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What can we accomplish together? Consider this:
Sonoma County Tourism hosted Helms Briscoe’s West Coast sales team for their retreat and 
showed them myriad options Sonoma County has for their clients. This resulted in three
meetings booked, with an economic impact worth $477,000.

That’s the power of Sonoma County Tourism. 

Through the efforts of SCT and its partners, more than 300 journalists experienced Sonoma 
County to write positive travel and lifestyle articles, which, in turn, infl uences hundreds of 
thousands of potential travelers to book a trip. For example, the Sea Ranch Lodge answered a 
publicity alert to host a journalist. Six months later, a visitor checked in to the hotel and pointed 
to one of the rooms featured in the magazine. She booked that room. 

That’s the power of Sonoma County Tourism. 

The Western Wine Trail – a collaboration between SCT, Oregon, San Francisco, and Visit
California – resulted in four 30-minute TV episodes airing on the Travel Channel in the United 
Kingdom. In the fi rst month after airing, SonomaCounty.com received 22,789 page impressions 
from this program. The four episodes will be broadcast 30 times.

That’s the power of Sonoma County Tourism. 

Sonoma County Tourism and you – our hospitality partners – create hundreds of these success 
stories each year. It’s refl ected in this annual report and marketing plan, which details how we 
met our sales and marketing goals and outlines our plans for 2015.

Sonoma County continues to draw wine and culinary enthusiasts. And visitors are discovering 
the other bubbly – craft brews. That, cider houses, and distilleries are becoming a great addition 
to the food and wine culture here.

We continue to promote the arts as a way to enhance a Sonoma County experience, whether 
it’s visiting an artist’s studio, catching a local band at a pub, or seeing headline entertainers at 
the Wells Fargo Center for the Arts or at the Green Music Center.

People visit Sonoma County for the stunning scenery and outdoor recreation. We continue to 
build on our relationships with Sonoma County Regional Parks, the Stewards of the Coast and 
Redwoods, and other organizations that showcase Sonoma County’s natural beauty.

We recommend that the SCT BIA continue with its present boundaries and assessment
methods. We look forward to another great year marketing our amazing destination together. 

We’ve laid out an ambitious plan for 2015. Our collective success depends on all of us
working together to provide the best experiences for the more than 7.5 million visitors who 
come to Sonoma County. They leave behind more than $1.55 billion in destination spending,
up 5.4 percent, supporting thousands of jobs and hundreds of local businesses.

And that’s the true power of Sonoma County Tourism.

Pauline Wood,	CTA Ken Fischang, CHME,	CMP,	CTA
Board	of	Directors	Chair	 President	/	CEO

 Ken Fischang, CHME,	CMP,	CTA
Board	of	Directors	Chair	 President	/	CEO
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Tourism comprises one ouT of every 10 jobs in sonoma counTy, bringing in $1.55 billion in 

spending and more than $97 million in government revenue. The businesses that make up the 

tourism economy are overwhelmingly small, locally owned businesses. And the people who

own and work at these businesses are a cross-section of Sonoma County: They are neighbors 

and friends, moms-turned-brewers, and artists-turned-café-owners. They are immigrants and 

transplants and Sonoma County natives.

sonoma counTy Tourism promoTes sonoma counTy as an overnight destination and showcases 

the diversity of our unique home. 

in 2014 lodging occupany rates grew by 4.5 percent and average daily rates for lodging

increased by 7.5 percent. 

scT exisTs To markeT and sell sonoma 
counTy as a desirable desTinaTion To
visiTors who are Traveling for leisure
or business. in 2014, The Team was

successful in The following ways:
• Sales team exceeded goals by 12
 percent; booked business up 28
 percent. This means more group and 

mid-week overnight business was 
brought to Sonoma County with an 
economic impact of $9.3 million.

• Increased Sonoma County’s presence 
in international tour operator programs 
and partnered with other regions to 
promote multi-day stays.

• Grew the Certified Tourism Ambassador 
program to more than 1,000 actively-

 engaged tourism ambassadors.

• Promoted Sonoma County with
 appealing collateral through paid me-

dia, earned public relations, and online 
campaigns to potential overnight visi-
tors in major markets. 

• Produced quality content – blogs, articles, 
photographs, and videos – that engaged 
potential travelers: Web traffic increased 
85 percent over previous year; requests 
for printed material rose 10 percent.

• Partnered with local marketing
 organizations like Sonoma County 

Winegrowers, Sonoma County
 Vintners, and regional visitor centers
 to expand marketing reach of SCT. 

• First-ever Sustainable Tourism Business 
Week brought local tourism businesses 
and sustainability experts together to 
learn how to save water and energy.

in The nexT year, scT sTrives To build 
on iTs exisTing successful programs 
ThaT are designed To aTTracT over-
nighT visiTors To The desTinaTion.
The major Themes for scT include:
• Develop and maintain strategic 

marketing programs and partner-
 ships to yield overnight visits dur-

ing need periods (mid-week and 
shoulder season).

• Reinforce the Sonoma County 
Brand to maintain visitation during 
stronger season by:

• Concentrating on main markets 
(California and West Coast, as 
well as large cities nationally) for 
direct-to-consumer marketing. 

• Launching a new campaign that 
builds on success of SCT.

• Showcase Sonoma County during 
the Meeting Professionals Interna-
tional World Education Congress, 
taking place in San Francisco. 

• Actively participate in Super Bowl 
50 Host Committee to ensure So-
noma County is part of the

 overall Bay Area message.

• Increase investment in inbound 
Asian travel to supplement an

 already strong international market.

• Support new tourism businesses 
with PR, marketing, and sales

 initiatives.

• Maintain Certified Tourism
 Ambassador program and invest
 in front-line service levels.
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financial

reporT

overview 
The primary goal of the finance department is improving fiscal and
administrative efficiency, accountability and transparency while enabling 
other departments to focus their efforts on the sales and marketing
mission of SCT.

2014 Fiscal Year Revenues (October 2013 – September 2014)

FY 2014 County Transient Occupancy 
Tax (TOT) revenue for the period from 
October 2013 through September 2014 
was $2,071,369, 4 percent ($75,459) 
more than the prior year. TOT revenue is 
allocated to countywide advertising and 
marketing support. 

Business Improvement Area (BIA) as-
sessments were $3,799,021, 12 percent 
($409,851) more than the prior year. BIA 
revenues are used for expenses other than 
countywide advertising and marketing. 

2014 Program Expense Allocations

2014 program expense allocations
closely followed the approved budget
for the year. After allocating general
and administrative, and sales general
expenses into the three program areas, 
the expense percentages are: 

Leisure = 60 percent
	 (verses	61%	in	2013)

Meetings and Groups = 30 percent
	 (the	same	as	in	2013)

Tour and Travel = 10 percent
	 (versus	9	percent	in	2013)

AR

Revenue Sources
$2,071,369 County TOT 34%
$3,799,021 BIA Assessments 63%
$161,614 Other Income 3%
$6,032,004 Total

Program Allocations
$3,193,503 Leisure  60%
$1,631,959 Meetings & Groups 30%
$543,303 Tour & Travel 10%
$5,368,765 Total

MP

CREATE TWO PIE CHARTS
(copy is tabbed)
Revenue Sources
$2,724,469 County TOT 39%
$4,009,045 BIA Assessments 58%
$201,252 Other Income 3%
$6,934,766 Total
Program Allocations
$4,008,522 Leisure  60%
$1,973,773 Meetings and Groups 30%
$703,684 Tour and Travel 10%
$6,685,979 TotalAR

Revenue Sources
$2,071,369 County TOT 34%
$3,799,021 BIA Assessments 63%
$161,614 Other Income 3%
$6,032,004 Total

Program Allocations
$3,193,503 Leisure  60%
$1,631,959 Meetings & Groups 30%
$543,303 Tour & Travel 10%
$5,368,765 Total

MP

CREATE TWO PIE CHARTS
(copy is tabbed)
Revenue Sources
$2,724,469 County TOT 39%
$4,009,045 BIA Assessments 58%
$201,252 Other Income 3%
$6,934,766 Total
Program Allocations
$4,008,522 Leisure  60%
$1,973,773 Meetings and Groups 30%
$703,684 Tour and Travel 10%
$6,685,979 Total

Revenue Sources
(Total: $6,032,004)

63%
BIA Assessments
($3,799,021)

34%
County TOT
($2,071,369)

3%
Other Income
($161,614) 

Program Allocations
(Total: $ $5,368,765)

60%
Leisure
($3,193,503) 

30%
Meetings & Groups
($1,631,959)

10%
Tour & Travel
($543,303)
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financial

budgeT

overview 
Increasing tourism within Sonoma County has led to increased tax
collections and revenues for SCT. Use of these additional revenues has 
been budgeted to expand sales and marketing efforts designed to increase 
tourism. The program allocations are consistent with previously established 
ratios of 60 percent leisure, 30 percent meetings and groups, and 10
percent tour and travel.

2015 Revenues

The 2015 revenue budget was
developed based on the current 
year’s business improvement area 
(BIA) collections, feedback from the 
SCT board of directors and contract-
ed service agreements. 

2015 Program Expense Allocations

2015 Program Expense Allocations 
reflect a trend from prior years to 
maximize the return on investment 
as it relates to tourism for Sonoma 
County. After allocating general and 
administrative and sales general
expenses into the three program
areas, the expense percentages
are the same as  budgeted in 2014: 

Leisure = 60 percent

Meetings and Groups = 30 percent

Tour and Travel = 10 percent

AR

Revenue Sources
$2,071,369 County TOT 34%
$3,799,021 BIA Assessments 63%
$161,614 Other Income 3%
$6,032,004 Total

Program Allocations
$3,193,503 Leisure  60%
$1,631,959 Meetings & Groups 30%
$543,303 Tour & Travel 10%
$5,368,765 Total

MP

CREATE TWO PIE CHARTS
(copy is tabbed)
Revenue Sources
$2,724,469 County TOT 39%
$4,009,045 BIA Assessments 58%
$201,252 Other Income 3%
$6,934,766 Total
Program Allocations
$4,008,522 Leisure  60%
$1,973,773 Meetings and Groups 30%
$703,684 Tour and Travel 10%
$6,685,979 TotalAR

Revenue Sources
$2,071,369 County TOT 34%
$3,799,021 BIA Assessments 63%
$161,614 Other Income 3%
$6,032,004 Total

Program Allocations
$3,193,503 Leisure  60%
$1,631,959 Meetings & Groups 30%
$543,303 Tour & Travel 10%
$5,368,765 Total

MP

CREATE TWO PIE CHARTS
(copy is tabbed)
Revenue Sources
$2,724,469 County TOT 39%
$4,009,045 BIA Assessments 58%
$201,252 Other Income 3%
$6,934,766 Total
Program Allocations
$4,008,522 Leisure  60%
$1,973,773 Meetings and Groups 30%
$703,684 Tour and Travel 10%
$6,685,979 Total

2015

Revenue Sources
(Total: $6,799,619)

59%
BIA Assessments
($4,009,045)

40%
County TOT
($2,724,469)

1%
Other Income
($66,105)

Program Allocations
(Total: $6,550,832)

60%
Leisure 
($3,927,434)

30%
Meetings and Groups
($1,933,229)

10%
Tour and Travel
($690,169)



scT sTaff
Nicole Bradin, CTA
Executive Office Manager
Kristin Clark, CTA 
Marketing Coordinator
Chyrl Collins, CMP,	CTA,	CTIS 
Tourism Sales Manager 
Mark Crabb, CMP,	CTA,	FCDME 
Chief Sales Officer
Ken Fischang, CHME,	CMP,	CTA 
President/CEO
Kathleen Gray, CTA 
Accountant
Jeff Herdell, CTA 
Webmaster for SCT, SCV, SCW
Ariane Hiltebrand, CTA
Interactive Manager 
Kila Janusevskis, CTA 
Sales Coordinator
Paula Johnson, CMP,	CTA 
Group Sales Director 
Bill Judson, CTA
Chief Financial Officer
Deleyse Langdale, CTA
International Sales Director
Tina Luster, CTA 
Communications Manager

board of direcTors
Michelle Arellano, CTA
Administrator Analyst - County Administrator office

Joe Bartolomei 
Farmhouse Inn & Restaurant, Owner

Tom Birdsall 
Basin Street Properties, Director

Percy Brandon, CTA	 / SECRETARY 
Vintners Inn, General Manager

Jennifer Buffo, CTA
Pure Luxury Transportation, Owner/COO
Floriann Bynum, CTA
Flamingo Resort & Spa, General Manager

Dan Christensen, CTA	 / VICE CHAIR / TREASURER
Geyserville Inn, Owner

Jonathan Coe, CTA
 Santa Rosa Chamber of Commerce, President

Veronica Ferguson, CTA
County Administrator

Michelle Heston 
Fairmont Sonoma Mission Inn & Spa,
Regional Director of Public Relations

Lowell Johnson, CTA 
Coast Hospitality Partners

Steve Jung, CTA 
Doubletree by Hilton, General Manager

Karissa Kruse, CTA 
Sonoma County Winegrowers, President

Rachel LeGrand, CTA 
Russian River Getaways, Owner

Kirk Lok, CTA 
The Lok Group of Companies, President/CEO

James Luchini, CTA
Francis Ford Coppola Winery,
Special Events/Performing Arts Manager

Tim McGregor, CTA 
Bodega Bay Lodge, General Manager 

Dan Parks, CTA 
Sonoma Creek Inn, Owner

Wendy Peterson, CTA 
Sonoma Valley Visitors Bureau, Executive Director

Bert Rangel, CTA 
Rivers End Restaurant & Inn, Owner

Gary Saperstein 
Out in the Vineyard, General Manager

Scott Satterfield 
Sheraton Sonoma County Petaluma, General Manager

Sally Shaffer, CTA 
Hilton Sonoma Wine Country, General Manager

Pauline Wood, CTA	 / CHAIR 
San Francisco North / Petaluma KOA, Co-Owner
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Sonoma County Tourism works with local businesses 
and chambers of commerce to make sure potential 
travelers from Sacramento to Seoul hear about your 
business. By working with Sonoma County Tourism’s 
free programs, tourism-related businesses enjoy the 
benefits of extensive sales and marketing programs 
dedicated to a positive return-on-investment and in-
creasing overnight stays in Sonoma County.
    Services from SCT are free. We need your help to 
tell the rest of the world about your business. The more 
we know about you, the better we’re able to promote 
you through our sales and marketing channels. 

How we take your message to potential travelers:

• Leisure Traveler: The marketing and public relations 
team connects with potential travelers through 
advertising, public relations, and marketing programs 
that include a robust social media presence.

• Meetings: With offices in Sonoma County, Sacramen-
to, Southern California, Chicago, and Texas, our sales 
team focuses on bringing groups nationwide to So-
noma County in the shoulder season and mid-week.

• Tour and Travel: The sales team interacts with tour 
operators worldwide to encourage them to bring 
their customers to Sonoma County. 

Connect with us – Visit the Partners section of our 
website at www.SonomaCounty.com/partners for 
information on free and paid marketing opportunities 
with SCT. 

Free marketing opportunities include:

• Getting leads for meetings and groups from the sales 
team

• Posting events to our online event calendar

• Submitting special offers and being included in
 seasonal promotions

• Updating your business listing on www.Sonoma-
County.com

• Submitting an item for the quarterly What’s New 
press release that goes to thousands of journalists

Other opportunities include:

• Hosting journalists to experience your business

• Attending trade shows with our sales team

• Co-op advertising

• Advertising in the Official Sonoma County Visitors 
Guide and Map, reaching thousands of potential

 visitors each year 

• Assisting SCT in sponsoring events

FOR SALES OPPORTuNITIES,
contact the sales department at sales@sonomacounty.com

FOR PuBLIC RELATIONS AND MEDIA OPPORTuNITIES,
contact the the PR team at publicrelations@sonomacounty.com

FOR MARKETING OPPORTuNITIES,
contact the marketing team at marketing@sonomacounty.com

FOR GENERAL INFORMATION, contact us at info@sonomacounty.com

VISIT uS ONLINE AT: www.sonomacounty.com

PICK uP THE PHONE and call us at 707-522-5800

contactus . . . 

Sonoma County Tourism
3637 Westwind Blvd.
Santa Rosa, CA 95403

Tamara McGiboney, CTA 
National Sales Manager, Southwest U.S.
Susan Montes, CTA
Meeting Sales and Services Manager
Ginger Myrick
Advertising Traffic Coordinator
Barbara Quigley, CTA
 National Sales Manager, Midwest/Northeast U.S.
Sandy Shuster, CTA 
Customer Service / CTA Coordinator
Beth Snow, CTA
Marketing Manager
Maureen Tunheim, CTA 
Administrative Manager
Jill VandenHeuvel, CDME,	CTA 
Advertising and Industry Relations Director
Birgitt Vaughan, CTA 
Public Relations Manager
Jamie Ward, CMP,	CTA 
National Sales Manager, Southeast/Eastern U.S.
Tim Zahner, CTA 
Chief Marketing Officer
(TBA)
Administrative Support


