ANNUAL REPORT

SONOMA COUNTY TOURISM
FISCAL YEAR 2021-2022

®

FISCAL YEAR 21-22
Dear Sonoma County Tourism Industry,
First, I want to thank you all for your remarkable perseverance and ongoing passion for this destination as we continue to recover from the impacts of the pandemic. We
already know that Sonoma County’s tourism industry is remarkably resilient, but to see how creative and flexible you all have been is extraordinary.
As the Board chair of Sonoma County Tourism, I’ve seen this past year as one filled with surprises, great achievements and significant challenges. We began the year
with some hope of recovery, saw a set-back with a restriction on group travel at the first of the calendar year and then roared back to almost pre-pandemic numbers by
year’s end. Determining and forecasting a budget for SCT has never been more challenging, but the team worked hard to manage programming that would maximize the
surprising levels of revenue, driven by strength across all lodging industry sectors.
Challenges continued with economic uncertainties spurred by rising fuel prices and interest rates along with talk of a recession. Covid outbreaks in key international
markets put a halt on some international travel and by mid-summer, consumer confidence, a key indicator of discretionary spending, was at an historic low. While leads
for group travel were solid, that segment continued to be hindered by a variety of factors causing a continued lag in recovery. But, in true Sonoma County fashion, we,
collectively, navigated these continued turbulent times and, it seemed, became more innovative and resilient than ever.
And, through efforts to increase SCT’s budget, outreach was conducted within cities, towns and neighborhoods we worked to educate our stakeholders on the benefits
that will come through a revised Business Improvement Area (BIA) environment. We’re hopeful this will materialize during the upcoming year. We also started a seminal
Destination Stewardship and Resilience Master Plan. We’re grateful for those who have participated in focus groups and surveys. We look forward to launching this plan
and the associated action items in the very near future.
Within this annual report, you’ll get a snapshot of the work done by the team at Sonoma County Tourism to address myriad issues while continuing to elevate brand
awareness and customer engagement.
As we look forward to gaining momentum, all of us at SCT know it is only through the partnership with all of you that we can succeed. We truly believe that it takes this
entire industry, working collectively to find solutions to issues and realize the successes this destination truly deserves.
Thank you for your partnership and your ongoing support of Sonoma County Tourism.

Edward Roe
Chair, Sonoma County Tourism Board of Directors
General Manager, Fairmont Sonoma Mission Inn
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ORGANIZATION MISSION, VISION, VALUES
MISSION:
Inspire overnight travel to Sonoma County that bolsters the region’s economy and encourages responsible stewardship of the community’s abundant resources.

VISION:
Sonoma County will be the premier destination in North America for responsible travelers who enjoy, protect and preserve the area’s bountiful natural and cultural resources.

VALUES:
•

Strategic – SCT approaches all programs and opportunities with a foundation of research and structured with consideration for all potential program outcomes and
impacts to the organization, key stakeholders and the County at large.

•

Transparent – All budgets and programs administered by SCT are done so within an environment of transparency. This helps ensure all stakeholders have a high level
of understanding regarding the operational effectiveness of the organization and can champion the organization as an efficient steward of the funding provided.

•

Collaborative – SCT is successful only if its partners and stakeholders are successful. This occurs within a robust business-development environment offering
opportunities for constituents to benefit from partnerships with the organization and gain business-driving benefits from the programs administered by the
organization.

•

Inclusive – SCT is committed to ensuring persons of all backgrounds are included and welcomed throughout its internal operations and external audience outreach. A
strong dedication to diversity, inclusion and equity will guide the organization.

•

Entrepreneurial – SCT operates as an ambitious and nimble business seeking new opportunities for revenue and growth. SCT staffers work to find business
development opportunities that drive revenue for partner businesses and generate new revenue for the organization.

•

Trusted – SCT will develop programs founded on research, driven by best-in-class execution and with results conveyed via various partner communications channels in
a timely and truthful manner.  
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FINANCIAL REPORT
The budget for FY21-22 was completed in February 2021 and approved and put forward
to the County in March 2021. At the time, Sonoma County was still in the purple tier
of the COVID pandemic so a conservative approach was taken in line with industry
forecasts and predictions.
As tourism re-opened, Sonoma County fared better than many destinations and we
adjusted our expenditures to meet the new market conditions accordingly. Priority
was given to stewardship efforts such as Responsible Travel campaigns, sustainability
initiatives, client events to showcase the county to new audiences, and updating
marketing assets in video and photographic form. Throughout the year, reforecasts
were done to reflect the variances that occurred within the lodging industry.

Expenses by Category
Advertising
Client Events, FAM and Entertainment
Travel and Tradeshows
Digital Engagement
Organization Tools
Research
Event and Organization Sponsorship
Memberships
Cont ract Services
Professional Development and Training
Destination Programming
Payroll and Human Resources
Technology
Office Supplies and Equipment
Fees and Licenses
Facilities Expense
Total Expenses

Actual
3,308,806
271,118
281,019
869,738
104,872
250,409
262,875
41,861
563,265
188,987
324,233
2,401,827
160,690
60,310
173,054
186,006
$9,449,069

35.0%
2.9%
3.0%
9.2%
1.1%
2.7%
2.8%
0.4%
6.0%
2.0%
3.4%
25.4%
1.7%
0.6%
1.8%
2.0%

Budget
1,596,300
201,680
217,526
591,999
111,050
129,360
223,050
42,838
497,450
158,600
144,638
2,591,947
139,794
69,966
192,022
191,542
$7,099,762

22.5%
2.8%
3.1%
8.3%
1.6%
1.8%
3.1%
0.6%
7.0%
2.2%
2.0%
36.5%
2.0%
1.0%
2.7%
2.7%

Key Actual Budget
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Original Budget
19.6% Administration
49.8% Marketing & PR
21.5% Business Development & Travel Trade
9.1% Community Engagement

Midyear Reforecast
16.0% Administration
58.0% Marketing & PR
17.8% Business Development & Travel Trade
8.2% Community Engagement

Projected Year End Results
16.7% Administration
59.8% Marketing & PR
16.2% Business Development & Travel Trade
7.3% Community Engagement
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$1,390,720
$3,532,238
$1,529,151
$647,653
$7,099,762

$1,576,225
$5,726,682
$1,755,410
$809,178
$9,867,496

$1,576,982
$5,654,435
$1,531,598
$686,054
$9,449,069

OVERARCHING KEY PERFORMANCE INDICATORS
Performance goals are identified prior to the year and based on the suspected environment in which Sonoma County Tourism will operate. Going into the year, we
anticipated FY21-22 would be a year punctuated by recovery challenges, but we had no idea the swings this year would produce. Thankfully, Sonoma County did not
have to manage through a natural disaster such as a wildfire, but the ongoing drought is an issue of concern. Ongoing issues such as workforce shortages, housing and
homelessness continue to impact the destination, but have not yet impacted the work of SCT.
The following Key Performance Indicators (KPIs) were purposefully centered around recovery and provided flexibility to help ensure the team was able to pivot and
respond given the potential impacts.
1.

Reenergize Sonoma County Tourism’s industry through a robust program that drives business, elevates the industry through education and creates destination
champions.
Throughout FY21-22 the County has been recovering from the impacts of the
pandemic. While keeping an eye on the continued impacts of health and safety
protocols, SCT has reenergized the industry through:

•

Reengaging partners via in-person events, including the November 2021 mixer
and subsequent quarterly mixers in Petaluma and Santa Rosa.

•

Hosting a large industry event in Los Angeles attended by meeting planners, tour
operators and journalists. The event showcased the Sonoma Sound music and
individuals from the Cultivated video series.

•

Increasing visits to partner properties, making a concerted effort to see the
experiences first-hand.

•

Developing the “How to Work with Sonoma County Tourism” brochure to
help partners, especially those new to the region or industry, understand the
opportunities available through SCT.

2.

Sonoma County Tourism Los Angeles Event

Create and manage group (business and leisure) leads ensuring partners are able to book business surpassing pre-pandemic levels.
The team hosted a FAM coordinated through Connect Meetings that brought 11 planners into Sonoma County. The FAM had a two-fold purpose. First, to introduce
Sonoma County to meeting planners and second to gain feedback from the planners regarding the destination. The group stayed at the Hyatt Regency Sonoma Wine
Country and visited diverse meeting venues and recreational activities.  
During the focus group, the planners overwhelmingly positive feedback about the diversity and beauty of the destination, and the passion conveyed by the employees
at the various locations. They also discussed issues such as homelessness and feeling unsafe during portions of their visit.     
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3.

Integrate the Leave No Trace partnership and continue to communicate a commitment to destination stewardship, positioning Sonoma County as a leader in
sustainable travel.
The Leave No Trace partnership between the Sonoma County Regional Parks and SCT has been fully integrated and has moved from the initiation phase into the
partner education and general communications phase. During the year, SCT has embraced this partnership to the extent that it has been recognized and appreciated
by the Sonoma County Board of Supervisors and by television program Open Road.
On April 22, 2022 (Earth Day), Sonoma County Tourism, Sonoma County Regional Parks, and Leave No Trace unveiled its Sonoma County Leave No Trace Coalition
Toolkit. The toolkit contains physical and digital assets for land managers and hospitality businesses to promote practices designed to prevent environmental
impacts in parks, preserves, and other outdoor recreation locations.
Hospitality partners that promote the Sonoma County Leave No Trace Seven
Principles, either by adding language into reservation confirmations, or placing our
tent cards or posters in their businesses, are considered members of the “Sonoma
County Leave No Trace Coalition.”
Because of SCT’s leadership in this partnership, a three-county partnership was
created between Mendocino, Sonoma and Marin counties through the Cleaner
California Coast initiative. To date, the following has been completed:
•
•
•
•

4.

MOU between all three counties and Leave No Trace has been fully executed
Press release distributed to media contacts
The three-county initiative has a name: Cleaner California Coast
In an effort to protect future program development, Sonoma County Tourism has
secured the website domain cleanercoast.org for the three-county group's use
moving forward.

Identify and integrate research model that shows impact of quality over quantity visitation approach.
This KPI is still in the works. We’ve reached out to a number of researchers, but the model is just not yet perfected. SCT has integrated a full dashboard using the
Symphony platform that allows us to see track performance across the totality of the tourism ecosystem. This does help to show if we’re driving visitation from
advertised markets.
During this year, the emphasis was on the drive market. This was how recovery started as the world reopened. With COVID concerns and variants continuing to
impact travel decisions, there was a short window in which pent up demand created tremendous opportunity in the market. Our paid campaign and content delivery
focused on wellness and responsible travel, helping to shift the focus from quantity to quality. Sonoma County’s core feeder markets lead this recovery. The year
ended with lower consumer confidence amidst rising concerns around inflation and a potential recession. SCT’s messaging during the summer is highly focused on
responsible and sustainable travel. We will continue to search for the right metric that shows this is the type of traveler who’s coming to Sonoma County, but for now,
we need to rely the strength of our messaging to lay a foundation for the quality over quantity KPI.
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5.

Secure a funding model that will help ensure long-term financial stability for the organization.
SCT is working hard to secure additional funding through revisions to the BIA agreement that will help create long-term funding for the organization. While this was
not completed during FY21-22 a tremendous amount of work was done during the fiscal year to develop foundational materials, conduct initial informational meetings
with key stakeholders and determine obstacles to success.
The initiative began with meetings at approximately 30 lodging properties across the county with the goal of providing information about the proposed changes and
eliciting input from the properties. The insights gained during these meetings were conveyed to the Finance and Legal Committee.
Several materials were developed including an updated white paper providing an overview of the process and the value of this initiative was completed in a postCOVID world. A presentation deck was developed to help guide conversations with elected officials and municipality staff leaders.

6.

Create and initiate a business development model that seeks to find new markets, heightens current partner opportunities and introduces Sonoma County to more
diverse communities.
The original intent of this initiative within the Business Development team was reimagined during the year. This initiative was put on hold until the Business
Development team could be fully formed and opportunities better identified.
SCT, through its sustainability and responsible traveler initiative, does work to find new visitors (primarily the fully independent traveler) who are within this visitor
profile. The media outreach to these audiences is getting Sonoma County into a more diverse set of communities.
SCT continues to amplify its appeal to diverse communities and better illustrates Sonoma County as a welcoming destination for all. This effort will continue into
FY22-23.
Business Development efforts have amplified across social media with greater emphasis on connecting with planners and travel trade professionals via LinkedIn. The
Business Development team has included this channel in its general outreach initiatives.
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7.

Complete foundational components (organizational statement, team inclusion action plan, external communications policies) of a DEI program that mandate the
organization’s commitment to both internal and external diversity, equity and inclusion.
SCT worked with the Governance Committee to develop and organizational DEI statement:
At Sonoma County Tourism, our commitment to diversity, equity and inclusion is unwavering. We strive to ensure those in our workforce, and participation in our board
and committees reflect the diversity of the communities we serve. We embrace diversity of identity, experience, and thought. We will elevate, provide access to, and
intentionally integrate this abundance of input across our organization and within the stories we create that inspire travel to the region.
As an organization that resides in Sonoma County, we align with the County of Sonoma in recognizing that we are on the ancestral lands of the Coast Miwok, Pomo, and
Wappo who are the original caretakers of this area. We respectfully acknowledge the Indigenous peoples who have been stewarding and maintaining relationship on this
land as knowledge keepers for millennia.
This statement was vetted by the Board and voted on/agreed to (with the added
inclusion of the lands statement) during the board retreat in March.
The Marketing and Communications team has increased production and visibility
of DEI-specific content by 211% over FY20/21. We are also seeing strong engagement
with this new content across audiences.  
As part of one particular photo/video shoot, SCT was honored to capture a story
with Suki Waters, a member of the local Pomo tribe, and owner of WaterTreks in
Jenner. Suki discussed the importance of destination stewardship, told through the
lens of her culture, and how all of us can play a role in preserving Sonoma County
for generations.
The SCT executive team has completed the Equity, Diversity and Inclusion (EDI)
course through Destinations International and participated in the session at the
annual conference. During FY22-23, we will more fully integrate this initiative into
our overall organizational management.
Suki Waters, Owner of WaterTreks in Jenner

8.

Identify and staff the organizational structure to meet the needs of SCT for the time period covered in the plan.
This was a rebuilding year. The SCT team at the close of FY21-22 is an extraordinarily professional, talented and passionate group. The growth of the staff and positions
created do fit the needs of the industry. During the year we added a Director of Travel Trade to help SCT reenter the international market, two new coordinators for
the Marketing and Business Development Teams, a Senior Research Manager and a Senior Manager, Digital Marketing. We built the Business Development (sales
team) to best meet the needs of the meetings sector.
SCT also developed a newly created position of Manager, Sustainability and Climate Issues. This is to emphasize the organization’s commitment to sustainability and
responsible travel and manage the myriad programs that fall within this sector.
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9.

Deepen relationships with key local stakeholders, including elected officials, business leaders, partners, non-profits and other influential organizations through
meetings and activities that convey the value of tourism and SCT’s role in managing responsible travel.
While this is paramount for the Community Engagement Team and CEO, strengthening relationships with partners is a key component of the entire team’s objectives.
While the revenue generation initiative is underway, connection with elected officials has never been more important. This is coming at a time of change among city
council members, so SCT is not only discussing the revisions to the BIA, but introducing many to SCT and the value of the tourism industry.
Relationships with the Board of Supervisors is paramount and were a focus of the year. SCT engaged in one-on-one meetings with each of the Supervisors, including
monthly meetings with Chair Gore. Several on the Board were interviewed as part of the Destination Stewardship and Resilience Master Plan.
Conducting the focus groups for the Destination Sustainability and Resilience Master Plan gave SCT the opportunity to help leaders from many business sectors
connect what they do with tourism. While this was a unique one-time opportunity, the chance to continue to connect as the plan is launched and executed will
continue to expand SCT’s influence in the community.
SCT developed the Hospitality Collaborative as a replacement for the Partner Information Presentations (PIP). With the PIP sessions, partners came to the SCT office.
The Collaborative brings SCT staff out to the partner locations. Working with the local chambers of commerce and partners in municipalities, SCT comes away with a
better understanding of the businesses and cities.
Throughout the year, the team has made a concerted effort to visit partner properties whether to get campaign elements (photos/videos, content development), as
part of the Hospitality Collaborative that brings the SCT staff to partner properties with some including a mixer, or as part of the revenue generation initiative.

10. Work with the County to review and potentially revise the requirements of the March 15 program and budget submission.
We worked with the Economic Development Board (EDB) and County Counsel to push the submission date from March 15 to April 20. This allowed our VP of Finance
to have revenue from which they could forecast the upcoming year for two quarters of the previous year rather than just one. We were successful at getting this date
changed. Our thanks to the EDB for their partnership on this!
11. Work with the County and vacation rental companies to identify and integrate BIA/TOT taxes.
SCT did reach out to AirBnB and VRBO to ask if they would be willing to collect and remit BIA funds should the environment be such that would allow this. They both
agreed. We are now working to have the $350,000 annual revenue benchmark removed to ensure vacation rentals can benefit from SCT’s marketing efforts.
12. Ensure crisis plan is updated, communicated and executed as planned (if needed).
The crisis plan is fully updated for 2022 and has been integrated with the team so they understand each individual’s role should a crisis occur. While we focus on
wildfires, the team knows that a crisis may include an active shooter, acts of terror or other type of crisis.
Key SCT staff and select board members went through crisis communications/media training administered by Fahlgren Mortine associate John Segale.  
Sonoma County Tourism has been invited to participate in the County’s Emergency Operations Center (EOC) as a direct link to the visitor community during an
emergency.
Thankfully we did not need to execute the plan during FY21-22, but we were prepared if needed.
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As an organization, three priorities drove all programming. These were identified as ones that help SCT achieve its mission and vision and continue to guide the destination
towards full recovery.

BUSINESS RECOVERY
As the world emerged from the economic impacts of the pandemic, Sonoma County
Tourism’s marketing, communications and business development teams crafted
programs and campaigns designed to position the region as a compelling destination.
With the advantages of being in a wide-open natural environment, Sonoma County’s
appeal even during the pandemic was fairly high. But, will travel fully open, it was
imperative that SCT’s marketing and sales efforts regained top-of-mind status among
leisure and business travelers.
Using research as a base and building on the destination stewardship platform, the
marketing team recognized that wellness, self-care and care for the planet were
central consumer sentiments. Intent marketing programs focused on renewal for the
individual, family and greater environment. This approach proved very successful in
driving inquires and conversion with travel to the destination roaring back with some
sectors surpassing pre-pandemic levels by years end.
Within the business travel segment, headwinds continued with continued concerns
about and mandates surrounding group events. Ongoing masking requirements and
restrictions on the number of people in a space caused a start and stop to group
business travel. Following are key strategies and results for each.

SCT also partnered with external companies to gain additional insights on key
topics:
•

SCT engaged Cultivar Strategies and an expert industry task force to identify
opportunities and an approach for Sonoma County to enter the cannabis
travel arena. SCT also partnered with Longwoods International on an
advertising return-on-investment study.

•

Through a unique insights program, the Business Development team
partners with Connect Meetings on an in-market familiarization tour (FAM)
that brought 11 planners into Sonoma County. The FAM had a two-fold
purpose. First, to introduce Sonoma County to meeting planners and second
to gain feedback from the planners regarding the destination. The group
stayed at the Hyatt and visited diverse meeting venues and recreational
activities.
During the focus group with Sonoma County partners, the planners
provided overwhelmingly positive feedback about the diversity and beauty
of the destination, and the passion conveyed by the employees at the
various locations. They also discussed issues such as homelessness and
feeling unsafe during portions of their visit.     

Obtain and Convey Industry Insights and Marketing Analytics
SCT continued its commitment to being a research-based organization with insights
coming through a number of traditional and innovative sources.
Longwoods International provided the annual visitor survey (see Appendix A) as well
as a marketing ROI study.
SCT continued its partnership with Visit California to obtain the Dean Runyan
Economic Impact Survey (see Appendix B).
SCT created a new partnership with Tourism Economics to create a dashboard
showcasing the performance of the entire tourism ecosystem. (see Appendix C).
This dashboard also is posted on the partner portal of SonomaCounty.com.
Connect Meetings FAM Tour
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Drive Inquiry and Conversion through Advertising and Other Paid Opportunities
SCT along with its marketing partners, Fahlgren Mortine and Miles Partnership created and executed a Consumer Marketing campaign that drove visitation back to
Sonoma County. This campaign generated an astounding $203:$1 ROI to Sonoma County.  
SCT has increased its consumer email database by 16% over FY20/21. This important Customer Relationship Management (CRM) channel is also seeing industry-leading open
rates and click throughs.  
SCT soft launched the Sonoma County App, creating new and exciting ways to
promote the destination. An official launch of this app will happen in early FY22/23.
In early March, SCT hosted four sets of influencers as part of our “Intentional
Itineraries” portion of the campaign, which matches influencers with wellbeing
experts to determine what kinds of travel experiences they need to support their
personal wellbeing. From that place, SCT was able to curate itineraries powered
by our destination experiences to bring these itineraries to life. We captured the
influencers’ trips with photos and videos, all have been added to an Intentional
Itineraries page on the website.  
The marketing team worked with chef and hotelier Crista Luedtke filming a new
three-part video series as part of the spring campaign. Entitled “Beyond the
Wineglass,” the series featured Crista interviewing three different luminaries/
tastemakers in Sonoma County.

Influencers The Gay Beards, Brian Delaurenti and Johnathan Dahl

SCT and the Fairmont Sonoma Mission Inn hosted the Travel Mom, Emily Kaufman
and her co-host Tommy Didario for a 16-city satellite media tour on March 16.
Earned media coverage (PR) of Sonoma County garnered a 7.3/10 qualitative score
(goal was 7/10). SCT leverages the Barcelona Principles media scoring method.  SCT
moved away from the advertising equivalent metric in 2019, with the goal of
showcasing the true value of media coverage.

Travel Mom Host, Emily Kaufman, and Tommy Didario

Chef and Hotelier Crista Luedtke
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Top Media Coverage
Matador Network (Top 100; 793,456 Unique Visitors Per Month): Hit California's
standout stargazing spots in this epic road trip
Robb Report (Top 100 (496.013 Unique Visitors Per Month): From Hikes to Bike Tours,
7 Ways to Get Active in Wine Regions Around the World
Business Insider (28,078,207 Unique Visitors Per Month): I own a brewery where fans
camp out overnight to snag a bottle of our famous IPA. Here's how we built up a
huge community of customers  
St. Louis Post-Dispatch (1,399,650 Unique Visitors Per Month): Taking the kids: — to
kid-friendly California wine country this winter
MSN (67,151,557 UVMs) Travel +Leisure (962,011 Unique Visitors Per Month):
California's Russian River Valley is Full of Family-owned Wineries, Restaurants, and
Hotels — Here's How to Plan Your Trip  
Good Morning America (Top 100; 726,009 Unique Visitors Per Month): GMA’s
Getaway Guide TravelZoo (95,952 UVMs) Sonoma Wellness Tourism With Travel Zoo's
Gabe Saglie!, (95,952 UVMs)
Forbes (24,220,000 UVMS) Many Travelers Want To Financially Give Back To Their
Destination, According To This Booking Platform's Survey
CHRON (11,410,000 UVMs) Concierge Confidential: Micah James from Vintners Resort
Has the Skinny on Sonoma’s Best
KTLA (3,075,794 UVMs) Vacation deals that help the environment, communities
Flipboard (1,167,170 UVMs) Modern Guide to Guerneville: Cool Refinement + a
Rainbow of Culture in the Russian River Party Town
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Amplify the Brand
SCT developed and launched a new destination sizzle video that leverages our
“Sonoma Sound,” and portrays an evolved and engaging brand story.  The Sonoma
Sound was composed by Sonoma Countian Cliff Goldmacher.
All activities within the marketing and business development initiatives are designed
to amplify the “Life Opens Up” brand.

Acquire, Engage and Expand Key Audiences
Responsible Travel Marketing Campaign – The spring 2022 paid advertising campaign
revolved around responsible travel and wellness. The campaign creative encouraged
people to take care of themselves and the environment around them.
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The Cultivated video series highlighted luminaries in the area that provided unique perspectives about Sonoma County, all creating love letters to the region through their
own insights. Telling these stories and creating emotional connections with viewers is a great way to elevate the potential that visitors will take better care of a place they
love.
Impressions: 320,589
Reach: 169,348
Clicks: 6,141

Brad Beard
Mercury Wine

Donna Pacheco
Achadinha Cheese Company
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Duskie Estes
Farm to Pantry

Alana Tillman
ArtXcursion

Jenny and Mike Griffo
Griffo Distillery

Clay Mauritson
Mauritson Family Wines

Erin Wilkins
Herb Folk

Leslie Wiser
Radical Family Farms

Fall Campaign Overview
Timing: September 1 – November 30th, 2021
Messaging: Life Opens Up in Sonoma County; increased focus on wellbeing
Objective: Drive leisure business
Tactics: Paid advertising, public relations, social media, Visit California Coop, Search Engine Marketing (SEM) &
Social Media Marketing (SMM)
Geo Targets: In-state markets and nonstop STS markets; nationwide re-targeting
KPIs: Ad impressions, click throughs, and engagements; room night bookings, earned media scoring and
impressions, social engagements, partner referrals, and website traffic/conversions

Performance Snapshot
•
•
•
•
•
•

Impressions: 64,819,274
Click Throughs: 95,062
Engagements: 14,262
Site Sessions: 58,350
Leads: 18,584
Intent To Travel Actions: 4,095

Earned Media
•
•
•
•

Number of media hits: 105
Average Qualitative Media Score: 6.97 out of 10
Key outlets represented in media hits: 14
Impressions on earned media results: 346M

Press Releases
•
•
•
•
•
•

SCT Launches “Cultivated in Sonoma County” Video Series
SCT Stars of the Industry Awards
Jonny Westom Joins SCT as VP, Business Development
What’s New Fall 2021
Make Sonoma County Your Holiday Home Away from Home
Celebrate Giving Tuesday in Sonoma County
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Spring Campaign Overview
Timing: January 1 – April 30th, 2022
Messaging: Life Opens Up in Sonoma County
Objective: Drive leisure business
Tactics: Paid advertising, public relations, social media, Visit California Coop, Search
Engine Marketing (SEM) & Social Media Marketing (SMM)
Geo Targets: In-state markets and nonstop STS markets
KPIs: Ad impressions and click throughs, room night bookings, earned media scoring and
impressions, social engagements, partner referrals, and website traffic/conversions

Performance Snapshot
Impressions: 43,356,327
Click Throughs: 166,707
Engagements: 73,994
Video Views: 1,668,474
Site Sessions: 105,117
Intent To Travel Actions: 5,321

PR Outreach
The Spring campaign PR outreach focused on stories that celebrated our wellbeing key message, along with luminaries and approachable culture/food and wine.

Key Stories Included
•
•
•
•
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What Wellness Travel Means in 2022/Intentional Itineraries: highlighting restorative experiences and sensory immersion, outdoor activities and adventure
Sustainable Travel/Earth Day: highlighting sustainability & stewardship
BIPOC Culture and Ties to Sonoma County: highlighting luminaries & approachable culture
What’s New in Spring: highlighting new and seasonal experiences that celebrate wellbeing, restorative experiences and sensory immersion, outdoor activities and
wine/food

Develop Business from Existing and New Market Segments
SCT held a client event in West Hollywood/Los Angeles on March 22. The event,
held at 1 Hotel, featured 11 Sonoma County partners including wineries, makers
and influencers. Attendees included meeting planners, tour operators, journalists
and influencers. While in Los Angeles, the PR team also conducted deskside
briefings with journalists and freelance writers.
Throughout the year, the Group Business Development team was challenged
with new COVID-19 variants, including Delta, Omicron, BA2, and Sonoma County’s
health restrictions that went into effect in early January. Beyond these challenges
and an overall slowdown in industry recovery, the team was able to generate
awareness of Sonoma County as a leisure, group, meetings, special event, and
weddings destination, through a variety of tradeshows, advertising campaigns,
familiarization tours, and lead generation.
The Business Development team worked with Northstar Media to develop videos
for each of the conference hotels. These beautifully produced videos will be
provided to the hotels as well as for SCT’s use at trade shows and other sales
presentations.

Sonoma County Tourism Los Angeles Event; Alana Tillman art demonstration at Los Angeles event

The team also identified opportunities to sponsor key meeting planner events such
as Meeting Professionals International (MPI) World Education Conference, Maritz
and Amex conferences. The group worked closely with San Francisco Travel to
take over the infield at Oracle Park during the MPI WEC conference. This offered
a tremendous chance to connect with meeting planners interested in booking
events in this region.

Meeting Professionals International (MPI) World Education Conference (WEC) at Oracle Park

Northstar Media “Meet in Sonoma County” Video
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FY21-22 by the Numbers
1:1 MEETING WITH CLIENTS:                             		

947

PARTNER REFERRALS:                                       		

1,122

LEADS TO BIA HOTELS:                                      

858

SCT INFLUENCED ROOM NIGHTS:                      

3,332

TOT GENERATED:                                             		

$128,354

ROOM REVENUE GENERATED:                          

$1,138,220

BIA PROPERTY IMPACT:                                    		

$1,289,338

SITE TOURS/FAM’s
Site Inspections
1.     NorthStar Travel Weekly
2.     SITE Southeast Site Visit 2022
3.     Sonoma Eye Site Inspection
4.     One Immunology
5.     Glaucoma 2023
6.     Presidents' Club 2021/2022
7.     Micron Executive QBR 2022
8.     Old Republic Surety Presidents Club

ECONOMIC IMPACT*
FISCAL
ROOMS
QUARTER NIGHTS
Q1
251
Q2
1,191
Q3
1,199
Q4
691
TOTAL:
3,332

AVG RATE
$
$
$
$
$

399.00
242.24
337.35
499.39
341.60

TOTAL
TOT
$ 12,413
$ 27,816
$ 48,209
$ 39,916
$ 128,354

$
$
$
$
$

BIA
2%
2,003
5,770
8,090
6,902
22,764

TOTAL
IMPACT
$ 114,565
$ 322,097
$ 460,780
$ 391,896
$ 1,289,338

* Economic Impact : Total calculation of (sleeping room rental revenue + TOT + BIA) from all leads turned
definite with influence by SCT's Business Development Team.

TRADESHOWS, CONFERENCES, AND CLIENT EVENTS
PROGRAM
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.

MEETINGS

CalSAE Seasonal Spectacular
Destination CA
IMEX 2021
Connect CA
Visit CA (Midwest)
CALSAE Elevate
Cvent Connect
MPI WEC
IPC
Visit CA (East Coast)
Destination West
Incentive Live

12
20
141
35
135
40
32
6
21
180
17
20

PROGRAMS
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.

HB ABC
IMEX Frankfurt
CD APM
MPI WEC Pre FAM
ConferenceDirect FAM
SCT Advisory Group FAM
Arrowhead FAM
SITE Southeast (Site Visit)
IPW 2022
IPW 2021
Visit CA Luxury Forum
Cal Cup

MEETINGS
30
34
11
10
9
10
6
2
42
88
16
30

TOTAL 1:1 CLIENT MEETINGS: 947

FAM Tours
1.     SCT Advisory Group FAM
2.     Arrowhead FAM
3.     ConferenceDirect FAM
4.     MPI WEC Pre-FAM

Sales Team Mixer at Paradise Ridge Winery
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ROOM
REVENUE
$ 100,149
$ 288,511
$ 404,481
$ 345,079
$ 1,138,220

Wedding Guide

Sonoma County Tasting Pass

The Business Development team
designed and launched a digital Wedding
Guide, featuring a wide variety of the
types of weddings that can take place in
Sonoma County, along with resources
and considerations when planning a
Wine Country wedding.

SCT launched a second tasting pass, the Distillery
Pass, with seven distilleries from around the county.
The Sonoma County Distillery Pass is a gateway to the
region’s specialty micro-distilleries, each putting their
local spin on spirits - from vodka and whiskey to gin
and beyond. The Sonoma County Distillery Pass offers
exclusive pricing on spirit tasting flights at many of our
distilleries.

Engage Partners
SCT created coop marketing opportunities for our partners throughout the year,
allowing partners the ability to leverage SCTs channels to amplify their own
messaging.  
The Marketing and Communications team conducted several partner training
and outreach webinars throughout the year, to educate and engage partner
businesses. Examples include: Trends in the Travel and Tourism Industry;
Understanding the Value of PR; Marketing Trends; Spring Marketing Campaign
Webinar.
SCT held its annual general meeting on September 29th. The meeting was held
via Zoom due to the rise in the Delta variant. About 120 people registered for the
Zoom event. During the meeting, SCT covered its year in review and highlighted
the partnership with Regional Parks and Leave No Trace to help elevate
responsible travel messaging and visitor behaviors.
With events back in full swing, SCT provided sponsorships for large community
events including:
•
•

California Artisan Cheese Festival
Sonoma County Vintners Association – Barrel Auction and Taste of Sonoma
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SCT held its first post-COVID industry mixer in November at the SCT Offices. The
event was attended by approximately 100 tourism industry professionals.
During FY 21-22 SCT evolved the Partner Information Presentation (PIP) meetings into
the Hospitality Collaborative Program. The Collaborative focuses on a different city
each event, and includes one lodging property, one restaurant, one winery/brewery/
cidery/distillery, and one attraction/retailer/other. One of the businesses acts as the
host site with the other businesses and Sonoma County Tourism staff meeting at that
site. After a brief tour of the host site, each participant provides an overview of their
business, engaging with SCT staff and exploring opportunities for collaboration with
SCT and the other businesses.
Collaboratives were held in:
•
•
•

Windsor – Grand Cru Custom Crush
Petaluma – Hampton Inn Petaluma – followed by a community mixer
Santa Rosa – AC Marriott – followed by a community mixer
SCT Industry Mixer, November 2021

Monitor/Restart Travel Trade/International Outreach
Sonoma County Tourism initiated a nationwide search for a director of travel trade
in December 2021. The job opportunity garnered well-qualified candidates from
across the US. After a lengthy interview process, Sonoma County Tourism’s offer
was accepted by Percy Stevens. Percy joined Sonoma County Tourism in March 2023
bringing a lengthy background in working with destination marketing organizations
and state travel organizations, mainly focusing on international travel trade
development.
The department regained a budget in Q4 FY21-22 that is strategically deployed to
increase domestic and international awareness for Sonoma County as an overnight
destination. Further, in Q4 FY 21-22, SCT signed agreements with international
representation major feeder markets, Australia, Germany, and UK/Ireland. In addition
to the representation firms, the team reignited the partnership with Visit California’s
travel trade and international marketing teams as well and Brand USA and the United
States Travel Association.
Windsor Grand Cru Custom Crush Hospitality Collaborative
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While not a KPI, it’s always great when the team wins awards. For FY21-22 projects, we were thrilled to have work and our team recognized:
US. Travel Association Destiny Award:
Best Digital Marketing Campaign
Hospitality Sales and Marketing Association International (HSMAI) Silver Anvils:
Digital Campaign – Integrated Marketing Campaign for Consumers (B2C): Recovery Marketing
Public Relations Society of America Central Ohio Chapter Prism Awards:
Media Relations/Consumer Products and Services: “Life Opens Up” in Sonoma County: Immersive Press Trip
Integrative Communications: Reawakening the Spirit of Travel in Sonoma County
ETourism Summit Rising Star: Frank Filice, Director of Brand Marketing

Top Left: Mina Robertson (Miles Partnership), Frank Filice (SCT), Todd O’Leary (SCT), Marty McDonald (Fahlgren Mortine) at the Destiny Awards; Right: SCT’s Frank Filice and Todd O’Leary at the HSMAI Awards
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DESTINATION STEWARDSHIP
Sonoma County Tourism became a destination stewardship organization in 2018 and since then has evolved this platform to include a number of initiatives and programs
designed to shape consumer behavior toward protecting and preserving the region’s natural and cultural resources.
SCT adopted a phrase that helps keep this commitment at the forefront:

A place worth visiting is a place worth protecting.
Develop and Communicate Broad-based Approach to Destination Stewardship
SCT finally embarked on its Destination Stewardship and Resilience Master Plan – While SCT had contracted with the Coraggio Group in 2018 to begin this plan, the series
of crises that occurred kept this from happening. With the pandemic waning, the timing seemed right to restart this critical planning process. During FY21-22 the first
of the three-phase process began. SCT and Sonoma County underwent a number of assessments including one from the Global Sustainable Tourism Council (GSTC) that
measured a number of attributes throughout the destination. SCT also conducted focus groups with business leaders in a wide variety of industry sectors and conducted a
resident survey. The initiative will continue and conclude in FY22-23.
The 2022 National Travel and Tourism Week provided SCT with tremendous opportunities to connect with partners and the community. The theme of the week was “The
Future of Tourism.” Through several activities designed to elevate awareness of tourism and the value of the industry, SCT was able to coalesce the industry – critically
important during the recovery. Key activities included:
•

2022 Stars of the Industry Awards - The first in-person event was a great success.
The nomination of the “stars” and selection of the winners generated great interest
among the industry. The event itself was a true celebration of the industry. Through
high-energy hosting, the joy expressed by the winners and the general enthusiasm of
the event offered a great way to deepen relationships between SCT and the industry.

SCT congratulates the 2022 winners in each category:
•
•
•
•
•
•
•
•
•
•
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Front of the House: Lawrence Ku, Charles M. Schulz Museum and Research Center
Customer Engagement: Pure Luxury Transportation
Heart of the House: Gray Rollin – Belly Left Coast Kitchen & Taproom
Innovation: Wildhaven Sonoma Glamping
Rising Star: Ama Waya-Bivin – Wilson Winery
Environment Stewardship/Sustainable Practices: Kendall-Jackson Winery
Ally of the Industry: Chef Mei Ibach – West County High School
Lodging Property of the Year: boon hotel + spa
Accredited Hospitality Professional Program Champion: Kirk Lok, Principal CEO at Lok
Group of Companies
Legacy Award: George Webber, for creating extraordinary customer experiences as
the Count at Buena Vista Winery

Stars of the Industry Awards 2022

•

Pinot Purple Lighting - SCT connected with 50 businesses who agreed to
light their properties in purple throughout the week. This showed a great
connectivity among the industry and a solidarity around the value of tourism for
the general public.

•

“Live Like a Visitor” App Experience - Throughout NTTW (May 1-7), SCT invited
residents to experience Sonoma County as visitors do by utilizing SCT’s new
mobile application, visiting businesses, attractions, and activities. Residents that
experience participating locations received a special code that they entered into
the app to verify their visit. Residents who completed the NTTW “Live Like a
Visitor” experience received a prize from Sonoma County Tourism.  

Five roads have been adopted by Sonoma County Tourism as part of the County’s
Adopt a Road program:
• District 1 – Arnold Drive through Glen Ellen
• District 2 – Petaluma Hill Road through Penngrove
• District 3 - Petaluma Hill Road near The Gables and Bees N Blooms
• District 4 – Airport Blvd. in unincorporated Santa Rosa
• District 5 – Armstrong Woods Road
Sonoma County Tourism and Visit Santa Rosa hosted a webinar in April for lodging
properties in the City of Santa Rosa to help lodging properties understand their rights
and what the City can and cannot do when working with the unsheltered population
and loitering that may occur around their property.

Pinot Purple Lighting at Bike Healdsburg

Pinot Purple Lighting at Ocean Cove Bar & Grill

Airport Blvd. Road Cleanup
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Align with Local Organizations and National Programs with a Similar Mission
SCT joined the Global Sustainable Tourism Council. The Global Sustainable Tourism Council is a nonprofit organization that establishes and manages global standards for sustainable travel and tourism.
Our membership with GSTC will support the Destination Master Plan process.
Leave No Trace – During the year, the partnership moved into Phase 2. This exciting phase included
more outreach to partners and local organizations involved in stewardship initiatives. During this
phase, SCT:
•
•
•

Conducted two Leave No Trace focus groups and concluded a stakeholder survey to help inform
program design.
Leave No Trace conducted a professional development workshop on effective communication of
Leave No Trace messaging for content creators on staff.
Created a video series illustrating each of the Seven Principles. This will allow these principles to
come to life in a way signage is not able to achieve.

SCT’s ongoing partnership with Sonoma County Regional Parks and Leave No Trace continued work to
preserve high traffic visitor points including coastal beaches and Russian River launch areas. Through
signage and clean-up programs, the initiative is starting to make a positive impact. The initiative
expanded to include a tri-county (Marin, Sonoma, Mendocino) Cleaner California Coast program that
kicked-off in FY21-22.

Encourage Responsible Travel Behaviors

           
Leave No Trace is just the beginning of the organization’s commitment to sustainable and responsible
travel. Throughout the year, content has been developed that encourages visitors to adhere to
sustainable practices and protect and preserve the region’s natural and cultural resources.
SCT worked in collaboration with Regional Parks on a radio campaign over summer holiday weekends
(Memorial Day, Independence Day, and Labor Day) in Sacramento and Bay Area markets encouraging
responsible visitation along the Russian River and Sonoma Coast. Spots ran in English and Spanish.
On the marketing side, the spring/summer advertising campaign had wellness and responsible travel
as key themes. The messaging aimed to encourage people to take care of themselves and the world
around them.
SCT partnered with Matador to create a sustainable travel video series distributed across the Matador
network including their 1.4 million TikTok followers. The pieces will lay a broad-based foundation for
future broadcast and digital distribution opportunities.
Also, Fahlgren Mortine crafted a plan to reach responsible travelers that provides a strategic approach,
potential channels and messages that will help create a laser focused outreach to this coveted traveler
group.
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Additional programs include:
•
•
•
•
•
•
•

Continued partnership with Kind Traveler. In FY21-22, we added Charlie’s Acres, Farm to Pantry and Pepperwood Preserve to its list of available donation recipients.
Rewards for Rubbish
Partnership with the Russian River Confluence
Worked with Sonoma County Water Agency to develop drought messaging for lodging partners. Window clings were available for distribution.
Carbon Offset Calculator added to SonomaCounty.com
National/International speaking engagements at the Travel and Tourism Research Association, and Emerging Markets Summit
SCT created a new position of Manager, Sustainability and Climate Initiatives

Initiate and Maximize the Accredited Hospitality Professional (AHP) Program
While the new program officially launched in June 2021, the program really launched in July. Throughout
the year, stops and starts with safety and protocol issues of in-person classes required flexibility in the
administration of the program. The first class was held on July 8th with 19 attendees.
As of June 30, 2021:
•
•
•

Total registered: 217
Fully accredited: 128
In progress: 89

SCT worked with Kirk Lok (Quality Inn Petaluma and Fairfield Inn Sebastopol), and West County High
School to integrate the AHP program into their hospitality course and their culinary arts programs. The
program was offered to approximately 248 students in the program.
The Fairfield Inn & Suites has offered $1,000 to seed a scholarship fund for the program at Analy High
School. Additionally, the Petaluma Lodging Assocation has also approved $1,000 in scholarship funds for
students in Petaluma.
The program is also being considered or will be approached at Petaluma High School, Casa Grande High
School, Healdsburg High School, Piner High School, Windsor High School, and Cloverdale High School.   

West County High School AHP Course
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ORGANIZATIONAL SUSTAINABILITY
FY21-22 proved to be a challenging year for budgeting and forecasting. With some delays in obtaining information regarding Transient Occupancy Taxes (TOT), SCT needed
to be more flexible than ever. For most of the year, TOT trended above forecast, due largely to performance at Short Term Rental units.

Develop and Integrate Long-term Funding
This initiative has been started and stopped several times during the past five years, but finally got underway in FY21-22. As Sonoma County Tourism works to truly shape
visitor behavior toward more responsible travel and sustainable visits, SCT is working with its media buying agency to identify how this is possible given the costs of paid
advertising in key regional and direct flight markets.
Because of the focus on sustainability, the initiative was termed the Responsible Tourism Assessment and focused on revisions to the county-wide BIA. Through a series
of conversations with partners, elected officials and other key stakeholders, SCT gained information critical for making the decision about the approach and mitigate
questions that arose about the funding and its use.
Much of the stakeholder outreach during the year was conducted on behalf of this initiative.
By year’s end SCT determined the approach to a BIA revision would be to eliminate the $350,000 benchmark set when the ordinance was originally adopted in 2025.
This effort will continue into FY22-23 when a conclusion will be reached.

Stakeholder Outreach
Stakeholder outreach falls into many of the programs listed throughout this report. Specific to public affairs, SCT continued to find a seat at the table of issues that impact
tourism, but on behalf of which SCT had not historically been involved. Issues such as transportation, homelessness and workforce became focus areas for the team as
elevated involvement with various organizations offered critical insights into how the issues impact the long-term future of tourism.
SCT once again held a seat on the Sonoma County Hospitality Association board. This provided insights into the advocacy and educational programs offered through that
organization.  
On the board of the California Travel Association, SCT attended the various board and committee meetings that help elevate SCT’s understanding about legislative
priorities and enhance connectivity to elected officials.
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Run an Effective Business

Create a High-performance, Satisfying Work Environment

Going into FY21-22, SCT knew this would be a rebuilding year. With continued health
& safety protocols to contend with, a very slow reemergence of the group business
segment and testing mandates making international travel cumbersome, if not
impossible, the team approached the year with a cautious optimism.

SCT worked hard to identify the employee environment coming out of the
pandemic. The organization settled on a hybrid model offering employees three
days in the office and two days at home each week. SCT also celebrated employee
appreciation month in May creating a number of opportunities for employees to
get to know each other better and forge a solid team.

The key issues facing the tourism and hospitality industries focused on workforce and
housing. Businesses were forced to reopen for limited operational hours, cut back on
offerings or close until help could be secured. This was the case not only in Sonoma
County, but across the country and in many industry sectors.
Sonoma County Tourism approached the year in a fiscally conservative way, ensuring
revenue from both the TOT and BIA were solid before hiring new staff and bringing
back programs that went dormant during the pandemic.
Pisenti & Brinker once again performed financial, and travel and entertainment audits
and gave the organization clean audits without exceptions.
As the year progressed, SCT was able to regain its financial footing, hire staff and
realize operational and programmatic opportunities to maximize potential within key
audiences.
(More information about SCT’s end-of-year financials is available in the Financial
Report section of this report.)

Sonoma County Tourism began rebuilding the business development team in July
2021. The team added two group sales managers in July and August and retained
the Vice President, Business Development on August 31, 2021. The team expanded
in December 2021 with the addition of a department coordinator, followed by a
Director, Travel Trade in March 2022, and rounding out the fiscal year with the
addition of a mid-west sales contractor, who started on July 1, 2022.
The marketing team bolstered its brand and digital efforts through hiring a
Director of Brand Development, Senior Manager of Digital Marketing, a Content
and Social Media Manager, a Project & Design Specialist and a Marketing & PR
Coordinator.
On the Administrative and Operations front, SCT hired a Senior Research
Manager, a Data & Systems Specialist and a Accounting & Administrative
Coordinator. (A full team list is in the Appendix)

Engage the Board and Committees
As the guiding force behind Sonoma County Tourism, the Board and Committees
provide critical insight and inspiration for the organization and its teams.
The Board continued to meet each month to discuss issues of importance to the
organization. In March, the Board held it annual retreat at the MacMurray Ranch
event center. The retreat offered a platform for robust conversation around the
direction of the board and SCT, the organization’s commitment to Diversity, Equity
and Inclusion and the ongoing challenges and opportunities facing the industry.
During the year, the Community Engagement Committee was revived, offering
opportunities for new insights and creative approaches to community outreach.
Under new leadership, the Business Development Committee continued to provide
direction to the team and learn of opportunities for partner properties.
The remainder of the Committees continued to meet as scheduled and provide
insights to the team.
(A full list of the Board and Committee members is included in the Appendix.)

SCT Team Building Outing
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APPENDIX A - 2021 VISITOR PROFILE HIGHLIGHTS
Sonoma County Overnight Person Trips
Visitor
Volume

54%

Season of Trip
46%

Overnight visitors: 4.6 million
Day visitors: 5.3 million
Total visitor volume: 9.9 million

Jan-Mar
21%
Jul-Sep
29%

Domestic
Visitor
Spending

33%
67%
Overnight visitors: $0.8 Billion
Day visitor spending: $0.4 Billion
Total domestic spending: $1.2 Billion

Source: Longwoods International
30

Method of
Booking (%)

Apr-Jun
26%
Oct-Dec
25%

Hotel/Resort

33

OTA

32

CVB/DMO

26

Auto Club/AAA

25

Travel Agent

24

Airline

24

Short-term Rental Websites

17

DMO Website

17

Travel Exhibition

17

Voice Activated Search (Siri, Alexa)

5
0

10

20

30

40

Size of
Overnight
Market

Transportation
used to get to
Destination (%)
64

Own car/truck
Airplane

36

Rental Car

Los Angeles

24%

SF-Oak-San Jose

76%

26
23

Ride Share
Taxi Cab

20

Train

20

Adults: 3.5 million
Children: 1.1 million
Total overnight visitors: 4.6 million

17

Bus
Motorcycle

14

Boat/Ship

13

0

15

30

45

9
7

New York

5

Chicago

3
0

5

10

%

15

20

25

60

Race (%)

Demographic Profile

19%

100
White
African-American
Other

74
50

12%
31% 69%

15
0

23

Sac-Stockton-Modesto

28

Camper/RV

Top Origin Designated Market Area (DMA)

16

Female Male

Employment
69%

Full time/self-employed
Part time
Not employed/retired/other
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APPENDIX A - 2021 VISITOR PROFILE HIGHLIGHTS
Sonoma County Overnight Person Trips
Age of Overnight Visitors (% distribution)
18-24

2021

11

25-34

35-44

45-54

28

55-64

34

65+

13

8

7

Household Income (% distribution)
<$49.9K

2021

$50-$74.9K
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Source: Longwoods International
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$75-$99.9K

16

19

$100-$149.9K

22

$150K+

13

72

Married/with partner

Single/never married

21

7

Divorced/widowed/separated
0

40

60

%

Education (%)

28

14

High School or less

14
0

10

20

23%

Winery/Brewery/
Distillery Tour

20%

30

40

80

50

20%

Attending
Celebration

20%

Business
Conference

18%

Convention for
personal interest

18%

Attending
amateur sports
event
Civil rights/black
heritage
experiences

44

College Graduate
Some College

Shopping

Sightseeing
20

Post-Graduate

Top 10 Activities and Experiences

18%
17%

Visiting
universities

15%

Art Gallery

15%
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APPENDIX B - LODGING PERFORMANCE
Occupancy
80

77.2

78.2

210

74.4

175 $171.00

64.3

60
40
20
0

$200.38
$139.53

105
70
35
0

2017
2018
2019
-15.7% 2021 vs. 2019.

2020
2021
Source: STR

150

Revenue Per Available Room (RevPAR)

$131.99

$142.10

$134.81

$128.82

120
90

$73.52

60
30
0

2017

2018

2019

2020

2021

-4.4% 2021 vs. 2019. Source: STR

Sources: STR, AirDNA, Tourism Economics
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$181.65 $181.15

140

52.7
ADR ($)

% Occupancy

Average Daily Rate (ADR)

2017

2018

2019

+10.6% 2021 vs. 2019.

2020

2021

Source: STR

Total Lodging Revenue YTD
(Millions)

350

Occupancy
90
74.15

60

66.40

45

Hotels

15

Short-term rentals

$250.6M
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30
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280
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53%

57%
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1
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0
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75
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$335.7M
+34%

70

70

43%

47%

0

2021

Short-term rentals

0

2022

Hotels
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APPENDIX C - ECONOMIC IMPACT
Sonoma County Direct Travel Impacts
Spending ($Millions)
Direct and Indirect

Earnings
($Millions)

Employment

Local Taxes
($Millions)

State Taxes
($Millions)

Total Taxes
($Millions)

2017

2,084

767

22,508

97

85

182

2018

2,200

815

22,376

108

91

199

2019

2,237

863

22,358

110

95

205

2020

1,250

652

16,290

63

49

112

2021

1,969

739

17,640

112

86

198

2021 v. 2020

57.5%

13.3%

8.3%

51%

41.5%

46.7%

2021 Sonoma County - City Level Travel Impacts

Cloverdale
Healdsburg
Petaluma
Rohnert Park
Santa Rosa
Sebastopol
Sonoma
Unincorporated
Windsor

Spending - Direct
and Indirect ($)

Earnings ($)

Employment

Local Taxes ($)

State Taxes ($)

Total Taxes ($)

10,519,087
227,080,051

3,950,053
85,271,504

94
2,034

598,270

457,458

1,055,727

12,915,110

9,875,332

22,790,442

129,451,244

48,610,621

1,160

7,362,501

5,629,619

12,992,119

139,517,308

52,390,558

1,250

7,935,005

6,067,375

14,002,380

317,483,445

119,219,150

2,844

18,056,776

13,806,825

31,863,601

20,974,900

7,876,347

188

1,192,941

2,105,105

140,021,290

52,579,810

1,254

7,963,669

912,163
6,089,292

14,052,961

917,112,364

344,387,585

8,216

52,160,491

66,720,490

25,054,409

598

3,794,708

39,883,686
2,901,563

92,044,177
6,696,271

Sources: Dean Runyan Associates, Charles M. Schulz Sonoma County Airport (STS)
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Visitor Spending by Commodity Purchased ($Millions)
Accommodations

Food
Service

Food
Stores

Local
Transportation
and Gas

Arts,
Entertainment,
Recreation

Retail

Visitor Air
Transport

2017

$473

$542

$67

$161

$348

$323

$11

2018

$510

$563

$67

$179

$353

$340

$12

2019

$505

$580

$69

$354

$348

$14

2020

$299

$355

$39

$184
$81

$195

$187

$5

2021

$547

$538

$63

$134

$287

$287

$8

2021 v. 2020

82.8%

64.2%

47.6%

53.3%

61.8%

51.4% 62.9%

Sonoma County Spending Visitor Profile

Year

Party/Day
($)

Party/Trip
($)

Person/Day
($)

Person/Trip
($)

Length of
Stay (nights)

Avg. Party
Size

2021

697

1,961

294

826

2.3

2.8

Charles M. Schulz Sonoma County Airport
397,787

2017
2018

440,644
488,179

2019
2020

195,303
435,427

2021
0

125,000

250,000

375,000

500,000

Passenger Totals
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SONOMA COUNTY TOURISM STAFF
SCT staff list as of September 21, 2022

ADMINISTRATION

MARKETING & COMMUNICATIONS

Claudia Vecchio
President & CEO

Todd O’Leary
Vice President, Marketing & Communications

FINANCE & OPERATIONS

Birgitt Vaughan
Director of Public Relations

Lori Angstadt
Vice President, Finance & Operations
Conrad Braganza
Senior Manager, Research
Emma Schmitz
Data & Systems Specialist
Jenn Achuff
Accounting & Administrative Coordinator

BUSINESS DEVELOPMENT
Jonny Westom
Vice President, Business Development
Percy Stevens
Director of Travel Trade

Frank Filice
Director of Brand Marketing
Chris Vomvolakis
Senior Manager, Consumer Public Relations
Achilles Stravoravdis
Senior Manager, Digital Marketing
Jamie Trump
Content & Social Media Manager
Kate Davis
Project & Design Specialist
A.J. Ruiz
Marketing & Public Relations Coordinator

COMMUNITY ENGAGEMENT

Stacey Bruckert
Senior Manager, Business Development

Kelly Bass Seibel
Vice President, Community Engagement

Kurt Shaver
Group Business Development Executive

Devin McConnell
Sustainability & Climate Initiatives Manager

Kira Butz
Business Development Coordinator

Tracy Koch
Administrative Program Manager
AHP Program Manager

SCT is proud to work with partners who elevate and support the
efforts of the organization:
Steve Lee
Midwest Sales Representative
Fahlgren Mortine
Marketing and Public Relations Agency of Record
Miles Partnership
Digital and Business Development Creative and Programming
Rocket Travel Marketing
Travel Trade Representative, United Kingdom
NeoLux Consulting Ltd.
Public Relations Representative, United Kingdom
Gate 7
Travel Trade and Public Relations Representative, Australia
MSI
Travel Trade and Public Relations Representative, Germany

BOARD OF DIRECTORS - LEADERSHIP
Edward Roe, Fairmont Sonoma Mission Inn - Chair
Brian Marchi, Doubletree by Hilton - Vice Chair
Keo Hornbostel, Safari West - Treasurer
Bert Rangel, Rivers End Restaurant & Inn - Secretary

To find updates on Sonoma County Tourism team, visit: www.sonomacounty.com/meet-sonoma-county-tourism-staff
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BOARD OF DIRECTORS - EXECUTIVE COMMITTEE
Edward Roe, Board Chair
Brian Marchi, Vice Chair and Business Development Chair
Keo Hornbostel, Treasurer
Bert Rangel, Secretary
Joe Bartolomei, Governance Committee Chair
Jennifer Buffo, Travel Trade Development Committee Chair
Thera Buttaro, Community Engagement Committee Chair
Crista Luedtke, Marketing & Communications Chair

COMMITTEES/MEMBERS
FINANCE & LEGAL
Keo Hornbostel, Chair
Brandon Mrkvicka, Vice Chair

BOARD OF DIRECTORS - BIA MEMBERS
Joe Bartolomei, Farmhouse Inn
Thera Buttaro, Bodega Bay & Beyond/Sonoma Coast Living
Crista Luedtke, boon hotel + spa, boon eat + drink
Kirk Lok, Quality Inn Petaluma, Fairfield Inn Sebastopol
Brandon Mrkvicka, Hampton Inn & Suites Windsor
Gregg Pearson, Sheraton Sonoma Wine Country
Michael Trillo, AC Marriott
Susan Lee Vick, Hugh Futrell Corporation

Joe Bartolomei		
Kristen Madsen		
Obiamaka Pistoni
Deepinder Sekhorn

Dan Christensen
Brian Marchi
Bert Rangel
Tim Zahner

GOVERNANCE
Joe Bartoleomei, Chair
Jennifer Buffo		
Keo Hornbostel		

BOARD OF DIRECTORS - TOT/SUPERVISOR APPOINTEES
District 1:						
Tim Zahner, Sonoma Valley Visitors Bureau			

District 2:
Jennifer Buffo, Pure Luxury

District 3:						
Brad Calkins, Sonoma County Hospitality Association		

District 4:
Caroline Shaw, EJ Gallo

District 5:
Margaret Grahame, Timber Cove Inn
Kirstyne Lange, KAL Consulting, LLC

BOARD OF DIRECTORS - EXOFFICIO
Bill Arnone, Legal Counsel
Sheryl Bratton, County Administrator
Ethan Brown, Interim Executive Director, Sonoma County Economic Development Board
Kristen Madsen, Alternate, Sonoma County Economic Development Board
McCall Miller, Sonoma County Administrator’s Office
Claudia Vecchio, CEO, Sonoma County Tourism

Thera Buttaro
Bert Rangel

MARKETING &
COMMUNICATIONS
Crista Leudtke, Chair
Caroline Shaw, Vice Chair
Brian Applegarth		
Beth Costa		
Emily Glick		
Jennifer Klein		
Alexandra O’Gorman

Robert Conard
Michael Domer
Joan Harvey
Kristen Madsen
Bert Rangel

BUSINESS DEVELOPMENT
Brian Marchi, Chair
Rhita Baldwin		
Rene Byck		
Matthew Ellis		
Christian Galazzo
Tim Head		

Jennifer Buffo		
Sarah Citron		
Nanci Figueroa		
Joan Harvey		
Shelly Nelson

REVENUE
GENERATION
Keo Hornbostel, Chair
Joe Bartolomei
Thera Buttaro
Brad Calkins
Liza Graves
Kirk Lok			
Michael Trillo

COMMUNITY
ENGAGEMENT
Thera Buttaro, Chair
Susan Lee Vick, Vice Chair
Sonia Byck-Barwick
Brad Calkins
Margaret Grahame
Barbara Grasseschi
Brian Ling
Kirk Lok
James Luchini
Kristen Madsen
Melinda Pahl
Rafael Riviero
Bryce Skofield		
Tamara Stanley
Marcos Suarez

TRAVEL TRADE
DEVELOPMENT
Jennifer Buffo, Chair
Deacon Carpenter
Allyson Weekes
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