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KEY INSIGHTS
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▸ Q3 2017 marked the first quarter of TSF FY18 fiscal budget; new media tactics include Varick PMP, ZEFR YouTube video, Undertone Rich Media (previously ran in 
Spring ’17) 

▸ Total media spend in Q3 2017 was $192,095, which was 50% lower than Q2 2017 (Q/Q) and 7% lower than Q3 2016 (Y/Y); Greater spend in Q2 2017 due to presence 
of additional print and high impact Rich Media display, which didn’t launch until 9/25 

▸ Q3 Core digital campaign delivered 15.3M impressions, a 49% lower mark than Q2 2017 (Q/Q) and 35% lower mark than Q3 2016 (Y/Y); fewer Y/Y impressions was 
result of launching digital media into the market later than anticipated — about three weeks later than previous year for rich media and native display 

▸ Absence of high impact rich media in Q3, which typically drives a great amount of site traffic, largely contributed to a 77% decrease in conversions (site visits) during 
this period Q/Q (“Conversions” were not being measured in Q3 2016); Rich Media launched on 9/25 and visits expected to increase in Q4 

▸ Print ads, which were mostly targeted to drive and priority markets in Q3, had spent 66% less than Q2 and 17% less than Q3 2016 
▸ Fly Santa Fe/NNMAA campaign concluded in Q3 (7/31) and resulted in 47M impressions from $177k in media spend ($3.78 CPM), with 20,414 site visits ($5.64 CPV) 

to the flysantafe.com website; Undertone Rich Media was best performer in terms of CTR (1.23%) and CVR (0.49%) 
▸ Santa Fe Celebrates Global Arts & Culture concluded in Q3 (9/30) and resulted in 12.6M impressions from $62,000 in media spend ($4.92 CPM) and 12,578 site visits 

($4.93 CPV) 
▸ Despite Paid Search spend being 65% lower than Q2 and 54% lower than Q3 2016, CTR and CPC performance has increased with a +6% CTR and 40% more efficient 

CPC Q/Q, and +16% CTR and 4% more efficient CPC Y/Y 
▸ Sept 2017 marked the first month of using Adara Impact Analytics; Impact reported 105 hotel bookings with an estimated $27,445 in revenue was generated by 

attributable advertising efforts in September (note that video and search were not included in this tally as pixels were not fully active during this month; more robust 
reporting to be included in Q4)



PRINT SUMMARY
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Publication Market(s) Issue Month Editorial Ad Size Investment Impressions

5280 Magazine Denver July/September Travel FP4C $9,263 913,346

Houstonia Houston July Travel FP4C $12,000 242,000

Phoenix 
Magazine

Phoenix August Travel FP4C $5,083 350,000

Springs Magazine CO Springs September Travel FP4C $2,610 25,000

New Mexico 
Magazine

NM July-Sept ROS FP4C $8,160 210,000

Total $37,116 1,740,346



PRINT HIGHLIGHTS
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5280 5280 Houstonia Springs



PRINT HIGHLIGHTS
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Phoenix Magazine



PRINT HIGHLIGHTS
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▸ Added Value: 

▸ 200,000 e-readers 

▸ Site banners: 100,858 
imp, 261 clicks (0.26% 
CTR) 

▸ Facebook: 13,609 imp, 
437 clicks (3.21% CTR) 

▸ Twitter: 2,973 imp, 40 
engagements (1.35% ER) 

▸ Co-branded Newsletter: 
28,802 recipients, 28.3% 
open rate, 1.60% CTR



DIGITAL SUMMARY - CORE CAMPAIGN
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Vendor Tactic Imp Clicks CTR% Visits CVR% Cost CPV
Amobee Std Display 7,702,704 17,320 0.22% 13,327 0.17% $25,810 $1.94

Varick Std Display 1,988,713 2,281 0.11% 1,746 0.09% $8,278 $4.74
Adara Std Display 1,395,214 1,593 0.11% 1,948 0.14% $9,417 $4.83

Magnetic Std Display 1,198,571 3,663 0.31% 3,263 0.27% $4,778 $1.46
TripAdvisor Std Display 370,070 975 0.26% 2,571 0.69% $11,759 $4.57

Tremor Video 1,333,133 1,385 0.10% 760 0.06% $24,117 $31.73
ZEFR Video 87,094 340 0.39% 230 0.26% $12,186 $52.98

Sharethrough Native 640,264 2,078 0.32% 288 0.04% $7,048 $24.47
AdTheorent Rich Media 445,339 2,473 0.56% 137 0.03% $3,499 $25.54
Undertone Rich Media 137,295 200 0.15% 149 0.11% $1,408 $9.45

Print AV Std Display 65,910 908 1.38% 939 1.42% $0 $0.00
Total All Tactics 15,364,307 33,216 0.22% 25,358 0.17% $108,300 $4.27

*Green figures represent Q/Q increases; Red figured represent Q/Q decreases

▸ Amobee, Magnetic and TripAdvisor were the top display performers for all performance metrics in Q3 
▸ ZEFR resulting in better performance than Tremor in Q3 in terms of CTR and CVR, but Tremor more efficient CPV 
▸ Sharethrough, AdTheorent and Undertone all launched after 9/22; no conclusions can be drawn at this time



DIGITAL SCREENSHOTS
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DIGITAL SUMMARY - FLY SANTA FE/NNMAA
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Vendor Tactic Cost Imp Clicks CTR% Visits CVR% CPV

PHX Airport OOH $13,708 11,200,000 N/A N/A N/A N/A N/A

Adara Std Display $5,483 685,350 650 0.09% 450 0.07% $12.18

Kayak Std Display $11,892 1,814,589 1,354 0.07% 972 0.05% $12.23

Undertone Rich Media $1,386 229,123 2,313 1.01% 871 0.38% $1.59

Total All Tactics $32,469 13,929,062 4,317 0.16% 2,293 0.08% $8.18

*Green figures represent Q/Q increases; Red figured represent Q/Q decreases

▸ Fy Santa Fe Spring/Summer campaign ended 7/31, and spent $177,865 across all media channels and garnered over 40K clicks from 13.4M digital ad impression — 
resulting in 20,414 qualified visits to the flysantafe.com landing page 

▸ Out of Home placements in the PHX airport resulted in an estimated 33.6M impressions, making this the most efficient media tactic in terms of cost per thousand 
impressions (CPM) at $1.28 

▸ ADARA and KAYAK were the most efficient digital tactics in terms of cost per thousand impressions (CPM), with KAYAK being the more efficient partner in terms of a cost 
per activity (CPA) performance with a $8.32 vs. ADARA’s $10.37 

▸ The Undertone rich media billboard was a more expensive tactic ($23.11 CPM) but resulted in the best activity performance (0.49% Conv Rate; $4.69 CPA) and 
resulted in a 3.4% interaction rate, which outperforms the industry benchmark by +25%



FLY SANTA FE/NNMAA CAMPAIGN SCREENSHOTS
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DIGITAL SUMMARY - CELEBRATE GLOBAL ARTS & CULTURE
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Vendor Tactic Cost Imp Clicks CTR% Visits CVR% CPV

RadiumOne Display/Native $28,819 5,608,698 1,106 0.02% 4,306 0.08% $6.69

Total All Tactics $28,819 5,608,698 1,106 0.02% 4,306 0.08% $6.69

▸ Celebrate Global Arts & Culture campaign ended 9/30, and spent $62,000 across all media channels and garnered over 
8,710 clicks from 12,602,494 digital ad impression (0.07%) — resulting in 12,758 qualified visits to the landing page 

▸ Nectar was the best performer in terms of CTR (0.14% vs. 0.06% for RadiumOne), but RadiumOne had a more efficient cost 
per conversion ($4.30 vs. $8.89) 

▸ Total cost per conversion was $4.86, which is more efficient than the Fly Santa Fe campaign (~$8) and almost level with 
the Core Campaign ($4.27)



DIGITAL SUMMARY - CELEBRATE GLOBAL ARTS & CULTURE
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PAID SEARCH SUMMARY
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Campaign Group Cost Imp Clicks CTR% CPC Avg. Pos.

Branded $7,838 265,978 4,577 1.72% $1.71 2.9
Brand Pillars $1,564 27,710 521 1.88% $3.00 1.1

Competitive Set $1,602 214,562 1,372 0.64% $1.17 3.7
Total $11,004 508,250 6,470 1.27% $1.70 3.2

▸ Campaign spend 65% less than Q2; campaign paused in 
August while Adara pixel tags were being troubleshooted 

▸ Despite a lower spend, continual optimizations resulted in a 
6% higher CTR and 40% more efficient CPC 

▸ Decrease in position result of add’l money spent towards 
competitive set through optimizations

Best Performing Ads



LEAD GEN SUMMARY - GONEWMEXICO TRAVEL PLANNER
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▸ Investment: $2,500 for the year 
▸ 651 names and email addresses of requests (+36% Q/Q) 
▸ 57,532 impressions to the page 
▸ Total $0.96 cost per lead



IMPACT DASHBOARD
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IMPACT DASHBOARD (CONT.)

16



NEXT STEPS
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▸ Rich media ramping up for Q4 to run through 11/15 
▸ Fall/Winter Fly Santa Fe campaign to begin 10/23 with Adara display and Undertone RM 
▸ “Artists in Residence” media plan to be executed for Nov-Jan timeframe 
▸ Additional Adara Analytics insights to be provided for Q4 with more robust data, including conversions 

by media tactic


