


PASSION
FOR THE ROAD AHEAD …
How people decide on where to travel 
and how they book – the travel ecosystem 
– is rapidly changing. And Sonoma County 
Tourism continually seeks innovative ways 
to achieve sustainable success and be bold 
leaders in our industry.

We recognize that tourism is an important 
economic driver for Sonoma County, and 
has been for more than a century. SCT is 
investing in the future by producing a 10-
year strategic plan that will outline steps 
to ensure a vital and thriving hospitality 
industry for years to come. 

We are proud of the dedication and vision 
of our board, stakeholders, and staff that 
helps us keep our edge as a leading des-
tination marketing organization.

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

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

SUCCESS IN 2016
In 2016, SCT introduced travelers to our destination in a variety of ways. These efforts resulted in the highest annual 
average daily rate (ADR), at $156.88, and occupancy rate, 77 percent, since SCT began tracking this. In the coming 
year, three new hotels are slated to open. According to the county Economic Development Board, there are 29 hotel 
projects (full builds and renovations) in the pipeline, with the potential of 1,914 new rooms.
    The hospitality economy generates $1.82 billion in spending and brings in nearly $150 million in taxes.
It directly supports 19,710 jobs – one in 10 – a number that continues to grow each year.
    One of our biggest collaborative successes with Sonoma County Vintners and Sonoma County Winegrowers
was our involvement in Super Bowl 50. Here are some of the fi nal results:

• 1.1 million people visited Super Bowl City at San Francisco’s Embarcadero between Jan. 30 and Feb. 7, having the 
opportunity to visit the Taste of Sonoma Lounge or buy Sonoma County wines throughout the venue.

• 78,000,000 editorial impressions via positive travel stories that appeared in 29 media outlets meant millions of 
potential travelers saw Sonoma County’s message.

• 100-plus volunteers: Sonoma County Certifi ed Tourism Ambassadors (CTAs) managed the traffi c fl ow at the lounge, 
answered questions, and encouraged visitation to Sonoma County. 

LOOKING FORWARD TO A SUCCESSFUL 2017
As the success of Sonoma County as a destination has grown, SCT strives to balance the promotion of the area with 
the story of the hospitality industry locally.
    Leisure travel is the largest driver of overnight business to Sonoma County and remains the main focus of SCT’s 
marketing efforts. 
    Meanwhile, the meetings and groups segment, which includes weddings, is used to fi ll rooms during need periods. 
Lodging occupancy can swing by as much as 30 percentage points between Wednesday and Saturday. Filling rooms 
on weeknights and the shoulder season helps protect hospitality jobs and allows Sonoma County businesses to 
maintain revenue streams.

THE FACES OF TOURISM 
Hospitality is an industry that can’t be outsourced. More than 90 percent of tourism businesses are locally owned and 82 
percent have fewer than 25 employees. These tourism professionals work and live here, volunteer their time, give back, 
and are an integral part of our community. 

SUPPORTING EDUCATION AND ENTPRENEURSHIP
Hospitality is an opportunity industry. Employees can move from the front line to supervisor and into management. 
Former employees become successful entrepreneurs, starting their own businesses and hiring employees, starting the 
cycle again.
    We recognize the importance of workforce development. This year, we worked with area colleges and high schools to 
offer the Sonoma County Certifi ed Tourism Ambassador (CTA) program as part of their curriculum. 

NEW OPPORTUNITIES
Working with local governments, we are constantly looking at new ways to bring in visitors and move them around the 
destination. 
    When the SMART train starts service, SCT will promote it as a viable transportation option for visitors. The airport attraction 
committee, of which SCT is a member, continues its efforts to bring in new fl ights and carriers to meet the rising demand for 
air travel to the region.
    SCT serves on the Sonoma County Cannabis Task Force, which is tasked with exploring future economic impacts and 
opportunities.

FROM THE ARTS TO ZINFANDEL – WE PROMOTE YOU
Sonoma County Tourism will continue to promote tourism assets and attractions in the county, from the arts to 
zinfandel and everything in between. We concentrate on attracting visitors from areas likely to yield the best return on 
sales and marketing efforts.
    In the past year, we partnered with Sonoma County Regional Parks and outdoor recreation businesses; Creative So-
noma and artists, galleries, and performing arts venues; as well as nearly 2,300 local non-lodging hospitality businesses 
to show visitors the full range of what we have to offer.
    We recommend that the SCT BIA continue with its present boundaries and the current method and basis of levying 
assessments. We are stronger together as we collaborate to make 2017 the best year ever for tourism.
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ACCOMPLISHMENTS: 2016
SCT exists to market and sell Sonoma County as an overnight destination to visitors trav-
eling for leisure or business. In 2016, the team was successful in the following ways:

• Successful Super Bowl 50 installation: 78 million editorial impressions; 1.1 million
 visitors to Super Bowl City

• Sales team exceeded goals by 5 percent; hosted 56 site tours to interested meeting 
planners; offered cash incentives to 24 meetings, with an economic impact of $3.8 
million during need periods.

• Increased presence in international programs to promote multi-day stays.

• Promoted Sonoma County with paid media, earned public relations, and online
 campaigns to potential overnight visitors in major markets. Web traffi c increased
 33 percent over previous year, requests for printed material were up 4 percent. 

• Marketing partnerships with groups in San Francisco and Silicon Valley generated
 opt-ins and leads for future travel.

• Partnered with local marketing organizations like Sonoma County Winegrowers, Sonoma 
County Vintners, and regional visitor centers to expand marketing reach of SCT. 

• More than 1,800 hospitality professionals have gone through the Certifi ed Tourism 
Ambassador program.

In 2016, Sonoma County Tourism introduced travel-
ers to Sonoma County in a variety of ways. These 
efforts resulted in the highest annual average daily 
rate (ADR), at $156.88, and occupancy rate, 77 per-
cent, since SCT began tracking this. 

The increase in overnight visitors brought new cus-
tomers to more than 2,500 hospitality businesses and 
provided jobs for 19,710 local residents. 

Sonoma County Tourism, mindful that tourism com-
prises one in 10 jobs in Sonoma County and is a 
major driver of government revenue, worked to 

PLANS: 2017
In the next year, major initiatives include:

• Implement community engagement program that listens to stakeholders and shows 
the value of tourism to the local economy.

• Deployed full-time professionals in the Bay Area/Silicon Valley and Sacramento to 
enhance meeting and group sales. 

• Strategic marketing and PR programs and partnerships to yield overnight visits during 
need periods (mid-week and shoulder season) as well as maintain visits during peak 
season. Concentration on main geographic markets (California and West Coast, as 
well as large cities nationally) for direct-to-consumer marketing. Continue with the 
new campaign that builds on success of SCT. Appeal to new customers in emerging 
demographics.

• Maintain Certifi ed Tourism Ambassador program and invest in front-line service levels.

promote tourism that sustained local businesses and 
respected the local community. The tourism economy 
generated $1.82 billion in spending and brought in 
nearly $150 million in taxes.

Sonoma County Tourism promotes Sonoma County 
as an overnight destination and showcases the di-
versity of this unique place.



2016 FISCAL YEAR REVENUES  (October 2015 – September 2016)

FY 2016 County Transient Occupancy Tax (TOT) revenue for the period from October 2015
through September 2016 was $2,763,204, 1 percent ($38,735) more than the prior year.
TOT revenue is allocated to countywide advertising, and marketing support. 

Business Improvement Area (BIA) assessments were $4,689,942, 10 percent
($410,322) more than the prior year. BIA revenues are used for expenses other
than countywide advertising and marketing. 

Revenue Sources
  $7,505,372 Total
  $4,689,942 BIA Assessments 62 percent
  $2,763,204 County TOT 37 percent
  $52,226 Other Income 1 percent

2016 PROGRAM EXPENSE ALLOCATIONS
2016 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    62 percent (61 percent in 2015)
Meetings and Groups 28 percent (29 percent in 2015)
Tour and Travel  10 percent (the same as 2015)

OVERVIEW
The primary goal of the fi nance department is improving fi scal and 
administrative effi ciency, accountability, and transparency while enabling
other departments to focus their efforts on the sales and marketing 
mission of Sonoma County Tourism.

Audited fi nancial statements are submitted annually to the County of 
Sonoma.
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2017 REVENUES
The 2017 revenue budget was developed based on the current year’s business
improvement area (BIA) collections, feedback from the SCT board of directors,
and contracted service agreements. 

Revenue Sources
  $8,195,975 Total
  $4,908,195 BIA Assessments 60 percent
  $3,235,700 County TOT 39 percent
  $52,080 Other Income 1 percent

2017 PROGRAM EXPENSE ALLOCATIONS
2017 Program Expense Allocations refl ect 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 2017
budgeted expense percentages are the same as budgeted in 2016: 

Leisure    60 percent
Meetings and Groups 30 percent
Tour and Travel   10 percent

OVERVIEW
Increasing tourism within Sonoma County has led to increased tax collections and 
revenues for Sonoma County Tourism. 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.
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2017 SCT BOARD OF DIRECTORS 
Joe Bartolomei Farmhouse Inn & Restaurant, Owner
Tom Birdsall Hampton Inn-Windsor, Partner Owner
Percy Brandon, CTA Vintners Inn, General Manager
Sheryl Bratton Sonoma County Administrator
Jennifer Buffo, CTA Pure Luxury Transportation, Owner/COO
Thera Buttaro Bodega Bay and Beyond, Owner
Dan Christensen, CTA, Chair Geyserville Inn, Owner
Jonathan Coe, CTA Santa Rosa Chamber of Commerce, President
Hannah Euser Administrator Analyst, County Administrator Offi ce
   (ALTERNATE TO SHERYL BRATTON)
Michelle Heston, Vice Chair Fairmont Sonoma Mission Inn & Spa, Regional Director of Public Relations
Keo Hornbostel, Treasurer Safari West, General Manager
Lowell Johnson, CTA Sonoma County Lodging Association, President
Steve Jung, CTA Doubletree by Hilton, General Manager
Karissa Kruse, CTA Sonoma County Winegrowers, President
Rachel LeGrand, CTA Russian River Getaways, Owner
Crista Luedtke Boon Hotel & Spa, Owner
James Luchini, CTA Francis Ford Coppola Winery, Manager Hospitality Training & Development
Kristen Madsen Director, Creative Sonoma
   (ALTERNATE TO BEN STONE)
Tim McGregor, CTA, Secretary Bodega Bay Lodge, General Manager 
Dan Parks, CTA Sonoma Creek Inn, Owner
Bert Rangel, CTA Rivers End Restaurant & Inn, Owner
Jennifer Richards Hyatt Vineyard Creek, General Manager
Gary Saperstein Out in the Vineyard, General Manager
Scott Satterfi eld Sheraton Sonoma County Petaluma, General Manager
Ben Stone Sonoma County Economic Development Board
Jonny Westom, CTA Sonoma Valley Visitors Bureau, Executive Director
Pauline Wood, CTA, Past Chair Petaluma KOA, General Manager

SCT STAFF
Nicole Bradin, CTA Director of Operations and Community Engagement
Chyrl Collins, CMP, CTA, CTIS Tourism Sales Manager 
Erika Costa, CTA National Sales Manager, Sacramento/Northwest U.S.
Mark Crabb, CMP, CTA, FCDME Chief Sales Offi cer
Ken Fischang, CHME, CMP, CTA President/CEO
Nancy Garvey, CGMP, CTA National Sales Manager, Southern California/Southwestern U.S.
Gilda Gonzales, CTA Accountant
Mariah Harkey, CTA Digital Marketing Coordinator
Ariane Hiltebrand, CTA Digital Marketing Manager
Paula Johnson, CMP, CTA Director of Administration
Bill Judson, CTA Chief Financial Offi cer
Deleyse Langdale, CTA Director of International Sales 
Charmaine Louzao, CTA Meeting Sales and Services Manager
Tina Luster, CTA Communications Manager
Kila McCollister, CTA Sales Coordinator
Susan Montes, CTA National Sales Manager, Bay Area/Silicon Valley
Ginger Myrick, CTA Advertising Traffi c Coordinator
Barbara Quigley, CTA National Sales Manager, Midwest/Northeast U.S.
Sandy Shuster, CTA Customer Service/CTA Coordinator
Beth Snow, CTA Marketing Manager
Kristin Treiber, CTA Marketing Operations Manager
Jill VandenHeuvel, CDME, CTA Director of Advertising and Industry Relations 
Birgitt Vaughan, CTA Public Relations Manager
Jamie Ward, CMP, CTA National Sales Manager, Texas/Southeast U.S.
Tim Zahner, CTA Chief Marketing Offi cer 

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 offi ces in Sonoma County, Sacramento, Los Angeles, Chicago, and Texas, our sales team focuses on bringing groups nationwide to 
Sonoma County in the slower 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.SonomaCounty.com
• Submitting an item for the quarterly What’s New press release that goes
 to thousands of journalists

THE STRENGTH OF A 
PARTNERSHIP

By working with Sonoma County 
Tourism’s free programs, tourism-
related businesses enjoy the 
benefi ts of extensive sales and 
marketing programs dedicated 
to a positive return-on-invest-
ment and increasing 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. 

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: sonomacounty.com/partners

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

CONTACT US . . . 

Sonoma County Tourism
400 Aviation Blvd., Suite 500
Santa Rosa, CA 95403

Other opportunities include:
• Hosting journalists to experience your business
• Attending trade shows with our sales team
• Co-op advertising
• Advertising in the Offi cial Sonoma County Visitors Guide and Map,
 reaching thousands of potential visitors each year 
• Assisting SCT in sponsoring events


