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TOURISM OFFICE

Introducing Adam Hall

• Adam Hall started on July 6 as our new Destination 
Development Coordinator

• Adam joins us after 9 years with L’Auberge de Sedona 
where he served as Director of the Front Office



TOURISM OFFICE

FY27 Budget Update

• City Council approved the FY27 budget in June, which 
included our base budget and the $300k Decision 
Package

• $150k was added to our base budget for year-round 
advertising to high-net worth individual ($100k) and for 
strategic event marketing ($50k)

• $150k was earmarked for tourism marketing within 
General Fund contingency funds

• City Council requested that we present an industry 
performance framework and associated performance 
thresholds for accessing the contingency funds in FY27



TOURISM OFFICE

Pocket Fire Mitigation Activities

• My experience with DMO Crisis Management is 
Prevention, Mitigation, and Recovery

• Activities we conducted after the Pocket Fire started on 
June 19 included:

• Our Summer 2026 campaign remained active

• A banner message was added to ScenicSedona.com

• Information was added to our Getting Around page

• The AllTrails maps were updated to show open trails

• Extensive listening with local businesses



TOURISM OFFICE

July 14 City Council Meeting

• We were already on the July 14 agenda to present the 
industry performance framework

• As a result of the Pocket Fire, we expanded our 
presentation to include a crisis management threshold



TOURISM OFFICE

#1 Industry Performance Framework

• This is based on primary and secondary data (e.g. 
lodging performance, spending, business input, etc.)

• Not all data is available in real time

• Year-over-year comparisons are less relevant when the 
previous year’s performance was poor

• For 2026, we proposed comparisons to 2024 instead of 
2025

• But if 2026 is a strong year, then 2027 will be measured 
against it
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TOURISM OFFICE

The Traffic Light System

• We proposed a traffic light system to analyze and 
report on tourism industry performance:

• Green: Flat or positive performance with no additional 
paid advertising funds deployed

• Yellow: Performance is declining and City staff begin a 
deeper investigation into industry performance 

• Red: A definitive trend of declining industry performance 
has been identified, and City staff begin working with the 
City Manager to explore utilization of contingency funds 



TOURISM OFFICE

Green Light

• Overnight demand and booking pace are flat or 
increasing within weekly hotel and short-term rental 
performance data

• A majority of neutral or positive responses are being 
submitted to the Tourism Business Performance & 
Outlook Survey



TOURISM OFFICE

Yellow Light

• Overnight demand and booking pace is marginally 
declining within weekly hotel and short-term rental 
performance data

• For example, 2-3 weeks of continued declines in weekly 
overnight demand

• A majority of neutral or negative responses are 
submitted to the Tourism Business Performance & 
Outlook Survey

• ADOT vehicle data shows flat or declining vehicle 
volumes



TOURISM OFFICE

Red Light

• Overnight demand is down 3% or more for 4+ weeks

• A majority of negative responses are submitted to the 
Tourism Business Performance & Outlook Survey

• Focus group discussions with tourism industry leaders 
validate the trend of declining industry performance

• Visa Destination Insights data shows a decline in 
spending within the Tourism Program’s destination 
marketing campaign markets

• ADOT vehicle data shows flat or declining vehicle 
volumes



TOURISM OFFICE

#2 Crisis Management Framework

• An event has occurred that caused immediate impact 
to visitation and/or reputational damage to the City

• Supporting factors include:

• ADOT vehicle traffic shows a decline

• Weekly hotel performance shows a decline

• Short-Term rental listing performance shows a decline

• Business input validates the impact



TOURISM OFFICE

Pocket Fire Recovery Marketing

• City Council approved both proposals and granted the 
City Manager authority to release contingency funds

• $50,000 was released on July 15 and agreements were 
put into place with DVA, ABC15, and 12News

• $30,000: Increased campaign spend in Phoenix and 
Tucson and extended flight through September

• $20,000: Run summer campaign video on evening and 
morning news and run 9 segments through September

*Additional work was conducted to garner earned media with other news outlets



TOURISM OFFICE

https://www.12news.com/video/entertainment/television/programs/arizona-midday/sponsored-sedona-is-welcoming-visitors-all-summer-long-to-explore-the-red-rocks-and-more/75-a9851f05-41fa-4ac9-a111-d631fe39dcb6
https://www.abc15.com/lifestyle/sonoran-living/sl-sponsors/now-is-a-great-time-to-visit-sedona


TOURISM PROGRAM

Winter 2026/2027 Campaign Strategy
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TOURISM OFFICE

Winter 2026/2027 Campaign Strategy

• Target campaign timeline:

• Flight markets: October 1, 2026 to February 1, 2027

• Drive markets: October 15, 2026 to February 15, 2027

• This would be 16 days earlier than Winter 2025/2026

• Drive markets

• Phoenix

• Tucson

• Los Angeles

• San Diego

• Las Vegas

• Flight Markets

• Denver

• Seattle

• Chicago

• San Francisco

• Minneapolis

• New York
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TOURISM OFFICE

Winter 2026/2027 Campaign Budget

Digital Marketing Strategies Updated

Attribution-based website ads $65,000

Attribution-based CTV ads $34,400

Paid Google search $12,690

ChatGPT Search $1,410

Meta (out-out-market attraction messaging) $28,000

Meta (in-market education/stewardship messaging with a 25-mile radius and Phoenix) $15,000

TOTAL BUDGET $156,500
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TOURISM OFFICE

Target Audience Personas

The Personas we’ll market to are:

• the Eco-Conscious Explorer 
• the Wellness Seeker 
• the Adventure Enthusiast 
• the Cultural Explorer
• the Uninformed Adventurer
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Sample Creative
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Sample Creative
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TOURISM PROGRAM

Year-Round High-Net-Worth Campaign 
Strategy
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TOURISM OFFICE

Context

• Although our advertising always targeted high-income 
households, we started piloting targeting advertising to 
high-net-worth individuals (HNW) last winter

• This audience spends more, plans differently, and can 
typically stay longer

• We continued this pilot into Summer 2026 and created 
advertising specific to this audience

• For FY27, City Council approved $100,000 for year-
round high-net-worth advertising
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Next Steps

• With Council approval, activate the HNW strategy 
starting October 1 using winter campaign creative

• Develop new campaign concept for Feb. 16th
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Sample Creative
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THANK YOU


