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Executive Director Update

YMCTB submitted a proposed funding plan for county support on March 31st, 2022. The submission was 
$240,000, or about 40% to 45% of past annual funding. These funds would be used to promote retail, 
restaurant, attractions and non-lodging businesses throughout the county, combined with TBID funds which 
must be used for lodging. Receiving funding from the county allows co-mingling TBID funds with county 
funds to better integrate marketing representative of the destination.

Overall lodging occupancy outside of Yosemite is softer than normal. Although day use reservations for entry 
to the park are still plentiful, feedback from visitors is they are concerned about conditions. In general, 
booking patterns/behavior are shorter than normal. 

Yosemite.com 3.0’s is moving forward. The RFP was awarded. We’re working on timeline and scope of work 
with our partners, Noble Studios, in the lead up to the start of the development phases. We expect to begin 
development in the coming 6-8 weeks. Completion is targeted for April 2023.



Executive Director Update
TOT Revenues have been solid November – March. Much of this is due to higher ADR during the shoulder 
and off seasons, with lodging owners/managers covering increasing labor and supply chain costs. Overall 
occupancy in traditional lodging, outside the park is down from prior years.

Lodging referral KPIs are down to goal on Yosemite.com. This reflective of the overall shift we are seeing in 
the region with the current park reservation system (though only 11% lower than PY), other metrics are 
tracking well: dining (84% to goal) referrals, things to do referrals (96% to goal), international, due to 
increases in paid media (212% to goal), and overall sessions are on track for a record year).

We have completed the majority of our print media and radio for this fiscal year and are now focused on next 
years fall messaging and planning for fall co-ops. Details on recently completed marketing work are available 
in the marketing update. 

Staff is finalizing the marketing plan the 2022-23 fiscal year. We have a full draft plan currently and will 
finalize and distribute the plan to the board by the start of the fiscal year.



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 $1,851,356 $10,793 $1,272,597 $1,005,290 

May $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 $14,495,026 $15,755,339 $14,352,354 $14,824,433 $14,983,743 

Δ Prior Year ($1,260,313) $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 $145,000 $156,699 $37,165 $61,510 

May $145,000 $128,203 $5,937 $105,351 

Jun $205,000 $251,213 $3,422 $124,642 

Total $2,284,623 $1,275,915 $1,487,891 $1,302,017 

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

Diff $1,008,709 $(211,976) $185,874 $(189,387)

Forecast



KPIs: Performance Recap
Our partner referrals on Yosemite.com are down for lodging, but only 11% down as compared to last year at 
this time. We are continuing to focus our efforts on increasing lodging referrals through our paid search and 
digital paid media messaging. We are on track to meeting our annual goal for overall sessions, but organic 
sessions are down, potentially due to the increased spend on paid search.



Book>Direct Tracking April



Partner Referrals



Overall Growth: Sessions
We are still on track for meeting our overall sessions goal, which will set a record for the bureau.



Site Channel Performance

We are concerned about the decrease in session duration. This will be something that we will 
continue to pay attention to and believe that our new mobile-focused website will be helpful in 
providing better user experience and longer times on site.



Paid Search Budget $142,185

We increased our budget significantly in March to try to combat the decrease in lodging referrals. 
We doubled our paid search results YOY in April.



Paid Media Budget $354,500

Again an increase in our spending has resulted in positive growth YOY in display advertising.



Display Ads Performance in US
• Ads generated 6,571,029 impressions(+49% 

MoM) and 13,296 clicks (-9% MoM)
• We saw a conversion rate of 6.18% for the 

month (up 43% MoM)
• Average CTR of 0.20% (travel industry 

benchmark is .46%, overall benchmark is .25%)
• Average cost per click of $0.96 for April (+12% 

MoM)
• The Tenaya Lodge Special Offers Creative in 

300x600 for the Campers Audience and 
Redwoods ad in 300x250 for the Remarketing 
Audience earned the most conversions in April

• Display drove 765 Partner Referrals in April, a 
YoY increase of 2,025%



International Market Growth
The combination of borders opening, the addition of Australia and Germany to our international efforts 
as well as relatively modest increase in investments has helped us far exceed our FY goal as well as our 
our highest level of international visitors to Yosemite.com to date.



International Display Campaign: United Kingdom

Highlights
• Ads generated 15,760,445 impressions 

and 30,892 clicks
o 0.20% CTR (30% decrease MoM) 

0.47% is the travel benchmark
o We saw a 24% decrease in cost and a 

12% decrease in clicks
• The top UK creative was the Brilliant 

Tunnel View with a CTR of 3.99%

Takeaways
• Sessions stayed about the same MoM 

(10,050) with a 3% increase in pages per 
session and 1% decrease in bounce rate, 
which shows growing interest despite a 
24% decrease in cost



International Display Campaign: Australia

Highlights
• Ads generated 6,553,858 impressions and 

21,710 clicks
o We saw a 6% increase in clicks despite a 

1% decrease in cost MoM
o 0.33% CTR (stayed the same MoM)

• The top Australia creative was the “It’s A 
Beaut” Tunnel View with a CTR of 4.34%

Takeaways
• Australia display ads earned 9,584 sessions 

in April, up 67% MoM.
• These ads also saw a 4% decrease in bounce 

rate, 110%
• increase in users and 1% increase in avg. 

page views per session MoM



International Display Campaign: Germany
Highlights
• Ads generated 8,343,232 impressions 

(+1,643% MoM) due to a 244% increase in cost 
MoM

• Ads generated 28,830 clicks (1,704% MoM) 
due to the increase in cost
o 0.35% CTR (.25% benchmark; up 4% MoM)

• The top Germany creative was the one to the 
right with a CTR of 4.67%

Takeaways
• The Germany audience is performing the best 

in April, with the highest CTR. In April, Germany 
ads earned 12,405 sessions (+1,302% MoM), a 
3% decrease in bounce rate and 975% increase 
in users despite only a 245% increase in MoM 
cost



YouTube Paid Media
Highlights
• YouTube drove 719,069 impressions in April

o 30% increase with same budget MoM
• 31,966 views with a 8.33% view rate

o 6% decrease in view rate MoM
• Average conversion rate was .02% (50% decrease MoM)
• The Spring Trip video creative to the right earned the 

highest CTR in April (0.24%)

Takeaways
• Our views increased 36% and CPV decreased by 26% 

MoM despite a -1% decrease in budget

YouTube paid media is a high funnel channel as our videos 
are used as pre-roll. Our earned YouTube metrics are 
specifically for individuals seeking out Yosemite topic videos.



Paid Social Media Ads Performance
Highlights
• Ads generated 6,558,133 impressions (+12% MoM) 

and reached 1,928,543 users in April
o 2.38% average CTR, travel industry benchmark 

.90%
o Increased CTR MoM by 24%

• In April, the top performing ad for the month was the 
Spring Wildflowers Ad for the Families Audience, 
shown to the right:
o This ad had a CTR of 4.68%

• The Families Audience was the most engaged for 
April, their top performing ad set being Spring 2022 
Families

Takeaway
• Spring and Spring/Summer ad groups are earning the 

highest CTRs, compared to the Special Offers creative



Yosemite.com 2.5 Strategy
• We took a big step forward in March when 

we notified Noble Studios that they won the 
bid to lead our website redesign to 
Yosemite.com 3.0

• Noble Studios stood head and shoulders 
above their competition when it came to 
understanding our organizational goals, 
challenges and how to address them with 
the new website to lead Yosemite Mariposa 
County into the next era of travel.

• We have some work to do to wrap up some 
finer details and will begin work on building 
our new site in the coming months.

• We’re aiming to launch our new site in 
March 2023.



SEO
• We’re shifting some of our SEO focus 

from writing for keywords, to 
defending our ranking for key words 
we currently rank for to retain 
authority.

• We’ve been provided a competitive 
gap analysis from Noble Studios that 
will help inform our content 
decisions, both as we work to to 
update existing content and create 
new pieces.

• We are also updating the copy on our 
lodging hub pages to maximize the 
traffic to stakeholder pages and 
facilitate more referrals to our 
partners.



Content Creation

• We set a goal of 40 new articles for the 21-22 
fiscal year which we have surpassed in the most 
recent quarter. We have 45 articles published 
today with more coming for the year

• Our focus continues to be on pushing lodging 
and Mariposa County’s culture, history, small 
towns and events. 

• We have also worked on content such as our 
new ”Yosemite B-sides” piece, ”Wawona History 
and Activities” and and article on the “Lesser 
Sequoia Groves” of Yosemite to push visitors 
away from pinch points in the park.



Special Offers
• Focusing on showing properties how users navigate 

the website to find lodging.
• Highlighting the Difference  having a special offer 

can make in the number of users viewing a 
property

VS



Special Offers

• Number of users who clicked to be transferred to the property’s booking website

• Line with “offer=active” at the end means they arrived on the listing through 
the special offer section.

• The other is arriving through searching through the lodging list.



Social Media

Total posts on all channels:

Q3:  278

YTD: 1,621



Social Media



Social Media – Comment Monitoring



Video Production
• We’ve completed 5 Mariposa Golds on Yosemite 

climbing history, featuring the YCA climbing museum, 
3 seasonal videos and a Mariposa County Film 
Commission video in cooperation with Bill Lowe.

• There are currently 7 videos in active post-
production.

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



Email Marketing
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Data from the following emails:
Consumer – Spring Special Offers Postcard
Constituents – USA Today 10Best Small Town Culture
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Consumer Consituent Crisis Communications Travel Trade Media
Our open rates at this point are quite high. We take 
this with a grain of salt as we know that Apple’s privacy 
changes may be providing false positives for open 
rates. We have produced 72 emails this year, nearly 

20 more than all of last year. Fortunately, we 
have produced many fewer crisis 
communications!



Traditional Print
Since the last Board meeting, 
we have placed advertising in:

• Bay Area News Group – 6-
page insert delivered to  
660,000 homes

• Climbing Magazine –
“Ascent” edition annual (to 
the right)

• NorCal annual - 90,000 
distributed

• Local Getaways – 30,000 
distribution

• “Discover Mariposa” 
Mariposa Gazette – 50,000 
copies

• California Road Trips annual



Traditional Radio

Central Valley Radio Stations: San Francisco Radio Stations:

Our emailed marketing updates have already described the radio spots that we have run. But, as a reminder, here 
are all of the stations that we have placed ads on this late winter / spring.



Native Advertising
This autumn-focused native advertising is running now in 
SFGate and syndicated to LA Magazine and LA Weekly.



Featured outlets

Jan.- Feb. 2022 Public Relations and Earned 
Media Campaign



Press Releases



Earned Media Log
3/17/22 Adventure and adrenaline: Seventeen endorphin-enriching travel experiences around the world The Travel Daily

3/18/22 Step Into Spring With These Outdoor Breaks NI Travel News

3/20/22 35 Glamping Spots & Cozy Cabins Perfect for Spring Tiny Beans

3/26/22 Enriching Education: Women's History in Yosemite Motherhood Moment

3/26/22 The Great American road trip: 5 of the best bucket list routes TravelMole

3/29/22 Hit the road: 5 bucket list US road trips Traveldailymedia.com

3/29/22 Hit the Road: 5 USA bucket Trips NI Travel News

3/29/22 Inspiration for Multi-Generational Holidays in America ITTN

4/7/22 Why Yosemite needs your love and how to help Trip Advisor

4/14/22 Geschutzte Schonheit Dumont Kalifornien

4/15/22 Yosemite Climbing Museum set to officially open TravelMole
4/21/22 OFFICIAL OPENING OF THE YOSEMITE CLIMBING MUSEUM & GALLERY The Borough of Hounslow Herald

4/21/22 Official Opening of the Yosemite Climbing Museum & Gallery THE CHISWICK HERALD 

4/22/22 Earth day 2022 - travel sanctuaries around the world The Travel Daily

4/22/22 OFFICIAL OPENING OF THE YOSEMITE CLIMBING MUSEUM & GALLERY Viestra

4/25/22 Video hit on National Canadian Morning Show Breakfast Television

5/2/22 County's Tourism Spending Rebounds in 2021 Mariposa Today

5/4/22 Mariposa County Tourism Spending Rebounds by $105 Million Sierra News Online

5/10/22 Seek Self-Care With These 15 Getaways NI Travel News

5/10/22 Mariposa named finalist in national competition ABC News 30

5/10/22 Mariposa Named Finalist for Best Small-Town Cultural Scene Sierra News Online



Gap Analysis

Over the past year, YMCTB has been sending GAP 
surveys to determine occupancy demand. This 
information helps gauge when added or reducing 
marking investment is required to impact 
bookings. We have determined that the actual 
occupancy numbers are not accurate enough to 
use as a true data point.

What we have come to rely on are the written 
comments from all of you who respond and 
provide on the ground accounts of demand and 
consumer input. We will continue to send these 
requests.

YMCTB plans to shift to a retained data source for 
occupancy, average rate and demand. When the 
budget is approved, we will engage the best 
provider, and share this data over the coming 
fiscal year.



Collateral
We are working on a number 
of collateral projects, including 
our digital destination vacation 
planner. 

Other projects include the new 
Nature Rules Pocket Guide (see 
draft to the right) and a redo of 
the Mariposa Town Map.



Travel Trade / Trade Shows
Upcoming events: 

California Cup – Sacramento - May

IPW – Orlando - June

ESTO – Grand Rapids – August

Msi Sales Week – Germany - September

Brand USA Week – Frankfurt - September

Go-West – Anchorage – February

Visit CA Outlook – Sacramento - March



Thank You!


