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KEY INSIGHTS - Q2 2018
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▸ Q2 2018 marked the final quarter of TSF FY18 fiscal budget; Campaign initiatives include FY18 Core and Spring/Summer Fly Santa Fe NNMAA campaigns 

▸ Total media spend in Q2 2018 was $398,018, which is 179% more than Q1 2018 (Q/Q) 
▸ Total Q2 2018 campaign totaled 42.9M impressions, which was 129% more than Q1 (Q/Q) 
▸ Match-cut creative is performing at a 0.50% CTR so far, which is almost 6x higher industry benchmark (0.07%) 

▸ Thus far the Rocks, Relaxation and Chile creatives are performing the best of all digital match-cut units 
▸ With the shift in strategy to put more print into market during the spring/summer timeframe, insertions ramped up in Q2 with paid presence in 10 different 

publications  
▸ Paid Search CTR and CPC performance has slightly declined Q/Q (-14% CTR; -4% CPC) 

▸ Increased keyword competition and seasonality could be playing a roll in decreased performance metrics; Fuseideas is actively monitoring and optimizing 

▸ The Spring/Summer Fly Santa Fe (NNMAA) campaign began in April with 4.4M impressions, 21.6K clicks (0.49% CTR) and almost 15K website visits (0.32% CVR) 

▸ CTR increased +48%, and CVR +100% Q/Q largely due to the success of Undertone’s Rich Media unit — although Adara metrics are increasing as well 

▸ Adara Impact Analytics has reported 809 hotel bookings and 2,173 flight bookings in Q2 with an estimated $229,167 in hotel revenue generated by attributable 
advertising efforts this quarter (+26% Q/Q inc.) 

▸ Note: The ADARA Impact reporting solution has the ability to directly connect all of TSF's digital marketing efforts with airline and hotel reservations for Santa 
Fe. The summary highlights the direct impacts of our digital advertising efforts as it relates to Hotel Revenue and Flight Bookings to the Santa Fe Regional 
Airport and the Albuquerque Sunport Airport. Please note:  At this time, Hotel Revenue only includes hotel properties that are part of the Adara data 
partnership. The Adara and TSF teams are working to onboard more downtown properties in order to provide a comprehensive look at Hotel Revenue.



ADVERTISING DELIVERY
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▸ Campaign impressions up +2.2% (+142% Q/Q) with a 
+1% increase in media spend Y/Y  (+168% Q/Q) 
▸ New media introduced in Q2 2018 (Y/Y) includes 

additional print insertions, eTarget email in May, ZEFR 
YouTube advertising, and Matador sponsored articles  

▸ Campaign is operating at a $8.45 CPM, which is 1% more 
efficient than Q2 2017 

▸ A Q1 Y/Y increase in impressions reflect additional 
budget during this period, as well as additional initiates 
that were not in market last year (such as Artists in 
Residence) 
▸ Since Q2 budget was more in line with what we have 

historically put into market during this period, the 
impressions reflect that



FY18 CORE CAMPAIGN - PRINT SUMMARY
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Publication Issue Est. Imps Cost

Texas Monthly April “Off The Grid” Issue 1,150,000 $9,585

Springs Magazine April “Food & Wellness” Issue 25,000 $2,610

Austin Monthly May “Travel” Issue 178,659 $3,500

Chicago Magazine May “Summer Travel” Issue 120,000 $8,334

5280 Magazine May “Spring Travel” Issue 104,992 $4,632

Phoenix Magazine May “Summer Escape” Issue 87,000 $5,750

D Magazine June “Summer Getaways” Issue 60,971 $6,370

5280 Magazine June “Summer Travel Guide” Issue 104,993 $4,632

Los Angeles Magazine June “The American West” Issue 140,000 $10,325

The Artist’s Magazine June “Best Cities” Issue 65,000 $2,500

Publication Editorial Content 2,036,615 $58,237



PRINT TEARSHEETS



PRINT TEARSHEETS CONT.

1 8    C H I C AG O M AG .CO M    M AY 2 018

9% 
Flowers 

IN CHICAGO, APRIL SHOWERS BRING MAY …
@ChicagoMag’s Twitter followers respond: 

WE WANT TO HEAR FROM YOU
Send email to letters@chicagomag.com. Write to Letters, Chicago magazine, 777 W. Chicago Ave.,  
FC-3 Atrium, Chicago, IL 60654. Correspondents must identify themselves; names may be withheld on request. 
Please include a daytime telephone number for verification. Chicago may edit or condense letters.

ON THE CURRENT COMEDY CLIMATE
Comedy has always been about pushing 
boundaries, but that’s impossible when 
you can’t make people feel uncomfort-
able, onstage or off [“How to Laugh in the 
#MeToo Era,” April]. The comics in this 
article talk about the physical antics of people 
like Louis C.K., but not the censorship of 
thought and speech for the most minor 
things. Remember when George W. Bush 
and the religious right tried to get Howard 
Stern kicked off the air? Now it’s the left 
censoring every little sexual thing.
Alex1776 on Chicagomag.com

Proud of Odinaka Ezeokoli not only  
for being featured but also for pushing  

back against someone who was trying  
to work in the #NotAllMen angle in a  
convo about patriarchy. 
@ItsMrLittle on Twitter

ON CHICAGO’S NEW WAVE  
OF KETAMINE CLINICS 
Ketamine is not a “club-drug-turned- 
therapy” [“The Big Drip,” April]. Implying 
that is irresponsible. This is a legitimate, 
FDA-approved anesthetic that has been 
used for 50 years. It is used in operating 
rooms around the world daily. The fact that 
some irresponsible people abuse it has  
nothing to do with medicine or science.
Jay Joshi, CEO and medical director,  
National Pain Centers
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SANTA FE

CURRENTS
NEW MEDIA FESTIVAL

June 8-24

SANTA FE STUDIO TOUR
June 16-17 & June 23-24

  SANTA FE BANDSTAND
June 21 – August 11

 SANTA FE OPERA SEASON
June 29 – August 25

 INTERNATIONAL FOLK
ART MARKET

July 13 – 15

SANTA FE 
CHAMBER MUSIC FESTIVAL

July 15-August 20

HIPICO SANTA FE
July 18-August 12

 SPANISH MARKET
July 28-29

INDIAN MARKET
August 18-19

SANTA FE MUSIC WEEK &
BURNING OF ZOZOBRA

August 24-September 2

Visit santafe.org to view even more 

events and plan your trip today.

18-SFT-ChicagoMagazine_ThirdPage_032818.indd   1 3/28/18   1:46 PM

Discover all that is Santa Fe

Experience the arts, discover new flavors, spend a night on the town, or enjoy all of the above.

In Santa Fe, the possibilities are endless. Discover The City Different at santafe.org
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The City Different is 
home to a unique kind of 
magic that comes to life in 
summer. The bright, sunny 
days and cool mountain 
nights provide the perfect 
backdrop for the city’s 
unique artistic culture. 

One shining example of the diverse Santa Fe 
arts scene is Meow Wolf, an interactive art 
experience created by a collective of nearly 
200 artists. Art, storytelling, and entertainment 
like you never have seen before in the 20,000 
square foot House of Eternal Return, Meow 

As you stroll through the city in summertime, 
Santa Fe’s eclectic musical culture breathes 
life into your trip. Join the party in late August 

featuring a variety of national and local acts 
from jazz, to bluegrass, to good old-fashioned 
rock ’n’ roll—performing in outdoor music 
venues, bars, and sunlit restaurant patios. 
Santa Fe’s art markets and galleries bring 
vibrant cultures and talented artists and 
artisans together. With more than 250 
galleries to explore, you'll be astonished by 

ADVERTISEMENT

SUMMER IN SANTA FE 
celebrating a culture all its own

the city's variety of creativity. And the city's 
famed art markets celebrate Santa Fe's 
diverse cultures. Whether you're in town 
for July’s International Folk Art Market, the 
vibrant Spanish Market, or the Indian Market 

you’ll treasure. 
All this and more are waiting for you this 
summer in Santa Fe. Check out the event 

trip today.

Discover all that is Santa Fe

Experience the arts, discover new flavors, spend a night on the town, or enjoy all of the above.

In Santa Fe, the possibilities are endless. Discover The City Different at santafe.org

2017  WORLD ’S  BEST  AWARDS

#2 Top 15 Cities

in the U.S. #11 World’s Top 

15 Cities



FY18 NEW MEXICO MONTHLY - PRINT SUMMARY
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▸ FP4C in New Mexico Monthly, full year 
run 

▸ Target Market: Subs in New Mexico & 
surrounding states 

▸ Circulation/Readership: 
70,000/300,000 per month 

▸ Investment: $8,160 
▸ Added Value: 
▸ 200,000 e-readers 

▸ Site banners: 32,760 imp, 56 clicks, 
102 visits (0.31% CVR) 

▸ There were no Social and Newsletter 
AV placements this quarter



FY18 CORE CAMPAIGN - DIGITAL SUMMARY
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Vendor Tactic Imp Clicks CTR% Visits CVR% Cost CPV
Adara Std Display 2,294,018 3,205 0.14% 13,200 0.58% $10,241 $0.78

AdTheorent Mobile RM 13,008,151 77,944 0.60% 106,083 0.82% $63,847 $0.60
Amobee Std Display 9,180,035 26,820 0.29% 11,267 0.12% $28,174 $2.50
Matador Native/Social 649,211 1,273 0.20% 3,779 0.58% $7,500 $1.98

Sharethrough Native 2,728,270 38,376 1.41% 42,221 1.55% $30,000 $0.71
Tremor PreRoll 1,742,995 5,698 0.33% 9,139 0.52% $27,928 $3.06

TripAdvisor Sponsorship 740,774 1,936 0.26% 19,381 2.62% $19,288 $1.00
Undertone Rich Media 4,844,511 2,883 0.06% 6,769 0.14% $50,000 $7.39

Varick PMP Display 3,616,930 2,440 0.07% 9,469 0.26% $14,752 $1.56
ZEFR YouTube 204,043 545 0.27% 1,131 0.55% $26,965 $23.84

eTarget Email Blast 244,269 36,679 15.02% 21,184 8.67% $20,000 $0.94
Print AV Std Display 101,736 155 0.15% 432 0.42% $0 $0.00

Total All Tactics 39,354,943 197,954 0.50% 244,055 0.62% $298,695 $1.22

*CTR: Green/Red figures represent above/below industry benchmark 
*CVR/CPV: Green/Red figures represent increase/decrease Q/Q

▸ TripAdvisor, AdTheorent and Sharethrough were the top display performers for all performance metrics (CTR, CVR, CPV) in Q2 
▸ A 2,046% increase in YouTube views Y/Y and +2,077% increase Q/Q can be attributed to the ZEFR campaign running April-June 

▸ Note: The increase in views is due to the hosting of the long-form YouTube videos as paid ads in the Spring; the Fall 2017 ZEFR campaign did not use YouTube hosted videos and 
thus were not being counted as “views”  

▸ The Matador article featuring “The Perfect 48 Hours in Santa Fe” (National Geographic) launched May 22 

▸ Print AV corresponds to added value opportunities ($0) negotiated through the print buy and may include display banners, newsletters, microsite, etc.



DIGITAL SCREENSHOTS
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DIGITAL SCREENSHOTS CONT.
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PAID SEARCH SUMMARY (FY18 CORE)
Campaign Group Cost Imp Clicks CTR% CPC Avg. Pos.

Branded $17,725 588,942 12,122 2.06% $1.46 2.3
Brand Pillars $6,735 79,718 2,085 2.62% $3.23 1.1

Competitive Set $7,841 459,656 4,857 1.06% $1.61 3.4
Total $32,301 1,128,316 19,064 1.69% $1.69 2.7

▸ Paid Search CTR and CPC performance has declined Q/Q (-14% CTR; -4% 
CPC) 

▸ The Brand Pillars campaign, despite generating the highest CPC, is best 
performing performing with CTR 55% higher than the total campaign 
average, and premium positioning <2.0 

▸ Increased keyword competition due to seasonality could be playing a roll in 
decreased performance metrics 
▸ Fuseideas is keeping a close eye on this and continuing to optimize, 

including optimizations to lower performing Competitive Set campaign

Best Performing Ads
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TRIPADVISOR
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▸ A 24% increase in pageviews Y/Y (+12 Q/Q) is most 
likely the result of increased content that is being 
produced on the TripAdvisor PDP pages 

▸ A decrease in interaction rate is most likely the result 
of TripAdvisor’s optimization in 2017 to direct traffic to 
more internal pages rather than external pages 

▸ Despite TripAdvisor’s changes, an increase in web 
referrals from TripAdvisor Y/Y is a good sign that the 
content and ads are working well 
▸ 525 flight bookings, and 313 hotel bookings on 

Adara Impact



LEAD GEN SUMMARY - GONEWMEXICO TRAVEL PLANNER
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▸ Investment: $2,500 for the year 

▸ 727 names and email addresses of requests (-17% Q/Q) 

▸ 51,889 impressions to the page 

▸ Total $0.86 cost per lead



SPRING/SUMMER FLY SANTA FE (NNMAA) - CAMPAIGN SUMMARY
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Vendor Tactic Cost Imp Clicks CTR% Visits CVR% CPV

Adara Std Display $19,510 2,523,514 836 0.03% 4,139 0.16% $4.71

Undertone Rich Media $23,228 1,887,923 20,768 1.10% 10,112 0.54% $2.30

Total All Tactics $42,738 4,411,437 21,604 0.49% 14,251 0.32% $3.00

▸ The Spring/Summer Fly Santa Fe (NNMAA) campaign began in Q2 and spent $42.7k, garnered 4.4M impressions, over 21.6k clicks, and over 14k 
conversions (i.e. completed website visits) — all traffic is sent to flysantafe.com 

▸ A 0.49% campaign click rate outperformed the industry benchmarks (0.07%) and increased Q/Q by 48%; the presence of rich media display through 
Undertone helped with an increase in action rate performance 

▸ For Inbound campaign, the Dallas/Phoenix market performed better than the California markets in terms of CTR (1.39% vs. 0.98%) and CVR (0.62% 
vs. 0.45%) 

▸ The Outbound “Night” creative is outperforming the “day” creative at a 0.04% CTR (vs. 0.03% CTR) and 0.29% Conversion Rate (vs. 0.27% Conv Rate) 

▸ The Undertone rich media billboard was a more expensive tactic ($27 CPM) but resulted in the best activity performance (0.70% Conv Rate; $3.86 
CPA) and resulted in a 2.11% interaction rate, which outperformed the industry benchmark by +2%

*All campaign traffic directed to flysantafe.com website

http://flysantafe.com
http://flysantafe.com


FLY SANTA FE/NNMAA CAMPAIGN SCREENSHOTS
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ADARA IMPACT DASHBOARD
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*Metrics measuring dates April 1, 2018 — June 30, 2018 
Note: The ADARA Impact reporting solution has the ability to directly connect all of TSF's digital marketing efforts with airline and hotel reservations for Santa Fe. The summary highlights the direct impacts of 
our digital advertising efforts as it relates to Hotel Revenue and Flight Bookings to the Santa Fe Regional Airport and the Albuquerque Sunport Airport. Please note:  At this time, Hotel Revenue only includes 
hotel properties that are part of the Adara data partnership. The Adara and TSF teams are working to onboard more downtown properties in order to provide a comprehensive look at Hotel Revenue.



ADARA IMPACT DASHBOARD (CONT.)

17

EST. $101,036 IN INCREMENTAL REVENUE 
(+25% Q/Q)

*Metrics measuring dates April 1, 2018 — June 30, 2018 
Note: The ADARA Impact reporting solution has the ability to directly connect all of TSF's digital marketing efforts with airline and hotel reservations for Santa Fe. The summary highlights the direct impacts of our 
digital advertising efforts as it relates to Hotel Revenue and Flight Bookings to the Santa Fe Regional Airport and the Albuquerque Sunport Aiport. Please note:  At this time, Hotel Revenue only includes hotel 
properties that are part of the Adara data partnership. The Adara and TSF teams are working to onboard more downtown properties in order to provide a comprehensive look at Hotel Revenue.



NEXT STEPS
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▸ Fuseideas switched landing page from The City Different to santafe.org on July 1st  
▸ Rotate in new “Spring/Summer Relaxation” match-cut creative in July 
▸ Monitor, optimize and report on paid social campaign that started in late June and running through mid-August 
▸ Continue to perform optimizations on paid search campaign, including the lower performing “Competitive Set” 

campaign 
▸ Tourism Santa Fe/Fuseideas to continue partnership with Adara Impact Analytics through next year; team to continue 

working with independent hotel partners 
▸ July 1 marked the beginning of FY19; continued partnerships in July include Adara, Varick, AdTheorent, ZEFR, 

TripAdvisor, Matador, Go NM Travel, Amobee 
▸ New partnership in FY19 includes Story by Pulsepoint native/social content campaign; to begin Aug 1 
▸ Matador partnership continuing in FY19 with custom curated video content; Team to schedule KOC with Matador for 

in-market visit to film/shoot video (August)

http://santafe.org

