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“Across the sonoma mountain wisps of seA fog Are 
stealing. the Afternoon sun smoulders in the drowsy 
sky.  i have everything to make me glAd i Am Alive. i Am 
filled with dreams And mysteries. i Am sun And Air

 And spArkle. i Am vitalized, organic.” 

    ~ Jack london 



SONOMA COUNTY’S HOSPITALITY AND 
TOURISM INDUSTRY continues to pull itself out of a challenging two 
years.  Our recovery from the October 2017 fires was well underway when we experienced 
smoke from other fires last fall and the Russian River flood in January 2019. This created a 
soft start to our peak travel season. With Sonoma County Tourism’s (SCT) robust plan to boost 
travel, that tide seems to be turning, according to our partners.
 
Beyond the $2.175 billion visitors bring to Sonoma County, travel is essential to the health and 
well-being of local economies. The overall visitor spend includes $194.8 million in government 
revenue, of which $102.1 million stays here.
 
During FY18-19 we executed against the second half of our strategic plan, striving to gain
aspirational growth, revenue and partner engagement goals.  We achieved and surpassed 
many of these.  We laid a foundation for future programming that we believe will not only
sell the destination, but bring visitors who will preserve and protect the extraordinary
resources we cherish throughout the county.
 
To Sonoma County’s more than 22,300 tourism employees, we thank you for all you’re doing 
to create a tremendous visitor experience, share your insights to enhance a visitor’s journey, 
and convey the Sonoma County “Life Opens Up” brand to our visitors from around the world.
 
Sonoma County continues to be a beacon for travelers seeking a place that offers a chance to 
connect with the land and each other, experience majestic natural resources, and celebrate 
our unmatched culinary and liquid artisans.
 
This is, perhaps, the greatest value of all … that as stewards, when we share our destination 
with others, we more fully appreciate and preserve this place we call home. 

    Claudio Vecchio
    President/CEO, Sonoma County Tourism
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VISION 
A robust economy for sonoma county businesses And
residents balanced with stewArdship of the region’s
natural, culturAl, industriAl And intellectuAl Assets. 
 

MISSION
promote overnight stAys And encourAge tourism within sonoma county.

This is accomplished through a variety of programs. The organization
developed and infused a new brand and engaged partners in its integration. 
SCT also planned and executed sales and marketing programs that drive over-
night stays from both domestic and international visitors. Teams continued 
to sell the destination to meetings and tours that align with the key identified 
segments.

SCT also focused on education, creating professional development opportunities 
for members of the Sonoma County tourism industry that raise the level of 
expertise across all industry sectors. The organization focused on educating
key local stakeholders and communities about the value of tourism and the 
positive impacts of travel and tourism on Sonoma County. And the organization 
educated potential visitors through a robust integrated marketing program 
about the experiences available throughout the county.



2017-2019CORE VALUES
TRANSPARENT 
All budgets and programs
administered by Sonoma 
County Tourism are done 
so within an environment 
of transparency. This helps 
ensure all stakeholders 
have a high level of un-
derstanding regarding the 
operational effectiveness of 
the organization and can 
champion the organization 
as an efficient steward of 
the funding provided.

STRATEGIC 
Sonoma County Tourism 
approaches all programs 
and opportunities with 
a framework built on a 
foundation of research 
and structured with
consideration for all 
potential program
outcomes and impacts. 

SERVICE
CENTERED 
The organization is
committed to providing 
best-in-the-industry 
service to both trade
professionals and
consumers. 

COLLABORATIVE 
Sonoma County Tourism
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 adminis-
tered by the organization. 

INNOVATIVE 
Sonoma County Tourism
ensures its programs represent 
the latest thinking in tourism 
sales and marketing. SCT 
doesn’t embrace “fads,” 
but rather measures new 
opportunities against its core 
values and program strategies 
to continuously move the 
organization forward. 
The organization achieves its 
mission through incorporating 
new technologies, sales and 
marketing methodologies, and 
both traditional and non-tra-
ditional partnerships.





  

BUDGET
FY 2018/19

41% Marketing $3,620,275

10% Tourism Development $870,419

23% Group Business Development $2,014,417

6%  Community Engagement $549,635

20% Administration  $1,756,450

TOTAL BUDGET: $8,811,196

MARKETING
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DEVELOPMENT
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ADMINISTRATION
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TOURISM
DEVELOPMENT
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COMMUNITY
ENGAGEMENT

6%
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 FY 18/19 OVERARCHING ORGANIZATIONAL

KEY PERFORMANCE INDICATORS RESULTS
2. CREATE A DYNAMIC 
RESEARCH FOUNDATION THAT 
TRACKS AND COMMUNICATES 
INDUSTRY AND ORGANIZATION-
AL PERFORMANCE. 

SCT has established partnerships 
with industry-leading research 
vendors to derive a full accounting 
of its domestic visitors and a reliable 
snapshot of its international
visitors. Vendors include: 

• Longwoods International – 
 Foundational visitor research

• Dean Runyan & Associates (col-
laboration with Visit California) 
– Economic Impact Research

• VisaVue – International inbound 
visitation based on use of Visa cards

• MMGY – Visitor perception 
research as it related to the brand 
development

• Sonoma County Economic 
Development Board – Moody and 
general industry insights

3. INITIATE A NEW FUNDING 
MODEL FOR SONOMA COUNTY 
TOURISM THAT CREATES 
OPPORTUNITIES FOR GROWTH 
WITHIN BOTH TRADITIONAL 
(TOURISM INDUSTRY) AND NON-
TRADITIONAL (CONSUMER BRAND 
ALIGNED) PARTNERSHIPS. 

SCT has begun discussions around 
a number of incremental funding 
options that can help boost 
funding to its sales and marketing 
efforts. While the funding model 
has not yet been fully developed 
we have far greater insight into
the potential funding streams. 

1. INCREASE THE NUMBER 
OF TRAVELERS TO SONOMA 
COUNTY, MOST ESPECIALLY 
OVERNIGHT VISITORS BY TWO 
PERCENT (2%) YEAR-OVER-YEAR.

As the organization’s mandate is 
to drive the number of visitors to 
the destination, this is the central 
key performance indicator. While 
visitation is starting to come back, 
it has been a very challenging
18 months following Sonoma 
County’s wildfires. We did not 
reach a 2% increase in any of
our calculations. 

the strategic plAn outlined 223 key performance 
indicators (kpis) within each of the initiatives 
And program Areas for the teAm to Achieve 
during the plAn timefrAme (2018 – 2019). the 
teAm Accomplished more thAn 90% of these 
goAls. through A trAnspArent kpi trAcker, the 
teAm was focused on Achieving or surpAssing 
these goAls As the boArd And public trAcked
our success. 

the organization Also had overArching kpis. 
these were designed to help ensure success of 
the entire sct teAm, our investors, And partners. 
these were AspirationAl goAls, most of which 
were Accomplished. 



 FY 18/19 OVERARCHING ORGANIZATIONAL

KEY PERFORMANCE INDICATORS RESULTS
4. EXPAND PARTNER MARKET-
ING AND BUSINESS DEVELOP-
MENT OPPORTUNITIES. 

This has been an important 
component of SCT’s sales and 
marketing programs throughout 
the year. Whether celebrating new 
flights, engaging with new group 
business clients, or showcasing 
Sonoma County to the world, 
SCT provided business-building 
opportunities to partners at a 
greater level than before. 

5. BOOST COMMUNITY
OUTREACH TO ENSURE 
SONOMA COUNTY TOURISM 
IS PERCEIVED AS A STRONG 
COMMUNITY PARTNER.

Working to become a more 
valued and relevant member of 
the Sonoma County community 
has created numerous opportuni-
ties for the SCT team to interface 
with tourism industry partners 
as well as a variety of other 
business, service and educational 
organizations. 

SCT worked closely with state and 
community leaders continuing 
the conversations around fire 
recovery and crisis management.

Tourism Cares continued to make 
an impact at more than seven 
area locations. 

SCT developed a significant 
Value of Tourism outreach around 
National Tourism Week. Including 
the Power of Tourism microsite, 
printed insert, posters, window 
clings, and a celebratory gathering 
of tourism professionals. 

SCT went on a countywide
speaking circuit providing
organization and program
overviews to chambers, city
councils and service
organizations. 

6. DEVELOP A DESTINATION 
MANAGEMENT PLAN DESIGNED 
TO IDENTIFY A RESPONSIBLE 
LONG-TERM APPROACH FOR 
CREATING A DESTINATION 
THAT ADDRESSES KEY ISSUES 
AND IDENTIFIES INNOVATIVE 
APPROACHES FOR MANAGING 
CRITICAL ISSUES AND BOLSTER-
ING THE ECONOMY THROUGH 
TRAVEL AND TOURISM 
ACTIVITIES.

During this plan time period, out-
reach was completed to potential 
partner firms with a request for 
proposal. SCT accepted proposals 
from three potential vendors 
and worked with its executive 
committee and board to identify a 
contractor. This work will begin in 
earnest in August 2019 and should 
be concluded during FY19-20. 

7. CULTIVATE TRUST IN 
SONOMA COUNTY TOURISM 
THROUGH ENSURING TRANS-
PARENCY IN BUDGETING, OPEN-
NESS IN MEETINGS AND TIMELY, 
ONGOING COMMUNICATIONS. 

During FY18-19, SCT distributed a 
partner survey that showed a 71% 
partner satisfaction rating and 
a 72% net promoter score, which 
measures how likely our partners 
are to refer SCT to their peers.

During this past year, SCT worked 
with approved auditors to complete 
five audits, three for FY17-18 and 
two for CY2016 and the first six 
months of 2017. All three financial 
statement audits were clean and 
the two travel and expense audits 
were completed with responses and 
policy changes made to address the 
few audit findings.



GLOBAL TOURISM DEVELOPMENT
 
Partner Referrals to the travel trade:

 • Total Referrals: 3,074

 • Partner businesses: 448

 • Tour operators & travel agents: 202 
Direct partner introductions to the travel trade: 203

New product featured in tour operator programs: 33

Partner Information/Education Sessions: 4

18 familiarization tours, 134 attendees from 13 countries

Trade shows and sales missions: 20

Client events: 6

Executed RFP for in-market representation company: Canada

Registered partners for industry tradeshow: 8 hotels

Global weekly and monthly trade communications

GLOBAL
TOURISM
DEVELOPMENT New editions of e-guides: Travel Trade and Luxury 

 
Launched multi-year partnership with Kind Traveler, 
the first socially conscious “give + get” booking platform
that supports SCT’s sustainability initiative. 

By booking at select 
hotels through Kind 
Traveler, visitors 
can support local 
non-profits with a
$10 a night donation. 
The organizations
include Russian River-
keeper, Sonoma Land 
Trust, and Redwood 
Empire Food Bank. 



GROUP BUSINESS DEVELOPMENT
 
• Number of leads generated for Sonoma County
  increased by 18% 
• Room nights actualized in the fiscal year up 29% year
 over year 
• Redefined and restructured the sales process within 

Sonoma County Tourism. The new Group Business
 Development team takes a broader approach that is 

directly aligned with SCT’s strategic plan initiatives 
• Provided industry education on Sonoma County to
 275 planners
   
• Attended 16 tradeshows showcasing Sonoma County to 

an audience of more than 18,000 planners and tourism 
professionals 

GROUP
BUSINESS

DEVELOPMENT

• Hosted 12 client events, 18 site inspections and 5
 familiarization tours 
• Created in-market (Dallas and Denver) client events
 with the Marketing Communications and Tourism
 Development teams to celebrate new flight service
 into Sonoma County – Charles M. Schulz Airport (STS)  
• Invested in Knowland’s destination prospecting tool 

which allows the team to strategically target businesses 
that meet in targeted destinations giving us greater 
insight into our completive markets 

• Launched a new site experience program with
 2Synergize that will allow us to create a cohesive site pro-

gram throughout the destination. Program training will 
be provided annually and will be open to hotel, winery, 
and experience partners



ADVERTISING

MARKETING 
COMMUNI-
CATIONS

LIFE OPENS UP CAMPAIGN 
– Brand launched in August 2018

• 45 million impressions

• 23,845 hours worth of video content viewed

• Expedia reported the campaign influenced 8,000
 room-night bookings and 816 flight bookings

• Sojern has measured 1,216 flight bookings and 272 
room night bookings through their partnerships

• Estimated average spend per traveler as measured by 
Sojern: $432

• Majority of travel bookings occurred at least 30-plus 
days in advance of travel

• According to Google Analytics, there was a 34% year-
over-year (YOY) increase in new site users from primary 
out-of-state markets and a 12% increase from secondary 
out-of-state markets

• Dallas saw a 96% increase YOY in new site users

• Denver saw a 92% increase YOY in new site users

• In term of web sessions, a 2.85% increase YOY in new 
sessions in our primary out-of-state markets and a 
2.28% increase from secondary out-of-state markets

• Dallas saw a 7.12% increase in new sessions

• Denver saw a 2.91% increase in new sessions

TOP LEISURE AD PLACEMENTS
Visit California, SF Travel, TripAdvisor, Sunset Magazine, 
Travelzoo, Pandora, Expedia, Hulu, Brand USA, Alaska 
Airlines, iExplore, and Digital Ad Networks.



BEST-PERFORMING POST: 
Sonoma County Road Trip
https://facebook.com/sonomacountyca/
videos/10158048464803849

• 158,000 views

• 376 comments

•  2,328 shares 

• High engagement: The stories 
people were sharing on this post 
reminiscing about growing up in 
Sonoma County or falling in love 
with this place all over again

36,972
FOLLOWERS

30,069
FOLLOWERS

299,548
LIKES

877,028
VIDEO VIEWS

DIGITAL MARKETING

HIGHLIGHTS

 WEBSITE METRICS
Sonomacounty.com

OVERALL TRAFFIC:

Visits/Sessions:
July 1, 2018 – June 30, 2019

2,736,693
Page Views:
July 1, 2018 – June 30, 2019

5,534,435

Relaunched
sonomacounty.com 
with new features, 
immersive photos 
and videos, and 
refreshed content.



MARKETING 
COMMUNI-
CATIONS

SPRING CAMPAIGN – to boost bookings and engagement during the off-peak season

Expedia

Ran ads/content
April 1- May 31, 2019 

8.9M impressions
Bookings: 3,200 room nights

$717,000 gross expenditures

Social Media Ads 

Ads on Facebook and
Instagram – targeting
the Denver, Seattle,
Portland, Los Angeles,
San Francisco, and
Sacramento markets

April:  Clicks: 9,877;
 impressions: 554,040

May: Clicks: 4,610;
 impressions: 332,836

Sonoma Insider
e-newsletter (consumers)
Incorporate elements 
of spring campaign 
into relevant editions 
(March-May)
Unique Opens: 
March: 35,530; 
April: 33,907; 
Outdoors postcard: 
4,404; May: 33,823,

Total economic impact: 
$416,241.63

Visitors from 22 states
and 3 countries

3,400 athletes and
additional visitors, with 
79% staying an average

of two or more days

SPONSORSHIPS
Sonoma County Tourism sponsored key events that drove visitation to the destination.



NEW FLIGHTS TO STS
SCT supported the launch of two new non-
stop flights from the Denver and Dallas/
Fort Worth markets. 

SCT’s marketing and communications,
group business development, and tourism
development teams held kick-off events in
each market to promote the new flight service. The events included 
appointments with meeting planners, tourism professionals, and 
media, culminating in a Sonoma County-style event.

YOUR
SONOMA COUNTYADVENTURE IS JUSTA FLIGHT AWAY.

Alaska Airlines:
Flying home, your wine fl ies back home free under Alaska Airlines’s mileage plan. • Los Angeles (LAX) • Seattle (SEA) • Orange County (SNA) • San Diego (SAN) • Portland (PDX)

American Airlines / Sky West: • Phoenix-Sky Harbor (PHX) • Dallas (DFW) – (seasonal)    
 – Coming June 2019

    
 United Airlines:

  • San Francisco (SFO)  • Denver (DEN), starting March 2019
 
Sun Country Airlines:  (seasonal schedules) • Minneapolis / St. Paul (MSP) • Las Vegas (LAS) 

FlYiNg To SoNoMa CoUnTy AiRpOrTSonoma County Airport offers the followingnonstop fl ights and airline services:

2019/20 OFFICIAL SONOMA COUNTY
VISITORS GUIDE & MAP
$2.1 BILLION total direct travel spending in Sonoma County**

$77 million total economic impact of the Visitors Guide*

92% of recipients said the Visitors Guide influenced their trip*

15.7% of recipients said they extended their trip after reading the 
Visitors Guide*

**Visit California tourism report on Transient Occupancy Revenues
*2017 Visitor Guide Return on Investment Study by SCT.

MEDIA RELATIONS
Sonoma County’s media relations team works with travel writers, influencers, 
bloggers, and freelancers from all over the world. 

Hundreds of journalists were assisted by SCT. The robust results, seen 
below, were achieved through proactive outreach, press releases, 
fact-checking articles, facilitating interviews and videos for broad-
cast outlets, creating engaging content on SonomaCounty.com, and 
hosting journalists. These efforts resulted in more than 725 million 
impressions to potential travelers.

Top results included:

• Brand launch media events in NYC and London.

• Hosted more than 80 national and international media visits to
 Sonoma County .

• Secured coverage in top media outlets (print, digital, broadcast), including 
San Francisco Chronicle, AFAR, Cosmopolitan, The Daily Telegraph, Escape.
com.au, National Geographic Traveller: Food, Forbes, Frankfurter Allgemeine 
Zeitung, L.A. Times, Lonely Planet, Sydney Moring Herald, USA Today 10 Best, 
Welt am Sonntag, Men’s Journal, Real Food Traveler, Sherman’s Travel.

• Worked with nationally renowned travel expert Emily Kaufman on a variety 
of stories and television projects, including the Wine Two Three video series.

• Television projects: The Tom Kerridge Show (UK) and Samantha Brown’s 
Places to love (PBS).

• Partner training: PR101 Seminar in partnership with Sonoma County
 Vintners, Sonoma County Winegrowers.

• Denver and Dallas flight launch events, including individual media meetings.

• Promoted Sonoma County at 15 international and national media events.



COMMUNITY 
ENGAGEMENT

NATIONAL
TRAVEL AND 
TOURISM
WEEK
Elevated local aware-
ness of the hospitality 
industry’s impacts to
the local economy,
workforce and culture.

Sonoma County Tourism Cares:
Since its inception in May of 2017, Sonoma County Tourism 
Cares has organized 18 events with more than 250 volunteers 
and 800 hours, serving the following local organizations: 

•	CAP	Headstart
•	Doran	Regional	Park	
•	Goatlandia	
•	Habitat	for	Humanity	
•	LandPaths	
•	LITE	Initiatives	
•	The	Palms	Inn	
•	Pepperwood	Preserve	

Our	Certified	Tourism	Ambassadors	(CTAs)	are	also	
major	contributors	to	our	volunteer	efforts,	clocking	
over	12,000	hours	in	volunteer	time	to	local	nonprofits,	
events	and	festivals	annually.		

For	more	information	or	to	get	involved	go	to:
sonomacounty.com/sctourism-cares  

•	 Sonoma	Media	insert	– first ever “Tourism Builds Our 
Community” eight-page insert showcasing the value of 
tourism to our local community and beyond. Distributed 
on May 5, 9 and 10 in the Press Democrat, Petaluma Argus 
Courier and the Sonoma Index Tribune to an audience of 
nearly 100,000 readers. The insert included:

•	 Power	of	Travel	local	graphic

•	 Overview	of	tourism	in	Sonoma	County

•	 Partner	and	community	member	quotes

•	 Overview	of	Sonoma	County	Tourism	and	how	we	
support	our	local	businesses

•	 Travel	Matters	–	national,	statewide	and	local	tourism
	 economic	impact	and	job	statistics

•	 	Sonoma	County	Tourism	Cares	philanthropic	data

•	 Local “Our Sonoma County: Life Opens Up for Sonoma
 County Residents”	(#OurSonomaCounty)	photo	contest	– 

received more than 290 entries via Instagram and Twitter.

•	Petaluma	Visitors	Center	
•	The	Pony	Express	Rocks	
•	Redwood	Empire	Food	Bank	
•	Riverfront	Regional	Park	
•	Russian	Riverkeeper		
•	Sonoma	Family	Meal	
•	Society	of	St.	Vincent	de	Paul	
•	Spring	Lake	Regional	Park		



Winner: @kelly.allyn

“#OurSonomaCounty ~ 

beautiful and resilient”

Honorable mention: @chiorosi
“Life Opens Up: When you sit next to 
a loved one and cuddle by a fire pit at 
Bodega Bay Lodge with a drink in your 
hand celebrating your everyday accom-
plishments, no matter how big or small 
they may be. It’s the wind blowing through 
your hair and the sun warming your skin. 
There’s so much beauty to see here in Sono-
ma County. I’m blessed to call it my home!”

Honorable mention: 	@lindyengstrom
“‘Life Opens Up’ Soaring through the 
redwoods on a zip line 200 feet up with my 
daughter at Sonoma County Canopy Tours 
in Occidental was exhilarating and a new 
experience for us both. Trying something 
new which took us both out of our comfort 
zones gave us both the confidence and 
desire to explore and find the other won-
derful opportunities that are right here in 
our backyard.”

PHOTO CONTEST 
WINNER
“#OUR SONOMA COUNTY: 
LIFE OPENS UP FOR 
SONOMA COUNTY 
RESIDENTS” 

	•	Sonoma	County
	 Tourism	Cares	–	
	 held	largest	Tourism	Cares	

event	to	date	with	45	vol-
unteers	for	a	total	of	135	
clean-up	hours	at	Spring

	 Lake	Regional	Park.

•	 In	partnership	with
	 Visit	Santa	Rosa	–	
	 10’	x	4’	banner	hung	in	

Courthouse	Square.

•	 1,300-plus	posters	and
	 window	clings distrib-

uted	to	local	hospitality	
businesses.

•	 Robust	communi-
	 cations	and	collateral
	 pick	up	reception	for
	 industry	partners	–	
	 CTAs,	chambers	of
	 commerce,	visitors
	 centers,	AVAs,	and
	 Community	Liaisons
	 via	email,	social	media,
	 and	in-person.

•	 Power	of	Tourism	
microsite	and	toolkit	

	 sonomacounty.com/
	 power-of-tourism
 microsite launched on 4/01/19. 

SoNoMaCoUnTy.CoM
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VISITOR
DEMOGRAPHICS 
& STATISTICS

STR DESTINATION REPORT STATISTICS
2018/2019
In Sonoma County, from July 1, 2018, through June 30, 2019, the annual occupancy rate was 74.74%, an annual
average percentage change of -7.19% year-over-year. The average daily rate was $174.96, an annual average
percentage of .305% year-over-year.

	 Jul/18	 Aug/18	 Sep/18	 Oct/18	 Nov/18	 Dec/18	 Jan/19	 Feb/19	 Mar/19	 Apr/19	 May/19	 Jun/19

Occ % 83.2 83.2 83.3 80.7 67.5 62.9 61.1 67.4 71.5 75.7 78.2 82.2

% Change -.07 -.02 -2.0 7.3 -20.9 -16.4 -16.1 -16.2 -6.9 -6.3 -5.2 -3.6

ADR $ 164.83 199.92 209.37 196.58 170.11 152.54 144.52 150.31 153.87 163.37 196.82 197.28

% Change 3.5 6.7 3.5 6.5 -.07 -1.1 -2.1 -3.5 -4.9 -6.6 1.8 -.07

TOP FIVE MARKETS (as measured by VisaVue data)

 

1
San Francisco,
Oakland,
San Jose

2
Sacramento,
Yolo County

3
Los Angeles,
Riverside,
Orange County

4
Seattle, 
Tacoma,
Bremerton

5 
New York,
Northern
New Jersey



SCT STAFF
& BOARD

SCT STAFF
Lori	Angstadt	/	Vice President, Finance and Operations

Ben	Boone	/	Marketing Coordinator

Nicole	Bradin	/	Director of Community Engagement

Laura	Broderick	/	Group Business Development Specialist

Erika	Costa	/	Group Business Development Manager

Sierra	Downey	/	Content Marketing Specialist

Jaimie	du	Bois	/	Tourism Development Manager

Nancy	Garvey	/	Group Business Development Manager

Ariane	Hiltebrand	/	Director, Market Insights and Systems

Paula	Johnson	/	Director of Operations

Tracy	Koch	/	Administrative Coordinator

Deleyse	Langdale	/	Vice President, Global Tourism Development

Tina	Luster	/	Manager, Domestic Media Relations

Devin	McConnell	/	Community Engagement Specialist

Todd	O’Leary	/	Vice President, Marketing and Communications

Jennifer	Richards	/	Vice President, Group Business Development

Susan	Takano	/	Tourism Development Manager

Birgitt	Vaughan	/	Director, Global Media Relations

Claudia	Vecchio	/	President/CEO

Katja	West	/	Marketing Data & Systems Specialist

SCT BOARD OF DIRECTORS
Joe	Bartolomei, Vice chair	/	Farmhouse Inn & Restaurant, Owner

Tom	Birdsall	/	Hampton Inn - Windsor

Percy	Brandon	/	Vintners Resort, General Manager

Sheryl	Bratton	/	Sonoma County Administrator / Ex-Officio

Jennifer	Buffo	/	Pure Luxury Transportation, Owner/COO

Thera	Buttaro	/	Bodega Bay and Beyond, Owner

Patty	Ginochio	/	Ginochio’s Kitchen, Owner

Dustin	Groff	/	Hotel Petaluma, General Manager

Michelle	Heston	/	Fairmont Sonoma Mission Inn & Spa, 
 Regional Director of PR Western US

Keo	Hornbostel, Treasurer /	Safari West, General Manager

Kristina	Jetton	/	Flamingo Conference Resort & Spa, 
 General Manager

Steve	Jung,	chair	/	Doubletree by Hilton, General Manager

Karissa	Kruse	/	Sonoma County Winegrowers, President

Jennifer	Larocque	/	Administrator Analyst, County
 Administrator Office / Ex-Officio, Alternate to Sheryl Bratton

Rachel	LeGrand,	secreTary /	Russian River Getaways, Owner

James	Luchini	/	Francis Ford Coppola Winery, Manager, 
 Hospitality Training & Development

Crista	Luedtke	/	Boon Hotel, Owner

Kristen	Madsen	/	Director, Creative Sonoma / Ex-Officio
 Alternate to Sheba Person-Whitley

John	McAuliffe	/	Hyatt Regency Sonoma Wine Country, 
 General Manager

Dan	Parks	/	Sonoma Creek Inn, Owner

Ashish	Patel	/	Olea Hotel, Managing Partner

Sheba	Person-Whitley	/	Executive Director, Sonoma County
 Economic Development Board / Ex-Officio

Bert	Rangel	/	Rivers End Restaurant & Inn, Owner

Peter	Rumble	/	Santa Rosa Metro Chamber, CEO

Tim	Zahner	/	Sonoma Valley Visitors Bureau, Executive Director
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