884

VJ - Search - Brand Pillars 3,379 2,262 2.22 00:02:20 470

VJ - Search - Competitors 1,803 1,403 2.12 00:01:45 171

VJ - Search - Southwest Non Branded 5 4 1 00:00:00 0

▼

1 - 5 / 5 < >

Comparisons are vs. previous year.

Comparisons are vs. previous period.

Campaign name Impressions Clicks CTR Conversions Cost Cost / conv.

VJ - Search - Santa Fe Branded 13,868 1,079 7.78% 398 $1,791.74 $4.5

VJ - Search - New Mexico Branded 10,485 517 4.93% 190 $895.81 $4.71

VJ - Search - Brand Pillars 5,889 342 5.81% 154 $452.92 $2.94

▼

1 - 3 / 3 < >

Campaign and Demographic Data



Paid Social Media Oct 1, 2019 - Dec 31, 2019 ▼

Facebook & Instagram

Impressions

3,092,524
 248.6%

LPVs

27,646
 191.3%

Cost

$32,422
 284.2%

Campaign name Impressions Landing page views LPV Rate Cost / LPV Conversions CVR Cost / Conv

VJ - CTS - 2019/20 1,725,198 12,966 0.75% $1.30 185 1.43% $90.77

VJ - Video - 2019/20 1,367,326 14,680 1.07% $1.06 105 0.72% $148.86

▼

1 - 2 / 2 < >

LPV Rate

0.89%
 -16.4%

Impressions

994,681
 293.2%

LPVs

3,470
 400.0%

LPV Rate

0.35%
 27.2%

Conversions

162
 575.0%

Spend

$14,629
 334.0%

Pinterest

Campaign name Impressions Landing page views LPV Rate Cost / LPV Conversions CVR Cost / Conv Pin Saves Cost / Save

VJ - Video - FY20 475,408 265 0.06% $31.65 2 0.75% $4,193.99 145 $57.85

VJ - CTS - FY20 233,998 1,754 0.75% $1.74 144 8.21% $21.22 165 $18.52

VJ - Carousel - FY20 173,551 1,030 0.59% $2.10 11 1.07% $196.34 110 $19.63

VJ - Video - FY20 - Tra�c 111,724 421 0.38% $2.44 5 1.19% $205.11 36 $28.49

▼

1 - 4 / 4 < >

On Site Metrics

Sessions

31,210
 211.2%

New Users

25,092
 175.3%

Pages / Session

1.43
 5.2%

Avg. Session Duration

00:00:20
 -9.9%

Conversions

291
 153.0%

Geo Data

777 2,7642,7642,764
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Insights

- Facebook advertising in the quarter led to signi�cant increases in overall favorability and willingness to recommend Santa Fe.
     - The increases were 14% in favorability and 12% in willingness to recommend, which are more than 3x the benchmark for the travel industry.
     - Ad recall was up 27%, which is also 3x the travel benchmark. This shows that our ad creative is truly hitting home and creating a lasting impression on our audience.

- Facebook campaigns are generating a high volume of traf�c at a low cost.
     - Video assets are prospecting well, bringing new users into the mix at an 18% lower cost per LPV than the CTS campaign.
     - The CTS campaign is staying in front of those prospects and driving them towards conversion, with 2x the conversion rate of the video campaign. The site visitor
and video viewer remarketing audiences are producing the bulk of this performance.

- Pinterest campaigns have higher costs but attract very engaged users both on-platform and onsite.
     - Pinterest CTS campaigns have a 45% greater cost per LPV than Facebook.
     - However, the traf�c is extremely engaged, producing nearly 4x the conversion rate of Facebook and a 63% lower cost per conversion.

- Audience and creative asset testing are part of ongoing optimizations.
     - In Facebook, we’re testing narrower parameters for our Prizm interest targeting.
     - In Pinterest, the act-alike audience based on the SF email list proved to be the best prospecting method. It is now being tested against an act-alike audience of
website converters.
     - The traf�c objective is being tested for the Pinterest video campaign to see if it can drive down costs vs. the video views objective.

Comparisons are vs. previous period.

Comparisons are vs. previous period.

Comparisons are vs. previous period.



Paid Social Media Oct 1, 2019 - Dec 31, 2019 ▼

Facebook & Instagram

Impressions

3,092,524
 248.6%

LPVs

27,646
 191.3%

Cost

$32,422
 284.2%

Campaign name Impressions Landing page views LPV Rate Cost / LPV Conversions CVR Cost / Conv

VJ - CTS - 2019/20 1,725,198 12,966 0.75% $1.30 185 1.43% $90.77

VJ - Video - 2019/20 1,367,326 14,680 1.07% $1.06 105 0.72% $148.86

▼

1 - 2 / 2 < >

LPV Rate

0.89%
 -16.4%

Impressions

994,681
 293.2%

LPVs

3,470
 400.0%

LPV Rate

0.35%
 27.2%

Conversions

162
 575.0%

Spend

$14,629
 334.0%

Pinterest

Campaign name Impressions Landing page views LPV Rate Cost / LPV Conversions CVR Cost / Conv Pin Saves Cost / Save

VJ - Video - FY20 475,408 265 0.06% $31.65 2 0.75% $4,193.99 145 $57.85

VJ - CTS - FY20 233,998 1,754 0.75% $1.74 144 8.21% $21.22 165 $18.52

VJ - Carousel - FY20 173,551 1,030 0.59% $2.10 11 1.07% $196.34 110 $19.63

VJ - Video - FY20 - Tra�c 111,724 421 0.38% $2.44 5 1.19% $205.11 36 $28.49

▼

1 - 4 / 4 < >

On Site Metrics

Sessions
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25,092
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Insights

- Facebook advertising in the quarter led to signi�cant increases in overall favorability and willingness to recommend Santa Fe.
     - The increases were 14% in favorability and 12% in willingness to recommend, which are more than 3x the benchmark for the travel industry.
     - Ad recall was up 27%, which is also 3x the travel benchmark. This shows that our ad creative is truly hitting home and creating a lasting impression on our audience.

- Facebook campaigns are generating a high volume of traf�c at a low cost.
     - Video assets are prospecting well, bringing new users into the mix at an 18% lower cost per LPV than the CTS campaign.
     - The CTS campaign is staying in front of those prospects and driving them towards conversion, with 2x the conversion rate of the video campaign. The site visitor
and video viewer remarketing audiences are producing the bulk of this performance.

- Pinterest campaigns have higher costs but attract very engaged users both on-platform and onsite.
     - Pinterest CTS campaigns have a 45% greater cost per LPV than Facebook.
     - However, the traf�c is extremely engaged, producing nearly 4x the conversion rate of Facebook and a 63% lower cost per conversion.

- Audience and creative asset testing are part of ongoing optimizations.
     - In Facebook, we’re testing narrower parameters for our Prizm interest targeting.
     - In Pinterest, the act-alike audience based on the SF email list proved to be the best prospecting method. It is now being tested against an act-alike audience of
website converters.
     - The traf�c objective is being tested for the Pinterest video campaign to see if it can drive down costs vs. the video views objective.

Comparisons are vs. previous period.

Comparisons are vs. previous period.

Comparisons are vs. previous period.



Display & Video Oct 1, 2019 - Dec 31, 2019 ▼

On Site Metrics

TrueView

Conversions

187
 65.5%

Site (DCM) Impressions Clicks Click-Through Rate Total Conversions

The Trade Desk 17,917,199 12,305 0.07% 0

Re�nery29.com 1 1,660,246 5,349 0.32% 0

Texas Monthly Online 354,902 348 0.1% 0

Outside Online 293,664 619 0.21% 0

▼

1 - 6 / 6 < >

Campaign Impressions Clicks CTR Avg. CPC Conversions

VJ - GDN - 2019/20 RM 1,948,557 4,039 0.21% $0.92 42

VJ - Discovery Ads 2019/20 166,205 27,908 16.79% $0.10 73

▼

1 - 2 / 2 < >

Display Banners

GDN + Discovery

Sessions

27,720
 15.0%

New Users

22,542
 27.8%

Pages / Session

1.26
 5.4%

Avg. Session Duration

00:00:21
 -15.0%

Campaign Impressions Clicks CTR Video view rate Avg. CPV Conversions

VJ - TrueView - 2019/20 Protect 1,316,213 3,637 0.28% 51% $0.019 4

VJ - TrueView - 2019/20 RM 907,221 2,392 0.26% 61% $0.014 1

VJ - TrueView - 2019/20 Convert 821,246 2,072 0.25% 49% $0.021 4

▼

1 - 3 / 3 < >

Geo Data
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Clicks

18,876
 288.9%

Click-Through Rate

0.09%
 -5.5%

Impressions

2,114,762
 -21.8%

Clicks

31,947
 101.5%

CTR

1.51%
 157.7%

Conversions

119
 108.8%

Conversions

57
 14.0%

Impressions

3,044,680
 56.2%

CTR

0.27%
 30.9%

Video view rate

53%
 4.6%

Conversions

9
 50.0%

Insights

- While The Trade Desk as a whole has generated a CTR of 0.07%, Trade Desk remarketing has generated a much stronger CTR of 13% indicating increased
awareness and interest in Tourism Santa Fe. In addition, bounce rates decreased from 89% in Q3 to 86% in Q4 and conversions increased from 7 to 20 in Q4.
     - Chicago and Los Angeles were the strongest performing markets in Q4 accounting for 33% of the total Trade Desk sessions and 45% of conversions.

- Outside Online and Re�nery29 generated strong CTRs in Q4 with 0.21% and 0.32% respectively.

- As we continue to utilize GDN remarketing to stay top of mind with our consideration audience, we’ve seen a slight decrease in CTR, but we have had 14%
more conversions period/period.
     - The best performing ad group for Q4 was the general remarketing set, which is geared toward all website visitors despite which page they’ve visited. This ad group
drove 30 of the 42 conversions from our GDN campaigns.

- While having higher costs than GDN, Google’s new Discovery ad campaign had an impressive conversion rate of 8%. Similar to Bing, it also brought in a unique
audience with 90% of the traf�c being new sessions.
     - To note, the clicks shown in the table above for Discovery campaigns are in�ated, as these ad types can be clicked/engaged with without clicking through to the
landing page. This quarter, the campaign generated 920 clicks to the landing page, which translates to a 167% higher CTR than the GDN campaign.
     - The CPC in the Discovery campaign is signi�cantly higher than that of GDN. However, Discovery ads are driving more engaged users to the website. Discovery ad
traf�c bounced 38% less often, stayed 300% longer on the website, and visited 66% more pages compared to GDN traf�c.
     - Looking to social media for an alternate comparison, the cost per conversion was 56% less for Discovery ads than our Facebook CTS campaigns in Q4.

- Our TrueView campaigns have become more ef�cient in Q4 vs. Q3, with a 30% decrease in CPV (cost per view).
     - Having our new campaign video assets in the market is the primary cause of the increased performance. With just 15% more spend than the previous quarter, these
campaigns were able to generate 63% more views this quarter at a 4% improved view rate.
     - We continue to see good performance as far as overall view rates for these video campaigns. At a 53% average view rate, we are surpassing the 35% benchmark by
far. Across the video campaigns, the :30 brand video holds the best view rate while the Chamisa video is the top :15 version.

Comparisons are vs. previous period.

Comparisons are vs. previous period.

Comparisons are vs. previous period.

Comparisons are vs. previous period.



Display & Video Oct 1, 2019 - Dec 31, 2019 ▼

On Site Metrics

TrueView

Conversions

187
 65.5%

Site (DCM) Impressions Clicks Click-Through Rate Total Conversions

The Trade Desk 17,917,199 12,305 0.07% 0

Re�nery29.com 1 1,660,246 5,349 0.32% 0

Texas Monthly Online 354,902 348 0.1% 0

Outside Online 293,664 619 0.21% 0

▼

1 - 6 / 6 < >

Campaign Impressions Clicks CTR Avg. CPC Conversions

VJ - GDN - 2019/20 RM 1,948,557 4,039 0.21% $0.92 42

VJ - Discovery Ads 2019/20 166,205 27,908 16.79% $0.10 73

▼

1 - 2 / 2 < >

Display Banners

GDN + Discovery

Sessions

27,720
 15.0%

New Users

22,542
 27.8%

Pages / Session

1.26
 5.4%

Avg. Session Duration

00:00:21
 -15.0%

Campaign Impressions Clicks CTR Video view rate Avg. CPV Conversions

VJ - TrueView - 2019/20 Protect 1,316,213 3,637 0.28% 51% $0.019 4

VJ - TrueView - 2019/20 RM 907,221 2,392 0.26% 61% $0.014 1

VJ - TrueView - 2019/20 Convert 821,246 2,072 0.25% 49% $0.021 4

▼

1 - 3 / 3 < >

Geo Data
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Sessions

Impressions

20,324,287
 311.6%

Clicks

18,876
 288.9%

Click-Through Rate

0.09%
 -5.5%

Impressions

2,114,762
 -21.8%

Clicks

31,947
 101.5%

CTR

1.51%
 157.7%

Conversions

119
 108.8%

Conversions

57
 14.0%

Impressions

3,044,680
 56.2%

CTR

0.27%
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Video view rate

53%
 4.6%

Conversions

9
 50.0%

Insights

- While The Trade Desk as a whole has generated a CTR of 0.07%, Trade Desk remarketing has generated a much stronger CTR of 13% indicating increased
awareness and interest in Tourism Santa Fe. In addition, bounce rates decreased from 89% in Q3 to 86% in Q4 and conversions increased from 7 to 20 in Q4.
     - Chicago and Los Angeles were the strongest performing markets in Q4 accounting for 33% of the total Trade Desk sessions and 45% of conversions.

- Outside Online and Re�nery29 generated strong CTRs in Q4 with 0.21% and 0.32% respectively.

- As we continue to utilize GDN remarketing to stay top of mind with our consideration audience, we’ve seen a slight decrease in CTR, but we have had 14%
more conversions period/period.
     - The best performing ad group for Q4 was the general remarketing set, which is geared toward all website visitors despite which page they’ve visited. This ad group
drove 30 of the 42 conversions from our GDN campaigns.

- While having higher costs than GDN, Google’s new Discovery ad campaign had an impressive conversion rate of 8%. Similar to Bing, it also brought in a unique
audience with 90% of the traf�c being new sessions.
     - To note, the clicks shown in the table above for Discovery campaigns are in�ated, as these ad types can be clicked/engaged with without clicking through to the
landing page. This quarter, the campaign generated 920 clicks to the landing page, which translates to a 167% higher CTR than the GDN campaign.
     - The CPC in the Discovery campaign is signi�cantly higher than that of GDN. However, Discovery ads are driving more engaged users to the website. Discovery ad
traf�c bounced 38% less often, stayed 300% longer on the website, and visited 66% more pages compared to GDN traf�c.
     - Looking to social media for an alternate comparison, the cost per conversion was 56% less for Discovery ads than our Facebook CTS campaigns in Q4.

- Our TrueView campaigns have become more ef�cient in Q4 vs. Q3, with a 30% decrease in CPV (cost per view).
     - Having our new campaign video assets in the market is the primary cause of the increased performance. With just 15% more spend than the previous quarter, these
campaigns were able to generate 63% more views this quarter at a 4% improved view rate.
     - We continue to see good performance as far as overall view rates for these video campaigns. At a 53% average view rate, we are surpassing the 35% benchmark by
far. Across the video campaigns, the :30 brand video holds the best view rate while the Chamisa video is the top :15 version.

Comparisons are vs. previous period.

Comparisons are vs. previous period.

Comparisons are vs. previous period.

Comparisons are vs. previous period.



Groups & Meetings Oct 1, 2019 - Dec 31, 2019 ▼

Overall Site Metrics for Meetings Pages

LinkedIn

Campaign name Impressions Clicks CTR Avg. CPC Conversions

VJ - CTS - Titles - FY20 85,258 266 0.31% $13.56 0

VJ - CTS - RM - FY20 10,004 43 0.43% $11.33 0

▼

1 - 2 / 2 < >
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 106.1%

New Users

1,091
 59.0%

Pages / Session

1.31
 -2.9%

Avg. Session Duration
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Site (DCM) Impressions Clicks CTR Conversions

Mountain Meetings and Events 320,186 208 0.06% 0

Cvent, Inc 82,344 244 0.30% 0

▼

1 - 2 / 2 < >

Campaign Impressions Clicks CTR Avg. CPC Conversions

VJ - GDN - Groups RM 125,647 313 0.25% $3.13 0

▼

1 - 1 / 1 < >

Display Banners

GDN

Campaign Impressions Clicks CTR Avg. CPC Conversions

VJ - Search - Groups & Meetings 4,934 284 5.76% $3.44 3

▼

1 - 1 / 1 < >

Search

Facebook

Campaign name Impressions Clicks CTR Avg. CPC Leads

VJ - Group Sales - Lead Ads 2019/20 46,028 197 0.43% $4.80 1

▼

1 - 1 / 1 < >
Insights

- Overall traf�c to the groups and meetings pages increased more than six-fold in Q4 vs. 2018.
     - The number of sessions grew by 4,654. While VJ-media directly drove 1,560 of those new sessions, it is clear that the media in market is building awareness that is in
turn boosting organic search and direct traf�c.

- Google search became 31% more cost-effective in bringing high-quality visitors to the meetings pages.
     - The groups search campaign delivered a bounce rate of 58% and 2.7 pages per session, which are comparable to search campaigns for personal travelers.
     - Ongoing optimizations produced a 44% better CTR and 31% lower CPC in Q4 vs. Q3.

- LinkedIn has proven to be relatively expensive in prospecting as well as remarketing.
     - Media has been temporarily paused while we await new creative to see if it will drive down costs.

- New creative assets for groups are being developed as a result of the recent research project.
     - These new assets will be utilized across all channels and tested against existing assets.

VJ Driven Traf�c

Sessions

5,394
 628.9%

New Users

4,096
 662.8%

Pages / Session

2.22
 -48.7%

Avg. Session Duration

00:02:05
 -64.6%

Conversions

94

Comparisons are vs. previous period.

Comparisons are vs. previous year.
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Print Media
Print Spend & Impressions

Publication Impressions Cost (USD)

Springs Magazine 25,000 2,900

Phoenix Magazine 80,832 5,650

5280 Magazine 90,000 9,735

Galerie Magazine 100,000 7,500

USA Today 100,000 6,000

New Mexico Magazine 210,000 13,290

Texas Monthly 541,222 9,850

Grand total 1,147,054 54,925

▲

1 - 7 / 7 < >
New Mexico Magazine  Phoenix Magazine 5280 Magazine

Texas Monthly

The data on this page is from Oct 1 - Dec 31, 2019.

Galerie Magazine

USA Today



Miscellaneous Digital
Digital Spend & Impressions

Placement Impressions Cost

New Mexico Magazine E-Newsletters 60768 N/A

New Mexico Magazine Social Post 3216 N/A

Re�nery29 Custom Sweepstakes Feature 256067 $4,925

Re�nery29 Dedicated E-Blast 100976 N/A

Springs Magazine Social Post 116 N/A

Texas Monthly Article - -

Texas Monthly E-Newsletter 12048 N/A

Texas Monthly Social Posts 95660 N/A

Total 528851 $4,925

▲

1 - 9 / 9 < >

The data on this page is from Oct 1 - Dec 31, 2019.

Texas Monthly 

Re�nery 29

New Mexico Magazine Springs Magazine



Adara Impact
Insights

- Flight and hotel bookings in October & November are primarily attributed to
the display campaign in VJ’s Trade Desk.

- In October, site visitors and speci�cally those who booked after seeing or
clicking through from our campaign are as follows:
     - GDN – 39 �ights, 54 hotel bookings
     - Google Search – 22 �ights, 18 hotel bookings
     - VJ Trade Desk – 358 �ights, 86 hotel bookings
     - Outside – 31 �ights, 5 hotel bookings
     - Re�nery29 – 46 �ights, 8 hotel bookings
     - Mountain Meetings – 30 �ights, 15 hotel bookings

- In November, site visitors and speci�cally those who booked after seeing or
clicking through from our campaign are as follows:
     - GDN – 36 �ights, 56 hotel bookings
     - Google Search – 19 �ights, 13 hotel bookings
     - VJ Trade Desk – 160 �ights, 57 hotel bookings
     - Outside – 1 �ight, 0 hotel bookings (concluded October)
     - Re�nery29 – 20 �ights, 6 hotel bookings
     - Mountain Meetings – 16 �ights, 9 hotel bookings

Dashboards

The data on this page is from Oct 1 - Dec 31, 2019.

- Flight and hotel bookings in December were driven by Google as other
campaigns had concluded.

- In December, site visitors and speci�cally those who booked after seeing or
clicking through from our campaign are as follows:
     - GDN – 25 �ights, 35 hotel bookings
     - Google Search – 14 �ights, 21 hotel bookings
     - VJ Trade Desk – 7 �ights, 2 hotel bookings (concluded November)
     - Re�nery29 – 3 �ights, 2 hotel bookings
     - Mountain Meetings – 7 �ights, 2 hotel bookings

- The top origin markets for booking continue to align with our Core &
Opportunity target markets.
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