
CITY OF SEDONA
TOURISM PROGRAM

TAB Update



TOURISM PROGRAM

DATA
Monthly Reports

At a high level:
• Tourism market indicators: lodging data
• Overnight visitor data
• Booking pace trend report
• Credit card spend report







Overnight Visitors are averaging 2.4 nights 
for Nov. 



Length of Stay is trending up over last year



Future hotel demand looks strong





TOURISM PROGRAM

MARKETING
Winter campaign

Winter campaign – sunshine to spare:
• Derived the campaign audience from the top visitor locations in 4-year look back and compared 

this to spending data:
• Flight markets of Chicago, New York and Minneapolis
• Drive markets of San Diego and Las Vegas
• Emerging markets of Seattle, San Francisco, Denver, Durango, Santa Fe and Park City

• 3 types of audiences
• Lookalike audience, based off a profile of past-visitors who stayed in Sedona hotels. 

Interest areas are shopping and outdoor adventure and will serve ads on sites they visit or 
apps they use

• Past visitors to target repeat customers who stayed in Sedona in winter months
• Re-serve ads to anyone who lands on our website

• Booking windows continue to shorten. Campaign will run Nov. 15 to Feb. 1 for flight/Feb. 15 for 
drive

• 3 outcomes: website visits, visitation attribution/economic impact, and room night generation 



TOURISM PROGRAM

MARKETING
Winter campaign



TOURISM PROGRAM

MARKETING
Campaign Results

302 trips: 201 room nights:
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