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Executive Director Update

• Fires and impact on our community and tourism
• Marketing & business plan
• AirDNA
• STR reports
• Budget and continued adjustments
• New Website & Noble Studios
• Staffing and deployment
• New collateral
• Co-ops
• Impacts to travel – fires, economic, pandemic/endemic, labor, YNP 

reservation system



TOT & TBID Income
TOT Collections

Month 22/21 Amount 20/21 Amount 19/20 Amount 18/19 Amount 17/18 Amount

July $2,437,390 $1,474,664 $2,857,229 $1,395,118 $1,772,897 

August $2,014,943 $1,591,830 $2,626,881 $576,991 $1,626,879 

September $2,072,378 $790,349 $2,483,753 $1,532,775 $1,485,979 

October $1,695,708 $1,327,953 $1,852,803 $1,183,357 $1,178,508 

November $1,424,078 $1,166,846 $1,094,861 $789,535 $707,727 

December $1,234091 $266,374 $1,081,371 $675,393 $682,088 

January $904,534 $211,545 $598,299 $373,991 $430,873 

February $1,151,736 $761,434 $779,460 $347,064 $465,528 

March $ 1,560,168 $1,325,065 $378,288 $594,982 $678,254 

April $2,118,945 $1,851,356 $10,793 $1,272,597 $1,005,290 

May $2,373,763 $2,200,760 $17,168 $1,660,461 $1,512,523 

June $2,787,163 $571,448 $2,202,637 $1,935,900 

GR TOTAL $18,987,734 $15,755,339 $14,352,354 $14,824,433 $14,983,743 

Δ Prior Year ($3,232,395) $1,402,985 ($472,079) ($159,310) $101,016 

Δ Year to Date $4,953,561 

TBID Collections

Month 2021-2022 2020-2021 2019-2020 2018-2019

Jul $314,363 $32,892 $284,356 $210,888 

Aug $104,222 $137,534 $226,277 $179,271 

Sep $166,338 $123,733 $227,407 $59,998 

Oct $276,150 $86,666 $227,841 $96,547 

Nov $233,304 $85,361 $116,805 $202,663 

Dec $272,986 $111,592 $148,902 $97,688 

Jan $91,366 $44,592 $94,089 $46,424 

Feb $148,741 $28,312 $53,395 $60,668 

Mar $182,153 $89,118 $62,297 $56,365 

Apr $112,894 $156,699 $37,165 $61,510 

May $315,829 $128,203 $5,937 $105,351 

Jun $173,461 $251,213 $3,422 $124,642 

Total $2,391,807 $1,275,915 $1,487,891 $1,302,017 

Total PY $1,275,915 $1,487,891 $1,302,017 $1,491,404 

Diff $1,115,893 $(211,976) $185,874 $(189,387)

Forecast



KPIs: Performance Recap FY22



Book>Direct July 1, 2021- June 30, 2022



Overall Growth: Sessions



Site Channel Performance
Compared to the previous year, overall channels saw a 11% increase in traffic, and paid search,
paid social, display, email and social channels saw growth. Direct traffic saw a decrease as well
as referral, from nps.gov and visitcalifornia.com.



Paid Search Spending



Paid Media Spending



Display Ads Performance in US for FY22

Highlights
• Overall Impressions: 

33,822,022 
• Overall Conversion 

Rate: 4.16%
• Average CTR: 0.34% 

(travel industry 
benchmark is .46%, 
overall benchmark is 
.25%)

Highest performing 
display ads to the right



International Market Growth



International Display Campaigns
UK Ads FY22
• Overall Impressions: 

109,069,507
• Overall Clicks: 254,814 clicks
• Overall CTR: 0.28%

Australia Ads FY22
• Overall Impressions: 

27,459,847
• Overall Clicks: 84,828 clicks
• Overall CTR: 0.31%

Germany Ads FY22
• Overall Impressions: 

24,206,174
• Overall Clicks: 81,356 clicks
• Overall CTR: 0.28%



FY22 YouTube Paid Media

Overall impression: 4,965,339 
Overall views: 290,446 
Overall view rate: 5.85%



FY22 Paid Social Media Ads Performance
Overall Impressions: 57,315,918 
Overall Reach: 6.3 million
CTR: 2.68%



Yosemite.com 3.0
• We have launched production on our new 

website, Yosemite.com 3.0 and will be 
staying with our longtime digital agency, 
Noble Studios, to handle production with 
YMCTB oversight.

• Our new site will have a mobile first focus 
while keeping our desktop authority and 
presence to ensure bounce rates for both 
remain manageable.

• We’ll build the site around strong imagery 
and video and use our existing content 
from Yosemite.com to lead visitors 
through the site and to encourage more 
conversions.

• We are on pace to launch our new site in 
March 2023.



Yosemite.com 2.5 Strategy
• Still working on our current iteration of 

Yosemite.com. This year we completed:

• Improvements to our Special Offers 
infrastructure on Yosemite.com.

• Better display performance for advertisers 
that purchase featured listings and run 
banner ads.

• Cleanup of top navigation bar to help 
users navigate.

• Updating privacy policy with 
“Termageddon” which will keep 
Yosemite.com up to do with changing 
standards.

Reduced number of 
items under nav 
drop downs 

Added book by, 
offer valid and 
language to 
encourage more 
signups.



SEO
• This year we focused on defending our high-ranking 

keywords (i.e. Yosemite Lodging) to hold top rankings 
on Google.

• We also improved existing content that had extremely 
high search volume such as ”Yosemite Reservations” 
and “Yosemite Firefall” to ensure that our website is 
among, if not the first, showing up on Google searches.

• We reworked and restructured the copy on the lodging 
pages as the copy on these pages heavily impacts our 
Google ranking. In some templates we created space 
for more copy that would not impact the listings 
themselves.

• We also changed and improved our tracking process 
this year to help us stay on top of where optimizations 
stand and work collaboratively with out partners at 
Noble Studios.



Content Creation

• Surpassed our goal of 40 new pieces of written 
content with 50 new articles. 

• 10 articles were itineraries (8 was goal), all of the 
articles promoted Mariposa County alongside of 
YNP, all new articles contained a lodging 
component such as suggestions on where to stay.

• This year we expanded the content planning 
process to include the social media and video 
creation team so that we could create multimedia 
pieces, i.e. our Wawona History written story and 
our Wawona video that we produced.



Special Offers

We continue to drive good traffic overall to the Special Offers page and as mentioned earlier, made improvements to 
the page’s infrastructure. We are seeing below average time on page and a high bounce rate, but this is consistent 
across the site as mobile continues to gain share of devices using Yosemite.com. August’s flatness reflects a time 

where there was no paid support due to a lack of offers. 



Special Offers

• Properties with special offers beat similar 
properties who didn’t place offers in referrals by 
over 5 times on average

• Only successful with the help of lodging partners 
submitting their offers

• A great tool to get more traffic to your listing

• Same Property Visited through its 
special offer and visited organically 
through the two-month period it ran 
its offer.



Yosemite.com Sales

• Properties who have taken part in these 
paid listings have seen an average of 10 
times the traffic to their web pages.

• Sales from Standard and Previous Listings 
reached $16,000.

• Banner Ads have generated an average of 
17,000 referrals each per fiscal year

VS



Social Media

Total posts on all channels:

YTD: 1,779



Social Media – Facebook (YosemiteNation)



Social Media – Instagram



Social Media – Twitter



Social Media – Pinterest



Social Media – Facebook (local)



Video Production
• We’ve completed 4 Mariposa Moments, 6 Mariposa 

Gold videos featuring the YCA climbing museum, and 
1 on the opening of the Chinese Laundry building.  
We completed 5 seasonal videos, 1 on the Natural 
Firefall, and a Mariposa County Film Commission 
video in cooperation with Bill Lowe.

• Our video production are currently being reevaluated 
to support the focus on vertical format video in order 
to supply our TikTok and similar channels.



Email Marketing for FY22

Consumer Emails: 14
6 newsletters
8 e-postcards

Constituent Emails: 44
30 lodging partners emails 
14 Crisis Communications

Travel Trade Emails: 5

Media List Emails: 14
4 newsletters
10 media releases

Marketing Updates: 7

TOTAL: 84



Traditional Print – Co-Ops
FY22 was the most successful year ever for participation in co-ops by lodging partners. Here are a few examples:

Yosemite Journal (Annual)
Climbing Magazine (Fall)

Conde Nast (Fall)



Traditional Print – Co-Ops

GQ Magazine (Winter)

Sactown (Spring) Conde Nast (Spring)



Traditional Print – Co-Ops
BANG (Winter)

BANG (Fall) BANG (Spring)



Traditional Print
United Airlines Hemispheres

Road Trips (Annual)

Visit California Visitor Guide

Unlimit ed Advent ure!

YOSEMITE.COM

The # 1 Websit e 
for Lodging & 
Trip Planning 



Traditional Print

Local Getaways

America Journal

Mariposa Gazette/ 
County Fair

HISTORY LIVES HERE
Visit and Support Our Local Museum s!
Mariposa County is home to some amazing museums located 

in our Gold-Rush-era towns and inside Yosemite Nat ional Park. 

Whether you’re a new visitor or a long- t ime resident , you can 

always find inspirat ion in these historical t reasures and the 

stories of the people who lived here. 

To learn more about  these museums or the 

museums of Yosemite Nat ional Park, visit  

Yosemite.com/ things- to- do/museums

Mariposa County Museum  & Histor y Center

Northern Mariposa County History Center

California State Mining and Mineral Museum

Yosem ite Clim bing Association Galler y & Museum

Mariposa County’s newest  museum!



Traditional Radio

Central Valley Radio Stations: San Francisco Radio Stations:

We focused on three periods of radio advertising: end of reservations system in September, traditional “Above the 
Fog” campaign in late winter, and a spring campaign.



Native Advertising

This was our first attempt at a co-op for native 
advertising in Fall 2021.

Tenaya Lodge, Yosemite Bug, and The 
Redwoods were all participants and were 
interviewed for the story about extended stays 
during fall and the importance of tourism to 
our community.



Native Advertising
A second co-op was completed with Los 
Angeles Times. Yosemite Hospitality, 
AutoCamp, The Redwoods and Yosemite Bug 
were participants in this story. 



Native Advertising

We had originally planned to do a second co-op with the 
Los Angeles Times as well as SFGate.  Due to lack of 
response from the Times, we decided to syndicate the 
story to LA Magazine and LA Weekly. 



Native Advertising
Run in late spring, this autumn-focused native advertising was 
not offered as a co-op but was intended to push fall travel in
SFGate. The story was syndicated in LA Magazine and LA Weekly.



Featured outlets

2021-22 Public Relations and Earned 
Media Campaign



Our favorite mentions

2021-22 Public Relations and Earned 
Media Campaign

“Another Yosemite classic we had completely to ourselves on the final morning in January: the park’s largest 
meadow, Wawona Meadow. Seeing such a vast expanse of snow totally bereft of people was 
unforgettable.”

“Badger (Pass) has always been family and learner friendly. The Mountain Area Ski School has been 
bussing kindergarten through high school students from nearby towns like Oakhurst and El Portal for 
weekly classes since 1961.”

“...the 41.6% increase in spending in the county brought back 550 more tourism-based jobs – a total of 
4,230 jobs, an increase of 14% from 2020’s total and the highest number of tourism-based jobs in the 
county since 2017.”



Examples of Earned Media
2021-22



Examples of Earned Media
2021-22



Examples of Earned Media
2021-22



FAMs
• We hosted 8 press trips in 2022-23 with the majority 

of those coming in the second half of the year. 
COVID-19 concerns were still prevalent last fall 
holding back our numbers of media in market.

• Notable trips include the deputy editor for AFAR, Tim 
Chester on a winter visit, Keri Bridgewater for Just 
Luxe and Inside Hook writing about Badger Pass as a 
low-key ski destination and two influencers with 
audience over 100K followers and Alana Christensen, 
who was on the first press trip to California from 
Australia since 2019.

• We did not host any travel trade fams due to COVID-
19 restrictions, but we anticipate numbers for both 
media and travel trade to grow in 22/23



Gap Analysis
• The addition of AirDNA eliminates the overall 

benefit of the monthly survey process, other than 
property feedback. Data is not accurate. 

• AirDNA – short term rentals only reporting
• Weekly report
• Monthly report
• Trend report

• 16 comp sets
• Ability to measure inside and outside of the park
• Ability to measure regions of Mariposa County

• A virtual AirDNA virtual training to be scheduled

• STR – reporting from STR is a near reality, highly 
beneficial, but a past performance metric for hotels 
and motels.

• Comments from constituents are important – we’ll 
continue a occupancy demand feedback process



Communication to Lodging Partners

• Fires and crisis communications
• Recovery information 
• Lodging referral letters – EOY 6-month 

update
• Directory listings – Is your listing out of 

date?!
• Banner performance – Design based 

issues
• Special Offer Performance Stats- How 

much traffic and referrals increased
• Premium Listing Performance Stats- How 

much traffic and referrals increased



Travel Trade / Trade Shows
IPW Orlando – Three Days & Nights - 25 Media Appointments –
84 Trade Appointments  - Three Staff – 15 Travel Days – 10 Prep Days



Travel Trade / Trade Shows
• August – ESTO – Michigan 
• September - MSi Sales & Trade – Frankfurt, 

Hanover, Hamburg, Munich, Zurich.  
• September - Brand USA Sales Week - Germany
• October – CalTravel – California
• October – DMA West - TBD
• January – IMM – New York
• February – Outlook Forum - California
• March - Go West Summit – Anchorage
• March - Scandinavia Sales Days – Denmark
• May – IPW – Texas

• Tentative shows based on the return of meetings, 
weddings and social events

• Interested in attending CA events and festivals 
based on possible property participation

• Shipping costs have become prohibitive or 
challenging for events such as IPW

Go West – March 2022 – Reno Nevada



Traditional Sales
• Sales sheets from all properties with 

meeting and social space are under 
development &  property feedback is 
needed

• Travel Trade, wholesale and receptive 
operators need access to lodging 
inventory. YMCTB works trade events to 
promote your properties. If inventory is 
not available to book, then this outbound 
sales effort must be reevaluated.

• Meetings and wedding bookings are still 
limited in YNP due to labor and staffing 
primarily, as well as renovations at The 
Ahwahnee. This limitation reduces leads 
and outbound sales opportunities. 
Although limited, YMCTB is referring 
leads to properties with the best 
potential fit. 



International Markets
• Activity and time invested with the international offices has significantly increased, both with 

travel trade and media efforts. Staffing is returning to pre-pandemic levels, requiring retraining 
or updating meetings to bring new and returning staff representing YMCTB up to speed.

• FAM activity and bookings for both media and travel trade is exploding.

• Co-op paid marketing is significant vs. the prior two years -
• Gate7 – Australia

• Flight Centre
• Golden Getaway with UA & Melbourne airport 

• Msi – Germany
• CRD
• America Unlimited
• American Journal

• Black Diamond – United Kingdom
• Via Brand USA – Global Inspiration

• Atlantic Link
• USA Travel Show
• Swansons  

The YMCTB international digital ads continue to drive significant impressions, over 160 million, as 
noted previously



Collateral
A full-size “pull-up” banner was 
created to demonstrate our four-
season destination. 

Our California locator 
map was produced as 
both a full-size banner 
and “table-top” size.

Sales sheets for the county – as well as 
individual properties were developed.



Collateral

The Mariposa Town Map was updated and 
reprinted.

Our Nature Rules pocket guide is now 
available at the visitor center and other 
locations around the county.



Thank You!


