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Executive Director Update

Executive Director Notes:

Completed HR Committee meeting April 27th. The outcome will be discussed 
today in the closed session.

Completed Marketing Committee May 3rd. 
Motion was made to recommend approving the draft budget

Discussed Co-op marketing and favorable interest in participation for the 
coming year

Email to Board and Advisors EXCLUSIVE pre-board information to review PRIOR to 
Board Meetings. Board members to open and review prior to meetings.

Completed presentation to the Mariposa County BOS May 18th

Fulfilling our contractual obligation for 2020/2021 county investment
Reviewed efforts to build the Mariposa County “Brand”
Covered YMCTB 3-year lead-up to current fiscal position, budget, and made 

2021/2022 financial contribution request



TOT & TBID Income



KPIs: Performance Recap



Book>Direct Tracking
Avg.	Cost	Per	Referral

Avg.	Referrals	Per	Booking

Referral	to	Booking	CVR

Est	Avg	Cost	Per	Booking

Est	Avg	Booking	Amount

Total	Referrals

Est	Bookings

Est	Total	Spend

Est	Booking	Revenue

Est	ROI

Avg	Advance	Stay	in	Days

Avg.	Length	of	Stay	in	Days

Performance	Summary
A	breakdown	of	search,	referral	and	conversion	data	for	the	given	timeframe.

Start	Date
4/1/2021

End	Date
4/30/2021

Site
yosemite.com

Age		/		Gender

18-24 25-34 35-44 45-54 55-64 65+
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Gender	and	Age

Gender

female

male

Avg.	Daily	Rate

Cost	Per	Reservation

$0.02

26.33

3.80%

$0.47

$781.41

0.1%

2,311

$1,093

$1,805,847.58

1,651.6 165160%

79.48

3.89

91,940

66.20%Search	to	Referral	Ratio

Searches

60,862

Lodging	Categories
All

$397.08

Searches

$263.22

56.34

Referrals

2.97

Of	the													properties	that	are	listed,											have	live	rates	and	availability.											of	the	total	properties	listed	have	conversion	tracking

and											of	the	properties	with	live	rates	and	availability	have	conversion	tracking.

0.892%

1.119%

1.658%

2.180%

3.535%

3.573%
5.290%

9.422%

Top	Referral	US	Cities
Site	Id	-	City

1763	-	Los	Angeles

1763	-	San	Francisco

1763	-	San	Diego

1763	-	San	Jose

1763	-	Sacramento

1763	-	Fresno

1763	-	Oakland

1763	-	Chicago

1763	-	Las	Vegas

1763	-	Anaheim

71.33%

1.08%

1.79%

3.11%

Top	10	Referral	US	States Site	Id	-	US	State

1763	-	California

1763	-	Texas

1763	-	Florida

1763	-	Arizona

1763	-	Illinois

1763	-	Nevada

1763	-	Oregon

1763	-	Washington

1763	-	New	York

1763	-	Ohio
%	of	Total

86.85%

%	of	Total

29.735%

10.41%

12.49% 12.50%

12.50%

20.83%

4.16%

4.16%

6.25%

6.26%

Top	10	Referral	Canadian	Cities Site	Id	-	City

1763	-	Quebec	City

1763	-	Montreal

1763	-	Regina

1763	-	Toronto

1763	-	Mississauga

1763	-	Vancouver

1763	-	Niagara	Falls

1763	-	Burnaby

1763	-	King	City

1763	-	Redwood	Mead..
%	of	Total

93.74%

12.00%

12.01%

32.00%

39.99%

Top	10	Referral	Canadian	Provinces Site	Id	-	Province

1763	-	Ontario

1763	-	Quebec

1763	-	British	Columb..

1763	-	Saskatchewan

1763	-	Alberta

%	of	Total

100.00%

94.82%

0.11%

Top	10	Referral	Countries Site	Id	-	Country

1763	-	United	States

1763	-	United	Kingdom

1763	-	Mexico

1763	-	Germany

1763	-	Canada

1763	-	Australia

1763	-	France

1763	-	India

1763	-	Ireland

1763	-	Brazil
%	of	Total

98.66%
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Overall Growth: Sessions



International Market Growth



Site Channel Performance



Display Ads Performance in US
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• Ads generated 2,772,071 impressions and 3,410 clicks

• Average conversion rate of .04%

• Spring retargeting ads Autocamp creative drove the most 
conversions, with an average cost per conversion of $2.84, 
decreasing by almost $3 MoM.

• Autocamp is outperforming Blackberry Inn for retargeting, 
and Whitewater is the top performer for prospecting.

• The top performing creative is featured to the right:



Paid Social Media Ads Performance
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• Ads generated 4,316,466 impressions and 
reached 1,361,019 users.

• Paid social sessions increased exponentially YoY, 
with only 27 sessions occurring in April of 2020, 
compared to 64,393 sessions last month.

• In April, your Families Special Offers audience 
was most engaged, with an overall 5.7% CTR –
the top ad had a 8.2% CTR and is to the right.

• Overall the average CTR of 3.86% is 
outperforming the industry benchmark of .90%.



Other Digital Media
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Native Advertising
We contracted with both SF Gate and the Bay Area 
Newsgroup to place native advertising on their sites. SF 
Gate has a wider reach and we had very good response:

• Readers were on the page for 2:33 minutes. Industry 
average is 1:06 on desktop and :56 on mobile.

• The number of impressions were 1,389,597. The 
number of page views were 10,915 and 400 clicks to 
the website. 

• The native advertising was also promoted through 
cnn.com, usdailynews.com, nationalgeographic.com
and others.



Other Digital Media
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Expedia

Taking advantage of the co-op 
opportunities with Visit California, 
YMCTB is running a landing page, 
marquee ad and banner ads 
throughout their site.

The cost to YMCTB is $20,000 and 
the value of the campaign after the 
Visit California contribution and the 
added value ads from Expedia is 
$52,000. 



SEO
• YMCTB and Noble have updated the processes 

and systems in which we organize our SEO efforts 
through to ensure the process is streamlined and 
efficient.

• Based on search engine data, YMCTB identified 
two articles that would be good to write about 
since the search terms were popular: National 
Park Road Trip Itineraries and Yosemite National 
Park Reservations.

• In addition to the new content, page 
optimizations based on search terms were made 
on 15 different pages.

• Noble also provided updates on our lodging, 
hotels, cabin rentals and camping pages to help 
defend our already high page rank on Google.



Yosemite.com Strategy 2.0

• We’ve officially launched our Video Hub on 
Yosemite.com, which gives us a place to feature all 
of the video assets we work on to promote 
businesses throughout the county.

• Next step with the Video Hub is to further integrate 
it into the site. We are working with Noble on the 
best avenues to do this through.

• We’ve also began implementing some concepts the 
were presented by Noble Studios via a User 
Experience audit. These improvements will help 
keep our aging website quick, nimble and 
operational since the framework for our site is 
aging.



18-month Content Calendar
• Since the last meeting we’ve published 5 new articles 

brining our total on the year to 56, 16 articles more 
than our goal for the fiscal year.

• New content includes an article that helps trip planners 
understand the temporary reservation system – and 
provide those with out reservations options to get into 
Yosemite as well as an article pushing Mother’s Day 
visitation to the region.

• We’ve also restructured our content calendar meetings 
making them monthly over quarterly.

• We’re also shifting some from producing new content 
to updating our older content. Since there has been so 
much new content produced on Yosemite.com, that we 
now need to make sure it remains relevant



100 Things to Do in Mariposa County



Special Offers

Business participation in our Special Offers program has slowed since the last report. We 
are making a strong effort to gather offers for Fall and Winter.

• Participation to date – 64 offers.
• 249,488 page views since July 1, 2020.



Social Media – YosemiteNation Facebook



Social Media – YosemiteNation Facebook Examples



Social Media - Facebook Local



Social Media - Facebook Local Examples



Social Media - Instagram



Social Media - Instagram Examples



Social Media - Pinterest



Social Media - Pinterest Examples
By Engagement



Social Media - Twitter



Social Media – Twitter Examples



Social Media - LinkedIn



Social Media – LinkedIn Examples



Video Production and YouTube



Video Production

We’ve proudly produced 24 videos this

year. Productions consist of:

5 “Modern Day Pioneers”

8 “Mariposa Gold”

9 "Mariposa Moments”

We have one more “Modern Day 

Pioneers” in post-production and have 

several other videos in various stages of 

pre-production.

We set ourselves lofty production goals,

but plan on easing back our production

schedule due to time constraints and

evolving team priorities as we head into

spring and summer.



Travel Trade / Trade Shows

Travel Trade Shows
IPW is still planning a live event in September in Las Vegas. We have registered but not paid for the show 
as we are waiting until closer to the date to see if it will actually happen. 

Consumer Trade Shows
We are scheduled to participate in the live Travel and Adventure Show in October.  This was paid for and 
postponed due to COVID.

Travel Trade Newsletter
The next newsletter is set to launch in May. The list has grown to 450 subscribers.



Email Marketing
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Numbers of Emails Sent

Consumer Consituent Crisis Communications

NOTE: Last year our consumer open rates were 19% with an industry 
standard of 15%.

While our number of constituents list has remained static this year (745), we’ve reduced our list of consumers 
by 4,000 to 57,902. 

This reduction is caused by removing those that have not opened our emails for the last year and a half. We 
will continue to send our re-engagement emails on a quarterly basis to make sure that our list stays as ”clean” 
as possible.



Traditional Print

California Road Trips

Taking advantage of a Visit California co-op 
opportunity, we placed a quarter-page ad in the 
upcoming edition of the California Road Trips 
publication, which will be shared with visitor centers 
and sent directly to potential travelers through 
delivery with other publications (such as Better 
Homes & Gardens and Travel & Leisure). The total 
circulation is 1,000,000.

We focused on promoting Yosemite.com as the top 
resource for travel to our area as opposed to the 
region as a whole. Driving more traffic to the website 
means more opportunities to book lodging.



Traditional Radio

312 radio spots were run on KCBS and Alice Radio for four weeks from March 8 to April 5. The message was 
focused on Spring visitation to Yosemite Mariposa County. The number of impressions was 5.5 million.



PIECES OF COVERAGE

2019-20 Public Relations and Earned 

Media Campaign

“One of the best places to view Yosemite’s spring bloom is at the Hite Cove Trail … The next best spot for 
viewing wildflowers near Yosemite starts at the Briceburg Visitor Center (closed until April 30), located 12 
miles east of Mariposa.”

Where to stay: If camping is not your thing, AutoCamp Yosemite is a deluxe airstream 
experience about 40 minutes west of the Arch Rock Entrance to Yosemite National Park.

The old Gold Rush town of Coulterville is home to an odd tradition – Coyote Howling! Once a 
year the community gathers for CoyoteFest, held on Coulterville’s Historic Main St, where 
there are crafts, food and, the town’s very own Coyote Howling Contest.



Earned Media Log

3/18/21 A Breath of Fresh Air—8 Things To Do in Yosemite National Park Locale

3/23/21 12 Quirky Traditions Around the World Ireland's Travel Trade network

3/23/21 12 Quirky Traditions Around the World NI Travel News

3/25/21 12 Quirky Traditions From Around the World Crave Magazine

4/1/21 50 reasons to visit the states The Telegraph

4/1/21 Golf Around the World Viestra, Travel PR News

4/1/21 How to go big in America - adventures to tick off Men's Health

4/1/21 Sunrise around the world International Writer's Travel Bulletin

4/8/21 Where To Explore California’s Spring Wildflower Bloom Men's Journal

4/16/21 The 10 most beautiful places in California MSN

4/21/21 Hiking in Yosemite National Park, USA Wanderlust

5/10/21 Why Are So Many Hotels Opening Near National Parks? Tripsavvy

5/16/21 Things to do near Yosemite: three gold rush towns Epic 7 Travel



FAMs
Since the last Board of Directors meeting, YMCTB has hosted four different 
media trips they are:

• Alec Scott: 
• March 26 – March 30
• Wrote for SF Chronicle, LA Times, Sunset Mag, The Guardian and VIA.

• Melanie Haiken
• April 10 – 12
• Wrote for: The Points Guy, Diablo Magazine, Marin Magazine

• Marielena Smith
• April 20 – 23
• Wrote for: Epic 7 Travel

• Nora Tarte
• April 23-25
• Wrote for: San Joaquin Magazine

• Michael Pistono (@SeekingTheHorizon)
• May 17-18
• Influencer tour (Partnered with High Sierra
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Measurable Goals 

Our overall goal is to increase interaction with the Yosemite.com and continue to be a trusted source. To 

that end, we will:  

 
• Produce 40 articles in the fiscal year, broken down into the following: 

o 8 of those posts will be itinerary-focused 

o At least half of the posts will be focused on both Mariposa County and Yosemite 

o No more than 10 of the stories will be focused on Yosemite-only  

• Increase our SEO keyword optimization with Noble. 

• We will have monthly content calendar meetings that will correspond with our quarterly 

campaign brief meetings. Include video concepts into the content calendar to ensure 

synergy in all content creation. 

• Integrate our social media calendar and content calendar planning process to ensure 

better synergy between the two. Schedule monthly social media planning meetings to 

ensure that content calendar content is implemented. 

CONTENT CALENDAR FLOWCHART 
Collaborators 

• YMCTB Staff 

• Noble Staff 

• Writers 

 

Content Idea

PR

(Domestic & 

International)

Pitches

FAM Trips

Travel Trade

Yosemite.com

Articles

Video

Consumer

E-Newsletter

Social Media

Partner 

Newsletters

Native 

Advertising

 

18-Month 

Content Calendar 

in AirTable 

NOTE: Creative Brief / Content 

Calendar Process and Timeline  

(see Appendix __) 

Marketing Plan for 2021/2022



Film Commission
• Monitor relevant guidance from the film industry as it 

relates to COVID.

• Maintain the Film Commission page on Yosemite.com

• Field questions and provide support to several film 
productions in the area.

• Chronokinesis Entertainment is currently 
shooting an independent film in Coulterville.

• Wildstar Films inquired about film project on the 
Sierra Newts.

• Hostage Films inquired about a California 
Avocado Recipe commercial.

Changes to National Park Filming: YMCTB is also closely 
monitoring the major change coming out of the Price v. 
Barr case early in 2021. The judge for the case 
determined that permitting and fee requirements inside 
national parks are unconstitutional.



International – United Kingdom

March/April 2021

Meetings: America As You Like It
Platinum Travel
Scott Dunn

Events: Brand USA UK Marketplace One 2 One UK

March 15th UNITE USA trade show

Trainings Cruise America California webinar – 216
Tioga Tours & Fly to the West – 136
Platinum Travel – 8

Highlights from Black Diamond



International - Germany
Highlights from MSi March/April 2021

Meetings: Travel trade activities are 
currently paused and on hold 

Events: Virtual ITB (March 8-12)
VUSA virtual roadshow (March 
1-5th) 
VUSA Webinar
FVW Counter Days (April 29 & 30)

Newsletter Sent on March 1st, 2021 to
191 subscribers

Open Rate: 49.5 %
Click Rate: 2.7%

Newsletter sent on April 1st, 2021 to 
213 subscribers

Open Rate: 45.9 %
Click Rate: 6.7%



International - Scandinavia
Highlights from Atlantic Link Webinar held on January 26 and 

followed up with report
• Invitation: 45 minutes in 

Yosemite
• Send out: January 8 and Follow 

up on January 18
• Target: All travel trade
• Opening rate: 18%
• Participants: 47

Newsletter on February 4: Visit 
Yosemite Mariposa County From Your 
Couch

• Target: trade, leisure
• Opening rate: 13.9%

Newsletter on March 12: Outdoor 
Activities in Yosemite Mariposa County

• Target: trade, leisure and press
• Opening rate: 14.6%



Local Events and Sponsorships



Traditional Sales

In accordance with the strategic plan, we are 
updating assets to support traditional sales 
efforts. These include:

• Update Sales sheets for primary meeting 
facilities.

• Primary focus will be the SMERF market with 
emphasis on weddings.

• Updating Group Sales contacts for each 
property.

• Rebuilding the Meeting Planner website page 
on Yosemite.com and improving navigation.

• Updating and improving the RFP request 
process.



Collateral
A large project for YMCTB this year is updating and creating 
new maps of the region that highlight the County beyond 
Yosemite. In addition to updating the Mariposa Town Map, 
YMCTB is also assisting Coulterville with two map projects.



Thank You!


