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THANK YOU FOR ALL YOU DO TO SUPPORT SONOMA COUNTY TOURISM.

THIS HAS BEEN AN EXTRAORDINARY 12 MONTHS.



           It’s been a time of great challenges for the organization and our community. 
Through leadership changes, a budget reduction amidst perception issues with our communities
and elected officials, and an unprecedented natural disaster, we have all endured painful struggles.

During this time, we dealt with the challenges as only Sonoma County can, through the strength
of the Sonoma County Tourism board of directors, our committees, and staff, our amazing
local and statewide tourism community, and the unwavering resilience of our neighbors – Sonoma
County residents. Never has the adage, “We are stronger together” been more applicable. 

While we will never forget the events of the last year, it is important we move forward as an
organization and a tourism community with a renewed commitment to creating a destination
that is second to none. 

As Sonoma County Tourism, it is our strategic imperative to create and administer sales and
marketing programs that compel overnight visitation from leisure and business travelers from
within California, across the country, and around the world. But, this is just the beginning of the 
potential awaiting this organization. With new leadership and a talented team, Sonoma County 
Tourism is poised to guide this destination to new heights of success.

The enclosed strategic plan provides a framework by which we can address both the issues and
opportunities of the organization and the destination. While we believe the initiatives outlined will 
serve the destination for the long term, the programs and associated key performance indicators 
(KPIs) are designed to extend through fiscal year 2018, which ends June 30, 2019. 

During this critical time period our priorities are three-fold: 

1. REBUILD – Sonoma County Tourism is committed to helping our community rebuild as we
 rebuild a trusted and results-driven organization. The five key initiatives found in this plan
 provide a roadmap for rebuilding the programs and achieving the goals of SCT.

2. REVIEW – Every program undertaken by our team will be reviewed. While we know what
 has worked well in the past, we must take a full-scale review of our programs and whether
 each gets us to the desired end results. We then will constantly review and track the
 effectiveness of our programs.

3. REENERGIZE – Because of the challenges we’ve all faced, this is a time to reenergize our
  team and our community so together we can create a very bright future. 

We cannot accomplish the aspirational goals outlined in this plan without your support.
We won’t succeed unless our businesses and the county in its entirety succeeds. This will take
great commitment, passion, and dedication of all involved to help Sonoma County realize
its potential as a premier global destination.
    Warm regards, 

    

    Joe Bartolomei
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ORGANIZATION OVERVIEW



The organization is staffed by dedicated professionals in the fields of sales, 
marketing, communications, and administration. A volunteer board of directors 
governs it, with input from committees, Sonoma County Supervisors and county 
administration staff, the Economic Development Board, tourism industry
influencers, local stakeholders, and the public.

SCT is currently funded through two chief sources: 

1) Business Improvement Area (BIA): This source is derived from a 2 percent 
assessment on lodging properties with annual gross revenues of more than 
$350,000. This is collected from properties throughout Sonoma County

 except for the incorporated areas of Healdsburg and Sonoma. 

 For the fiscal year beginning June 30, 2017 (FY17), the total projected BIA
 revenues are $5,068,854.
 This represents 61.7 percent of the total revenues for the year.

 For the fiscal year beginning June 30, 2018 (FY18), the total projected BIA
 revenues are $5,297,870.
 This represents 70.4 percent of the total revenues for the year.

2) Transient Occupancy Tax (TOT): 1.25 points of the first nine points of TOT
 collected in unincorporated Sonoma County, or about 10 percent of the total 

TOT collected at the current County TOT rate of 12 percentage points. 

 For the fiscal year beginning June 30, 2017, the total TOT allocation is $3,117,576.
 This represents 39 percent of the total revenues for the year.

 For the fiscal year beginning June 30, 2018, the total TOT allocation is
 anticipated to be $2,200,000. 
 This represents 29.2 percent of the total revenues for the year. 

Sonoma County Tourism administers the services, activities, and programs funded 
by BIA revenues covering all unincorporated areas of Sonoma County, as well as 
the cities of Cloverdale, Cotati, Petaluma, Rohnert Park, Santa Rosa, Sebastopol, 
and Windsor. The organization’s revenues from the TOT must be spent to promote 
tourism throughout Sonoma County. 

Sonoma County Tourism exists as part of a countywide matrix of economic
development entities, government, and private businesses that work to promote 
and manage the area for the travel and tourism segment. 
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SONOMA COUNTY TOURISM 

(KNOWN AS SCT) IS A PRIVATE, 

NON-PROFIT 501(C)6 ORGANI-

ZATION AND IS THE OFFICIAL 

DESTINATION MARKETING

ORGANIZATION FOR

PROMOTING SONOMA COUNTY 

AS A PREMIER OVERNIGHT

DESTINATION FOR DOMESTIC 

AND INTERNATIONAL

VISITORS.

ORGANIZATION OVERVIEW
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VISIONA ROBUST ECONOMY FOR
SONOMA COUNTY BUSINESSES AND RESIDENTS
AMPLIFIED BY RESULTS-DRIVEN TOURISM
PLANNING AND MARKETING.



This is accomplished through administering a two-fold program of work: 

1. Sales/Marketing 
 a. Develop and infuse a new brand and engage partners in its integration.
 b. Plan and execute sales and marketing programs that drive overnight stays from
  both domestic and international visitors.
 c. Sell the destination to meetings and tours that align with the key identified segments.

2. Education – three areas of focus: 
 a. Create professional development opportunities for members of the Sonoma County
  tourism industry that raise the level of expertise across all industry sectors. 
 b. Educate key local stakeholders and communities about the value of tourism and the
  positive impacts of travel and tourism on Sonoma County.
 c. Educate potential visitors through a robust integrated marketing program about the
  experiences available throughout the county.

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 understanding 
regarding the operational
effectiveness of the organi-
zation and can champion the 
organization as an efficient 
steward of the funding
provided.

STRATEGIC 
Sonoma County Tourism 
approaches all programs and 
opportunities with a frame-
work 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 profession-
als and consumers. 

COLLABORATIVE 
Sonoma County Tourism is 
successful only if its partners 
and stakeholders are suc-
cessful. This occurs within 
a robust business-develop-
ment environment offering 
opportunities for constitu-
ents to benefit from partner-
ships with the organization 
and gain business-driving 
benefits from the programs 
administered by the organi-
zation. 

INNOVATIVE 
Sonoma County Tourism 
ensures its programs rep-
resent the latest thinking in 
tourism sales and marketing. 
SCT doesn’t embrace “fads,” 
but rather measures new 
opportunities against its core 
values and program strate-
gies to continuously move 
the organization forward. 
The organization achieves its 
mission through incorporat-
ing new technologies, sales 
and marketing methodolo-
gies, and both traditional and 
non-traditional partnerships.

COREVALUES
7

MISSION
PROMOTE OVERNIGHT STAYS AND ENCOURAGE TOURISM WITHIN SONOMA COUNTY.



CONSUMERS
• Just 30 miles north of San 

Francisco’s Golden Gate 
Bridge lays Sonoma County:

 a land of agricultural bounty
 and world-class wines; ancient 

redwood forests and secluded 
ocean coves; genuine small 
towns populated with inde-
pendent thinkers. 

• Sonoma County’s wineries 
include well-known brands and 
boutique and family wineries, 
creating unique opportunities 
for wine lovers to talk one-on-
one with winemakers and gain 
a greater understanding about 
winemaking in Sonoma County.

• The mild climate and unique 
tours make Sonoma County 
the perfect travel destination 
anytime of the year.

• Sonoma County is open for 
business.

MEETING PLANNERS
• Sonoma County, located
 just 30 miles north of
 San Francisco’s Golden Gate 

Bridge, provides an ideal
 location for organizational 

meetings, corporate board 
sessions, and executive

 retreats. 

• Specializing in meetings of
 220 attendees or fewer, 

Sonoma County’s five large 
and numerous small hotels, 
restaurants, wineries, and other 
unique venues offer groups 
stellar meeting and event 
space and a host of services to 
exceed planner expectations.

• Sonoma County Tourism
 provides free services to find 

the best venues for events 
and meetings, matching

 hotels, restaurants, and
 activities with the needs of 

meeting planners. 

• Sonoma County Tourism offers 
a cash incentive to meeting 
planners of up to $4,000, de-
pending on the meeting size.

TRAVEL TRADE -
 DOMESTIC
• Sonoma County, Ameri-

ca’s premier wine and food 
destination, located just 30 
miles north of San Francisco’s 
Golden Gate Bridge. 

• More than 425 wineries, a 
host of charming small towns, 
a burgeoning culinary scene, 
and spectacular scenery 
make Sonoma County a 
must-visit destination. 

• Sonoma County’s wineries 
include well-known brands and 
boutique and family wineries, 
creating unique opportunities 
for wine lovers to talk one-on-
one with winemakers and gain 
a greater understanding about 
winemaking in Sonoma County.

• Sonoma County offers 6,300 
full- and limited-service rooms 
ranging from five-star luxury to 
value-priced lodging properties.

• Personalized services are 
provided for the travel trade 
to assist with planning a group 
tour, developing a coach 
series, creating new itineraries, 
and expanding FIT programs 
and products. Additional re-
sources provided include RFP 
services, partner introductions, 
video content, high-resolution 
images, and copy. 

OVERARCHING KEY MESSAGES
TRAVEL TRADE – 
 INTERNATIONAL
• Located just 30 miles/48 

kilometers north of San
 Francisco’s Golden Gate 

Bridge and within easy access 
to four international airports 
– San Francisco, Oakland, 
Sacramento, and San Jose – 
Sonoma County provides a 
genuine and adventurous

 California Wine Country 
experience; combining the 
perfect blend of sophistica-
tion and relaxation.

• Direct flights from Los 
Angeles, Orange County, 
San Diego, Portland, Seattle, 
Phoenix, and other U.S. cities 
into Santa Rosa (STS) make 
connecting to Sonoma Coun-
ty simple for travelers from 
around the world. 

• Adding Sonoma County to an 
itinerary including San Fran-
cisco offers visitors a chance 
to experience the excitement, 
culture, and sites found in the 
city with a relaxing, stunning 
beautiful food, wine, and out-
door adventure experience in 
Sonoma County.
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• More than 425 wineries, a 
host of charming small towns, 
a burgeoning culinary scene, 
and spectacular scenery 
make Sonoma County a 
must-visit destination. 

• Sonoma County’s wineries
 include well-known brands 

and boutique and family
 wineries, creating unique 

opportunities for wine lovers 
to talk one-on-one with wine-
makers and gain a greater 
understanding about wine-
making in Sonoma County.

• Sonoma County offers 6,300 
full- and limited-service 
rooms ranging from five-star 
luxury to value-priced lodging 
properties.

• Personalized services are
 provided for the travel trade 

to assist with planning a group 
tour, developing a coach 
series, creating new itineraries, 
and expanding FIT programs 
and products. Additional re-
sources provided include RFP 
services, partner introduc-
tions, video content, high-res-
olution images, and copy. 

LOCAL
STAKEHOLDERS
• Tourism in Sonoma County 

is a key economic driver with 
an economic impact of more 
than $1.9 billion annually and 
represents more than 20,400 
local jobs. 

• Taxes collected from visitors 
mean $158.4 million is used to 
fund government operations, 
roads, regional parks, arts

 and cultural organizations,
 affordable housing, and
 public safety. SCT’s efforts
 are divided into three main 

segments of travelers: individ-
ual leisure travelers, meetings 
and groups, and “tour and 
travel,” which are the buyers 
of packaged travel such as 
tour operators and travel 
agents. Combining these 
three segments provides a 
“balanced portfolio” of 

 potential travelers, so SCT 
can bring more overnight 
visitors throughout the year.

• Partnerships are critical to 
destination marketing. While 
individual brands are import-
ant, the value of collective 
marketing creates clarity for 
visitors – critical in today’s 
fragmented and supremely 
cluttered media landscape.

• Marketing a destination 
post-crisis takes a collective 
and cohesive effort to com-
bat the messages conveyed 
via the national and interna-
tional media and potential 
issues that arise in relation to 
entities involved with recovery 
efforts. It is imperative that 
we speak with one voice to 
visitors, the media, and all 
external influencers.

INDUSTRY PARTNERS
• The majority of SCT’s fund-

ing comes from a 2 percent 
assessment on applicable 
lodging rooms within the 
Sonoma County Tourism

 business improvement area 
(BIA). SCT also receives funds  
from the County of Sonoma’s

 Community Investment Pro-
gram, which is funded by the 
transient occupancy tax (TOT).

• Sonoma County Tourism 
provides marketing and sales 
services to promote and

 support more than 2,500
 local tourism businesses. 

SCT’s services are free to 
hospitality businesses within 
the Sonoma County business 
improvement area (BIA). 

• Partnerships are critical to 
destination marketing. While 
individual brands are import-
ant, the value of collective 
marketing creates clarity for 
visitors – critical in today’s 
fragmented and supremely 
cluttered media landscape.
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1. Increase the number of travelers to Sonoma County, especially overnight visitors, by 2 percent 
year-over-year.

 a. Launch new/evolved brand with associated creative. Ensure marketing efforts are done in
  both key and secondary short- and long-haul markets.
 b. Develop a marketing program that moves consumers through the decision-making funnel 
  (from dreaming/awareness to booking) at an accelerated rate.
 c. Increase business travel to Sonoma County through focused identification of key segments
  and potential meetings, conferences, and convenings.

2. Create a dynamic research foundation that tracks and communicates industry and
 organizational performance.  
 a. Track year-over-year performance metrics – visitation, lodging, hospitality, and sales tax as
  well as sales and marketing program effectiveness and program ROI. 
 b. Develop and distribute industry dashboard, highlighting general industry and organizational
  performance.
 c. Provide annual reporting that conveys how the organization has achieved its key goals.

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. 

4. Expand partner marketing and business development opportunities. 
 a. Offer expanded opportunities for partners to participate on domestic and international sales
  and media outreach.
 b. Create online opportunities for partners that drive inquiries and bookings to partner properties.
 c. Develop in-market and key media market media outreach opportunities for partners.

5. Boost community outreach to ensure Sonoma County Tourism is perceived as a strong
 community partner.
 a. Identify opportunities for SCT staff to engage with the community and convey the programs
  and achievements of the organization.
 b. Enhance the Certified Tourism Ambassador program.
 c. Administer a value of tourism program that conveys the importance of tourism to the local 
  economy. 
 d. Participate in long-range tourism planning that helps balance the economic advantages
  that come with visitors with the impacts of tourism. 

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 bolstering the economy through travel and tourism activities.

7. Cultivate trust in Sonoma County Tourism through ensuring transparency in budgeting, openness 
in meetings, and timely, ongoing communications. 
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OVERARCHING KEY PERFORMANCE INDICATORS(KPI)



FY18 PRIORITIES
 
FY18 will be a year that sets new standards for marketing and sales excellence within Sonoma County 
Tourism. Through completing and executing a comprehensive and measurable plan, the organization will 
work tirelessly to REBUILD its reputation through transparent, accountable, and aspirational programs. 
SCT will work shoulder to shoulder with community organizations to help rebuild the economy and the 
perception of Sonoma County as a highly desirable destination for domestic and international visitors.

When drafting this plan, the organization will put every program under REVIEW. The first, an overall 
program review will determine the approach to marketing the destination and the programs of greatest 
impact to accomplish the overarching key performance indicators as noted in the plan. Second, an on-
going review will cull the programs not meeting the needs of the organization and the community. And  
a year-end review will determine final results of the program and the strategy for the next biennium. 

Finally, Sonoma County Tourism will REENERGIZE its team, its programs, and the community it serves. 
Through the launch of a new brand, an emphasis on customer engagement through innovative market-
ing campaigns, a focused sales program, and expanded activities within the community engagement 
arena, the organization hopes to create support among all stakeholders regarding the value of Sonoma 
County Tourism, the opportunities travelers bring to the region, and the long-term future of the county.
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OVERARCHING KEY PERFORMANCE INDICATORS(KPI)

REBUILD REVIEW REENERGIZE



KEY INITIATIVES 1
DRIVE

OVERNIGHT
VISITATION

2
CREATE AND

CONVEY
VALUE

3
ENGAGE

PARTNERS/
PARTNERSHIPS

4
SPEARHEAD
LONG-TERM

DESTINATION
PLANNING

5
RUN AN

EFFECTIVE
BUSINESS
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DRIVE OVERNIGHT VISITATION 

INITIATIVE1



RESEARCH: 
Sonoma County Tourism uses research to lay an evidence-centered foundation for all
programming decisions. During FY17-18, Sonoma County Tourism will invest in a multi-
faceted research program to better identify the effective use of marketing and sales
resources. The research incorporated may be primary (SCT web metrics/website usability, 
internal ROI on programs, survey of partner businesses), commissioned (annual visitation 
insights), purchased from secondary sources (STR, VisaVue, Visit CA, U.S. Travel Association, 
Destinations International), or through ad hoc studies administered as needs arise.

Research identifies the origination of visitors, suggests opportunities markets for new 
visitors based on consumer preferences and behavior, highlights the economic impact of 
segments, illuminates sentiment of customers and potential visitors, identifies local business 
needs and sentiments, and provides the critical evidence of return on investment (ROI).

During FY17-18, Sonoma County Tourism will build on its research program, moving from a part-
time contractor to a full-time staff member, who will administer the program. This will be a bench-
mark year in which the research needs will be identified and research vendors will be chosen. 

SCT will continue to employ contractors for secondary data (VisaVue, STR) and invest
in customized and primary research, including better understanding of industry segments 
not currently captured (vacation rental stats, campgrounds, retail sales, outdoor recreation, 
and others.)

SCT will provide information to partners based on data and knowledge gained from
studies, trainings, and other sources of information. Research will be available to partners 
via the website and as part of the industry update e-newsletters.

Research is now available that allows a destination to track consumer conversion from first 
interaction with an ad through to the locations visited during a trip. SCT will explore the 
potential of working with one of these vendors to help better understand which marketing 
messages and images lead to visitation. 

Staying abreast of emerging and evolving industries is important for Sonoma County
Tourism to ensure it has information needed to proactively respond to market demands. 
Evolving market segments such as vacation rentals and emerging industries such as
cannabis will continue to impact tourism in Sonoma County. Ensuring SCT has updated
information regarding these types of industries will ensure we can make informed market-
ing decisions and assist our partners in understanding these growing market segments. 

The research effort also will help the sales team identify key market segments and analyze 
the sales team’s overall ROI. 
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SCT WILL STRIVE TO BRING MORE 

OVERNIGHT VISITORS TO SONOMA 

COUNTY, USING SALES, PUBLIC

RELATIONS, MARKETING, AND

PARTNERSHIP PROGRAMS THAT

ARE BASED ON RESEARCH.

CREATIVE ADVERTISING AND

MARKETING CAMPAIGNS, A ROBUST 

MEDIA RELATIONS PROGRAM,

DIGITAL MARKETING STRATEGIES, 

AND A FOCUSED SALES EFFORT

INTRODUCE SONOMA COUNTY TO 

POTENTIAL LEISURE AND BUSINESS 

TRAVELERS IN MARKETS THAT ARE 

LIKELY TO YIELD VISITATION.

WORKING IN PARTNERSHIP WITH 

AREA SALES PROFESSIONALS,

SONOMA COUNTY TOURISM WILL 

EXECUTE AN AGGRESSIVE, RESULTS-

DRIVEN SALES PROGRAM AIMED AT 

SELLING THE DESTINATION AND THE 

PROPERTIES OFFERING MEETING 

SPACE, SPECIAL EVENT, AND GROUP 

VISITATION OPPORTUNITIES TO

LEISURE AND BUSINESS GROUPS. 

INITIATIVE1/DRIVE OVERNIGHT VISITATION



KEY PERFORMANCE INDICATORS:

FY17:
• Formulate research program.
• Coordinate with the EDB to identify the best way to collaborate 

on the research position, hire a researcher.
• Review all current research to ensure SCT is working with the 

most effective contractors.
• Review all current research vendor contracts to ensure most 

effective use of funds and updated research scope of work.

FY18:
• Create an annual research plan ensuring both consumer
 marketing and sales teams have insights needed to make
 informed business decisions. 
• Apply actionable data to marketing and sales programs as
 noted in the marketing and sales campaign plans.
• Work with the Economic Development Bureau and the county 

to estimate transient occupancy tax (TOT) and business
 improvement area (BIA) funding.
• Survey average wage and career opportunities in retaining 

workers within the tourism industry.
• Work with Visit California to provide data and then communicate 

the economic impact study.
• Create a channel(s) by which proprietary, industry, and other 

salient research is shared with partners.
• Integrate a vendor that allows SCT to track consumer engagement 

from first interaction with an ad to locations visited.
• Develop and administer a partner survey to measure satisfaction 

with the data and knowledge-sharing programs administered 
through SCT.

• Track identified emerging market segment activity including 
vacation rentals, cannabis, and others.
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INITIATIVE1/DRIVE OVERNIGHT VISITATION

BRAND DEVELOPMENT/CREATIVE 
EVOLUTION: 

During FY17, SCT will work with MMGY Worldwide to identify a 
destination brand. Once determined, this brand and its associated 
language will form the basis of all creative for the sales and mar-
keting programs. This is a critical endeavor and one that will cross 
several key initiatives as the development process will engage 
partners and key stakeholders. Once identified, the brand will lay
a foundation for creating and conveying value of the organization. 

Once the brand is identified, SCT will work with an external ven-
dor to develop and ensure consistent messaging across all mar-
keting materials, sales collateral, communications outreach pieces, 
and promotions. This effort will take the first half of FY18, with the 
goal of having marketing and sales pieces completed on or before 
Dec. 31, 2018.

KEY PERFORMANCE INDICATORS:

FY17:
• Work with vendor, MMGY, through the brand development process. 
• Identify key brand insights and attributes.
• Select vendor to take the brand concept into full scale creative 

development.

FY18:
• Identify the brand.
• Develop creative and collateral to convey the brand.
• Launch the brand via an event (SCT annual meeting) that gener-

ates excitement and encourages community engagement.
• Develop a communications plan to help partners integrate the 

brand into their own marketing efforts. 

(continued)



INTEGRATED MARKETING:
PAID ADVERTISING
Sonoma County Tourism’s marketing outreach lives within a fully 
integrated paid, earned, and owned marketing program. The ad 
campaigns are designed to raise awareness of the destination and 
create retail-driven opportunities that lead consumers to purchase 
a Sonoma County trip. 

Paid advertising is done in markets likely to yield overnight visits 
with the campaign goal of driving consumers to trackable chan-
nels to increase marketing opt-ins. Place more paid content mod-
ules vs. traditional ads, increase engagement with social media 
platforms, and increase alignment with key advertising partners: 
San Francisco Travel, Visit California, Brand U.S.A., airline partners, 
and more. The campaigns are conducted primarily to drive busi-
ness November through April and Sunday through Thursday.

At present, the marketing programs communicate that Sonoma 
County provides a genuine, independent, and adventurous expe-
rience to increase overnight stays. This may change to meet the 
needs of the new brand identity.

SEASONAL CAMPAIGNS 
For many years, SCT has implemented two off seasonal cam-
paigns to drive consumers to the deals page and, ultimately, to 
either our own booking engine, partner booking engines, or the 
consumer’s preferred method to book. The two campaigns – 
Harvest and Sneakaway – have been successful at driving business 
and generating brand awareness during two historically off-season
time periods. While the new brand will dictate how these campaigns 
are conducted, SCT anticipates continuing with two shoulder 
season campaigns that convey the essence of the season while 
offering deals to drive business. 

MEDIA PLACEMENT/AUDIENCES 
SCT’s paid media campaigns must deliver a significant return on 
investment, use the most effective channels to reach target audi-
ences and convey the destination brand. Campaigns are directed 
at both consumers and travel trade with separate but cohesive 
messages all designed to convey the right messages to the
right audience. 
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CONSUMER TARGET MARKET SEGMENTS INCLUDE: 
• Individual leisure travelers
• Bleisure – Combination of business with leisure travelers
• Niche markets (LGBT, weddings, luxury, adventure sports, golf)

Leisure campaigns will place an emphasis on driving consumers to 
deals and booking pages while taking them through the decision-
making funnel (from dreaming to booking) at an accelerated rate. 

Trade target market segments include: 
• Meeting and event planners 
• Tour and travel operators 

Meeting and event planner campaigns are designed to support 
sales initiatives and give support in markets our sales team are 
actively working to facilitate meeting bookings. Secondarily, very 
specific outreach campaigns will be directed to tour operators, 
receptives, and other tour and travel professionals to increase 
awareness and generate visitation.

SONOMA COUNTY ADVERTISING COMMITTEE
Sonoma County Tourism will work with Sup. Susan Gore and Sup. 
Lynda Hopkins to identify and execute programs designed to gen-
erate interest in Sonoma County. 

KEY PERFORMANCE INDICATORS:

FY17:
• Continue to identify channels and partners to convey the “open 

for business” message.
• SCT will reach out to Sonoma County Supervisors to determine 

participation in the newly reenergized advertising committee.

FY18:
• Identify opportunities for reaching “bleisure” and niche audiences. 
• Develop paid component of the integrated marketing campaign 

to align with the brand launch and subsequent campaigns. 
• Implement two off-season campaigns per year to drive Novem-

ber through April bookings.
• SCT will fully participate in Sonoma County’s advertising com-

mittee.

INITIATIVE1/DRIVE OVERNIGHT VISITATION



DIGITAL AND SOCIAL MEDIA
 MARKETING
SCT will invest in increasingly robust digital strategy platforms to 
inspire, inform, and instigate travel to Sonoma County. The follow-
ing components constitute SCT’s digital focus in the coming year:

WEBSITE
SonomaCounty.com is the county’s tourism marketing portal and 
serves as digital hub for inspirational and informative content, as 
well as local listings and resources. The website also consists of 
microsites for the international markets, meeting planners, tour 
and travel trade, media, local tourism industry partners, and Sono-
ma County Restaurant Week.

The key priorities for FY17/18 are:

• Integrate new brand look and feel throughout all digital channels.
• Focus on developing and distributing content that can be 

shared through all social and digital media channels.
• Increase marketing and search engine optimization (SEO) to 

attract quality organic traffic through inspiring travel articles and 
blog posts.

• Supplement SEO efforts with increased search engine marketing 
program to enhance the visibility of website in search. 

• Enhance implementation of customer-focused research and an-
alytics data to optimize for high-performing and goal-converting 
content.

• Implement new stakeholder research to improve the site’s ap-
peal to key target markets through functionality enhancements 
and more targeted content.

• Focus on continuing to drive quality traffic from content to the 
website’s accommodation listings to facilitate partner hand-offs 
and referral to booking sites (either own integrated booking 
engine or partner booking portals).

• Begin development of immersive experience features such as 
destination itineraries in video formats with virtual/augmented 
reality technology.
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CUSTOMER RELATIONSHIP MANAGEMENT (CRM)
The SCT marketing team will continue efforts to optimize and 
deploy Sonoma Insider e-news that engages and inspires custom-
ers and drives traffic to events, accommodation deals, and list-
ings, through interest-based articles (wineries, culinary, outdoors 
activities, parks, etc.) and engaging images. Customized content 
will be served to customers via email postcards and digital media 
buys based on interests.

SOCIAL MEDIA 
SCT’s social media platforms distribute relevant and inspiring 
destination content, third-party news stories about Sonoma Coun-
ty, visual storytelling to offer an immersive experience, and they 
engage current and potential customers in conversations that 
influence travel decisions. 

Social media marketing tactics (paid and unpaid) drive quality 
traffic to the website and facilitate conversions to visitor guide re-
quests, e-news sign ups, accommodation views, and other signals 
of intent to travel. Elevated social media efforts (paid and un-
paid) will incorporate retargeting and dynamic social advertising 
features as well as innovative practices. Video content in different 
varieties and distributed through a variety of channels will be a 
marketing priority. 

CONTENT DISTRIBUTION AND AUDIENCE
 DEVELOPMENT 
Next to developing a robust content program and calendar for 
SCT’s owned channels, SCT also seeks to place and maintain digi-
tal content on third-party sites that offer access to highly targeted 
audiences and customer forum opportunities such as TripAdvisor, 
Arrival Guides, etc. 

Content will be used to increase SEO for the website, for social 
and interactive to garner diverse and engaged audiences, and 
for public relations to engage consumers in telling the Sonoma 
County story. 

The most effective conveyers of information about any brand, but 
most importantly as destination, are “people like me” within the 
peer-to-peer communications arena. SCT will continue to enhance 
and integrate user generated content (UGC) into social media and 
on the website. 

(continued)



KEY PERFORMANCE INDICATORS:

FY17:
• Create and distribute monthly consumer e-newsletters. Work
 to enhance readability of the newsletters.
• Continue to curate content that conveys Sonoma County’s 

spring/summer offerings and the “open for business” message. 

FY18:
• Create and complete a web usability study to identify opportu-

nities for enhancing sonomacounty.com to fit user needs. 
• Identify and implement innovative features and optimized con-

tent based on user and industry research. Develop a plan and 
timeline to integrate the features.

• Identify and implement a web program that engages website 
users to the extent that SCT gains increasingly customizable 
information, allowing for a truly personalized and dynamic

 website experience.
• Increase social media engagement through identifying the 

channels that best align with the brand and delivering content 
through SCT’s owned and vertical channels.

• Develop a full video strategy including traditional and social me-
dia content that brings the new brand marketing campaign to life 

• Drive traffic to website’s deals page and visitor guide requests 
page through social media, website, and CRM e-mail (support-
ing annual marketing campaigns).

• Increase traffic to partner sites. FY18 will provide the benchmark. 
• Increase opt-in list to enhance engagement with prospective 

visitors by 10 percent year-over-year.

PUBLIC/MEDIA RELATIONS
A relationship-driven marketing program creates opportunities for 
engagement, ensuring messaging meets the needs of each audi-
ence. Outreach to various stakeholder groups is included in the 
Create and Convey Value portion of the plan. Within this section, 
the focus is on media relations and publicity. 

Media coverage is an ideal way to accomplish both the market-
ing and education components of SCT’s overall mission. Through 
media coverage, the broader story can be told. While PR is never 
a “sure thing,” savvy media relations pitching can frame a story 
in a way that generates a compelling and very positive piece and 
conveys a more complete story than can be told through an ad-
vertising message. 
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During the next 12 months, in addition to the general public 
relations outreach, SCT must be vigilant in monitoring coverage 
around the firestorms, likely at key anniversaries and potentially at 
during other wildfire episodes. 

Given the goals of this program, the focus will be on engaging two 
main segments of media:

• Consumer: writers, producers, bloggers, and influencers who 
encourage/promote visitation to Sonoma County, covering the 
following “beats:” 

 • consumer travel 
 • lifestyle
 • wine
 • culinary
 • outdoor adventure/soft adventure/golf

• Trade: writers, producers, bloggers, and influencers who cover 
the hospitality industry and business of travel and tourism:

 • travel industry business (general, tour/travel, international)
 • local, regional, and national business
 • restaurant/culinary business
 • wine business

The media relations program also helps to fill in gaps in markets 
SCT is not able to advertise and amplify the advertising message 
in paid media markets through earned media coverage. 

Media relations is driven by key messages. For this program, the 
key messages conveyed to the above media outlets are: 

• Overall visitation: Come during mid-week, off-peak season, typi-
cally November through April.

• Leisure travelers: Incorporating the new brand messaging, the 
messages will be tailored to the media outlet and audience. Mes-
sages follow the overarching key messages outlined in this plan.

• Meeting planners: Bring group meetings to Sonoma County. Out-
reach is focused on meetings with fewer than 220 total attendees.

• Tour and Travel: Promote visitation to Sonoma County via tour 
operators and professional travel sellers. Based on the reality of 
these trips, an emphasis is placed on stand-alone visits or as part 
of the larger California experience.

An effective media relations program consists of ongoing out-
reach to media outlets, creating an essential partner relationship. 
This helps ensure the destination is top of mind when writers are 
creating stories. This is accomplished through: 
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• Proactive pitching based upon media calendar and trends
• Reactive pitching and responses to media queries
• Host press trips and individual media likely to yield positive
 stories encouraging visitation
• In-market media missions to markets with a high concentration 

of targeted media

KEY PERFORMANCE INDICATORS:

FY17:
• Continued outreach to local, regional, and national media
 conveying the Sonoma County is “open for business” message.
• Develop and host one in-market press trips for social media 

influencers designed to show Sonoma County is open for
 business.
• Generate at least one Sonoma County feature story in a national 

“A-priority” outlet. 
• Prioritize traditional and social media outlets and freelance
 journalists for FY18 program.

FY18:
• Coverage in in defined markets covering trip ideas that match 

the market with the experience, for example “off-season travel to 
Sonoma County” in Sacramento, San Francisco, and Los Angeles.

• Sonoma County is featured in six “A-priority” outlets, 12
 “B-priority” outlets.
• Visits to media in 12 key media markets over the year, including 

at least two partner participation events.
• Generate stories of the following experience pillars:
 • wine
 • outdoors/soft adventure/golf
 • culinary/ag 
 • arts/creativity
 • family
 • indulgence/wellness
• Act as a resource for media seeking stories about the fire
 recovery and its impact on tourism. Provide data to partners
 to ensure consistent messaging is conveyed. 
• Generate stories in media for the three main segments of SCT: 

leisure, group meetings (B2B or B2C), and tour and travel (B2B).
• Host six in-market press trips.
• Provide the opportunity for at least 60 Sonoma County Tourism 

partners to connect with visiting media.
• Inclusion of specified messages in media coverage – those that 

align with the pitches. 
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• Advertising equivalency of the media coverage exceeds a 10:1 
return on program or campaign component investment. 

• Continue to monitor coverage around the October 2017 
firestorms and respond as needed. Provide a monthly coverage 
report on the SonomaCounty.com/partners page.

SALES:
MEETING/BUSINESS GROUP SALES
Sonoma County lost two meeting hotels in the October 2017 
firestorm, but continues to be a tremendous destination for meetings, 
primarily those of fewer than 220 attendees. SCT, in partnership with 
lodging properties’ in-house sales teams, will take a focused approach 
to meetings and group business sales. 

While the meeting business continues to evolve based on economic 
and business opportunities and challenges, according to Successful 
Meetings magazine, the top five trends for the meetings industry in 
2018 are: 

1. Face-to-face meetings are still important. 
2. Increase in corporate FTF meetings (increased budgets
 due to tax reform).
3. Meeting planners are looking for more creative ways to set
 up meetings, breakouts, more interactive sessions, and unique
 experiences – seek input from destination/properties. 
4. Exhibit tradeshows are moving toward appointment shows/
 speed dating.
5. Safety and disaster preparedness is the “hot topic” for all
 future meetings.

To increase midweek, off-season business, Sonoma County Tourism’s 
sales team will target meeting and group business through a range of 
programs centered around selling the destination to meeting planners 
and third-party meeting planners. This will be done through surveying 
local lodging partners’ directors of sales (DOSs) and ascertaining the 
key growing segments for a destination such as Sonoma County. With 
this information, the team will analyze current market segments and 
target new opportunities, including TV and film, demographic niches, 
and special interest groups.

Sonoma County Tourism will continue to offer and market a cash
incentive provided to planners to entice clients to book business.
Emphasis will be on booking November through April and Sunday 
through Thursday to align with the organization’s overarching mandate. 
The incentive will be available without limitation on dates. However, the 
SCT sales team will focus on driving business outside peak travel times.

(continued)



Within the Drive Overnight Visitation initiative, the group sales 
team will work with meeting planners and third-party organiza-
tions to solicit RFPs and help turn leads into definite bookings for 
Sonoma County BIA lodging partners. This will be accomplished 
through a variety of tactical activities: 

TRADE SHOW PARTICIPATION
SCT will identify and focus on the trade shows where the great-
est potential for leads will be found. SCT will continue to build 
existing, beneficial relationships. A high emphasis will be placed 
on finding leads with new clients and companies that may not be 
pursued by partner lodging properties. 

The sales team also will evaluate opportunities for greater expo-
sure through sponsorships at trade shows and identify opportuni-
ties for Sonoma County to increase exposure at the show. 

SALES CALLS
SCT will schedule sales calls in target markets to familiarize meet-
ing planners with Sonoma County, provide destination training, 
and solicit RFPs. As part of this tactic, SCT will work to maximize 
exposure and sales opportunities through Cvent and Empower-
Mint. When possible, SCT will include its partners in these sales 
calls opportunities. 

INDUSTRY PARTNERSHIPS 
Developing and maintaining partnerships is an important compo-
nent of the SCT sales effort. The team will evaluate and execute 
marketing partnerships and sponsorship agreements for increased 
exposure with trade organizations (e.g. HelmsBriscoe, CalSAE). 

FAMILIARIZATION TOURS AND SITE VISITS
Allowing planners to visit the destination is often the best way 
to change a lead into a booking. SCT, along with its partners, will 
host meeting planners on familiarization tours to experience the 
destination, meet partners, and understand the varied product 
opportunities Sonoma County offers for future business RFPs. As 
opportunities arise, the sales team will work with partner proper-
ties to schedule site visits for those with a qualified RFP. 

CLIENT EVENTS
In key identified markets, the team will host intimate client events, 
with partner-buy in opportunities, focused on creating awareness, 
developing partnerships, and stimulating demand for Sonoma 
County. 

COLLATERAL DEVELOPMENT AND DISTRIBUTION
Because salient information is critical to ensuring the meetings 
industry sees Sonoma County Tourism as an essential partner, 
the team will update, promote, and share the Meeting and Group 
Sales page of the website and the Meeting Professionals e-guide. 

PARTNER INSIGHTS
The SCT team will create and distribute quarterly e-newsletters 
featuring content to ensure Sonoma County partners remain 
current with ”what’s new and happening in the meetings industry.“ 
The team will also develop and schedule in-person and web-
based educational sessions for Sonoma County business partners 
to enhance their knowledge of the group sales industry. 

KEY PERFORMANCE INDICATORS

FY17:
• Continue to create and distribute quarterly e-newsletters target-

ed to the meeting planner and group business segments.
• Develop and host at least two client events targeting meeting 

planners in key source markets.
• Create at least one partner buy-in from two meeting planner 

source markets.
• Conduct one meeting planner familiarization tour.
• Continue to source and distribute leads in Q4 in alignment with 

exceeding annual lead, definite, and room night goals

FY18:
• Exceed lead, definite, and room night goals year-over-year by at 

least 2 percent. 
• Track properties that benefit from leads and aim to balance the
 leads across all BIA properties, emphasizing BIA-partner properties.
• Identify the shows with the highest return on investment. Identi-

fy one show that allows Sonoma County to create a destination 
presence, offering opportunities for partner participation.

• Conduct sales calls, trainings, and a client event in the identified 
top meeting planner source markets.

• Create at least one partner buy-in opportunity in each of the 
identified top meeting planner source markets.

• Schedule and conduct at least four group familiarization tours 
for meeting planners to experience Sonoma County (up five 
planners each tour).

• Provide Sonoma County training sessions (in-person or webinar) 
for at least 200 meeting planners per year. 

• Create and send quarterly Sonoma County group sales newslet-
ters to the Simpleview client database. 
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• Create and send quarterly group sales and industry news news-
letters to Sonoma County hotel and tourism business partners.

• Work with marketing to create a group sales web page on 
SonomaCounty.com with information, insights, and research for 
partners to access on the sonomacounty.com/partner section of 
the website. 

• Make annual updates and edits to the Meeting Professionals 
e-guide and marketing collateral. 

• Develop and host 10 client events per year.

TOUR AND TRAVEL: 
TRAVEL TRADE DEVELOPMENT
To extend its marketing reach, Sonoma County Tourism targets 
domestic and international visitors through traditional travel
trade channels including tour operators, travel agents, wholesalers,
receptive operators, and media, while remaining proactive in
seeking opportunities from any new and emerging channels,
such as the “sharing economy.” 

The travel trade sales and marketing plan is designed to drive 
business through selling the destination to the domestic and 
international travel trade. This effort creates a compelling selling 
proposition that works to increase the number of companies that 
feature and sell Sonoma County and its product range included in 
itineraries. Through marketing and communications outreach, the 
goal is to expand exposure to customers and enhance knowledge 
of the destination within the identified sales channels. 

The SCT outreach also is designed to benefit local partners 
through providing hotel, service, and partner opportunity leads to 
Sonoma County businesses. These connections help encourage 
an “essential partnership” environment that ultimately leads to 
business booked. 

TRADE SHOWS 
Sonoma County Tourism will attend major trade shows in key do-
mestic and international markets that reach highly targeted travel 
trade professionals and media. At each, the team will schedule ap-
pointments with buyers and product development staff to under-
stand their needs and identify opportunities for Sonoma County 
to gain a greater presence in itineraries and sales offerings. When 
possible, SCT will have a presence at the media marketplace in 
order to help to generate stories in both the trade and consumer 
media outlets. 

TRAVEL AGENT OUTREACH 
As a fairly new market, SCT will develop and execute a U.S. do-
mestic travel agent engagement plan including attending travel 
agent shows, building a database, producing newsletters, and 
training. During FY18, the team will identify the opportunities, 
determine an appropriate budget allocation, and create an action 
plan for the travel agent market segment. 

TOUR OPERATOR OUTREACH
Above and beyond the trade show environment, meeting one-on-
one with tour operators can be an important way to establish re-
lationships and generate new itineraries. Scheduling opportunities 
for partners to participate can help sell the entire destination.

FAMILIARIZATION TOURS AND SITE VISITS
SCT will host travel trade clients to experience the destination, 
meet partners, and understand the varied product opportunities 
Sonoma County offers. As appropriate, the team will work with 
lodging partners to host site visits.

CLIENT EVENTS 
SCT will host and participate in client events planned by Visit 
California and San Francisco Travel that target tour operators or 
travel agents. Additionally, SCT will identify opportunities to host 
dedicated Sonoma County client events with a focus on develop-
ing partnerships that will lead to new product development and/
or increased exposure. 

KEY PERFORMANCE INDICATORS:

FY17:
• Draft and distribute quarterly e-newsletter for Sonoma County 

hotel and tourism business partners.
• Conduct one training session for Sonoma County hotel and 

tourism business partners.
• Represent Sonoma County at one identified travel trade show. 

Provide leads to partners.

FY18:
• Represent Sonoma County at a minimum of two domestic trade 

shows. 
• Represent Sonoma County at a minimum of two domestic travel 

agent shows.
• Conduct at least two domestic familiarization trips (or 10 people 

total) for tour operators and travel agents.
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• Provide Sonoma County training sessions (in-person or webinar) 
for at least 50 domestic travel agents. 

• Create a travel industry insights web page for partners on 
sonomacounty.com/partner. 

• Create and send quarterly travel trade newsletters/updates to 
Sonoma County hotel and tourism business partners.

• Conduct quarterly travel trade education sessions for Sonoma 
County hotel and tourism business partners.

INTERNATIONAL MARKETING
The international travel segment provides great potential, however 
it experiences pressure from political turmoil, international curren-
cy valuations, and marketing muscle of competitor destinations. 
Sonoma County has been in the international market long enough 
to have developed solid relationships with the trade and media in 
its key markets and these will continue. The FY18 plan has Sonoma 
County Tourism reigniting nominal trade and media relations pro-
grams in Canada and Mexico to take advantage of these markets 
and the growth potential for each. 

Emerging markets such as China and India are interesting, but 
must be thoroughly considered before pursuing. During FY18,
SCT will conduct research into the viability of both markets to 
increase Sonoma County visitation. Research is also being done 
by Visit California in these markets. 

SCT will continue to contract in-market travel trade and media 
representation in established international markets that yield high 
potential for growth. At present, SCT has full-service contracts with 
four in-market representatives as well as limited-service contracts 
with two. These agencies presently work with Visit California, giv-
ing SCT opportunities to maximize market reach and destination 
recognition. The selection of these markets is informed by industry 
data and research from Visit California, U.S. Travel, VisaVue spend-
ing, Bay Area International Airports, and Direct Air Service. 

During FY17/FY18, Sonoma County Tourism will participate in 
sales missions in the identified markets organized by Visit Califor-
nia, Brand U.S.A., or the in-country Visit U.S.A. organizations that 
provide critical one-on-one connection with tour operators, travel 
agents, airlines, industry influencers. and media. 

U.S.-based receptives are a critical conduit between tour
operators and travel agents located in international markets
and U.S. properties. Receptive operators are important partners 

for Sonoma County Tourism. During FY17/FY18, the team will 
participate in receptive outreach organized by Visit California, 
S.F. Travel, or will conduct its own outreach. 

1. United Kingdom (U.K.), Ireland
 The U.K. represents a legacy market and the top overseas mar-

ket for the U.S. and California. Sonoma County will continue to 
work with a representative firm on sales and marketing efforts 
designed to raise awareness for the destination among tour 
operators, travel agents, trade and consumer media, and con-
sumers. To this end, SCT will attend the World Travel Market 
(WTM) trade show annually and identify key trade and media 
to invite for in-market familiarization trips.

2. Central Europe (Germany, France, Austria, Switzerland)
 Germany is a legacy market with travelers coming to the U.S. 

for decades. German travelers are adventurers, with trips that 
often include exploring regions via self-driving tours. France is 
increasingly becoming an important market and the (compet-
itive) lure of California wines makes an interesting promotional 
angle. SCT will continue to work with in-market representatives 
in Germany and France to raise awareness of the destination 
and create itineraries that sell Sonoma County as part of a leisure 
or “bleisure” (business + leisure) trip to the U.S. SCT will attend 
ITB Berlin on an annual basis to get in front of wholesalers, tour 
operators, and travel agents in central Europe.

3. Scandinavia (Norway, Sweden, Denmark, Finland)
 Increasing air lift from carriers such as Norwegian Airlines, of-

fers a solid growth opportunity for this market. Travelers from 
Scandinavia are intrepid travelers and enjoy venturing out to 
Sonoma County’s outdoor locations and exploring small towns. 
SCT will work with in-market representatives to develop airline 
promotions as well as outdoor-themed itineraries.

4. Australia, New Zealand
 An increasing number of direct flights from both Australia and 

New Zealand into California gateway cities provides compelling 
reasons to continue promotion to this market. Both Aussies 
and Kiwis are passionate about wine and will travel to enrich 
this passion for wine. The spirit of Aussie and Kiwi travelers 
ideally matches that of Sonoma County. They are independent, 
fun-loving travelers and connect with the like-minded spirit of 
Sonoma County. SCT will continue to work with in-market rep-
resentatives to promote the destination through robust media 
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relations outreach, adding Sonoma County to itineraries, and 
designing promotions around the direct flights.

5. Canada and Mexico
 Canada and Mexico both represent significant opportunities for 

Sonoma County, but have not been included in the international 
marketing program as due to not being overseas markets, they 
have been included as domestic. For FY18, SCT will create both 
public relations and sales programs for these markets, both of 
which have high potential for driving visitation. 

 6. Emerging Markets
 India and China offer significant opportunities for both interna-

tional-domestic and international visitation. Because travelers 
from India often come to the U.S. to visit family, outreach to the 
large India population in San Francisco provides a domestic 
audience and a fairly easy opportunity to introduce this market 
to Sonoma County. The China market also holds potential and 
is already coming to northern California. During FY18, SCT will 
research each market and identify potential approaches for both. 

While raising awareness among leisure travelers and groups 
visiting the U.S., primarily as part of a multi-day, multi-destina-
tion tour of the U.S., offers tremendous potential, SCT also must 
consider the impact of these visitors on the destination’s chief 
appeal – wineries. SCT will actively work with and support the 
work of the Sonoma County Vintners, California Wine Institute, 
local wineries, and U.S. Commercial Services offices in key global 
markets to identify ways to enhance the potential for long-term, 
direct-to-consumer wine sales through opening distribution chan-
nels. Creating long-term relationships with consumers in markets 
with no distribution opportunities is futile for many Sonoma Coun-
ty wineries. Fiscal years 2017-19 will be spent in an exploration of 
potential channels for wineries of all sizes and working with those 
wineries with existing international distribution to better market 
the product and the value of an onsite visit to those properties. 

INDUSTRY TRAINING 
SCT will work to create and deliver destination training sessions 
for the travel trade, both in person and remote, using in-market in-
ternational representation offices, webinars, and new technology. 
The team will work to develop a Sonoma County training module 
that provides a specialized platform for travel agents and tour 
operators to become experts in selling Sonoma County.

EXTERNAL CUSTOMER COMMUNICATION 
SCT works with firms in each of its markets, as well as in Japan 
and France, to create and distribute newsletters to the travel trade 
regarding Sonoma County and its compelling messages for the 
international travel trade. During FY17/FY18 SCT will work with 
agencies developing the newsletter to ensure they incorporate the 
destination brand and timely information. 

INTERNAL CUSTOMER INSIGHTS
International travel is a promising market, but it’s also one that 
can be difficult to see immediate results. To ensure partners and 
stakeholders understand the value of marketing to the internation-
al traveler, SCT will develop and distribute an international industry 
e-newsletter containing statistics, policies, and regulations, work 
being done by national agencies, and market insights that will help 
Sonoma County partners welcome international visits and ensure 
customs and cultures are respected. 

The team also will develop and schedule education sessions for 
Sonoma County business partners to learn about the travel trade 
industry and the opportunities it presents.

PARTNERSHIPS
Partnerships with Visit California, San Francisco Travel, and other 
California DMOs to promote travel to California and Sonoma 
County will help extend the brand and create more compelling 
itineraries, especially for international travelers who don’t see the 
boundaries of cities, counties, or even states. These partnerships 
may be as sales missions, media outreach and, potentially, digital 
programming.

BRAND U.S.A.
Brand U.S.A. is the nation’s international destination marketing or-
ganization and offers a variety of programs that create compelling 
outreach to trade and consumers in markets across the globe. In 
FY18, Sonoma County Tourism will participate in digital marketing 
and trade outreach programs focused on culinary tourism, as well 
as targeted web pages. 

SCT will identify the Brand U.S.A. programs that hold the greatest 
value for Sonoma County and track inquiry and itinerary develop-
ment results based on these programs. 

INITIATIVE1/DRIVE OVERNIGHT VISITATION
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KEY PERFORMANCE INDICATORS:

FY17:
• Participate in one international sales mission – Australia and
 New Zealand.
• Represent Sonoma County at ITB Berlin.
• Host two international travel trade familiarization tours.
• Generate Sonoma County media coverage in each of the
 current outlets – identifying key opportunities for FY18.
• Conduct an international social media influencers familiarization 

tour to Sonoma County.

FY18:
• Visit each international market that Sonoma County Tourism 

contracts with for in-market representation to meet with the 
representative firms, travel trade, and media in person.

• Represent Sonoma County at major international trade shows 
including: IPW, World Travel Market (WTM), and ITB.

• Represent Sonoma County on one sales mission to each of
 the four target markets per year – U.K. and Ireland, Germany,
 Scandinavia, and Australia and New Zealand. 
• Identify representation and create a PR and sales plan for
 Mexico and Canada.
• Schedule sales calls, training, and a client event with at least 20 

receptive operators that feature or have the potential to feature 
Sonoma County.

• Conduct at least 10 International familiarization tours (or 50
 people total) per year, including a dedicated tour for the
 representatives from the in-market firms. 
• Provide Sonoma County training sessions (in-person or webinar) 

for at least 200 international travel agents.
• Develop and launch industry partner outreach to include regular 

e-newsletters and training sessions.
• Launch a travel trade Sonoma County training module in English 

and one international language. 
• Work with in-market representatives to ensure the scope of 

work is completed each year and the program of work is done 
at the highest level of effectiveness. 

• Make annual updates and edits to the Travel Trade e-guide and 
Luxury e-guide.

SONOMA COUNTY LOYAL:
During FY18, Sonoma County Tourism will evaluate the opportunities 
that come with a destination loyalty program. Visitors to Sonoma 
County are predisposed to loyalty through the wine clubs offered 
at wineries and hotel brand loyalty programs. This program would 
not interfere with these current programs but build border des-
tination loyalty. It is valuable because it can help accomplish a 
couple of objectives: 

1. Raise awareness of a destination and drive business to both
 the iconic and hidden gems.
2. Help incentivize travel during off-peak times.

KEY PERFORMANCE INDICATORS:

FY18:
• Devise the structure and elements of a loyalty program.
• Identify partner opportunities.
• Identify potential consumer benefits.
• Determine contractor to help create and administer the program.24

INITIATIVE1/DRIVE OVERNIGHT VISITATION



25

CREATE AND CONVEY VALUE 
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Effective destination marketing creates opportunities and benefits for local businesses, 
government, public services, and residents in Sonoma County. As one of Sonoma County 
Tourism’s five key initiatives, the “Create and Convey Value” program of work aims to ele-
vate stakeholder and resident awareness around the importance of destination marketing 
and the positive impacts of a robust tourism economy. Tourism creates jobs, drives the local 
economy, enhances lifestyle and culture, and helps to support local government programs, 
nonprofits, and regional parks. 

Tourism means jobs. Additionally, local tourism supports opportunity and growth in other 
parts of the local economy. “Statistics show that hospitality and tourism has outperformed 
the aggregate of all other export sectors since 1998, with employment expanding nearly 
10 percent in tourism while others showed negative gain of almost -1 percent. Econometric 
tests show that employment shifts in the visitor economy are followed in subsequent years 
by sustained changes in growth in other parts of the economy.” (Destination Promotion: 
An Engine of Economic Development, Oxford Economics)

Economic growth across all business sectors, keep Sonoma County thriving and relevant. 
A strong local economy is essential to supporting a healthy community.

Since Sonoma County Tourism was founded in 2005, Sonoma County has seen an increase 
in tourism spending by 70 percent, leading to a 36 percent increase in jobs (California Travel 
Impacts by County, 1992 – 2016p, Dean Runyan & Associates), and increased tax revenue for 
local governments to fund public safety, affordable housing, economic development, roads 
maintenance and repair, and community support for arts, education, and scholarships. 

In late 2016, Sonoma County Tourism invested in Destination International’s Destination-
NEXT, a broad-spectrum destination research and evaluation tool designed to access the 
perceived effectiveness of the organization. The result of this analysis was intended to help 
inform strategic planning, educate stakeholders, and enhance community engagement. 
More than 300 destinations from 18 countries have used DestinationNEXT to help inform 
strategic planning.

A key part of the analysis was derived from an extensive survey, sent to more than 90 
Sonoma County community leaders, tourism-facing business partners, elected officials, 
chamber leaders, board members and staff. The results of DestinationNext, as presented
at Sonoma County Tourism’s annual board retreat in March 2017, showed a strong need
to improve Sonoma County Tourism’s community outreach as part of a larger tourism
management plan, where SCT is at the table on local issues and planning. 

In FY18, Sonoma County Tourism will execute a strategy to engage and educate partners, 
elected officials, residents, the associated chambers of commerce, other key stakeholders, 
and media as part of a multi-pronged value awareness effort.

This effort will be accomplished through pinpoint messaging to target audiences, the
creation and expansion of various engagement programs and will be measured by set
key performance indicators.

INITIATIVE2/CREATE AND CONVEY VALUE
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CREATING AND CONVEYING THE VALUE

OF THE TOURISM AS AN ECONOMIC

DRIVER AND SONOMA COUNTY TOURISM AS 

THE COUNTY’S LEADING MARKETING

ORGANIZATION HELPS TO CREATE A MATRIX 

OF BRAND CHAMPIONS, ENGAGED PARTNERS, 

AND ORGANIZATIONAL AMBASSADORS WHO 

CAN HELP PAVE THE WAY FOR THE INDUSTRY

TO FLOURISH. THROUGH THIS EFFORT,

TOURISM WILL BE RECOGNIZED AS A

CRITICAL COMPONENT OF THE LOCAL

ECONOMY AND ONE THAT HELPS ELEVATE 

ALL OTHER ECONOMIC DEVELOPMENT

OPPORTUNITIES. HAVING COUNTYWIDE

SUPPORT ALSO CAN INFLUENCE DECISIONS 

ABOUT THE INVESTMENTS IN THE COUNTY 

WITH TOURISM CONSIDERATIONS

AT THE FOREFRONT.

TARGETED COMMUNICATIONS ARE

CRITICAL FOR REACHING SCT’S INDUSTRY 

PARTNERS, ELECTED OFFICIALS, AND THE 

MEDIA WHO SERVE THESE STAKEHOLDER 

GROUPS. THE CERTIFIED TOURISM

AMBASSADOR (CTA) PROGRAM IS

PARAMOUNT FOR DEVELOPING BRAND 

CHAMPIONS AMONG THE INDUSTRY AND 

HELPING INFLUENCERS UNDERSTAND THE 

IMPORTANCE OF THE TOURISM INDUSTRY.



COMMUNITY ENGAGEMENT:
As Sonoma County’s second largest industry, tourism
employs more than 20,400 people. Sonoma County
Tourism represents 2,500-plus local tourism-facing
businesses including lodging, restaurants, wineries, retail, 
transportation companies, cultural arts, farmers markets, 
sightseeing tours, outdoor activities, and others. Some 91 
percent of these businesses are locally owned, and 82
percent have fewer than 25 employees. The business of
tourism impacts all of Sonoma County. With 10 municipalities 
and 40 unique cities, towns, and communities, Sonoma
County Tourism has a diverse network of residents and
stakeholders, all requiring precise messaging. 

Sonoma County Tourism will execute a robust community 
engagement plan with messaging for each stakeholder
group to encourage integration and partnership, while
relaying successes, addressing challenges, and supporting 
Sonoma County Tourism’s mission and vision. 

SONOMA COUNTY TOURISM CARES 
Sonoma County Tourism’s altruistic arm, Sonoma County 
Tourism Cares, partners with local nonprofits to give
opportunities for tourism partners to give back by way of 
volunteering. Additionally, the program produces a quarterly 
newsletter celebrating the philanthropic efforts of the tourism 
community and visitors and gives tourism partners opportu-
nities for team-building in a way that supports community.

SONOMA COUNTY TOURISM LIAISONS 
A group of local tourism champions, Sonoma County Tourism
Liaisons, promote the benefits of tourism through broad 
community outreach. They engage with local chambers, 
community groups, and elected officials to establish partner-
ships and integration. The group meets quarterly to discuss 
emerging issues related to tourism, and forms action plans to 
address these issues.

“THANK YOU” CAMPAIGN:
Regional advertising campaign acknowledges Sonoma 
County’s 20,000 hospitality employees’ dedicated service 
and spirit, welcoming guests from all over the country and 
around the world. The campaign runs in January to celebrate 
successes and welcome the new year. 
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ONGOING STAKEHOLDER OUTREACH
Communication is the foundation of conveying the value tourism 
brings to Sonoma County. In FY18 Sonoma County Tourism will create 
targeted messaging and a multi-pronged communications approach, 
which will include in-person meetings, newsletters, reports, and col-
lateral material such as video and presentations to key stakeholders 
and residents. Outreach will be conducted by Sonoma County Tourism 
staff as well as its board of directors. Outreach for each will be defined 
by program need.

Sonoma County Tourism will create and distribute messaging to
the following groups:

• ELECTED OFFICIALS – Establish consistent two-way
 communication and collaboration between Sonoma County
 Tourism and our elected officials. 
 Messaging to include:
 • Overview of SCT – what we do for our cities
 • Economic impact of local tourism
 • Jobs supported by tourism
 • Tourism businesses represented by SCT – number, and
  types of business
 • Hospitality employees are our neighbors and community members
 • Current SCT marketing programs and campaigns
 • Marketing metrics and ROI 
 • Community engagement efforts – updates on Let’s Talk Tourism,
  Certified Tourism Ambassador Program, Sonoma County Tourism
  Community Liaisons, and Sonoma County Tourism Cares

• COUNTY ADMINISTRATOR AND STAFF, CITY MANAGERS, AND 
ECONOMIC DEVELOPMENT DEPARTMENTS – Foster strong

 relationships with the county and cities, especially those participating
 in the business improvement area (BIA) program, to keep Sonoma 

County Tourism well-informed on local issues and projects as they
 relate to tourism, and to engage in dialogue with cities on the impor-

tance of tourism as it relates to economic development and quality of life.
 Messaging to include:
 • Brief overview of SCT – what we do for our city 
 • Economic impact of tourism specific to city
 • Local businesses represented by SCT
 • Marketing programs available to tourism businesses
 • Examples of marketing efforts specific to city
 • Opportunities to engage further with SCT (Let’s Talk Tourism, Certified
   Tourism Ambassador Program, and Sonoma County Tourism Cares)

(continued)



• BUSINESS SECTOR (chambers and business groups) – Educate 
the local business community on SCT’s mission and tourism’s 
positive impacts on the local economy and culture. 

 Messaging to include:
 • Brief overview of SCT – who we are including funding model
 • Economic impact of local tourism
 • Jobs supported by tourism
 • Tourism businesses represented by SCT – number and types
  of business
 • Community and government programs supported by TOT
 • Opportunities to engage with Sonoma County Tourism – business
  listings and other free programs (tourism-facing businesses only), 
  Let’s Talk Tourism, Certified Tourism Ambassador Program, and
  Sonoma County Tourism Cares

• COMMUNITY GROUPS AND ASSOCIATIONS (service clubs, 
neighborhood groups, nonprofits) – Engage with local community 
groups providing an overview of tourism in Sonoma County, SCT’s 
role and how to get involved with our engagement programs. 

 Messaging to include:
 • Brief overview of SCT – who we are including funding model
 • Economic impact of local tourism
 • Jobs supported by tourism
 • Tourism businesses represented by SCT – number and
  types of business
 • Community and government programs supported by TOT,
  how tourism supports you, your neighbors, and friends 
 • SCT’s community and partner engagement programs –
  Partner Information Program (PIP), Let’s Talk Tourism,
  Certified Tourism Ambassador Program, Sonoma County Tourism
  Cares, and Sonoma County Tourism Community Liaisons

• RESIDENTS – Educate residents on the positive impacts of
 tourism and engage in dialogue to better understand
 community needs and concerns around tourism.
 Messaging to include:
 • Brief overview of SCT – who we are including funding model
 • Economic impact of tourism
 • Jobs supported by tourism
 • Tourism businesses represented by SCT – number and types
  of business – your neighbors and friends
 • Community and government programs supported by TOT
 • Community Engagement programs and opportunities
  to get involved – Let’s Talk Tourism, Certified Tourism
  Ambassador Program, Sonoma County Tourism Cares

• MEDIA – Work with local media outlets to communicate the
 positive impacts of tourism. 
 Messaging to include:
 • Economic impact of local tourism
 • Tourism is among the top four industries in Sonoma County 
 • Jobs supported by tourism
 • Hospitality employees are our neighbors and community
  members
 • Tourism enhances quality of life in Sonoma County 
 • Tourism industry is philanthropic – nine out of 10 tourism
  businesses give back to the local community

VALUE OF SONOMA COUNTY TOURISM MICROSITE
Conveying the value of the tourism industry via easy-to-read infor-
mation on a microsite is a great way for partners to appreciate the 
industry, the power of travel and tourism to create jobs, and the 
economic value of the industry. It also provides an informational 
platform for elected officials and other influencers to find statistics.

INITIATIVE2/CREATE AND CONVEY VALUE
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KEY PERFORMANCE INDICATORS: 

FY17:
• Create and host a communitywide partners meeting to provide 

crisis management skills for post-fire messaging.
• Partner with EDB, Sonoma County Lodging Association,
 Sonoma County Vintners, and Sonoma County Winegrowers
 to optimize community engagement efforts.
• Create and distribute the quarterly Sonoma County Tourism 

Cares e-newsletter.
• Offer one Tourism Cares volunteer opportunity. 
• Identify activities and build a communications strategy around 

National Tourism Week (May 6-12, 2018).
• Arrange at least one speaking engagement for community 

groups per month.
• Recruit six strong community liaisons to convey the value of
 tourism and engage with local community.

FY18:
• Create pinpoint messaging for each stakeholder and community 

group referenced above.
• Provide monthly touchpoints with elected officials including
 attendance at local government and city council meetings.
• Speak to 12 local community and business groups.
• Create a more interactive web presence on SCT website to 

elevate messaging and tourism statistics for stakeholders and 
residents.

• SCT staff local chamber and city involvement – attendance at
 quarterly meetings and events.
• Partner with EDB, Sonoma County Lodging Association,
 Sonoma County Vintners, and Sonoma County Winegrowers
 to optimize community engagement efforts.
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• Form partnerships with 10 local nonprofits to further the
 Sonoma County Tourism Cares program.
• Produce quarterly Sonoma County Tourism Cares newsletters.
• Offer quarterly Sonoma County Tourism Cares volunteer
 opportunities.
• Participate in Travel and Tourism Week using social media
 outlets, robust local volunteer programming, and advertising.
• Create six unique messages to place in local media outlets,
 including ad placement, advertorials, and editorials submitted
 by partners and/or Community Liaisons.
• Produce monthly Tourism Update newsletters to engage
 stakeholders, keeping them abreast of SCT’s key initiatives
 and messages.
• Create community outreach toolkit for staff and SCT board
 of directors. 
• Recruit and develop 15 strong community liaisons to convey
 the value of tourism and engage with local community.
• Produce three community collateral pieces conveying the
 value of tourism: video, trifold, and customizable PowerPoint 

presentation. 

(continued)



REPUTATION MANAGEMENT:
Monitoring and managing SCT’s reputation among its key stake-
holders is an important component of creating value for the 
organization. This is a two-fold program, important in the upcom-
ing years to help mitigate concerns about the organization as well 
as consumer perceptions around the wildfires. A solid reputation 
doesn’t happen by chance. Through this program the organization 
will monitor what people say about SCT and the destination, and 
then actively engage those users to encourage positive discussion. 

• Monitor the conversation about the organization within tradi-
tional and social media. Listening is the foundation of managing 
reputation. SCT will monitor local media, the conversation on local 
media social channels, and social channels for elected officials and 
other key stakeholders. 

 Also, SCT will boost its current monitoring of traditional and social 
consumer channels for general information about Sonoma County. 
This is designed to monitor concerns from consumers about the 
destination with special notice to those that refer to the October 
2017 wildfires. 

• Devise a Response Plan
 Once SCT’s communications team identifies an issue, the
 organization will take action: 
 • Craft a response on behalf of the organization.
 • Send the post/story to a partner to ensure awareness of the
  issue. This will be done only in the case of a post or story that 
  has a destinationwide implication, not for customer issues
  pertaining to a single property. 
 • SCT will continue to respond to the issue until a mutually
  agreeable resolution is reached.

• Drive Positive Conversation
 Through actively managing the online conversation, SCT will 

illuminate and help to continue positive conversation through 
asking questions and connecting users to elicit positive dialogue. 

INITIATIVE2/CREATE AND CONVEY VALUE
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• Measure results
 Results of the reputation management program will be mea-

sured through incorporating a monitoring tool that provides a 
system that tracks reputation “score” through digital and social 
channels. As an organization provides more value to its commu-
nity, the score will increase. As the average moves from three 
stars to four, or from 50 to 70 percent positive, the organization 
knows its reputation is improving. Social media sentiment is 
measured through the same type of tool that tracks an organi-
zation’s trust among key groups. 

KEY PERFORMANCE INDICATORS:

FY17:
• Identify channels to use as part of the media monitoring
 program. 
• Measure current organizational reputation management. 

FY18:
• Organization reputation is consistently monitored and issues
 are immediately addressed by the organization.
• Create an evaluation tool to gauge reputation of the
 organization among key stakeholders.
• Develop a benchmark for reputation scores.
• Evaluate end-of-the year reputation and ensure the score
 has improved year-over-year. 
• Engage Trip Advisor to educate partners on how to manage 

reviews and feedback.



31

ENGAGE PARTNERS /
PARTNERSHIPS 

INITIATIVE3



INITIATIVE3/ENGAGE PARNERS/PARTNERSHIPS

CERTIFIED TOURISM AMBASSADOR (CTA) PROGRAM:
One of Sonoma County Tourism’s most impactful partnership engagement tools is the Sono-
ma County Tourism Certified Tourism Ambassador (CTA) program. Sonoma County Tourism 
launched the CTA program in September 2012, with a mission to train front-line employees and 
volunteers in the local hospitality industry. The CTA program promotes consistent delivery of 
a positive destination brand experience through education of destination assets and service 
excellence. In addition to turning every visitor encounter into a positive experience, the CTA pro-
gram engages a cohesive network of hospitality professionals and volunteers, providing unique 
educational and networking opportunities. The CTA program is part of an industry-recognized 
national certification, administered through the Tourism Ambassador Institute. 

Over the past five years, the Sonoma County Tourism Ambassador program has experienced 
significant growth and development, certifying more than 2,200 CTAs. The CTA program has 
been integrated into local high school, college, and adult education curriculums, providing ex-
posure to Sonoma County’s local tourism industry and fostering workforce development. Five 
programs key to the success of the CTA program include:

EDUCATIONAL EVENTS
• Tours – Sonoma County Tourism provides CTAs an opportunity to participate in six educational 

tours a year, planned and led by industry experts. Educational tours range from exploring specific
 regions of Sonoma County and visiting some of the region’s lesser-known tourism assets,  to 

themed tours exploring local farms, farmers markets, art galleries, breweries, bakeries,
 restaurants, wineries, and gardens. These tours provide further education while also giving
 tourism partners an opportunity to educate CTAs with private tours and face-to-face time to 

highlight their business. CTAs receive an up close and personal experience to share with visitors. 

• Meet-ups – Provided to CTAs as both an educational and networking opportunity, meet-ups 
focus on one specific business. The event typically includes a tour and/or an experience and 
presents opportunities for networking. Meet-ups include winery tours and tastings, culinary 
experiences, music events, and more. 

CTA NEWSLETTER: “THE AMBASSADOR” 
Quarterly newsletters keep our CTAs updated on local events, milestones, upcoming classes and
educational events, freebies and discounts, volunteer opportunities, and hospitality job opportunities. 

CTA ANNUAL AWARDS LUNCHEON
Sonoma County Tourism’s annual awards luncheon is designed to celebrate CTAs who have 
shown exceptional service, dedication, and participation in the program and in their field. It is
the only awards program in Sonoma County that celebrates hospitality employees. 

Nominees are selected, and a winner is awarded from each Sonoma County region: Central Sonoma 
County, Northern Sonoma County, Sonoma Valley, Pacific Coast, Western Sonoma County, and 
Russian River. A CTA of the Year is selected and competes with more than 40 CTA programs
internationally for the CTA of the Year Star Award, chosen by the Tourism Ambassador Institute. 
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BRING ALL TOURISM-RELATED 

ORGANIZATIONS AND LEADERS 

IN SONOMA COUNTY AND THE 

REGION TOGETHER. PARTNERS 

AND PARTNERSHIPS ARE

CRITICAL FOR EXPANDING 

BRAND AWARENESS, OFFERING 

ADDITIONAL MESSAGING

SUPPORT, AND POTENTIALLY

INCREASING THE
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FUNDING. 



In addition to the regional awards, Sonoma County Tourism’s CTA 
program also presents the Shining Star award. The Shining Star 
award is given to a Sonoma County business that has shown
exemplary support and participation in the program.

MYSF AMBASSADOR COLLABORATION WITH S.F. TRAVEL
As part of Sonoma County Tourism’s partnership with S.F. Travel, 
MYSF Ambassadors are invited to become Sonoma County CTAs 
and experience Sonoma County CTA educational events. This 
partnership promotes visitation from Sonoma County’s largest 
feeder market. 

KEY PERFORMANCE INDICATORS:

FY17:
• Coordinate and host the annual CTA luncheon, recognizing the 

achievements of CTAs.
• Certify 35 new CTAs.
• Produce two educational tours and/or events. 
• Create and distribute new program overview brochure.
• Introduce a new Sonoma County Tourism Arts Ambassador to 

create a cultural arts focus, including new educational events 
and opportunities.

FY18:
• Provide 10 CTA certification classes.
• Certify 300 new CTAs.
• Continue to engage educational institutions and explore new 

opportunities with integrating the CTA program in classroom 
curriculum.

• Exceed national average for annual renewal rate. 
• Produce 12 educational tours and events.
• Expand outreach and offer classes to:
• Chambers of commerce 
• Visitors centers
• Restaurants, wineries, hotels, and retail
• Outdoor activity vendors, parks, and recreation
• Engage five new employers to certify staff.
• Improve CTA program operations:
• Streamline procedures
• Create a master calendar
• Improve tracking and reporting
• Monthly CTA team meetings 

• Integrate CTA volunteer opportunities into Sonoma County
 Tourism Cares program.
• Create two new CTA collateral pieces: trifold, tradeshow/
 event wing, and video.
• Create an educational event around Sonoma County’s
 outdoor activities and assets.
• Offer two free educational classes focused on tourism
 marketing and the value of tourism in Sonoma County. 

PARTNER INFORMATION PROGRAM 
(PIP):

The Partnership Information Program will continue as an infor-
mation source for SCT’s partners to share their information with 
SCT. Monthly meetings allow partner businesses to teach SCT 
staff about their business and learn about and from SCT as well as 
network with other businesses. 

The program will focus on conveying information from partners 
regarding new properties, renovations, or additions, new experi-
ences, new messages, packages and deals, and general marketing 
outreach. 

During FY18, SCT will develop communications outreach that 
encourages new businesses and those in need of assistance to use 
this free service. 

KEY PERFORMANCE INDICATORS:

FY17:
• Hold at least two Partner Information Program sessions.

FY18:
• Hold at least 10 PIPs per year with four to five businesses
 attending each session.
• Grow new business engagement by 10 percent (in overall
 number of businesses) year-over-year.
• Gain a “Satisfied” or “Highly Satisfied” program rating in an
 annual partner survey.
• Develop a robust partner portal of SonomaCounty.com that 

offers programming, partner opportunities for sales and media 
outreach, creative assets, research, and industry insights. 
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SCT PROGRAMS PARTNER TRAININGS:
Ensuring partners have information about SCT programs is
imperative for creating a collaborative effort and ensuring travel 
trade professionals, media, and consumers have the information 
needed to make a purchase decision. 

Throughout FY18, SCT will hold regular trainings on its programs 
including (but not limited to): 
• How to use the web interface.
• How to respond to publicity and marketing opportunities – 
 planning and hosting a press trip.
• How to respond to meetings and group sales leads.
• How to work with tour operators.

From these programs, partners will be able to elevate their own 
marketing efforts. SCT programs are free, but they require the 
local businesses to invest time in responding to requests and be 
ready to work with incoming travel media, meeting planners, and 
tourism professionals. 

This program is amplified through SCT programs (Tourism Fo-
rums) at which subject matter experts present on topics such as 
“How to work with Travel Media,” “Best Practices for Travel Search 
Engine Optimization,” etc. During FY18, SCT will evaluate its offer-
ings and identify salient programs of most interest to partners. 

These trainings will be conducted through a combination of
regular in-person trainings as well as webinars and video library
of trainings.

KEY PERFORMANCE INDICATORS:

FY17:
• Hold one training.
• Create one webinar/video to introduce the online resource for 

businesses and stakeholders.

FY18:
• Hold at least four trainings (one per quarter) for partners.
• Create six webinars/videos as an online resource for businesses 

and stakeholders.
• Identify topics of greatest interest to partners for the Tourism 

Forums.
• Hold quarterly Tourism Forums. 

SPECIAL EVENT INVESTMENTS:
Sonoma County Tourism is often asked to provide funding for local 
special events. These events can be tremendously valuable for the 
destination, but SCT must evaluate the requests based on the true 
return on investment (ROI) of each event. The county and various 
city DMOs also offer funding, so SCT isn’t the chief funding source for 
these events and should be considered sales and marketing-based 
rather than operational funding. Evaluating each event will be done 
based on a measurement matrix that includes: 

• Extent to which the event extends SCT’s message to generate over-
night stays, while providing SCT with opt-in information of potential 
travelers and media coverage whether during the event or pre- and 
post-event activities, through media relations outreach, digital and 
social channels, or via live streaming.

• As a driver of room nights, SCT will evaluate the event’s merit on its 
ability to generate overnight visits, especially in need periods.

In most cases, SCT will agree to a one-year sponsorship with each 
event, with any further funding based on the event’s ROI. 

KEY PERFORMANCE INDICATORS:

FY18:
• Develop an application that includes evaluation criteria including 

a majority of the attendance from 50-plus miles away, strategic 
brand alignment, media generated, CRM opt-in attendee lists,

 and onsite promotional opportunities.

EXTERNAL PARTNER/FUNDING DEVELOPMENT: 
Sonoma County Tourism will explore new avenues of revenue growth 
through new partnerships from within the tourism industry and with 
other consumer-facing brands. The partnership program will allow SCT 
to gain additional marketing exposure and/or funding, while the partner 
company achieves its business or marketing goals. The program will be 
developed FY18, with partnership sales efforts beginning in FY19.

KEY PERFORMANCE INDICATORS: 

FY18:
• Develop a partnership sales program that creates opportunities 

for growth within both traditional (tourism industry) and non-
 traditional (consumer brand aligned) partnerships, to include: 
 a. Key brand categories 
 b. Partner programs and benefits
 c. Consumer benefits
 d. Internal and external communications strategy
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INITIATIVE4/SPEARHEAD LONG-TERM 
DESTINATION PLANNING

Including tourism in long-term planning conversations will help ensure potential impact on 
and from travelers is factored into the plan. This will help avoid unwanted impacts when the 
project is completed. 

Working alongside the county Supervisors, city leaders, developers, and residents, Sonoma 
County Tourism will work to collaborate on short- to long-range planning including projects 
that can help mitigate the issues that come with overcrowding, especially during high-season
peak periods. Issues management also can include marketing programs that incentivize 
travel during slower periods. 

Long-term destination planning also means ensuring a sustainable environment. Through 
conversations with groups dedicated to natural and cultural sustainability and incorporating 
programming that helps visitors contribute to a sustainable future, Sonoma County can re-
tain its pristine environment for generations to come. Increasingly, visitors seek opportunities 
to give back to a community and travel in a “leave no trace” setting. 

RESPONSIBLE TOURISM PLANNING:
Sonoma County and its tourism-based economy stands at a critical juncture. The region has 
been grappling with issues of over-visitation, infrastructure impacts, workforce and housing 
issues, and transportation development for years. With the devastating fires of October 2017, 
the issues have intensified and need immediate attention. 

Sonoma County Tourism will work through several of the issues most salient to the tourism 
industry with the result being a thoughtful Destination Management Plan, designed to pro-
vide a roadmap for alleviating the most critical issues. 

“LET’S TALK TOURISM” COMMUNITY OUTREACH 
“Let’s Talk Tourism” is a series of conversations designed to both sharpen and broaden 
the discussion around Sonoma County’s hospitality industry and how we interact with our 
residents and stakeholders. Sonoma County Tourism started this initiative in FY17. The results 
of this series of conversations is included in Appendix B at the back of the plan. Sonoma 
County Tourism’s next steps in the “Let’s Talk Tourism” campaign: 

• Work with elected officials, residents, the associated chambers of commerce, and other 
key stakeholders to identify long-range strategies around the identified topics.

• Adapt the program to address community concerns, incorporating the results of the pilot 
program, while continuing to educate the community on tourism’s positive impacts, pro-
viding current information on programs and initiatives.

• Identify communities in which a follow-up session would help identify how/if issues have 
evolved following the wildfires.

DESTINATION ARCHITECTURE
As Sonoma County grows and businesses propose new development, ideally this process 
occurs as part of a master plan that outlines a vision for the county through the lens of the 
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tourism industry. This plan will include recommendations for the 
types of lodging, retail, and restaurants that will help create a
destination that offers a compelling value proposition combined 
with the natural, cultural, and industrial resources that give
Sonoma County its appeal. 

During FY18, Sonoma County Tourism will identify the opportunity 
for creating a group of business, civic, and government leaders who 
can address the opportunity for a master plan. This group will then 
determine the research needed to evaluate the potential of a plan. 

AIR SERVICE DEVELOPMENT
Working with the Charles M. Schulz – Sonoma County Airport 
(STS) to increase air service is a critical component to moving the 
destination forward. Through providing destinationwide research 
about the business and leisure visitation to the airport, SCT can 
assist STS with developing a strong case for expanding air service. 

While routes are determined by business development opportu-
nities, marketing the flights available to the destination can help 
drive demand. 

Sonoma County Tourism also can work with local, state, and national 
policymakers to ensure funding for smaller airports is not reduced 
and that regulations do not impede small airport operations.

HOUSING AND WORKFORCE DEVELOPMENT
Affordable housing presents a significant challenge for Sonoma 
County and, most critically, workers within the hospitality industry 
who provide essential services for hotels, restaurants, retailers, winer-
ies, outfitters, and others engaged in providing offerings to visitors. 

Sonoma County Tourism will work to identify other destinations 
facing similar concerns and, if applicable, solutions that have been 
integrated to help alleviate the housing shortage. 

Similarly, filling a workforce shortage is imperative for ensuring 
Sonoma County’s visitors receive the welcoming service promised 
through sales and marketing programming. If the promise is
broken, visitors will not return.

Sonoma County Tourism will develop a workforce task force 
designed to identify best practices of similar destinations and 
develop a potential solution for the region. These will be included 
in the Destination Management Plan.

ASSOCIATION INTEGRATION
Sonoma County Tourism staff will attend and work to become 
active participants in meetings of committees that address key 
issues including: 
• Sonoma County Alliance Transportation Committee
• Preserve Rural Sonoma County
• Sonoma County Transportation Authority
• Creative Sonoma 
• Economic Development Board’s Agriculture Council

Participating in these conversations will help build SCT’s reputa-
tion as a strategic community leader and inform the Destination 
Management Plan.

KEY PERFORMANCE INDICATORS: 

FY17:
• A destination planning exploratory committee is identified
 and convened. The committee identifies task force groups
 to focus on the issues outlined in this section and determine 

best practices of other destinations as a foundation for the
 Destination Management Plan.
• Conduct a community-based survey to gather baseline sentiment 

around local tourism post-fires, helping to inform Sonoma County 
Tourism of issues that were not previously uncovered in the “Let’s 
Talk Tourism” pilot series. Information collected from the survey 
will be incorporated into the Destination Management Plan. 

FY18:
• A Destination Management Plan is developed integrating critical 

insight from residents, elected officials, best practices of other 
destinations, and innovations specific to Sonoma County.

• SCT and STS work to identify opportunities for enhancing air 
service.
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CRISIS PLANNING:
The October 2017 wildfires punctuated the need for a crisis plan. 
Sonoma County Tourism will create a crisis plan that will be used 
internally and will be shared with our key partners: Sonoma County, 
the Trio (Sonoma County Tourism, Sonoma County Winegrowers, 
Sonoma County Vintners), Economic Development Board, Sonoma 
County Lodging Association, and area chambers of commerce. 
The plan will include a section that offers partners a “fill-in-the-
blank” plan whereby they can create their own basic plan.

The plan will accomplish several things:
• Create a communications chain ensuring notifications are
 disseminated efficiently and the right stakeholders are included 

at the right time throughout the response.
• Identify a media strategy – noting SCT spokespersons, key
 media contacts, and general approach.
• Align first-response notifications and activities with those of the 

county and city emergency management systems.
• Create a communications timeline and strategy for conveying 

situation to consumers.
• A partner section that allows each partner to fill in the blanks 

within each of the various plan elements, resulting in their own 
basic crisis plan.

KEY PERFORMANCE INDICATORS:

FY18:
• Plan is developed in partnership with the critical partner groups 

(county, Economic Development Board, Trio, applicable cities.)
• Plan is integrated into partner businesses as appropriate and 

becomes a resource for partners.
• Plan is uploaded to the partner portal and updated as needed. 

DESTINATION SUSTAINABILITY:
Associations relating to the wine industry have made a pledge
that Sonoma County will be the first 100 percent sustainable wine
region in the nation by the end of 2019. While the complexity of 
the tourism industry makes a proclamation of that absolution
difficult, the tourism industry can commit to planning and integrat-
ing sustainable measures that help ensure the natural and cultural 
abundance found in Sonoma County endures well into the future. 

The World Tourism Organization defines sustainable tourism as 
“… management of all resources in such a way that economic,
social, and aesthetic goals can be fulfilled while maintaining
cultural integrity, essential ecological processes, biological
diversity, and balanced life support systems.” 

Sustainable tourism is a platform for achieving development
objectives in several sectors, including economic growth,
environmental conservation, education, and good governance.

During FY18, Sonoma County Tourism will identify partnerships, 
research destination best practices, and gain insights from vari-
ous local, state, national, and global agencies as the foundation 
for creating a plan that integrates the appropriate components, 
partners, and practices. 

KEY PERFORMANCE INDICATORS:

FY18:
• Identify partners within the economic growth, environment
 conservation, education, governance, and marketing arenas
 that can assist in driving the conversation. 
• Research best practices of other destinations resulting in a 

report that outlines the potential impacts of sustainable and 
non-sustainable (both positive and negative) tourism.

• Develop a preliminary Sonoma County Sustainability plan
 that outlines an action plan.
• Identify program budget and determine opportunities for 

non-traditional funding.
• Identify potential partners including corporations, retailers,
 celebrities, and other partners who can assist with program
 activation. 

INITIATIVE4/SPEARHEAD LONG-TERM 
DESTINATION PLANNING

38



RUN AN EFFECTIVE BUSINESS 

INITIATIVE5
39



INITIATIVE5/RUN AN EFFECTIVE BUSINESS

FINANCIALS AND ACCOUNTING:
Sonoma County Tourism is committed to ensuring all funds are allocated and spent at the
highest level of efficiency and have absolute transparency. Sonoma County Tourism will
conduct its financial and operational programs with an unsurpassed level of integrity,
ensuring compliance with policies and procedures, 

BUDGETING AND ACCOUNTING
Of utmost importance, Sonoma County Tourism will operate within its approved budget,
maximizing each dollar spent. The budget will be reviewed monthly with the board and
committees, and available to any member of the public who asks to see it. 

With input from the board, the finance and legal committee, and the respective program 
committees, the SCT leadership team will be responsible for managing the budget within their 
program areas and will track the ongoing budget usage to ensure proper expenditures. 

Sonoma County Tourism will incorporate the best practices of accounting, including invoicing 
and paying bills according to organizational policy. Full policies and procedures for best practice 
accounting will be expanded and distributed to the staff and board.

As a matter of process:

• The finance and legal committee will determine the level of budget detail presented to the 
board of directors. 

• Mid-year budget adjustments will be presented to the board of directors for approval as
 needed to fully use all available funds. 
• The board of directors will regularly receive financial statements and a dashboard report of 

the most critical key performance indicators.
• Cash flow will be monitored with each program manager and projected monthly.

CONTRACTING
Sonoma County Tourism works with several external vendors. Ensuring the procurement
process and contract oversight aligns with California state law is essential for running an
effective business. During FY18, SCT will ensure all contracts are current, have measurable
performance metrics, invoicing is done in accordance with the contract, and all payments
made to contractors fall within budget.

During FY17 SCT will work with its finance and legal committee to review and revise the policies 
and procedures around competitive bidding and create a schedule of sending services out for bid.
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SONOMA COUNTY TOURISM WILL BE A 

MODEL FOR CONDUCTING ITS BUSINESS 

PRACTICES ACCORDING TO ITS CORE

VALUES OF BEING ACCOUNTABLE,

STRATEGIC, COLLABORATIVE, SERVICE

CENTERED, AND INNOVATIVE WITHIN A 

HIGHLY-FUNCTIONING ORGANIZATION. 

SONOMA COUNTY TOURISM IS COMMITTED 

TO ENSURING ALL FUNDS ARE

ALLOCATED AND SPENT AT THE

HIGHEST LEVEL OF EFFICIENCY

AND TRANSPARENCY. 

WORKING CLOSELY WITH THE BOARD, THE 

VARIOUS SCT COMMITTEES, AND WITH 

PARTNERS THROUGHOUT THE COMMUNITY 

WILL HELP ENSURE THE ORGANIZATION IS 

OPERATING WITHIN THE HIGHEST

STANDARDS OF BUSINESS AND PERSONNEL 

MANAGEMENT PRACTICES. 

SONOMA COUNTY TOURISM WILL CONTINUE 

TO LEVERAGE ITS WORKFORCE AND SALES 

AND MARKETING EFFORTS TO PROMOTE 

SONOMA COUNTY AS A TOP TOURISM BRAND 

THROUGH INVESTMENTS IN EMPLOYEES, 

BEST-PRACTICE FINANCIAL MANAGEMENT, 

EFFICIENT BUSINESS PROCESSES,

STAKEHOLDERS, AND COMMUNITY.



KEY PERFORMANCE INDICATORS: 

FY17:
• Actual expenses for the fiscal year do not exceed the total
 approved budget.
• Findings from the internal audit of employee compliance with 

the travel and expense policy is reported to the SCT leadership 
team on a bimonthly basis.

• Vendor(s) will be selected for the additional financial audits 
requested by Sonoma County.

FY18:
• The existing ROI report is replaced by a dashboard report of 

critical key performance indicators.
• Budget managers turn in their budget variance analysis reports 

by the established due dates.
• Insurance coverage and rates are reviewed annually.
• Findings from the internal audit of employee compliance with 

the travel and expense policy is reported to the SCT leadership 
team on a bimonthly basis.

• The finance and legal committee reviews the accounting
 policies and procedures annually to ensure compliance with 

GAAP, government regulations, and best practices.
• An additional financial audit conducted on behalf of the
 County of Sonoma is facilitated.
• External audits do not find irregularities and auditors issue a 

clean opinion of the financial statements.
• All external vendors are contracted in compliance with
 California state law. 

BUSINESS PROCESSES:
SCT will manage effective, efficient, and strategically aligned 
business processes that integrate and capitalize on SCT’s staff 
and technology resources. SCT encourages the development of 
flexible, reliable, and collaborative business tools and technologies 
designed to support SCT’s mission, processes, staff, stakeholders, 
and customers. 

COUNTY ANNUAL REPORT AND MARKETING PLAN 
SCT will complete the annual report and marketing plan and deliver 
the document to the county on or before the stated deadline, 
allowing sufficient time for staff review, and approval from board of 
directors, Economic Development Board, and board of Supervisors. 

POLICIES AND PROCEDURES
During FY17 SCT will review all its internal policies and procedures 
ensuring each creates clarity for the staff and best practice methods
for the organization. Once developed, all policies and procedures 
will be conveyed to the staff to ensure they are integrated into 
each program. 

KEY PERFORMANCE INDICATORS: 

FY17:
• Marketing plan and annual report is provided to the county
 before March 15, 2018. 
• All organizational policies are reviewed with revisions to at least 

two completed, vetted, and approved. 

FY18:
• Strategic Plan used as a reference and key tool for decisions. 
 Ensure projects and programs align with strategic plan, and
 budget and staff allocations are planned prior to approval
 process. 
• Update Strategic Plan annually each year for FY17, FY18,
 with possible extension to biennial in future years once main 

deliverables are completed. 
• Annual report and budget process is followed in accordance
 to laws and Brown Act requirements. 
• Identify and purchase a cloud-based project management
 software.
• Schedule annual staff training sessions on database software 

and other technologies as needed. 
• Identify training and development opportunities for each staff 

member.
• Review and finalize policies and procedures.
• Refresh technology at end of use cycle.
• Schedule biannual training sessions for stakeholders on
 SCT technology and resource updates: website, database,
 and marketing opportunities.

EMPLOYEE ENGAGEMENT:
SCT recognizes that its team members are its most valuable assets 
and that future success depends upon them. The organization 
will respect the dignity and worth of each individual and develop 
a work group that offers opportunities without regard to race, 
religion, sex, age disability, national origin, or other characteristic 
protected by law.
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The organization will work to attract and retain high-quality
individuals with the knowledge, skills, aptitude, and talent to 
achieve excellent performance in their jobs. The goal of SCT is
to create a healthy work environment that stimulates growth,
initiative, teamwork, and intelligent risk-taking. This vibrant
human-resource environment will exist within an accountable,
performance-driven, and quality-oriented culture that promotes
a sense of urgency and a bias toward action.

Ensuring the team is comprised of agile and results-oriented 
administration, marketing, and sales professionals committed to 
SCT’s mission will help shape the future of Sonoma County’s
tourism community. 

EMPLOYEE COMPENSATION
SCT will tie performance reviews with incentive payouts and
potential raises in compensation. This performance-based
monetary reward structure motivates the team, celebrates
collaborative group achievements, and provides clarity around 
promotion opportunities. 

ORGANIZATION MANAGEMENT 
SCT will be viewed as a great place to work, offering competitive 
salaries and benefits, team development, and a managed workload 
amongst all employees. It is critical that employees are managed 
professionally and respectfully, in accordance to California State 
labor laws and regulations. SCT will initiate an employee wellness 
program to boost health and morale.

EMPLOYEE WELLNESS
Helping employees achieve a level of personal wellness is critical 
for developing a balanced, focused, engaged team. During FY17,
a portion of the SCT benefit package will include a wellness
program that encourages physical, emotional, and financial
health. This will be evaluated on an annual basis to determine
if it is a benefit that should continue.

Through its ongoing employee benefit plan, SCT offers an
employee assistance program that provides employees mental 
and emotional support in times of need.

STAFF TRAINING AND DEVELOPMENT
Helping SCT staff gain professional knowledge helps move
the organization forward. During FY18, SCT will identify the
conferences, seminars, and other training opportunities for each 

team member, which encourages professional development. 
These opportunities include strengthening skills needed for 
everyday business processes, such as technology and software 
programs that can elevate presentations. An emphasis on training, 
education, and development will help the organization achieve its 
overarching goals.

KEY PERFORMANCE INDICATORS: 

FY17:
• Employee wellness program is identified and introduced. 
• Staff meetings are held at least quarterly. 
• Department heads hold weekly team meetings.

FY18:
• A Satisfied or Very Satisfied rating is given to the organization 

through an annual employee survey performed to assess
 structure and communications.
• All-staff meetings are held at least once per quarter to ensure 

employees are informed, empowered, and recognized.
• Department heads conduct weekly check-ins with employees to 

review progress on key projects. Assess and review skill levels, 
goals, and development. 

• Department heads, in collaboration with the human resources 
contractor, identify employee skill gaps and training opportunities 
and create an action development plan for each person. 

• Department heads analyze teams to ensure the right people with 
the right competencies are the in the right jobs at the right time.

• Performance rewards are recognized and understood by all
 employees. 
• Biennial salary and benefit surveys are performed.
• A majority of employees are participating in the wellness
 program and report positive results.
• Employees and their supervisors jointly establish career develop-

ment plans that are reviewed and adjusted annually, if not sooner.
• Performance management process connects financial incentives to 

team and individual achievement of key performance indicators.
• The employee handbook is reviewed and updated annually.
• All employees, contractors, and volunteers understand and 

comply with SCT policies and procedures and follow state and 
federal labor laws and regulations.

• Any changes to benefits are fully disclosed and reviewed at an 
all-staff meeting prior to change occurring.

INITIATIVE5/RUN AN EFFECTIVE BUSINESS
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BOARD OF DIRECTORS,
COMMITTEES ENGAGEMENT:
Sonoma County Tourism will be most effective when it works
in collaboration with an engaged group of board of directors, 
committee volunteers, and business partners. SCT encourages
the Trio (Tourism, Vintners, Winegrowers) team to enhance
partnerships and communication amongst team members and 
work collaboratively on projects benefitting the three business 
segments. The Sonoma County Economic Development Board
remains an important partner in development of research,
programs, and budgetary assessments.

STRATEGIC PLAN IMPLEMENTATION
While the SCT staff will be engaged in administering the strategic 
plan, ensuring the board of directors and volunteers’ work aligns 
with the plan will help create a consistent message and strong 
program cohesion. 

ANNUAL MEETING
To highlight the work of the organization, SCT will continue to 
hold an annual meeting. This meeting is designed to provide 
a platform to communicate the success and challenges of the 
organization during the previous 12 months and look ahead to the 
upcoming year. Due to the change from a calendar year to a fiscal 
year cycle, the annual meeting will be held in late summer/early 
fall with time to ensure statistics are received and evaluated for 
the prior year.

KEY PERFORMANCE INDICATORS: 

FY17:
• Conduct an annual board retreat that focuses on issues and 

opportunities as identified by the board.
• Develop a board plan based on the input received during the
 retreat.

FY18:
• Board of directors and committee meetings are scheduled regu-

larly, following bylaws and committees’ charts of work and goals.
• Implement a new board member orientation module. 
• Create and update as needed committee handbooks.
• Conduct an annual board retreat, focused on issues and
 opportunities as identified by the board.

• Use of cloud-based software by SCT’s board of directors and 
committees is expanded to full potential, including surveys and 
project management.

• Annual board of directors and committee member survey is per-
formed once a year to assess goals, structure, and communications.

• The organization’s annual meeting is held each year between 
July 1 and Sept. 1.

INDUSTRY ALLIANCE SUPPORT:
SCT will support the Sonoma County Lodging Association as a 
legislative leader for Sonoma County’s lodging and overall tourism 
community. SCT also will work with industry organizations on the 
local and state levels to ensure each is conveying a consistent and 
cohesive message about the Sonoma County tourism industry. 
SCT will reach out to vertical organizations – those that peripher-
ally, but importantly, impact the tourism industry. 

The SCT leadership team will work with the executive teams
of the Sonoma County Vintners and the Sonoma County
Winegrowers to regain a strong alliance, and coordinate efforts 
regarding marketing, facilities, and board alignment. 

KEY PERFORMANCE INDICATORS: 

FY17:
• Trio executive team meets at least once and identifies key
 issues and work strategies for FY18.
• SCT meets with the Sonoma County Lodging Association
 and identifies ways to align programming.
• Meet with key members of the Sonoma County Economic
 Development Board at least once.

FY18:
• Trio executive team meets quarterly and engages in key issues.
• SCT staff and board members engage BIA community. Invite 

stakeholders to participate in board meetings and create annual 
succession plans for board rotation to increase awareness and 
transparency of SCT organization.

• SCT will support Sonoma County Lodging Association with key 
initiatives and directives.

• SCT meets with Economic Development Board leadership
 quarterly.
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APPENDIXA/VISITOR DEMOGRAPHICS AND STATISTICS
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VISITOR SPENDING IN SONOMA COUNTY
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HOUSEHOLD INCOME:  

$115,000
MARRIED: 

67.5 PERCENT

*2017 figures are YTD, will not have complete seasonality until EOY



REVENUES (FISCAL YEAR 2018-2019)

 BIA Assessments $ 5,297,870

 Transient Occupancy Tax 2,107,840

 Interest Income 24,816

 Total Revenues $ 7,430,526

EXPENDITURES

 Advertising $ 1,294,000

 Marketing Materials & Distribution   1,042,500

 Tradeshows & Sales Missions 611,981

 Sales & Marketing Promotions 868,360

 Destination Development 279,290

 Research & Development 421,800

 Public Relations 282,480

 Sales & Marketing Tools  102,800

 Labor       2,963,356

 Administrative Expenses  938,968

 Capital Expenditures  17,151

 Reserve Funding (new)  0

  TOTAL USES $  8,822,686

 TOTAL REVENUES LESS USES $ (1,392,160)

RESERVE USAGE 

Catastrophic & Strategic Reserves $  1,392,160

TOTAL SOURCES LESS USES $                0
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APPENDIXB/FY18 BUDGET

SONOMA COUNTY TOURISM
SOURCES & USES OF FUNDS 
July 1, 2018 - June 30, 2019
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TRAFFIC

CAR POLLUTION

ROAD CONDITIONS

PARKING

AFFORDABLE HOUSING

HOMELESSNESS

TRASH/LITTER

FIND WORKERS

EMERGENCY SERVICES
FUNDING & USE

OVER-REGULATION

• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •• • • • • • • • •

APPENDIXC/“LET’S TALK TOURISM” INSIGHTS (2017)

THE “LET’S TALK TOURISM” CAMPAIGN IS A SERIES OF CONVERSATIONS WITH COMMUNITY MEMBERS TO

DISCUSS THE LOCAL TOURISM INDUSTRY. THE PURPOSE OF THE “LET’S TALK TOURISM” PILOT SERIES WAS TO 

LISTEN TO RESIDENTS AND BUSINESSES AND COLLECT DATA TO AID SONOMA COUNTY TOURISM IN ADDRESSING 

THE COLLECTIVE ISSUES OF SONOMA COUNTY AS THEY RELATE TO TOURISM. 

• An overview of Sonoma County Tourism, our mission and funding structure

• Local tourism’s role in:
 • Creating jobs
 • Driving the local economy
 • Enhancing lifestyle and culture
 • Supporting local governments, community programs, arts
  and culture, public safety, scholarships, and infrastructure
  through collected transient occupancy tax (TOT)

• Group breakout exercise:
 • Exercise one: Itinerary building exercise around local
  tourism assets
 • Exercise two: Group discussion regarding the impacts
  of tourism: Issues, roadblocks, and solutions

• Groups reports on breakout sessions

• Questions

Hundreds of business owners and residents attended the
“Let’s Talk Tourism” talk series and the results were illuminating. 
We collated the feedback on critical issues, and created the 
chart (at right) to show similarities and differences in the
areas we visited.
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In the breakout exercises, the most common roadblocks discussed were:
• Insufficient public transit
• Lack of funding to support communities impacted by tourism growth
• Not enough transparency/education regarding how tourism dollars
 are working for our communities
• Need for improved infrastructure to support tourism growth
• Workforce and housing – not enough housing options to support
 workforce

Some of the solutions discussed were:
• More transportation options for residents and visitors
• Increased funding for public safety and roads
• Improved communication and education with/for
 residents regarding tourism and its impacts
• Better parking regulation and more parking options
• Improved communication/partnership with elected 

officials around community issues relating to tourism

As part of Sonoma County Tourism’s community engagement strategy, “Let’s Talk Tourism” went to nine cities and towns:
Jenner, Santa Rosa, Windsor, Cloverdale, Petaluma, Sebastopol, Rohnert Park, Bodega Bay, and Guerneville.

The agenda included:
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APPENDIXD/INTERNATIONAL IN-BOUND TRAVEL TO CALIFORNIA

49U.K. AND
IRELAND 
CALIFORNIA TRAVEL PROFILE
• 720,000 - In-Person Trips
• $1.052 Billion - Visitor Spending
• $1,361 - Average Spend Per Trip
• 10.4 - Nights / Avg. Length of Stay

Year after year, travelers from 
the U.K. market are drawn to 
the unique California way of
life and the perception of
Californians’ laid-back,
welcoming demeanor. Though 
the horizon is uncertain as the 
United Kingdom transitions
out of the European Union,
the effects on outbound travel 
thus far have been fairly mild, 
providing continued potential 
for growth in the market.

CENTRAL EUROPE
(Germany, Austria, Switzerland) 

CALIFORNIA TRAVEL PROFILE
• 427,000 - In-Person Trips
• $813 Million - Visitor Spending
• $1,468 - Average Spend Per Trip
• 11.8 - Nights / Avg. Length of Stay

In Germany, where traditional 
tour operator bookings out-
number online travel agency 
bookings four to one, Sonoma 
County’s dollars invested in 
travel trade go a long way.
Despite the projected slow
in travel in the short term,
potential for growth still exists
in a country that promotes
vacation as a priority and
where workers enjoy
extended time off. 

KEY MARKET INSIGHTS

SCANDINAVIA
(Finland, Norway, Sweden, and Denmark) 

CALIFORNIA TRAVEL PROFILE
• 287,000 - In-Person Trips
• $565 Million - Visitor Spending
• $1,310 - Average Spend Per Trip
• 9.5 - Nights / Avg. Length of Stay

The Scandinavian countries of 
Sweden, Norway, Finland, and 
Denmark constitute a small but 
important market for California. 
With six weeks of paid vacation 
annually, Scandinavians are 
heavily incentivized to explore 
the rest of the world. The
proximity to so much of that
rest of the world – Europe, Asia, 
and the East Coast – makes
California a longer haul. Still, 
Scandinavians are responsible 
for approximately half a billion in 
travel spending dollars annually.

AUSTRALIA AND
NEW ZEALAND
CALIFORNIA TRAVEL PROFILE
• 635,000 - In-Person Trips
• $1.019 Billion - Visitor Spending
• $1,616 - Average Spend Per Trip
• 7 - Nights / Avg. Length of Stay

Australia’s economy has been 
characterized by steady growth 
over the past decade and a half, 
which has correlated with strong 
international travel increases. 
That growth is only expected 
to continue, and 2018 sees the 
launch of a new airline routes 
from Melbourne to San Francis-
co. Australian travelers are prone 
to explore beyond the Golden 
State’s gateways, seeking an 
authentic, experiential journey 
rather than individual attractions 
and destinations.

1 32 4



SONOMA COUNTY TOURISM BOARD OF DIRECTORS (FY17-19)

Joe Bartolomei / CHAIR  Farmhouse Inn & Restaurant

Michelle Heston / VICE CHAIR  Fairmont Sonoma Mission Inn

Bill Arnone   Attorney At Law

Tom Birdsall   Hampton Inn – Windsor

Percy Brandon   Vintners Inn

Jennifer Buffo   Pure Luxury Transportation

Thera Buttaro   Bodega Bay and Beyond

Dan Christensen, CTA   Geyserville Inn

Hannah Euser/Alternate to Sheryl Bratton Sonoma County Administrator’s Office

Keo Hornbostle   Safari West

Steve Jung, CTA   Doubletree by Hilton, Rohnert Park

Karissa Kruse, CTA   Sonoma County Winegrowers

Rachel LeGrand, CTA   Russian River Getaways

James Luchini   Francis Ford Coppola Winery

Crista Luedtke   Boon Hotel & Spa

Kristen Madsen/Alternate to Ben Stone Creative Sonoma/Sonoma Economic Development Board

Dan Parks, CTA   Sonoma Creek Inn

Bert Rangel, CTA   Rivers End Restaurant & Inn

Jennifer Richards   Hyatt Vineyard Creek

Gary Saperstein   Sonoma Valley Visitors Bureau

Pauline Wood, CTA   Petaluma KOA

SONOMA COUNTY TOURISM STAFF

Lyn Beam, CTA   Executive Assistant

Nicole Bradin, CTA   Director of Community Engagement

Erika Costa, CTA   National Sales Manager

Sierra Downey, CTA   Digital Marketing Coordinator

Nancy Garvey, CGMP, CTA  National Sales Manager

Gilda Gonzales, CTA   Accountant

Ariane Hiltebrand, CTA  Digital Marketing Manager

Paula Johnson, CMP, CTA  Director of Administration

Bill Judson, CTA   Chief Financial Officer

Deleyse Langdale, CTA  Vice President, Tour & Travel

Charmaine Louzao, CTA  Meeting Sales and Services Manager

Tina Luster, CTA   Communications Manager

Devin McConnell, CTA  Office Coordinator/Receptionist

Susan Montes, CTA   National Sales Manager

Lilly Owsley, CTA   Sales & Services Coordinator

Barbara Quigley, CTA   National Sales Manager

Cheryl Sarfaty, CTA   Public Relations Coordinator

Beth Snow, CTA   Marketing Manager

Susan Takano, CTA   International Sales Manager

Kristin Treiber, CTA   Marketing Operations Manager

Birgitt Vaughan, CTA   Public Relations Manager

Claudia Vecchio, CTA   President/CEO

Jamie Ward, CMP, CTA  National Sales Manager

Tim Zahner, CTA   Chief Operations Officer (COO)
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APPENDIXE/BOARD AND STAFF

Sonoma County Tourism

400 Aviation Boulevard, Suite 500

Santa Rosa, CA 95403

Main Phone: 707-522-5800

WEBSITE: www.SonomaCounty.com

FACEBOOK (@sonomacountyca): https://www.facebook.com/sonomacountyca/

TWITTER (@InsideSonoma): https://twitter.com/InsideSonoma/

INSTAGRAM (@sonomacounty): https://www.instagram.com/sonomacounty/
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COMMITMENT, PASSION, DEDICATION.



Sonoma County Tourism
400 Aviation Blvd., Suite 500

Santa Rosa, CA 95403

707-522-5800     l     800-576-6662 

www.SonomaCounty.com/partners


