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2020
What A Year It’s Been
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A Quick Look Back

• 2020 was off to a great start
 2019 Wine Enthusiast Wine Region of the Year

“… Sonoma County is renowned for producing high-quality wines of distinction. The region
is also a standard-bearer for best practices beyond just wine production, as a champion 
of true sustainability.” 

 Forbes Top 20 Travel Destinations
 Fodor’s Readers Choice Favorite Destination
 Solid Growth in Hotel Occupancy/Revenue
 Start of the “In Bloom” Spring Campaign – focused on the pivot to 

driving Spring leisure and business travel…
 Group Business destination lead volume was up 18% Year On Year
 17,479 tentative room nights in the market between June and December
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COVID-19 
Response
Phased 
Approach

1. Gain Insights and 
Initiate Internal 
Response

2. Engage and Assist
3. Monitor Health 

Issues/Protocols
4. Prepare for Recovery



www.sonomacounty.com

Engage, Assist, Communicate
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Engage and Assist - Local Marketing Support

Restaurant/Beverage Industry
• Maintained list of wineries, 

breweries, cideries, and distilleries 
offering curbside pickup or delivery 
services

• Supported Sonoma County 
Vintners’ Sip from Home program

• Throughout the shelter in place, 
SCT uploaded shipping deals into 
the extranet 

• Coordinated listing of business 
opening hours – conveyed via 
website
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Engage and Assist – Local Residents
• Engaged in social media 

conversations about 
concerns around people 
coming in – Labor Day 
pain points.

• CTAs continue to be an 
important champion 
group, social media, 
distribution of various 
materials.

• Safe Travels Promise
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Communicate
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2020 – Economic Impact

• Travel in Sonoma County was significantly impacted in 2020 both by 
the COVID pandemic and the policies implemented to limit the spread 
of the virus. 

• The $1.1. billion in travel related spending was down 49% from 2019 
and generated 45% fewer local and state tax dollars. 

• With business owner’s use of CARES Act assistance combined with 
their other efforts to minimize layoffs, employment was impacted less 
severely than spending but still fell by 27% year over year. 
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2020 – Economic Impact

Spending 
$M

Earnings $M Employment Local Taxes 
$M

State Taxes 
$M

Total Taxes 
$M

2016 1,975 684 20,880 84 84 168

2017 2,084 767 22,508 97 85 182

2018 2,200 815 22,376 108 91 199

2019 2,237 863 22,358 110 95 205

2020 1,137 652 16,264 63 49 112

% Change 19-20 -49% -24% -27% -43% -48% -45%
Source: Dean Runyan Associates
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Sonoma County Area Impacts - 2020

Spending $M YoY Change Earnings Employment Local Taxes
$M

State Taxes
$M

Total Taxes
$M

Cloverdale 8.4 -45% 4.8 121 0.5 0.4 0.8

Healdsburg 65 -62% 37 929 3.6 2.8 6.4

Petaluma 106 -49% 61 1,521 5.9 4.6 10

Rohnert Park 105 -48% 60 1,495 5.8 4.5 10

Santa Rosa 244 -48% 140 3,486 13 11 24

Sebastopol 17 -45% 10 245 0.9 0.7 1.7

Sonoma 81 -50% 47 1,162 4.5 3.5 8

Unincorp. 461 -47% 264 6,595 25 20 45

Windsor 50 -51% 28 710 2.7 2.2 4.9

TOTAL 1,137 -49% 652 16,264 63 49 112
Source: Dean Runyan Associates



www.sonomacounty.com

STR Report Lodging Performance 2019-2021
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FY 20-21 Revenue Analysis

Actuals/F
orecast

Budget Variance Actuals/
Forecast

Budget Variance Actuals/
Forecast

Budget Variance Actuals/
Forecast

Budget Variance

BIA 1,044,750 798,474.26 246,276.30 776,673.77 907,760,82 -131,087.05* 593,620.48 796,736.38 -203,115.90** 1,027,208.95 1,150,969.07 -123,760.12**

TOT 686,129.79 380,164.50 305,965.29 272,705.00 248,924.31 23,780.69** 307,732.54 384,811.42 -77,078.88 541,238.37 606,447.81 -65,209.44**

Total 1,730,880.35 1,178,638.7 552,241.59 1,049.378.77 1,156,685.13 -107,306.36 901,353.02 1,181,547.80 -280,194.78 1,568,447.32 1,757,416.88 -188,969.56

July – Sept 2020 Oct. – Dec. 2020 Jan. – March 2021 April – June 2021

* Actual revenue not received so number reflects forecasted revenue recorded
** Actual revenue received in full

Santa Rosa BIA Jul – Sept 2019 $12,801.51

Santa Rosa BIA Oct – Dec 2019 $6,173. 51

Santa Rosa BIA Jan – Mar 2020 $32,927.35

Santa Rosa BIA Apr – Dec 2020 $31,755.78

Total $83,658.00

Funds Received (March 2021) not accounted for in FY19-20 
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FY 2019-2020 KPIs
• Revised Strategic Plan
• Ideal: Reach pre-COVID-19 industry performance
• Realistic: 

• Continue monitoring COVID-19 environment, continue robust outreach and 
innovate as needed for three key audiences: 
1. Visitors 

1. Leisure: Increase engagement across all digital channels, generate high level of 
inquiry among key advertised markets. 

2. Business: Create and market incentive program, enhance partner insights, manage 
lead generation to meet market needs. 

2. Partner Businesses – provide ongoing insights and business 
building/cooperative opportunities.

3. Local Residents – continue to engage, listen, monitor sentiment, provide 
information as needed.  Engage CTAs to convey SCT messages and 
monitor sentiment.
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Road to Recovery
2021
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Sonoma County Once Again Recognized…

• New York Times: Santa Rosa one of its Places to Love in 2021
• Conde Nast Traveler: Healdsburg is among “21 Places to Go” in 2021
• Forbes: Sonoma County “Bucket List” Top 21 Destinations for 2021
• Travel + Leisure: 50 Best Places to Travel in 2021
• Bloomberg Pursuits: Where to Go in 2021
• Harper’s Bazaar: 20 Places to Travel in 2021
• US News: Sonoma just recognized as one of the “Best Small Towns to 

Visit in the USA” 
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Coronavirus Travel Sentiment Index

Insights from American Traveler Survey Report by Destination Analysts - May 25, 2021

Source: Destination Analysts

Link:
https://www.destinationanalysts.com/covid-19-insights/covid-
19-webinars/may-25th-update-on-covid-19s-impact-on-
american-travel/

https://www.destinationanalysts.com/covid-19-insights/covid-19-webinars/may-25th-update-on-covid-19s-impact-on-american-travel/
https://www.destinationanalysts.com/covid-19-insights/covid-19-webinars/may-25th-update-on-covid-19s-impact-on-american-travel/
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Source: Destination Analysts
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Source: Destination Analysts
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Campaign Keywords
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Marketing, Advertising, PR Expenditures

• Paid Advertising
• Marketing Materials and Distribution
• Trade Shows and Sales Missions - Monitoring
• Sales and Marketing Promotions - Monitoring
• Destination Development – Formal master plan on hold, working 

with EDB on tourism impact study
• Research
• Public Relations
• Sales and Marketing Tools
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Current SCT Destination Data & Research Programs 

Annual SCT Paid Research Subscriptions:
• Economic Impact: Dean Runyan: Sonoma County Travel Impacts
• Visitation: Longwoods International: Travel USA Visitor Study

Monthly/Weekly SCT Paid Research Subscriptions:
• Data, dashboard and insights services: Tourism Economics
• Visitation: UberMedia (device tracking)
• Spending (domestic and international visa credit card): VisaVue
• Lodging:  

• STR: hotel lodging data (weekly, monthly, forecast and pipeline reports)
• AirDNA: short term rental data
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Current SCT Destination Data & Research Programs 
Ad hoc SCT Paid Research:
• Longwoods Advertising ROI (bi-annually)
• Destination Analysts Non-Visitor Study (as needed)
• Destination Analysts Wedding Market Study (potentially planned)
• Brand Research Study (last 2018; none currently planned)

SCT Marketing Data and Analytics:
• Google Analytics/Google Data Studio for www.sonomacounty.com
• Ad agency and paid media vendor marketing performance reports

SCT and EDB Collaboration:
• Sonoma County Annual Tourism Report
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Data, Dashboard and Insights Services: Tourism Economics
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Data, Dashboard and Insights Services: Tourism Economics



Connection Point: 
Ready for Renewal
Travel isn’t an extravagance. It’s a fundamental 
need. It’s how we recharge the body, refresh the 
mind and restore the soul. After a year of living in 
captivity and isolation, that need is greater than 
ever. So much tension seeking release. So much 
anxiety seeking a renewed sense of calm and 
connection. 

Here in Sonoma County, Life Opens Up with 
experiences that connect you to nature, as 
well as to each other. Down to Earth people who 
can guide you on the path to well-being. And it all 
comes wrapped in that signature Sonoma County 
vibe of laid-back luxury and a deep commitment to 
sustainability. For the times we’re living in, and for 
all we’ve just lived through, there couldn’t be a 
more perfect destination.

www.sonomacounty.com
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Audience Targeting

Personas and Interests Moments & Mindset Geography 

• Personas: Sophisticates, Sippers 
and Spontaneous Explorers 

• Interests: Wellness, Sustainability 

• Active Travel Intenders
• Remarketing to those showing 

interest in Sonoma County

• Bay Area
• Drive Market < 300 miles

• In-State Flight
• Regional Flight Markets
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Geography, Timing and Mindsets

Drive Market

Mar - Aug

Safe and Easy

• Be responsible 
• Stay safe 
• Support local

In-State Flight

Mar - Aug

Restorative

Regional Flight
National

Late 2021

Must Go

International

2022
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AD COPY

Weekdays become weekends.

Shoes become optional.

Lost becomes found.

And life opens up.

Plan your visit at sonomacounty.com
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Recovery Media Plan
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Public Relations Objectives 

● Drive awareness and engagement to the restorative 
elements of Sonoma County’s brand experience.

Secure and maintain Sonoma County’s unique leadership 
position in responsible travel, stewardship and 
sustainability.

Facilitate consistent, relevant and positive media attention 
among a focused list of key targets.

Engage community partners and stakeholders in earned 
media and education programs.

Support integrated efforts to drive conversion and 
booking during key timeframes. 

Mitigate media coverage and misinformation about 
wildfire season.

●

●

●

●

●
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Key Storylines and Focus Areas

● Restorative experiences: well-being opportunities, rejuvenating road trips
● Luminaries: Characters of Sonoma County, expressive artists, small 

businesses, diverse, equitable and inclusive community

● Passive outdoor activities: yoga in the vineyards, coastal excursions, forest 
bathing, etc.

● Approachable culture: opportunities for personal growth and new 
experiences (wine, food, art, history, inclusivity)

● Sustainability and destination leadership around travel stewardship
● Sensory immersion: slow food and wine, slow travel, exceptional agricultural 

community

● Marking milestones: celebration-starved travelers are seeking ways to 
splurge on missed trips and big moments, seeking guidance on ‘doing it right’
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Sales and Marketing Tools

Sonoma County
Tasting Pass

Digital Inspiration Guide

Map/Visitor Information
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GBD Recovery 
Outline

• Phase I: March – August
• Virtual Tradeshow Participation
• Targeted Ad Placement
• PCMA Convene April Edition, MPI Leaderboard 

& CVB Destination Advertorial, Northstar Travel 
Group Destination Guide & Social Media 
Marketing, Cvent 4 Diamond Listing & 
Destination Ads

• Meetings Newsletters
• Meetings & Weddings Website 

Redesign/Refresh
• Meetings Video

• Phase II: September – March 2022
• Tradeshow Participation
• Client Events & FAM’s
• Sales Missions
• Digital Marketing Campaign (California focus)
• Email Marketing Campaign

• Phase III: April 2022 – Dec. 2022
• All prior activities
• Digital and Email marketing campaigns to 

extend to all direct flight markets
• Wedding Video
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Wedding Guide
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SCT Wedding Website

www.sonomacounty.com/weddings
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Community Engagement

• Manage Responsible Travel Initiative
• Sustainability efforts
• Align with organizations throughout Sonoma County dedicated to 

sustainability and resource management

• Engage Key Stakeholders 
• Convey the value of tourism
• Coordinate National Travel and Tourism Week activities/messaging

• Coordinate with the Sonoma County Hospitality Association
• Industry education
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Community Engagement

• Manage Partner Communications
• Tourism Information, News and Resources
• Tourism Performance and Insights
• Partner Alerts

• Coordinate Tourism Cares
• Continue to participate in ways to give back to Sonoma County

• Initiate NEW Accredited Hospitality Professional program
• Evolution from the Certified Tourism Ambassador program
• Reimagine curriculum and destination education 
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Operations
• Labor

• Reduced staff in 2020 from 22 FTE to 15 FTE
• Build back staff in 2021 to match need 

• Administrative Expenses
• Reduced office rental costs
• Joined office space with the Sonoma County Vintners

• Capital Expenditures – computer replacements as scheduled

• Reserves – retain 3-month reserve level
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Operations

• Commitment to Diversity, Equity and Inclusion
• Inclusion added as organizational value

• Continued dedication to responsible/sustainable tourism

• New community engagement program – Accredited Hospitality 
Professional

• Ongoing commitment to timely communications, work within 
communities (Tourism Cares) 
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FY21-22 Budget Comparison - Revenue 

Contracts
Revised Original Variance FY20-21 Actual

5100 County 
Contract - BIA

4,672,420 3,963,694 708,726 3,532,555

5102 County 
Contract – TOT

2,098,985 1,902,573 196,412 1,812,849

TOTAL 
CONTRACTS

6,771,405 5,866,266 905,139 5,345,404

Other Income 33,382 23,382 10,000

TOTAL 
REVENUE

6,804,786 5,889,648 915,139 5,384,312
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FY21-22 Budget Comparison - Expenses
Program Revised Original Variance FY20-21 Actual

Advertising 1,596,300 1,235,400 360,900 1,485,529

Client Events/FAMS 201,680 152,840 48,840 173,556

Travel/Tradeshows 217,526 194,026 23,500 21,136

Digital Engagement 591,999 505,451 86,548 512,207

Organization Tools 111,050 111,050 0 101,495

Research 129,360 82,300 47,060 143,000

Event and Organization 
Sponsorships

223,050 135,800 87,350 26,424

Memberships 42,838 37,263 5,575 38,676

Contract Services 497,450 408,850 88,600 171,917

Professional Dvlpt. 158,600 140,500 18,100 28,159

Destination 
Programming

144,638 262,498 -117,860 121,173

Payroll & Human 
Resources

2,591,947 2,315,045 276,902 1,981,523
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FY21-22 Budget Comparison - Expenses
Program Revised Original Variance FY20-21 Actual

Technology 139,794 139,794 0 143,522

Office Supplies and 
Equipment

69,966 70,716 -750 82,487

Fees and Licenses 192,022 192,022 0 144,364

Facilities Expense 191,542 191,542 0 180,302

TOTAL EXPENSES 7,099,762 6,175,097 924,665 5,355,468

NET OPERATING 
INCOME

-294,975 -285,449 -9,526 28,844
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Breakdown by Department

Revised Original FY20-21

Administration 19.59% 20.96% 20.99%

Marketing/PR 49.75% 50.39% 55.01%

Group Business 
Development

21.54% 21.43% 14.55%

Community Engagement 9.12% 7.22% 9.45%

TOTAL 100.00% 100.00% 100.00%



www.sonomacounty.com

Organizational KPIs (FY21-22)
This will be a rebuilding year following the year-long pandemic shut-down.  The organization will continuously 
monitor reopening for both leisure and business travel. 

1. Reenergize Sonoma County tourism’s industry through a robust program that drives business, elevates the 
industry through education and creates destination champions. 

2. Create and manage group (business and leisure) leads ensuring partners are able to book business 
surpassing pre-pandemic levels.

3. Integrate the Leave No Trace partnership and continue to communicate a commitment to destination 
stewardship, positioning Sonoma County as a leader in sustainable travel.

4. Secure a funding model that will help ensure long-term financial stability for the organization. 
5. Create and initiate a business development model that seeks to find new markets, heightens current 

partner opportunities and introduces Sonoma County to more diverse communities. 
6. Complete foundational components (organizational statement, team inclusion action plan, external 

communications policies) of a DEI program that mandate the organization’s commitment to both internal 
and external diversity, equity and inclusion. 

7. Identify and staff the organizational structure to meet the needs of SCT for the time period covered in the 
plan.

8. Ensure crisis plan is updated, communicated and executed as planned (if needed). 



www.sonomacounty.com

Organizational KPIs (FY22-23)
We anticipate full recovery during this year so will return to striving to achieve an aspirational, metrics-based set of 
Key Performance Indicators (KPIs).

1. Achieve a 5% year-over-year increase in revenue to Sonoma County’s lodging properties (per BIA/TOT 
collections and Dean Runyan economic impact survey).

2. Increase length of stay from 2.8 nights (2020) to 3.1 nights (or longer), focusing on winter and spring, 
helping to flatten weekend vs. weekday travel (per Longwoods International Visitation Study).

3. Increase group leads to partners by 10% year-over-year.
4. Generate a marketing program Return-on-Investment that exceeds pre-pandemic levels (per Longwoods 

ROI Study). 
5. Ensure the organization’s DEI imperative has a high level of inclusion and satisfaction within the 

programming (internal) and diverse audiences are being included at increasingly higher levels in sales and 
marketing pieces (external). 

6. Bolster partner satisfaction in the organization’s efforts with results shown through an annual partner 
survey. 

7. Ensure the process for long-term funding secured in FY21-22 is operational and funds are distributed to the 
organization as designated.  
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Responsible Travel – Key Summer Message 

• Partnership with Sonoma County Regional Parks/Leave No Trace
• Messaging on SonomaCounty.com
• Customization of the Leave No Trace 7 Principles 
• Radio Campaign – Lead up to holiday weekends (English and 

Spanish-speaking stations)

• Continue Travel Kindly Pledge


, track 1

2021

30.067158
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Significant Red Flags to Watch
• Workforce 

• Reduction in operations/capacity/visitor experiences

• Confusion around mask requirements at specific
businesses

• High gas prices
• Accelerated recovery

• Pent-up demand, novice travelers

• Drought
• Working with the Water Agency/Chambers to align messaging, convey to 

travelers

• Potential fire season
• Updated crisis plan, continue to work with County agencies, partners
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Questions?
cvecchio@sonomacounty.com
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