CALL TO ORDER/PLEDGE OF ALLEGIANCE/MOMENT OF SILENCE
ROLL CALL

SPECIAL BUSINESS LINK TO DOCUMENT = B

a. AB 3037 Presentation/discussion/possible direction on the Tourism
Program’s research results, draft brand description, results of the winter
destination marketing campaign, concepts for the summer destination marketing
campaign and media plan.

b. Discussion/possible action regarding ideas for future meetings/agenda items.
EXECUTIVE SESSION

Upon a public majority vote of the members constituting a quorum, the Council may hold an
Executive Session that is not open to the public for the following purposes:

a. To consult with legal counsel for advice regarding matters listed on this agenda per
AR.S. § 38-431.03(A)(3).

b. Return to open session. Discussion/possible action regarding executive session
items.

5. ADJOURNMENT

Posted: 03/21/2024
By: DJ JoAnne Cook, CMC, City Clerk

Note: Pursuant to A.R.S. § 38-431.02(B) notice is hereby given to the members of the City Council and to the general
public that the Council will hold the above open meeting. Members of the City Council will attend either in person or by
telephone, video, or internet communications. The Council may vote to go into executive session on any agenda item,
pursuant to A.R.S. § 38-431.03(A)(3) and (4) for discussion and consultation for legal advice with the City Attorney.
Because various other commissions, committees and/or boards may speak at Council meetings, notice is also given
that four or more members of these other City commissions, boards, or committees may be in attendance.

A copy of the packet with material relating to the agenda items is typically available for review by the public in the
Clerk's office after 1:00 p.m. the Thursday prior to the Council meeting and on the City's website at
www.SedonaAZ.gov. The Council Chambers is accessible to people with disabilities, in compliance with the Federal
504 and ADA laws. Those with needs for special typeface print, may request these at the Clerk’s Office. All requests
should be made forty-eight hours prior to the meeting.

NOTICE TO PARENTS AND LEGAL GUARDIANS: Parents and legal guardians have the right to consent before the
City of Sedona makes a video or voice recording of a minor child, pursuant to A.R.S. § 1-602(A)(9). The Sedona City
Council meetings are recorded and may be viewed on the City of Sedona website. If you permit your child to
attend/participate in a televised City Council meeting, a recording will be made. You may exercise your right not to
consent by not allowing your child to attend/participate in the meeting.
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AB 3037

CITY COUNCIL March 27, 2024
AGENDA BILL Special Business

Agenda Item: 3a

media plan.

Proposed Action & Subject: Presentation/discussion/possible direction on the Tourism
Program’s research results, draft brand description, results of the winter destination
marketing campaign, concepts for the summer destination marketing campaign and

Department

Time to Present
Total Time for Iltem

Exhibits

Communications / Tourism

3 hours
4 hours

Other Council Meetings N/A

TIGMMOOW>

Brand & Marketing Research Report
Resident Sentiment Report

Awareness and Perception Report

Visitor Intercept Report

Tourism Program data update

Winter Marketing Campaign Results

. Brand Platform

Summer Stewardship Campaign concepts
Summer Stewardship Media Plan

Finance
Approval

Reviewed 3/18/24
CRW

City Attorney
Approval

Reviewed 3/18/24
KWC

City Manager’s
Recommendation

For information,
discussion and
direction only.

Expenditure Required

$ 150,000 (estimate for
summer marketing
campaign)

Amount Budgeted

$ 150,000 (FY25 proposed
budget)

Account No. 10-5227-72-6511
(Description) (Advertising)

BACKGROUND

The City created an in-house Tourism Program in the summer of 2023, and as part of that effort,
hired the marketing firm DVA to assist with establishing the new program’s brand, creating a
marketing plan and developing destination marketing campaigns. The completed brand,
expected in late summer, will define Sedona as a tourism destination and lead to strategic,
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thoughtful and targeted marketing. The complete brand will be accompanied by a marketing
plan that includes destination marketing, travel trade and media relations.

Research results summary and data update

A key component of the City taking on the role of Destination Marketing & Management
Organization (DMMO) for Sedona is ensuring that the brand, planning, and creative are data-
driven and reflect the wants, needs, and desires of the various stakeholders within and
surrounding the City. With that in mind, the City embarked on an aggressive research effort to
build a current, robust set of qualitative and quantitative data around tourism in Sedona.

On March 27, 2024, staff will present a summary of findings from the Brand & Marketing
Research Report (Exhibit A), which includes input from residents, key stakeholders, the City
Councilors, the Lodging Council, the Tourism Advisory Board, and the President of the Sedona
Chamber of Commerce. The report also considers the results of three surveys conducted: the
Resident Sentiment Report (Exhibit B), the nationwide Awareness and Perception Report
(Exhibit C), and the December 2023 Visitor Intercept Report (Exhibit D).

Staff will also present a Tourism Program data update (Exhibit E) for the month of January
2024, the most recent month for which complete data is available.

Winter Marketing Campaign results

Staff and DVA will also present results from the City’s winter marketing campaign (Exhibit F).
The campaign was all-digital and entirely attribution-based, allowing staff to measure return on
investment (ROI) and demonstrate the efficacy of marketing during seasonal need periods.
Essentially, the campaign results tell the story of how many people were served the ads and
then visited Sedona, either as day-trippers or overnight guests.

The campaign ran from Nov. 15, 2023 to Feb. 1, 2024 for fly markets and to Feb. 15, 2024 for
drive markets, with the intention of tracking visitation and overnight stays from December to the
end of February. The campaign was titled Sunshine to Spare, the concept being that while we
can’t guarantee winter will be warm in Sedona, we can assure visitors there will be plenty of
sunshine, thus making it a great winter destination.

Campaign results include data received through Feb. 10, 2024, and show greater than 8:1 ROI
on a $50,000 ad spend. Due to the time lag in reporting, it is assumed the ROI will continue to
increase. Through Feb. 10, the campaign resulted in 1,043 total trips and 1,744 total visitor
days in the destination with the top origin markets being San Diego, Chicago and Minneapolis.
For overnight stays, the campaign resulted in 326 total trips to hotels with 701 room nights
observed and an average length stay of 2.2 days. The top origin markets for overnight stays
are San Diego, Chicago and San Francisco.

Draft Brand Description

DVA will also present the draft Brand Description (Exhibit G). The Brand Description is part of
the foundational platform upon which all future stewardship and marketing efforts will be created
and measured, including the development of more familiar aspects of a brand such as a logo
and tagline. Development of the Brand Description is rooted in the extensive public feedback
that was collected during the research phase of the branding effort. As such, the goal of the
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Brand Description is to represent the voices of all stakeholders and specifically identify with
residents and visitors alike.

Summer Stewardship Campaign creative concepts

Council will have the opportunity to review and provide direction on the Summer Stewardship
Campaign creative concepts (Exhibit H). Staff and DVA consider this a “bridge campaign”,
meaning it will deliver a targeted message using current brand resources while the full brand is
still under development. The campaign does not represent the full Sedona brand but will bridge
the gap until the full brand is complete—and thereby not lose the opportunity to support the
tourism economy this summer. The intention behind this campaign is to deliver a stewardship
message, being more direct with visitors about welcoming them to Sedona during need periods
and conveying what type of behavior is expected while they’re here.

Summer Stewardship Media Plan

Council will also review the Summer Stewardship Media Plan (Exhibit |), which outlines how the
Summer Campaign will be executed. DVA’s assessment compared top summer markets over
the last four years with top spend markets during the summer months, and produced the
following list of markets recommended for targeted marketing:

Primary markets | Emerging markets | In-market
Phoenix Seattle Sedona plus
Los Angeles San Francisco 25-mile radius
Tucson Las Vegas

New York Denver

Chicago

Dallas

San Diego

The majority of the campaign will be digital and trackable, similar to the winter campaign, with
a total allocated budget of $150,000 for the summer media plan, $100,000 of which will go to
media costs (80% out-of-market, 20% in-market) and $50,000 to production and management.
Depending on deadlines, there may also be print iterations of the campaign as part of the
Arizona Office of Tourism Co-op program that the City joined last year.

Additional factors for consideration regarding the summer media plan

Through the Greater Sedona Business Improvement District (BID), the Chamber of Commerce
is planning a summer marketing campaign promoting participating hotels. Chamber of
Commerce representatives initially indicated that the BID campaign would use mostly digital
advertising in the Phoenix and Southern California markets with an approximate budget of
$250,000 for advertising and creative. A stewardship message was not included, as the goal of
the BID campaign is to market the businesses and not the destination. However, it is generally
understood that a beautiful image of the Sedona landscape will attract more attention and
‘clicks” than an image of a hotel, so staff anticipates, and Chamber of Commerce
representatives have indicated, that destination marketing will be included in the BID campaign.
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Since that initial correspondence, after multiple requests to coordinate summer campaigns and
an invitation from staff to the Chamber President and CEO to attend the City Council meeting
on March 27, 2024, staff were notified that the plans and execution of the BID campaign will not
be discussed with anyone outside of the BID, including City staff. The BID Committee also
stated that the City should proceed with its own campaign independently of the BID, and the
BID will proceed independently from the City. Staff notes that this position undermines the
previous understanding that the City and Chamber of Commerce would coordinate and
collaborate on marketing efforts. In the interest of serving all stakeholders in Sedona’s tourism
economy, staff remains open to and will continue advocating for a collaborative and cooperative
relationship with the Chamber of Commerce.

Staff seeks direction from Council regarding the potential for overlap between the two
campaigns running concurrently in Phoenix and Southern California. Staff and DVA will present
additional options for the City’s summer media plan, including staying out of Phoenix and
Southern California and/or delivering the stewardship message in-market only.

It may be worth noting that the City and Chamber of Commerce are not the only two
organizations promoting the destination. Some Sedona businesses conduct their own
marketing campaigns, independent of and in addition to the Chamber of Commerce or the City’s
tourism program. This further underscores the importance of the City delivering a stewardship
message, especially to the primary markets that will likely be targeted by other organizations
with a come-one-come-all message. The City’s decision to market the destination and to whom
is only part of a diverse marketing landscape.

Climate Action Plan/Sustainability Consistent: [ |Yes - [_|No - XINot Applicable
Board/Commission Recommendation: D<Applicable - [ |Not Applicable

Staff and DVA presented these materials to the Tourism Advisory Board on March 6, 2024.
Based on nearly unanimous votes, the TAB made the following recommendations to City
Council:

Draft Brand Description

The following recommendations are already incorporated into the revised Brand Description
presented to City Council:

Include Native American heritage

Include dark skies/astro-tourism

Add businesses to the “vibrant tapestry”

Add “to live, work and visit” to the “...special place to love...”
Change “no place as precious” to “no place more precious”
Add shopping to the lodging, dining, arts, and culture scene
Remove National Park reference

Summer Stewardship Campaign creative concepts and Summer Stewardship Media Plan

The TAB unanimously recommends funding the Concept 2 “soft messaging” option and
executing the summer campaign as described in the Media Plan, including the Phoenix and
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Los Angeles markets. Despite staff expressing concerns about duplicative marketing with the
Chamber of Commerce and the known negative resident sentiment regarding any marketing
of Sedona, the TAB stood by their unanimous recommendation to soften the messaging and
market to Phoenix and Southern California. The TAB felt it is better to control the narrative
specifically with a stewardship message, albeit a softer one, in markets that are known to visit
in summer than to not market at all, since the Chamber’s BID campaign is not expected to
have a stewardship message.

Regarding the in-market portion of the campaign, the TAB voted in favor of the stronger
educational message.

Staff Recommendations

Staff supports the TAB recommendation to fund the full summer campaign as presented by
DVA, including Phoenix and Southern California.

Staff supports the TAB recommendation to fund Concept 2 (“In the Moment”) as presented by
DVA.

Staff does not support the TAB recommendation to soften the stewardship message and
recommends keeping the message as originally conceived by DVA.

Staff and DVA agree that the summer campaign and media plan strike an appropriate balance
between welcoming visitors to the destination and delivering a stewardship message that sets
expectations for visitor behavior. Staff/DVA recommendations consider and incorporate
feedback from residents and businesses with the intention to include diverse and occasionally
opposing interests to the greatest degree possible.

Alternative(s): Direction from Council.

I move to: For discussion and direction only.
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City of Sedona

Branding & Marketing Planning
Research Report

February 2024

@@@ DVA ADVERTISING & PUBLIC RELATIONS
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Introduction

A key component of the City of Sedona taking on the
Destination Marketing/Management Organization role for
Sedona was ensuring that the brand, planning, and creative
are all data-driven and reflective of the wants, needs, and
desires of the various stakeholders within and surrounding
the City. With that in mind, the City embarked on an
aggressive research effort to build a current, robust set of
qualitative and quantitative data around tourism in Sedona.
This report summarizes those efforts, outlines consistent
themes, and provides recommendations on how those
findings could influence the City’s tourism brand, marketing
efforts, and creative campaigns going forward.
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Summary of Research Efforts

Resident Sentiment Survey

December 2023 postcard mailing to every
household in Sedona city limits, with QR code
and URL link to an online survey

Additional open link survey made available via
social media and in utility bills

A total of 631 responses were received from
the postcard mailing, and another 212 from the
open link — a strong response rate

Community Listening Session

January 22, 2024 session in which community
members were invited to participate in a work
session to share their views on tourism

There were approximately 40 participants in
the session

Councilmember Interviews

° November and December 2023 one-on-one
video interviews with each Council member
and the Mayor

Lodging Council Listening Session

° December 12, 2023 session with the Sedona
Lodging Council

Tourism Advisory Board Listening
Session

° December 6, 2023 listening session with the
Sedona Tourism Advisory Board

continued...
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Visitor Intercept Survey

December 2023 and January 2024 in-person

intercept survey with visitors in Sedona, which
happened to coincide with significant traffic due to

the holiday timeframe and road construction in

Uptown
582 visitors completed the survey, providing strong
and statistically valid data

Chamber Interview

January 2024 video interview with Chamber Director

Michelle Conway-Kostecki

Visitor and Spend Analysis

Utilizing visitation and spend data from Symphony
and Datafy, we were able to look at top visitor
origination markets by season over the last four
years and also top spending by origination market
over the last year

Awareness and Perception Survey

December 2023 and January 2024 survey of
2,000 travelers in the 10 visitor origination
markets with highest visitation to Sedona over
the last four years

Markets included: Chicago, Dallas, Las Vegas,
Los Angeles, Minneapolis, New York, Phoenix,
San Diego, San Francisco, Seattle

Awareness (unaided and aided) and perception
(impressions of Sedona) were measured across
markets

Sedona’s awareness and attributes were also
measured against six defined competitive
markets: Jackson, WY; Moab, UT; Park City, UT;
Santa Fe, NM; St. George, UT; Telluride, CO
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Key Takeaways From Each Research Effort

Resident Sentiment Survey

Tourism is not viewed favorably among Sedona residents. 56% of respondents oppose promoting visitation to the area, while
73% feel the town is overcrowded due to visitors.

Focusing on shoulder seasons does not increase support. Most people said it would not impact their view on visitor promotion.
However, people under the age of 65, as well as those who are employed, are significantly more likely to be supportive of
tourism promotion and have a greater appreciation for the benefits of tourism.

And, not surprising that those who work in tourism are far more supportive of promoting Sedona as a destination. They are also
more in favor of shifting the focus to shoulder seasons.

The biggest issues are closely related — crowding/congestion and getting around town. 95% of residents rely on their personal
vehicle for transportation, and two thirds say they “frequently” or “always” have trouble getting around Sedona.

Vacation rentals have little support among residents. Nearly 80% say they negatively impact neighborhoods with noise and
parking issues, and three-quarters say they are hurting the housing supply for local residents. Nearly two-thirds state that short-
term rentals have a “mostly negative” impact on the community.

Most respondents are not dependent on or involved with tourism. However, about half are very familiar with tourism businesses
in Sedona.

73% agree that visitors are beneficial to the local economy and 57% say that taxes paid by visitors are beneficial for the City and
ultimately provide important amenities. Half believe shopping and dining options in Sedona are better thanks to visitors.

Two thirds of respondents say the quality of life in Sedona is declining, while just 12% think it is getting better.

Nearly 80% of respondents said they were visitors before they moved to Sedona.

continued...
Packet Page 11



Key Takeaways From Each Research Effort — cont.
°

Community Listening Session

e Recommendations drawn from residents
o  Environmentally responsible tourism marketing
Traffic management
Balancing seasonal visitation cycle
Addressing housing for workforce
Resident involvement and education
Trailhead management
Collaboration across jurisdictions

O O O O O O

O  Strong and consistent messaging

e  Opportunities:

o  Astrong, consistent, and responsible marketing message
Better communication across jurisdictions
STR management
Consideration of trailhead reservation systems
Shuttles/ride-shares
Resident involvement

O 0O O o0 O

continued...
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Key Takeaways From Each Research Effort — cont.
°

Councilmember Interviews

e We understand we live in a special place that people want to visit

e We need to find a balance between resident quality of life and business prosperity

e We need more communication with residents

e Datais a key component in driving future decisions and strategies

e  Trafficis clearly the biggest challenge and will take a lot of work from a lot of different angles to see improvement

e We need more education for all visitors, and targeting to those visitors who will respect our residents and the
natural surroundings

®  Arts, culture, and family-focused amenities are less emphasized than they could be

e We need better coordination between the City’s tourism efforts and the Chamber, Lodging Council, and other Verde
Valley entities

continued...
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Key Takeaways From Each Research Effort — cont.

Tourism Advisory Board Listening Session

e  Attract visitors we want (who respect the land and spend money) and discourage those we don’t

e  Promote summer and winter

° Reintroduce the things that have been lost or gotten buried: wellness, arts, culture

e  Find the balance between the resident and business needs/desires - reduce the resident unhappiness and
complaining

e Need better data and decisions based on that data

e  Four elements needed in a balanced visitor economy: quality of life for residents, protect the environment, positive
visitor experience, and business prosperity

e We need a unifying brand for the destination that resonates with residents, stakeholders, and visitors

e Sedonais a quirky, special, and unique place

continued...
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Key Takeaways From Each Research Effort — cont.

Lodging Council Listening Session

Sustainability message and management is important

Make sure people know we welcome them

Utilize traditional lodging properties to assist more in conveying the sustainability messaging to visitors
Strategically market to our markets, including within the state

We're a regional economy, not just Sedona, but the whole Verde Valley

They’d like to see the City, Chamber, and Lodging Council collaborating

Daytrippers contribute to a balanced economy and become a source for future overnight visitors
They’d like to see a fresh approach to marketing Sedona

Chamber Interview

The Chamber would like to see a balanced tourism economy that is understood and defined

They’d like the community to rally and speak with one voice

Preservation of our land is important to Chamber members

Preservation of community character is key to the Chamber

Livelihood of residents, workers, businesses, economic outlook are all goals of the Chamber

With the City managing the larger tourism work, they appreciate the ability for the chamber to focus on the business
community and needs

They suggest that we all need to listen and actually hear the business community when it speaks

The City should be leading the sustainable tourism effort

continued...
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Key Takeaways From Each Research Effort — cont.

Visitor Intercept Survey

Visitors have strong positive feelings toward Sedona. They awarded the city a Net Promoter Score (NPS) of 90,
which is extremely high for a leisure travel destination. The positive NPS was reinforced by a satisfaction rating of
4.8 on a scale of 1-to-5.

All aspects of Sedona are highly rated. Trails, small town charm, friendliness, and customer service topped the list.
Getting around town was the lowest ranked attribute but still garnered a favorable 4.5 rating on a scale of 1-to-5.
Nearly 80% of visitors during the holiday period were from out of state. California was the largest contributor,
with large numbers from Los Angeles, San Diego, and San Francisco in town. Predictably, most Arizona visitors (69%)
were from the Phoenix area. International visitors accounted for 10% of respondents. Half of those were Canadian.
While most visitors interviewed were on their first trip to Sedona, those who have been before come back often. On
average, repeat visitors were on their seventh trip to the area. Overnight visitors averaged just over 4 nights
staying in Sedona.

Enjoying the scenery was the top activity, followed closely by hiking, dining, and shopping. Nearly three-quarters of
visitors said they went hiking while in town.

Tourism spending is significant in Sedona. On average, visitors spend over $100 per day on dining and nearly $50
on shopping. Tours and excursions are also popular. Visitors spend nearly $S40 per person per day on guided
activities in and around Sedona. The average nightly lodging rate was reported at $275 with nearly half of
overnight guests spending more than $300 nightly.

continued...

Packet Page 16

10



Key Takeaways From Each Research Effort — cont.

Awareness & Perception Survey

Sedona has extremely high unaided awareness across potential target markets, particularly high (67%) in Phoenix.
Additionally 60% of Phoenicians surveyed intend to visit Sedona in the next 12 months. Las Vegas (26.5%) and Los
Angeles (22%) are the next two highest intent markets for visitation in the next 12 months. Every market surveyed has
high intent to visit Sedona at some point. Not surprisingly, the most desirable month for intended visitation is April (at
29.5%). December was the lowest month at 7.7%.

Sedona was the third highest rated Arizona destination in terms of desire to visit (with 28% of respondents listing it)
behind the Grand Canyon (42.5%) and Phoenix (40%). It was ahead of Tucson (19%), Flagstaff (14%), and Scottsdale
(12.5%).

Sedona was the most familiar and most visited of the defined competitive markets (Jackson, WY; Moab, UT; Park City,
UT; Santa Fe, NM; St. George, UT; Telluride, CO), with Santa Fe capturing second place. Sedona also garnered the highest
level of interest from respondents in terms of interest in visiting in the future, again with Santa Fe coming in second.
Traveler profiles that fit personas of “sustainability prioritizers”, “leave no trace adherents”, and “high value travelers”
— all profiles that fit the desires of the community and stakeholders — ranked above the total sample responses in terms of
past visitation, familiarity, interest, and likelihood to visit again.

continued...
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Key Takeaways From Each Research Effort — cont.

Awareness & Perception cont.

The top reasons people listed for visiting Sedona were:

O  To be surrounded by natural scenic beauty (58%)

O  Forrest and relaxation (54.5%)

o0 To be outdoors and experience nature (52%)

o0 To seek adventure (44%)
The average planning time frame for a trip to Sedona is nearly five months, however of those most likely to visit in
the next year, 27% said they would plan their trip 2-4 weeks out.
The average number of nights people said they would stay was 3.4. Most would come with a significant other or
friend(s), but 45% of those who are highly likely to visit in the next 12 months said they would bring children.
12% of respondents said they would ONLY stay in a vacation rental.
83% of respondents said they would go to restaurants, well ahead of seeing the red rocks at 63%.
Interestingly, traffic and crowds were at the bottom of the list of reasons why respondents would NOT visit
Sedona. Top reasons were not enough time, lack of awareness, and cost.

continued...
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Key Takeaways From Each Research Effort — cont.

o
Visitation & Spend
Top 10 overall (year-round) visitation markets, in order, Top 10 spend markets for Full Year 2023, as a percentage
compiled from last four years of data: of spending data from TransUnion/Commerce signals.
Spending categories include Food & Beverage, Retail,
1. Phoenix 28.1% Lodging (in-market spend only), Transportation and ‘Other’:
2. Los Angeles 8.36%
3. New York 3.9% 1.  Phoenix 16.1%
4. Chicago 3.23% 2. Los Angeles 8.4%
5. Tucson 3.11% 3. Seattle 3.1%
6. San Diego 2.21% 4. Chicago 2.8%
7. Dallas 2.19% (top summer market) 5. San Francisco 2.7%
8.  Minneapolis 2.01% (top winter market) 6. New York 2.4%
9. LasVegas 1.12% 7. Dallas 2.3%
10. Houston 1.08% 8. Tucson 2.2%
9. San Diego 2.1%
10. Denver 2.1%
@

continued...
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Key Takeaways From Each Research Effort — cont.

Visitation & Spend

Top 10 winter markets, in order, compiled from last four

years of data:

@ 9 N e Gl g Y =

[EEN
>

Phoenix

Los Angeles
New York
Tucson
Chicago
Minneapolis
San Diego
San Francisco
Las Vegas
Seattle

28%

8.98%
3.75%
3.36%
3.04%
2.88%
2.58%
1.88%
1.09%
1.03%

Top 10 summer markets, in order, compiled from last four
years of data:

@ e N e oW =

[
=

Phoenix

Los Angeles
New York
Tucson
Chicago
Dallas

Las Vegas
San Diego
San Francisco
Philadelphia

33.7%
8.78%
4.1%

3.53%
2.32%
2.21%
1.61%
1.41%
1.28%
.92%
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Overarching Themes

e Residents, councilmembers, stakeholders, and current and potential visitors all agree that Sedona is an incredibly special
place. Scenic beauty, outdoor recreation, dining, shopping options, arts, culture, and wellness are all alluring elements of
this unique destination. It’s what drew people to live here and what continues to draw people from all over the world to
visit.

e  Residents, councilmembers, and stakeholders all agree that while tourism provides a great economic benefit, over-tourism
is a real threat, particularly during key times of the year.

e All parties would like to see additional education, better communication, and concerted efforts to target and time visitation
as a means to provide more consistent year-round economic benefit, with fewer negative impacts.

e Current and potential visitors have high awareness and an extremely positive perception of Sedona. When they visit, they
often stay more than a day and spend highly on lodging, restaurants, and shopping. Sedona is clearly on the list of places a
lot of people want to visit. There is no indication that negative resident sentiment, crowded trails, or traffic are impacting
their positive view of Sedona or their intent to visit.

e It will clearly take more than just a new marketing approach to make visible changes, but there is an energy behind doing
the work necessary to keep resident quality of life as a top priority, while also supporting local business, and welcoming
visitors to this exceptional corner of the world.

Packet Page 21
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Recommended Actions
The Brand

Emphasize the idea of Sedona being “yours to protect” — a concept that applies to residents, stakeholders,
and visitors

Sustainability underscores everything we do — from protecting the fragile environment to ensuring economic
benefit is spread as evenly as possible for the long term, year-round and across the commercial sector
Resident quality of life is a key element in everything we do

Focus on how unique and special this place truly is — the surroundings, the art, the culture, the energy, the
dining, and the shops — worthy of our love, protection, and sharing with visitors and future generations

Marketing Plan

Focus solely on stewardship-themed brand and marketing efforts across all markets and audiences,
including both in-market and externally

Ongoing communication with the community is key — updates on City marketing initiatives, and ongoing
community feedback opportunities

continued...
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Recommended Actions — cont.

Marketing Plan — cont.

Key summer and winter visitation flight markets will be targeted with sustainability-focused messaging,
and only during summer and winter booking windows
All drive markets and within the Verde Valley will be targeted with sustainability-focused messaging year-round
When reaching out to external markets, profiles that fit “sustainability prioritizers,” “leave no trace adherents,” and
“high value travelers” will be prioritized and targeted
In addition to traditional and digital advertising, incorporate in-market visible education to visitors (and residents) —
road and trail signage, in-town posters, information from trail stewards, etc.
Trail management (which also helps with traffic management)

o Aggressively market shuttles, ride sharing, cycling, and walking

(¢} Strategically, where appropriate, consider closing roadside parking around trailheads

o Work with the Forest Service to review the option to phase in a trailhead reservation system on the most

heavily used systems
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RRC

INTRODUCTION

The purpose of this research is to gather
community feedback from residents on
tourism and its impacts in Sedona. City staff
IS interested in how visitors affect:

Traffic and congestion

Infrastructure in Sedona

The local economy

Housing affordability and supply

Use of trails and other amenities by locals
Overall quality of life in Sedona
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RESEARCH METHODOLOGY

THE STASTICIALLY VALID SURVEY

* Postcards were mailed to every resident household in the City’'s database
which included 6,068 addresses.

* Residents were provided a QR code and a URL link to complete the survey
online. A specific passcode was given to each recipient to ensure only one
survey was completed per household.

I 631
m Invitation surveys completed

+/- 4.5% Margin of Error
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A~ RESEARCH METHODOLOGY

RRC

THE OPEN LINK SURVEY

* After the initial invite survey mailing, the online survey was made available to
all Sedona area residents. This included those who live outside the city limits
as the survey was not passcode protected, allowing any interested party to
participate.

O 212

‘_m! Open Link Surveys Completed

843 The total number of complete Invite

and Open Link surveys collected

Packet Page 29



RESPONDENT AGE VS. CENSUS

Invitation Survey respondents tracked somewhat older than the Census demographic data for Sedona.

Respondents over 65

Respondents _ -

Census 36%
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EMPLOYMENT VS. CENSUS DATA

Consistent with their higher age, more respondents are retired vs. the general population.

Employed Respondents

Respondents - ;
o _ o
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ETHNICITY VS. CENSUS DATA

Survey respondents were slightly less diverse overall than the general population of Sedona according to
Census data.

White Respondents

Respondents _ o
e _ -
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KEY FINDINGS

Tourism is not popular with Sedona residents. 56% of respondents oppose promoting visitation to the
area while 73% feel the town is overcrowded due to visitors. 70% say that new development related
to tourism is damaging the character of the community.

s ONifting the focus to shoulder seasons would not increase support. Most people said it would not
D impact their view on visitor promotion and 27% would be less supportive. Many residents clearly see
the shoulder seasons as their respite from the congestion of peak periods.

The biggest issues are closely related — crowding/congestion and getting around town. 95% of
Q‘ residents rely on their personal vehicle for transportation and two thirds say they “frequently” or
®™™e" “always” have trouble getting around Sedona. The winter shoulder season is the least stressful for
driving. Clearly visitors receive the blame for traffic.

10
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KEY FINDINGS

Vacation rentals have little support among residents. Nearly 80% say they negatively impact
I=- neighborhoods with noise and parking issues and three-quarters say they are hurting the housing

supply for local residents. Nearly two-thirds state that short-term rentals have a “mostly negative”

impact on the community. Note that over 90% have not used their home as a vacation rental.

Concerns about housing are mixed. Housing supply and prices were cited by just 27% of invite

ﬁ respondents as an issue of concern in Sedona. When asked directly, 50% say they are very or
extremely concerned about availability but just 43% cite housing prices as a big issue. Note that over
90% own their homes so likely do not feel the pain of rising prices and tight supply.

Most respondents are not dependent on or involved with tourism. However, about half are very
familiar with tourism businesses in Sedona. They are aware that promotion is now handled by the
City but just 13% say the move increases their confidence in the marketing efforts. And less than
30% support tourism promotion at all. Interestingly, nearly 80% came to Sedona as a visitor before
moving to town.

11
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KEY FINDINGS

Demographically, respondents are affluent, older, retired and highly educated. 57% are retired,
®O@ nearly 90% are over 55 and 60% have net incomes over $100,000. 82% have a college degree or
higher compared to the national average of 38%. As noted above, 91% own their homes in Sedona.

On a positive note, 73% agree that visitors are beneficial to the local economy and 57% say that
taxes paid by visitors are beneficial for the City and ultimately provide important amenities. Half

= | = believe shopping and dining options in Sedona are better thanks to visitors. But 53% say the
negative impacts of visitors outweigh the positives.

Two thirds of invite respondents say the quality of life in Sedona is declining while just 12% think it is
getting better. The Net Promoter Score (NPS) among invite respondents is -2% which is
comparatively very low. Clearly there are high levels of frustration with a variety of visitor impacts
from congestion to noise and a loss of community character. And, while residents believe visitors are
positive economically, they do not see that as enough to offset the negatives.

12
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KEY FINDINGS

The same was true of older (65+) residents vs. younger people in town. However, frustration with

Retirees were predictably more negative on the quality life in Sedona than those who are working.
crowding, traffic and the overall impacts of visitors was strong across all demographic cohorts.

Those respondents who are employed are generally less concerned than retirees with the impacts of
vacation rentals in town but also think that housing affordability and cost are bigger problems than
those who are retired. Workers are also more likely to support more festivals and events in Sedona.

When asked about tourism promotion, about half of working residents support funding visitor
marketing vs. just 23% of retirees. Interestingly, there was very little difference in the lack of support
for shifting promotion to shoulder seasons. It seems everyone in Sedona likely views the slower
periods as a break from the busy peak seasons.

13
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SEDONA RESIDENCY

The mailing list targeted all mailing addresses within the city limits which resulted in 94% of respondents to the invite
survey being primary residents. The open-link respondents included a higher percentage of seasonal residents.

What best describes your residence in the City of Sedona?

Invite Open

Primary residence/year-round

0,
resident 94%

83%

Seasonal resident or second

0, 0,
homeowner 6% 17%

n=| 631 212

Source: RRC

15
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HOME OWNERSHIP

An overwhelming majority of respondents own their homes. Open-link respondents were more likely to be renters than the
invite sample but 71% of open-link respondents own their homes.

Do you own or rent your home in the City of Sedona?

Invite Open

own my home 91% 71%

I rent my home 7% 22%

Other: (Please specify) | 1% 7%

n=|632 212

Source: RRC

16
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TRANSPORTATION

Personal vehicles are the dominant means of getting around Sedona.

How do you typically get around the area?

Invite Open

Personal vehicle (car, truck,
mOtorCYCIe‘ EtC.) _ 95% _ 95%
Walk I 3% | 1%
Bicycle I 2% I 2%

Carpool/other person drives | 0%

Public transit | 0%

Other | 0% |2%
Bus | 0%
n=| 599 165

Source: RRC

17
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RENTING HOMES BY OWNERS

The large majority in both surveys had not used their homes as short-term rentals currently or in the past.

Have you ever used this home as a short-term rental/VRBO/Airbnb?

Invite Open

93% 78%

Yes 7% 22%

n= 563 148

Source: RRC

Y .
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LENGTH OF TIME IN SEDONA

Respondents tend to be long-term residents. Half of invite and 38% of open-link respondents have lived in the city for
more than 10 years.

How long have you lived in the City of Sedona? Enter O if less than a year.
Invite Open
2%

Less than 1 year 4%

1-5years 26% 37%

Avg. | 145 12.0

21

o
N

Source: RRC
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AREA OF TOWN

The majority of respondents to both surveys live in West Sedona.

In which part of the City of Sedona do you live?

Invite Open
Uptown 12% . 11%
Chapel 12% . 9%

Other area: (Please specify)

210

630

n=

Source: RRC

20
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QUALITY OF LIFE TRENDS

Two-thirds of invite respondents say the quality of life in the community is declining.

Would you say the overall quality of life for residents in Sedona has been:

Invite Open

Improving - 12% - 12%
Staying the same - 16% - 18%
|4% . 0%

619 182

I have not lived here long enough to
see change yet

n=

Source: RRC

21
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VISITING SEDONA BEFORE MOVING

A strong majority of both surveys visited Sedona as tourists before moving to the community.

Did you come to Sedona as a visitor before deciding to move here?
Invite Open

N0.21% -31%
- ||||||||||||||||||||||||||||||||||||\7996 |||||||||||||||||||||||||||||||\6996

632

n= 212

Source: RRC
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KNOWLEDGE OF TOURISM BUSINESSES

RRC

Familiarity with tourism businesses in Sedona is mixed. About half of invite respondents are very or
extremely familiar while a third of open-link respondents say they know the businesses well.

How familiar are you with the tourism businesses in Sedona?

Invite Open

1 - Not at all familiar 2%

-—
o
X

2 - Sonmewhat familiar 17% 12%

3 - Moderately familiar 31% 25%

I

4 - Very familiar 32% 34%

5 - Extremely familiar 17% 28%

Avg. | 34 3.8

1"

—
I
©

n=

Source: RRC
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RELIANCE ON TOURISM

The large majority of residents in the invite survey (71%) are not reliant on tourism for their income. Just 11% of invite
respondents say they are very or extremely dependent. However, nearly a third of open link respondents rely on tourism.

To what extent do you rely on tourism in Sedona to support your livelihood?

Invite Open

52%

1 - Not at all dependent 71%

2 - Somewhat dependent - 10%
3 - Moderately dependent . 8%

4 - Very dependent

5 - Extremely dependent l 6% 19%

13%

%
S

12%

3
X

1.6 2.3

Avg.

—
I
©

>
1

-

N

Source: RRC
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CITY’S ROLE IN TOURISM

The large majority of residents are at least somewhat aware that tourism promotion efforts have
shifted to the City.

How familiar are you with the transfer of tourism promotion efforts from the Chamber to the City of Sedona?

Invite Open

Avg. 2.3 22

n= %12
Source: RRC

W ’
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CITY’S ROLE IN TOURISM

There is no clear consensus on how the City’s takeover of visitor promotion impacts confidence in the
marketing efforts.

What is your level of confidence in the direction of visitor promotion now that the City is responsible for marketing and
managing tourism in Sedona?

More confident - 13%

Invite Open

8%

27%

Less confident 26% 38%

Don’t know/unsure 26% 27%

n=611 177

Source: RRC

Y :
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SUPPORT FOR TOURISM PROMOTION

56% of residents in the invite survey oppose promoting tourism in Sedona vs. 29% who support it. Open-link
respondents are split evenly on whether to promote visitation to the city.

How supportive are you of promoting Sedona to attract visitors from outside the area?

Invite Open

1 - Strongly oppose 35% 24%

2 - Somewhat oppose 21% 16%

3 - Neutral 14% 18%

4 - Somewhat favor 14% 12%

5 - Strongly favor 15% 30%

Avg. | 2.5 3.1

—_
~
~

)
1

=

o

Source: RRC
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SHOULDER SEASON PROMOTION

RRC

There is little support in Sedona for shifting promotional efforts to the shoulder seasons.

Would focusing promotion on the shoulder seasons (June-August & December-February) impact your opinion?

| would be more supportive - 17%
I would be less supportive - 27%

420

Invite Open

23%

29%

48%

n=

Source: RRC

W ’
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NET PROMOTER SCORE

Resident frustration with tourism comes through strongly in measuring NPS among residents. Invite survey

respondents give the destination a negative rating and open-link respondents barely eke out a positive NPS.

NPS Score

41%

Invite

41%

Open

Detractor (% responding 0-6)

21%

12%

Passive (% responding 7 & 8)

NPS: -2%

600

NPS: 6%

172
Promoter (% responding 9 & 10) n=

Source: RRC
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QUALITY OF LIFE STATEMENTS

RRC

Residents believe trails are overused, Sedona is overcrowded and development is hurting community character. However,
they also agree that tourists are good for local businesses and that tourism tax revenues are important to the City. They
disagree that tourism benefits outweigh negative impacts and that infrastructure can handle the burden created by visitors.

How much do you agree or disagree that...?

Local trails are being strained by overuse due to too many visitors.
Sedona is overcrowded because of too many visitors.

New development related to tourism is hurting Sedona’s character.
Visitors benefit our small businesses and our local economy.

Noise from OHVs and helicopters disrupts my enjoyment of Sedona.

Sedona offers a welcoming experience for people of diverse
ethnic/religious backgrounds.

Sales and lodging taxes paid by visitors are important to the City and
improve services and amenities that are important to residents.

There are better shopping, dining, and cultural opportunities in Sedona
because of tourism.

Visitor spending helps sustain local residents’ quality of life
Most visitors behave respectfully in our community.

The overall benefits of tourism in Sedona outweigh the negative impacts

City infrastructure and visitor services can support the volume of tourism in
Sedona.

n=758

n=779

n=755

n=769

n=768

n=716

n=759

n=784

n=768

n=768

n=768

n=759

Avg. 4.1 B¥A 53%

Avg. 39 K& 46%

Avg.39 NaA 42%

Avg. 3.8 %

Avg. 3.5 9%

Avg. 3.2 15%

Avg. 32 15% 23%

Avg. 3.0 13% 1%
Avg. 2.7 26% 16%
Avg.2.2 37% 8%

Source: RRC

. 5 - Strongly agree
. 4- Agree

. 2 - Neutral

. Z2-Disagres

. 1-Srongly disagree

32
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CHALLENGES IN SEDONA

The closely related challenges of crowding, getting around town and growth are the biggest

impacts on residents.

What are the biggest impacts or challenges affecting you personally or professionally in Sedona (Check all that apply)

Invite Open

Crowding/congestion 81% 65%

Getting around town 73% 61%

Growth and development of the City 59%

44%

Housing/home prices and availability 27% 45%

Schools/youth programs in town 14% 21%

Ability to earn a living wage 13% 28%

4%

614

Ability to find employment

5%

Other issues 36% 28%

n= 179

Source: RRC

Packet Page 58
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BIGGEST CHALLENGE

Crowding and congestion are the biggest complaints for both invite and open-link respondents. Growth and getting
around town are also near the top of the list for invite respondents. Open-link respondents rated housing concerns higher
than growth or traffic.

Which issue or challenge from the previous question is the most important to address by local officials or
decision-makers?

Invite Open

Crowding/congestion 39% 35%

Growth and development of the City 18% 13%

Getting around town 18% 8%

Housing/home prices and availability 9% 20%

Schools/youth programs in town & 1% 2%

Ability to earn a living wage | 0% 5%

Ability to find employment | 0%

Other issues 14% 18%

n= 494 130

Source: RRC
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VACATION RENTAL IMPACTS

Residents clearly feel that vacation rentals negatively impact Sedona.

Generally speaking, what is your view of vacation rentals (Airbnb, VRBO, etc.) in Sedona?

Invite Open

Vacation rentals have a mostly o o
Mixed — equal parts positive and 20%
negative ¢

1%

17%

Vacation rentals have a mostly positive

0,
impact on the community %

14%

Vacation rentals have little or no impact
on the community

Other . 7%

Don’t know / uncertain § 1%

1%

174

6%

n= 608

Source: RRC
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VACATION RENTAL IMPACTS

Impacts on neighborhoods, housing supply and the number of units are top concerns for residents

What concerns, if any, do you have about vacation rentals in Sedona? (Check all that apply)

Invite Open

Impacts on neighborhoods (e.g. noise, parking,

etc.) 78%

57%

Impacts on the housing supply for local
residents (e.g. conversion of long-term rentals
to short-term rentals)

76% 68%

Too many units in town 64% 49%

Increases the cost of housing 57% 59%

No concerns 5% 10%

Other concerns 16% 14%

Don’t know / uncertain | 1%

1%

n=| 605

Source: RRC
3
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BENEFITS OF VACATION RENTALS

There is some agreement that vacation rentals support the local economy but many still feel there are no

benefits.

What benefits, if any, do you feel that vacation rentals bring to the community? (Check all that apply)

Invite

Contribute to the local economy (e.g. jobs,

: 349
income, tax revenue) %

Provide a more diverse array of lodging options

to attract visitors to town 26%

Support property values 17%

Add vitality and energy to the community 7%

Other benefits 7%
Don’t know/uncertain 5%

Open

41%

38%

21%

16%

8%

34%

6%

172

Source: RRC
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CONCERNS WITH HOUSING

Half of invite respondents say they are very or extremely concerned about housing availability. Both availability and cost

are bigger concerns for the open-link respondents.

How concerned are you about the following aspects of housing in Sedona

Invite

1-NOT AT ALL CONCERNED 18%

2 - SOMEWHAT CONCERNED 19%

3 - MODERATELY CONCERNED 20%
Cost of housing

4 - VERY CONCERNED 20%

5 - EXTREMELY CONCERNED

23%

>
n
[o2]
o
[&)]

-
[o)]
X

1-NOT AT ALL CONCERNED

2 - SOMEWHAT CONCERNED 16%

3 - MODERATELY CONCERNED

. 19%
Housing

availability

4 - VERY CONCERNED 23%

5 - EXTREMELY CONCERNED 27%

n=| 584

Open

17%

8%

15%

25%

35%

-
q
[6)]

15%

3
B

16%

23%

38%

-
[«2)
a

Source: RRC
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EXPERIENCE WITH TRAFFIC

Traffic is a huge issue in Sedona. Two-thirds of invite respondents report “always” or “frequently” facing
challenges getting around town.

Thinking about your overall experience with traffic in Sedona, how frequently do you experience challenges getting around town?

Invite Open

Always -

44%

Frequently -

Sometimes -

Infrequently -

Never - 1 | 0% 1%

Avg. | 3.7 3.6

n= 591 170

Source: RRC

40
Packet Page 64



TRAFFIC CONDITIONS

The large majority of both types of survey respondents modify their behavior in response to traffic challenges.

Do traffic conditions in Sedona at busy times cause you to modify your behavior?

Invite Open

It causes me to modify my 75% 78%
plans, timing, and/or route ° °
It causes me to consider 129 10%
moving out of the area ° °
It does not impact my timing 4% 6%
or route to get around town ° °
Other impact: (Please 9% 6%
specify) ° °

n=| 600 172

Source: RRC
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TRAFFIC CHALLENGES BY SEASON

Shoulder seasons are clearly the easiest periods to navigate traffic while spring and fall are the most
challenging.

To what extent do you experience any challenges, if at all, driving in Sedona during the following time periods?
Invite Open

4%

Not at all challenging I 3%

31%

Spring (March to Sometimes challenging

May) Very challening 66% 60%

U“
3
N

=1
n

27%

17%

Not at all challenging

48%

g
S

Summer (June to Sometimes challenging

August) 25%

Very challening 29%

<‘“I
[<2)
N

158

n=

7%

Not at all challenging I 3%

Sometimes challenging 43%

Fall (September

to November
v ) Very challening 50%

>
n

0,||
N
N

15%

Not at all challenging

63%

Winter Sometimes challenging
(December to

March) Very challening 15%

U‘I
(o2}
©

167

>
[}

Source: RRC
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USE OF LOCAL AMENITIES

Most people are visiting Sedona points of interest less often than in the past. Note this trend is not unusual for long-term
residents in resort communities.

To what extent has your visitation/use of various locations in and around Sedona changed over time?

Jim Thompson Trailhead

City parks like Posse Grounds and Sunset Park n=755

Schnebly Hill Trailhead n=751

Chuckwagon/Devil's Bridge Trailheads n=755

Friends and family on the other side of town n=746

Soldiers Pass Trailhead n=751

Chapel of the Holy Cross n=758

Boynton Canyon Trailhead n=752

Cathedral Trailhead n=754

Local businesses for errands n=756

Oak Creek Canyon n=759

I HAVE NOTVISITED
B FEwWER VISITS

[ ABOUT THE SAME
B vIOREVISITS

Uptown n=724

Tlaguepaque n=751 KLS

Source: RRC
@ 43
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EVENTS IN SEDONA

Half of invite respondents feel that Sedona has the right number of events and festivals. Open-link
respondents are more likely to support having more events in town.

With respect to the number of larger events and festivals in Sedona, do you think there are

Invite Open

Too few events and festivals 17% 37%

About the right number 49% 37%

Too many events 19% 11%

Not sure 15% 14%

[e2]
o
w

n= 174

Source: RRC
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EMPLOYMENT STATUS

Not surprisingly, the majority of invite respondents are retired. Over two-thirds either do not work or are employed part-
time. Open-link respondents are more likely to work full time in Sedona.

What is your employment status?

Invite

Retired 57%

Work full-time in the City of

Sedona 18%

Work remotely in a job

0,
based outside of Sedona 13%

Work part-time 11%

Unemployed and/or looking
for work

0%

Work seasonally in Sedona

n=| 595

Source: RRC
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TOURISM EMPLOYMENT

Just 14% of invite respondents work in the tourism sector and over one-third of the open-link sample rely on
tourism for their occupation.

Do you work in the tourism industry in Sedona?

Invite Open

Yes . 14%

Unsure

1%

595 165

Source: RRC
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Nearly 90% of invite respondents are over 55. Open-link respondents skew younger with 57% being 55+.

What is your age?

Invite

18-24

25-34 I1%

35-44 .5%

45-54 -8%

75 and older _21%

591

n=

Open

2%

13%

10%

18%

27%

27%

3%

164

Source: RRC
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Invite respondents are split fairly evenly on gender but open-link respondents are mostly female.

Please indicate the gender with which you identify

Invite

43%

Female

Prefer not to answer 7%

Prefer to self-describe as: 3%

592

n=

n=|592

165

Open

64%

6%

2%

165

Source: RRC
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HOUSEHOLD INCOME

RRC

Sedona is affluent. Despite the high percentage of retirees, 60% of invite respondents report HH incomes
greater than $100,000 per year.

Which of these categories best describes the total gross annual income of your household (before taxes)?

Invite

Under $25,000 3%

$25,000-49,000

g
R

$50,000-74,999

$200,000-249,999 - 6%

n=|{519

Open

2%

13%

19%

15%

21%

1%

7%

13%

150

Source: RRC
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EDUCATION

RRC

Sedona is highly educated. 82% of invite and 75% of open-link respondents have at least a college degree.

What is your highest level of education?

Invite

Less than high school/some

high school 1%

High school graduate 2%

Some college 13%

College degree 41%

Vocation/trade school 39
certificate °

Advanced/graduate degree 41%
(MS, Ph.D., JD, etc.) 0

n= 593

Open

1%

4%

16%

41%

4%

34%

165

Source: RRC
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HOUSEHOLD MAKEUP

RRC

Most Sedona residents live with a spouse or significant other.

Including yourself, how many people live in your household? (Enter 1 if you live alone)

Invite Open

7 1%
12 1%
n=|552 149

Source: RRC
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HOUSEHOLD MAKEUP

RRC

Very few households in Sedona have children at home.14% of invite respondents report a household
member under 18. This compares to the national average of 40%.

How many people in your household are under 18 years old?

Invite Open

13%

4%

30 1%

4+ | 1%

|
R
>

n= 582 163

Source: RRC
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ETHNICITY/RACE

Sedona residents are predominantly white.

Which race or ethnicity do you most identify with? (Check all that apply)

Invite Open

Asian I 2% I 3%

Native American or Alaska Native I 1% I 2%
Another race not listed here,
please specify I 2% | 1%

Black or African American | 0%

Native Hawaiian or Pacific 0%

Islander
Prefer not to answer . 10% - 12%
Unknown | 0% | 1%
= {589 164

Source: RRC
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ETHNICITY/RACE

Just 2% of Sedona respondents identify as Hispanic, compared to about 1/3 of Arizona residents.

Are you of Spanish, Hispanic, or Latino origin?

Invite Open

I 6%

164

Yes | 2%

n=|573

Source: RRC
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THANK
YOU!

RRC Associates

WWW.rrcassociates.com
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https://www.flickr.com/photos/usually_melancholy/34281152742
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INTRODUCTION

The visitor intercept research was conducted to gauge
overall visitor perceptions of Sedona.

Other goals included capturing a profile of visitors and
learning about the trip characteristics of their time in
Sedona. Specific information sought included:

* Demographics and origin of visitors

* Length of stay

* Types of accommodations

* Activities during their stay

* Spending on dining, tours and retail shopping
* Visitor Center usage when traveling

Za= RRC Packet Page 169




METHODOLOGY

RRC hired a team of local interviewers to survey visitors in key
locations around the city from December 11, 2023 to January
0, 2024. Intercept areas included:

* Tlaguepaque
*  Uptown

* Airport

* Area Trailheads
*  Whole Foods

During the four weeks of research, the team intercepted 647
people in the area:

* 582 visitors to Sedona

* 52 local residents

* 13 second homeowners

Local and seasonal residents were thanked for their time and
the survey was terminated. This report focuses on information
gathered from visitors to Sedona.

Z-RRC

v
v
X
2 ¢

TOTAL INDIVIDUALS
647
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INTERVIEWER LOCATION

RRC

40% of respondents were interviewed in the Tlaguepaque area and 10% of interviews were in Uptown. Other
survey locations included the airport, Whole Foods, Red Rock Trail, and various trailheads.

Location

Tlaquepaque Arts & Shopping

Village 40%

Uptown 10%

Other (please describe) 50%

n=| 542

Source: RRC

Z-RRC
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KEY FINDINGS

RRC

S

/- RRC

Visitors have strong positive feelings toward Sedona. They awarded the city a Net
Promoter Score (NPS) of 90. Note this is extremely high for a leisure destination. The
positive NPS was reinforced by a satisfaction rating of 4.8 on a 1-5 scale.

All aspects of Sedona are highly rated. Trails, small town charm, friendliness and customer
service topped the list. Visitors clearly feel welcome in Sedona. Getting around town was
the lowest ranked attribute but still garnered a favorable 4.5 rating on a scale of 1-5.

Nearly 80% of visitors during the holiday period were from out of state. California was the
largest contributor with large numbers from Los Angeles, San Diego and San Francisco in
town. Predictably, most Arizona visitors (69%) were from the Phoenix area. International
visitors accounted for 10% of respondents. Half of those were Canadian.
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2 KEY FINDINGS

RRC

While most visitors interviewed were on their first trip to Sedona, those who have been before come back
|g- often. On average, repeat visitors were on their seventh trip to the area. Overnight visitors averaged just
over 4 nights staying in Sedona.

Enjoying the scenery was the top activity followed closely by hiking, dining, and shopping. Nearly three-
quarters of visitors said they went hiking during their visit to Sedona.

Tourism spending is significant in Sedona. On average, visitors spend over $100 per day on dining and
nearly $50 on shopping. Tours and excursions are also popular. Visitors spend nearly $40 per person per
day on guided activities in and around Sedona. The average nightly lodging rate was reported at $275 with
nearly half of overnight guests spending more than $300 nightly.

Most visitors to Sedona do not seek out a visitor center. Just 15% usually or always look for one. Nearly
60% said they rarely or never look for visitor centers when visiting new destinations.

o >

/- RRC
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A FIRST-TIME VISITORS

RRC

The majority of visitors surveyed (nearly 60%) were on their first trip to Sedona.

Are you a first-time visitor to Sedona?

) _ -
b _ 59%

n=| 582

Z~RRC 10
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FREQUENCY OF PREVIOUS VISITS

RRC

Among repeat visitors, the large majority have been multiple times. On average, they had been to Sedona 6
times before.

Including this visit, how many visits have you made to Sedona over the past five years?

5

27%

N

12%

6-10 20%

11-20 5%

More than 20 3%

Avg. | 5.9

n= 193

Source: RRC

X 11
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TOP STATES/COUNTRY OF ORIGIN

RRC

Not surprisingly, Arizona was the top state of origin for visitors, followed closely by California. Texans and
Canadians each accounted for 5% of respondents while lllinois and Colorado each contributed 4%.

State of Origin

Arizona 21%

California 18%

3
X

Texas

Canada

°
B

lllinois

°
B

Colorado

°
S

Florida

°
B °
3

Nevada

°
B

Virginia

°
3

Washington

All Others

n= 564

Source: RRC

- RRC 12
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METRO AREA / DMA OF ORIGIN

RRC

Looking at metro areas, Phoenix was by the far the largest source of visitors, followed by the California cities of Los
Angeles, San Diego and San Francisco. 10% of respondents were International. As noted in the previous slide,
about half of the foreign respondents were Canadian.

DMA of Origin
International _ 10%
Los Angeles -- CA _9%
San Diego - CA -3%
San Francisco - Oakland - San Jose -- CA - 3%
New York-- CT, NJ, NY, PA . 3%
Denver -- CO, NE, NV, WY . 3%

Washington (Hagerstown) - DC, MD, PA, VA, WYV . 2%

Chicago--IL, IN . 2%

Las Vegas - NV .2%

Tucson (Sierra Vista) - AZ .2%
n= 563

Z-RR b
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ARIZONA VISITORS

RRC

Among Arizona respondents, the large majority were from Maricopa County (Phoenix area). Yavapai County
(Prescott) was a distant second, followed by Pima County (Tucson).

County of Origin
Yavapai - 9%
Pima - 8%
Pinal - 5%
Yuma . 3%
Coconino I 2%
Cochise I 1%
Gila I 1%
Mohave I 1%
Navajo I 1%
Santa Cruz I 1%
n= ‘ 118
Source: RRC
Z~RRC 14
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REASON FOR VISITING

RRC

Most people visit Sedona as a vacation destination. Very few were in town for any other reason.

What was your primary purpose for visiting Sedona on this trip? (select one)

Visit friends or family . 4%
Special event/festival I 3%

Business travel I 1%

Meeting/conference/convention | 1%

Bus tour | 0%

Other (please specify): I 2%

n= 581

Source: RRC

- RRC 15
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2 OVERNIGHT VS. DAY VISITORS

RRC

Three-quarters of visitors were staying overnight in Sedona or nearby.

How would you best describe your visit to Sedona?

An overnight visitor spending at 57%
least one night in Sedona ’
T _ -
An overnight visitor staying in the
Sedona area (such as the Village 16%
of Oak Creek or Oak Creek °
Canyon)

n=|578

Source: RRC

Z-RRC 17
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ACCOMMODATION TYPES

RRC

Nearly 60% stayed in commercial lodging and another 20% were staying in short-term rentals.

Which type(s) of lodging accommodations are you using to stay in/near Sedona? (Select all that apply)

Paid commercial lodging (hotel,

0,
motel, B&B, etc.) 59%

Paid rent-by-owner lodging
(Airbnb, VRBO, condo, house,
etc.)

20%

Timeshare 12%

Staying with family or friends who

0,
live in the area 3%

RV/Tent camping

X
X

Aunit owned by myself, family, or 29,
friends °

Other § 0%

430

Source: RRC

Z~RRC 18
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NIGHTLY RATE

RRC

Average daily rate for overnight visitors was $275 with 45% paying more than $300 per night.

What was the nightly rate of your accommodations? How Many?
$50-$74 | 0%

$75-$99 I 1%

s100- 5124 [
s125-s140 || 7
-5+ =
5175-5109 [N 7o
e
-
5500 - 5209 [ 6%

51,000+ [ 12

Avg. 275.4

n= 335

& RRC Source: RRC 1 9
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VISITS FROM LODGING NEAR SEDONA

RRC

On average, overnight visitors were in town for 4 nights.

How many nights will you stay in the area?

1 night

2 nights

3 nights 21%

4 nights

5 nights 14%

6 nights
7 nights

8 - 9 nights

10 - 14 nights -1%
15 - 21 nights . 1%
22 - 44 nights .1%

Avg. ‘ 42

e

n= 427

Source: RRC

/- RRC
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VISITING FROM NEARBY LODGING

RRC

Among those not staying in town, most were planning to visit Sedona more than once while in the area.

Are you visiting Sedona on this trip for more than one day?

Yes 56%

No 37%

Not Sure 7%

Source: RRC

Z~RRC 21
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RRC

On average, those staying outside of town planned 3.5 trips to Sedona during their visit to the area.

RRC

Are you visiting Sedona on this trip for more than one day? How Many?

11-20 B 1%

More than 20

2%

Avg. 35

n= 130

Source: RRC

22
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ACTIVITIES IN SEDONA

RRC

Sightseeing, hiking, dining and shopping were the top activities engaged in by visitors.

What activities are you participating in while visiting Sedona? (Check all that apply)

General sightseeing 84%

Hiking 72%

~ |

Dining 1%

Shopping 65%

Guided tour(s) 17%

Spiritual/Metaphysical activities 7%

Mountain Biking 3%

Other 4%

n= 581

Source: RRC

Z“RRC 24
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SPENDING PER PERSON

RRC

Visitor spending in Sedona is significant. On average, visitors each spent over $100 per day on restaurants,
nearly $50 on shopping, and about $40 on tours and excursions.

Please estimate how much money you and your personal group will spend per day in Sedona on the following (Per person per
day)

n=572

Entertainment (park entrance fees,
movies, concerts, attractions, etc.)

$4.28

Restaurants/bars/coffee shops, ete. $101.76

Shopping (clothing, gifts, souveniers,

etc) $49.15

Tours and outdoor excursions - Jeep,
ATV, metaphysical, hiking, biking,
helicopters, etc)

$40.46

Source: RRC

Z-RRC
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2 SPENDING BY TRAVEL PARTY

RRC

Looking at spending by groups, dining out was the top expenditure for visitors to Sedona by a
wide margin.

Please estimate how much money you and your personal group will spend per day in Sedona on the following:

n=572

Entertainment (park entrance fees,

14.47
movies, concerts, attractions, etc.} $

Restaurants/bars/coffee shops, etc.

$302.34

Shopping (clothing, gifts, souveniers,

etc) $166.07

Tours and outdoor excursions - Jeep,
ATV, metaphysical, hiking, biking,
helicopters, etc.)

$165.95

Seurce: RRC

Z-RRC
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USE OF VISITOR CENTERS

RRC

Most people do not seek out visitor centers when visiting a new destination. More than half said
they “rarely” stop at a center.

When visiting a new destination, do you generally look for a visitor center to get local information?

T _ -
_ 28%
- -

Sometimes

Usually or always look for a visitor
center

n=|575

Source: RRC

Z-RRC 27
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NET PROMOTER SCORE

RRC

Visitors love Sedona! The Net Promoter Score (NPS) of 90 is extremely high relative to most resort
destination ratings.

How likely would you be to recommend Sedona as a travel destination to a friend or family member? (Scale 0 = “Not at
all likely” to 10 = “Extremely likely”)

0 - Not at all likely |0%

410%

5 - Neutral I 1%

6|1%

Avg. | 9.7

n= %579

Source: RRC

RRC
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RATING THE SEDONA EXPERIENCE

RRC

When asked to rate the Sedona experience, the high NPS score was reinforced with an extremely high
satisfaction rating of 4.8 on a scale of 1-5.

How satisfied are you with your experience in Sedona so far? (1 = “Very dissatisfied” to 5 = “Very Satisfied”)
1 - Very dissatisfied I 1%
2 - Somewhat dissatisfied I 1%

3 - Neither satisfied nor 1%
dissatisfied °

4 - Somewhat satisfied - 14%

Avg. 4.8

n= %77

Source: RRC

RRC
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RATING ATTRIBUTES OF SEDONA

RRC

All aspects of Sedona rated extremely high with visitors. Trails, small town charm, friendliness and customer
service topped the list. The lowest rated item was getting around town — which still came in with a very
positive 4.5 rating on a 1-5 scale.

On a scale of 1-5 (1="Very dissatisfied to 5 = "Very satisfied") how would you rate:
1&2 3 485

Trails in the area n=569 Avg.4.9 2%

Sedona’s small town characterand charm  n=572  Avg.49 1% 1%

Friendliness and overall sense of feeling

welcome in Sedona =574 Avg.48 0% 1%
Customer service in Sedona n=575 Avg.4.8 0% 2%
Shopping options n=570 Avg.46 1% 6%
Restaurants/Dining n=578 Avg.4.6 1% 6% 26%
. 5 -Very satisfied
|
Ease of getting around town n=576  Avg.4.5 5% 10% 3
2

Source: RRC

. 1- Mot atall satisfied

Z~RRC 31
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2 FAVORITE EXPERIENCE

RRC

Hiking, nature, scenic views and Red Rocks were the top-rated features when asked about favorite aspects
of visiting Sedona. Art, shopping and dining were also noted but far less often than the outdoor attractions in
the area.

eVl Weather Up peq;
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Traffic Sijghtseeing

RRC
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LEAST FAVORITE EXPERIENCE

RRC

When asked about their least favorite experience while visiting, the dominant theme was traffic and parking.
Several people commented that even though they love Sedona, they would not recommend it because of the
increasing issues with crowding.

iy SEEIGH T T Shos!.tagggj h'.’..I‘[I'Ial‘ge
Roundabout N Oth' oI
Iime K Place
Sp:r:tua[Pa r Expeggg Commercial
Tourist ptions LaCK
ngh Outl ‘ FoodVery
Road e People

Trg;gggCﬁBde e Construct:on cold Mang‘ews

.....

Sacred

o | rall

Greed

Watch

Payment
Much Cost Pa: Natars
Another courses
Airport

Z-RRC

33
Packet Page 199




MR Sy o e oy, A VR B RO N ) e T g (1 R R N S P

DEMOGRAPHICS




GENDER

RRC

Respondents were split fairly evenly among males and females.

What is the respondent's gender?

o _ 51%
- _ v

Unsure/Don't Know | 1%

n= 574

Source: RRC

/- RRC
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The average age of visitors surveyed was 47. Nearly half were under 45.

RRC

Age

18-24 %

25-34 21%

35-44

19%

45 - 54

18%

55 - 64

19%

65-74 12%

75 or older 5%

Avg. 468

n= 577

o

Source: RRC
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PARTY - ADULTS

RRC

A majority of visitor parties had two adults. 35% were with larger groups and just 6% were alone.

How many adults are in your party? of Origin

6-10 - 6%
11-20 I 1%
More than 20 I 1%

Avg. ‘ 3.53

n=

Source: RRC

Z-RRC
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PARTY - CHILDREN

RRC

About 1 in 4 respondent parties included children. Of those traveling with kids, the average number was two.

How many children are in your party? of Origin

6-10 1%
Avg. 0.52
n= 581

Source: RRC

Z-RRC
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RRC Associates
4770 Baseline Road, Suite 355
Boulder, CO

80303

(303) 449-6558
www.rrcassociates.com
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CITYOF SEDONA

TOURISM PROGRAM

City Council Update
March 27, 2024
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Hotel Performance Summary
Sedona+ | January 2024

X Month Location Compare to Year Type
January 2024 Sedona+ Previous Year Calendar Year
Occupancy ADR RevPAR Supply Demand Revenue
53.3% $263.47 $140.35 67.0K 35.7K $9.4M
Change vs. Previous Year A 4.6% A 9.2% A 14.2% A 3.0% A 7.7% A 17.6%
YTD Calendar Year 53.3% $263.47 $140.35 67.0K 35.7K $9.4M
¥TD Change vs. Previous Year A 4.6% A 9.2% A 14.2% A 3.0% & 7.7% A 17.6%
Occupancy YOY Comparison Occupancy
. 3
Last Six Months Performance Vears
Occupancy ADR RevPAR cra0z craozs craozz
Aug 2023 54.3% £251 £136 80
Sep 2023 65.6% §360 5236
Oct 2023 74.0% £411 5304
Nov 2023 70.1% 5352 5247 70
Dec 2023 60.2% £319 5192
Jan 2024 532.3% £263 5140 60
50
January Performance by Year
sedona* s & 5 5 & 5 3 2 8 &8 & ¢
- ik = < = = - = 0 o = o
Occupancy ADR RevPAR
Jan 2019 51.5% 187 596
Jan 2020 51.2% 155 5100 Occu pancy Long Term Trend
Jan 2021 46.1% 5225 $104 80
Jan 2022 47.7% 5277 $132 60
Jan 2023 50.5% $241 5123 40
Jan 2024 53.3% 263 5140 20

Jan 2015 Jan 2016 Jan 2017 Jan 2018 Jan 2019 Jan 2020 Jan 2021 Jan 2022 Jan 2023 Jan 2024

Source: STR SYMPHOGNY ﬂ_éaﬂ(éﬁﬁ)%b& EzONOMICS



Sedona+ Lodging Summary
January 2024

Aggregated Lodging Summary

Source: STR & KeyData

Occupancy ADR RevPAR
Jan 2024 36.0% $293.66 $105.63
% Change vs. Jan 2023 -8.6% 4.9% -4.1%
% Change vs. Dec 2023 -21.7% -13.8% -32.5%
CYTD 2024 36.0% $293.66 $105.63
% Change vs. CYTD 2023 -8.6% 4.9% -4.1%

Hotel Performance (Sedona+)

Source: STR
Occupancy ADR RevPAR
Jan 2024 53.3% $263.47 $140.35
% Change vs. Jan 2023 4.0% 9.2% 14.2%
OCCU[JE NCY (Hotels: Sedona+; KeyData: Vacation Area - Greater Sedona) Measure
% Change vs. Dec 2023 -11.6% -17.5% -27.0% Last 12 Months Occupancy
CYTD 2024 53.3% $263.47 $140.35 M st KeyData
% Change vs. CYTD 2023 4.6% 9.2% 14.2% a0
Short Term Lodging (Vacation Area - Greater Sedona)
Source: KeyData &0
Occupancy ADR RevPAR
40
Jan 2024 29.5% $314.14 $92.60
% Change vs. Jan 2023 -0.8% 1.8% 1.0% 20
% Change vs. Dec 2023 -16.2% -15.6% -29.2%
CYTD 2024 29.5% $314.14 $92.60 0
% Change vs. CYTD 2023 -0.8% 1.8% 1.0% Feb-23  Mar-23 Apr-23  May-23  Jun-23 Jul-23 Aug-23  Sep-23 QOct-23  Nov-23  Dec-23  Jan-24
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Domestic Visitors: Greater Sedona Area

g
(.h_. {

L S
Oy f“(,

Study Geography Start Date

Greater Sedona Area

2.8 days
Avg Length of Stay

Top Visitor Origin States

% share of total

arizona NG 43.4%
california [ 11.9%
Texas ] 5.7%

Florida [} 3.2%
Nevada I 2.8%
Tllinois | 2.4%
Colorado J] 2.0%
Ohio ] 1.7%
Washington J| 1.6%
Michigan I 1.5%

Cross Visits

% share of visitors

Sedona 64.2%
Camp Verde 13.9%
Cottonwood 11.3%

Source: Near & US Census Bureau

January 01, 2024

Trip Type
Overnight

N
&/

77.0%

Repeat

End Date
January 31, 2024

)
R

100.0%
Overnight

Top Visitor Origin DMAs

% share of total

Phoenix, AZ || GG 38.5%

Los Angeles, CA ] 6.0%
Tucson (Sierra Vista), AZ [ 4.3%
Las Vegas, NV [} 2.7%
Chicago, IL ] 1.9%
Dallas-Ft. Worth, TX | 1.9%
San Diego, CA ] 1.9%
Palm Springs, CA ] 1.6%
Houston, TX | 1.6%
Denver, CO | 1.5%
Albuguerque-Santa Fe, NM | 1.5%

Top POIs Visited

% share of trips

West Sedona Business District || | [ N 42.7°%
Uptown Business District [l 20.4%
Village Of Oak Creek Business District [l 18.5%

Oak Creek Canyon Corridor [l 14.5%
Flagstaff [l 11.7%
Gallery Row [l 11.7%
89A And 179 [} 7.0%
Airport Mesa [} 5.4%
Tlaquepaque North & South ] 4.0%
Hilton [} 3.3%
Chapel Of The Holy Cross [} 3.3%

Weekend/Weekday Trips
All

US Mainland Origin Heat Map

.

el

nStreetMap
Demographic Estimates
Age Groups

Household Income

Median: $93.6K
17%

23%

19% 139 13% 13% 13%

16% 16%

I I )

9%

13%

<25K 25K - 50K - 75K - 100K - 150K+
49K 75K 100K 149K -24Y 34Y 44y 54

19y  25Y - 35Y - 45Y- 55Y- B5Y+
64Y

Sample Size: 22,242

Race

66%

10%

6% 6% .
m B

White Black Asian Other

12%

2+
races

SYM P H C N YPacketRaga 2090NOMICS



Future hotel demand looks strong in spring,
softer in summer

Occupancy Outlook Compared to Same Time Last Year

50%b 1

£ g
(b | ™~ =
s £ F 2
2~ 2 . 2
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= o
T
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N &

-

-4%

-14%
-15%

Apr 14 May 12 Jun 9 Jul 7 Aug 4 Sep 1 Sep 29
Week of Stay Period [2024]
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Visit Sedona Spending Summary

Period: January 2024

.“EF;_....,._,‘EE."'.

Q

Month Report Type

January 2024 Month

$4.8M

Card Spend

-12.2% vs. Previous Year

$4.8M— - —_ —_
Jan Dec
2022 2023
[ [ ]
Top Origin DMAs
Phoenix-Prescott, AZ 19.8%
Los Angeles, CA 8.6%

Chicago, IL | 3.6%
New York, NY | 3.3%
Minneapolis-St. Paul, MN = 2.9%

Seattle-Tacoma, Wa | 2.9%

o o

30.9K

Cardholders

-14.7% vs. Previous Year

Jan Dec
2022 2023
[ [ ]

Spend Share by Age**

20-29 3.9%

30-39 11.7%

40-49 17.4%

50-64 41.7%
65+ 25.3%

71.8K

Transactions

-13.6% vs. Previous Year

Jan Dec
2022 2023
[ [ ]

Spend Share by Income™*

<50k 11.1%
50-100k 16.6%
100-150k 25.7%
150-200k 15.7%
200-250k 9.7%
250k+ 21.2%

Source: TransUnion/Commerce Signals; *Lodging spend represents in-market spend only; **Sample with unspecified agefincome excluded

Transactions vs. Spend Amount
Size of bubble denotes spend per transaction

Spend

Food & Bevdage
$2.0M

£1.5M

@ Retail
$1,0M ANVG

$0.5M . Lodging®
@ other Categorie® Transportation

£0.0M AVG
0K

1%}

K 10K 15K 20K 25K 30K 35K 40K

Transactions

Spending Categories

% Share of total in-market credit card spend

Food & Beverage

Transportation

Other Categories

47.6%

Retail 23.7%

Lodging™® 13.0%

8.4%

7.3%

SYMPHONY JOURISH EGONOMICS
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Campaign Goals and Objectives

For the winter campaign, we aimed to deliver a positive Return On Ad Spend (ROAS)
and show direct attribution for the marketing dollars and how they resulted in driving
hotel stays and broader economic impacts.

We specifically targeted winter visitation from key historic flight markets:
o NYC
e Chicago
e Minneapolis

And worked to build awareness in new/emerging markets:
Seattle

San Diego

Las Vegas

San Francisco

Denver

Santa Fe

Durango

Park City
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Key Takeaways

e Programmatic (via Datafy) campaigns are bringing the majority of traffic to the
new Scenic Sedona website. During the campaign we saw more than 19,000 new
users to the site.

e Ourtop markets for visitation to the destination aligns with the top delivery
markets. We are seeing direct correlation to those that were served Sedona’s
winter ads showing up in the destination.

e Allcampaign benchmarks were met or exceeded.
e With an Average Daily Rate of $301 (per Smith Travel Research) during this
campaign, and an average visitor spend of $190/trip (per Visitor Intercept

Survey), there is an estimated $409,171 of total economic impact from this
campaign to date. This 1s an 8.7:1 Return on Ad Spend thus far.

Packet Page 214



Sample Campaign Creative Assets

(Top Performer)
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Attribution Results - Destination

Destination

lﬁ] Total Trips/Visits
1,043
e Total Visitor Days Ob d
isitor Days Observe
- 1,744

a Est. Average Length of Visit
1.7 Days

$ Est. Campaign Impact
$198,170

Top DMAs

San Diego

Chicago

Minneapolis-St. Paul

San Francisco-Oak-San Jose

New York

Las Vegas

Share

27%

12%

11%

11%

10%

9%

Top DMA’s for
visitation to the
destination aligns
with the top delivery
markets. We are
seeing direct
correlation to those
that were served our
ads showing up in
the destination.

This data is through
Feb 10,2024. It will
continue to be
updated, typically
with a three-week lag
in reporting.
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Attribution Results - Hotels

Hotels

Total Trips/Visits
326

Est. Room Nights Observed
701

Est. Average Length of Visit
2.2 Days

Est. Campaign Impact
$211,001

Top DMAs

San Diego

Chicago

San Francisco-Oak-San Jose

Denver

New York

Seattle-Tacoma

Share

33%

15%

13%

10%

9%

7%

Overnight stays in
hotels also align
with top delivery
markets and
audience targeting.

More than 67%of all
visitors that came
from our advertising
stayed in a hotel.
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City of Sedona

Brand Platform
DRAFT

February 28, 2024

@@@ DVA ADVERTISING & PUBLIC RELATIONS
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B RA N D E |_ E M E N TS Advertising Templates

Digital Executions Event Collateral,
Including Website Banners, Displays, etc.

Boilerplate Statement Branding Examples for

WHAT PEOPLE SEE for Public Relations BRAND Signs, Media, Wayfinding
EXPRESSION

BRAND

WHAT THEY DON’T Color Palette STRATEGY Logos &
Usage Guidelines
Brand Voice/lone ipti
Brand Description Messaging Pillars
Fonts &
Usage Guidelines Brand Values

Style Guide for Business Cards,
Letterhead, Print Collateral, & Website



RESEARCH-DRIVEN

e Resident Sentiment Survey

e Community Listening Session

e Councilmember Interviews

e Lodging Council Listening Session
e TAB Listening Session

e Visitor Intercept Survey

e Chamber Interview

e Visitor and Spend Analysis

e Awareness and Perception Survey
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KEY INSIGHTS

e Uniqueness: focus on how unique unique and
special Sedona truly is — surroundings, art &
culture, energy, dining, shops, lodging, etc.

e Sustainability: emphasize the idea of Sedona’s
need for respect and protection since it can
never be replaced — a concept that applies to
residents, stakeholders, and visitors.

e Viability: ensuring economic benefit is spread
as evenly as possible year-round, long term,
and across the commercial sector.

e Fulfilling: a visit to Sedona is unlike a visit
anywhere else, and

e Quality of life: Resident quality of life underlies
everything.
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BRAND GOAL

Create harmony between the destination,
residents, visitors, businesses, and the brand.

THE DESTINATION

RESIDENTS VISITORS

ARIZONA

BUSINESSES THE BRAND
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BRAND VALUES

SUSTAINABLE

Stewardship-focused.
Committed to the
long-term viability of
the community, and a
tourism industry that
is additive to the
destination as
opposed to extractive.

COMMUNITY-MINDED

Protecting and
enhancing year-round
vitality. Fostering
greater livability for
residents, while also
finding ways to
enhance the visitor
experience.

SINCERE

A genuine respect for
and appreciation of all
who live here or visit.
Staying true to our
principles. Highly
accountable, with a
strong moral and
ethical compass.
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BRAND VOICE

Sedona's brand voice is rooted in the three brand values: Sustainable, Community-Minded, and Sincere. The
Voice aims to resonate with the hearts and minds of our audience. It's a Voice that speaks with warmth,
wisdom, and sincerity, echoing the timeless allure and depth of experience found nowhere but Sedona. It's a
voice that encourages preservation, and celebrates community, embodying the resilience and sustainability of
the land and the community, be they visitors or residents.

Inspirational & Uplifting

Educational & Respectful

Friendly & Inviting

Authentic & Sincere
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BRAND CHARACTERISTICS

SEDONA IS
Fragile
One-of-a-kind
Vibrant

Active

Enchanting & Spiritual
Breathtaking
Authentic
Culturally enriched
Artistic

Makers
Sustainable

A national treasure

SEDONA IS NOT

Indestructible
Run-of-the-mill
Vanilla
Sedentary

Dull & Unmoving
Commonplace
Fabricated
Pedestrian
Uninspired
Knock-offs
Disposable

A National Park
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BRAND DESCRIPTION - INTRO

The Sedona brand platform is the foundation from which
all future stewardship and marketing efforts will be built
upon and measured against.

The brand description is one of the least visible elements
of the broader brand platform, as opposed to the many
public-facing elements it spawns. It is developed
deliberately, and with very specific intention reflecting the
research, interviews, perspectives and intents of residents,
businesses, and visitors.

As such, the Sedona brand description should be realistic,
aspirational, and inspirational to residents and visitors
alike. Through words, it reflects not only what Sedona is
today, but also what we want Sedona to be in the future.
And as Sedona changes and evolves, so too will the brand
description. Think of it as a living, breathing document that
guides us and the work we do in education and marketing.
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BRAND DESCRIPTION

There’s no place else quite like it. Instantly recognizable. Profoundly captivating. The immensity of Sedona’s natural
beauty evokes feelings of wonder and connection.

For generations, and for countless years before the earliest Indigenous People inhabited Sedona, the towering red rocks,
infinite dark skies, and prolific juniper, pine, and cypress trees have stood the test of time. From exhilarating to tranquil,
Sedona’s combination of natural wonders, spiritual energy, and artistic allure combine to foster a stronger sense of
community, a greater sense of place, and a more intimate connection to the land.

In town, a lodging, dining, shopping, arts, and culture scene rivals that of cities many times its size, yet somehow Sedona
manages to retain its endearing character and enduring charm. But that’s exactly the beauty of Sedona. Here, residents,
visitors, and a thriving business community embrace their place within a vibrant tapestry of community and nature.

There’s also no place more precious. Silent, fragile, and vulnerable. There’s only one Sedona, and how we care for, treat,
and respect it today will determine its viability — and livability — for future generations. This land, this town, and the very

fabric of Sedona have been entrusted to us. Residents and visitors alike, we are all stewards of this sanctuary.

Nowhere do so many pieces fit so perfectly together as they do right here. A special place to love, respect, cherish, and
protect — and to live, work, and visit — alongside those who share our ethos.

There never has been — and there never will be — another place quite like it. Sedona.
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CONCEPT |




With this campaign, we invite visitors to be truly present in
the moment, where the only status that matters is the one
written in the lifelong memories you create. Sedona
beckons you to tell a different story — one of
thoughtfulness and respect. We know you’ll love it here,
because we love it here. Be here, and tell a different story.

Using the framework of “telling a different story” we can
create additional in-market videos where the messages are
more direct “stories” about how to be good stewards of
Sedona and the surrounding area; staying on marked trails,
avoiding areas of overuse, being polite and courteous to
others, etc.
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Come to Sedona to experience a magic
you can'’t find anywhere else. Seek a
new adventure and renew yourself.
While you're here, slow down and savor
the journey. It's worth it. Explore
responsibly and remember to be
respectful. You'll love it here because
we love it here. And when you love
something, you care for it. That's the
Sedona story. What's yours?

Tell a different story.
ScenicSedona.com




On Sedona's trails, where ancient rocks
whisper and breezes carry stories, tread
lightly and with respect. Here, every
footstep counts toward conserving the
splendor for generations to come, and your
story is forever linked with ours.

Be here, and tell a different story.
ScenicSedona.com

Seek out the reward of a view well earned
and where each step on Sedona's trails
brings you closer to nature’s heart and
your own. Remember, the journey's
beauty is matched only by the commitment
to preserve it for those who follow.

Be here, and tell a different story.
ScenicSedona.com




[ L4

PLEASE STAY

ON TRAILS
2 4

Cut to the same family at a local restaurant.
We can tell they're being polite with the
server.

Sweeping shot of majestic red rock formations We see a family set off for a hike. They pass a stay on trail sign

of Sedona at sunrise
VO: Allow yourself to disconnect and be in the

VO: Come to Sedona, to experience a magic moment with each other

You can't find anywhere else. VO: While you’re here, slow down and

savor the journey. It's worth it

TELL -
@ diffefent

STORY

ARTZONA
An upclose shot of the parents holding Cut to wide shot of family End with a beautiful scenic shot of the rocks at VO: What's yours
hands, finally having time to reconnect night with a sky full of stars.
VO: And when you love something, you
VO: We know you'll love it here. Because care for it. VO: That's the Sedona story.

we love it here. Packet Page 236
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IN THE
MOMENT

In a world where the focus often lies on capturing
images for social media validation, the essence of living
in the present moment is often overshadowed. This
concept emphasizes the importance of the small things
we can do that have big impact. This in turn can create a
deeper respect for natural places and the local
community while encouraging better habits.

This idea also lends itself to creating more educational
videos where we can can focus on some of the detailed
ways that people can be responsible and effect change;
for example, leave no trace, staying on marked trails,
avoiding areas of overuse, being polite and courteous to
others, etc.
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It's in the details.

In Sedona there are plenty of big
moments, but it's the small actions that
count. Staying on trail, leaving no trace,
and being respectful make all the
difference. And, as stewards of this : e brace g, Map, - Ang, .
land, it's nice to slow down and v ey
appreciate the details.

Join us and embrace the moment.
Learn more at ScenicSedona.com



It's in the details.

Discover the connection that comes
from engaging with the desert’s
beauty. Embrace each moment with
mindfulness, where simple acts of care
nurture a culture of respect and
conservation for our natural wonders.

Join us and embrace the moment.
Learn more at ScenicSedona.com
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- out-of-market stewardship

==
¥

Fade in. Quiet and still except natural ambient Sweeping, slow panning shot of Sedona rock Cut to another grand sweeping shot. Another wide shot, yet getting more
intimate, Include hiker.

sounds (crickets, frogs,, wind) formations with hiker.

VO: but it’s the small actions that count.

VO: In Sedona there are plenty of big
moments...

Another ambient outdoor shot, closer up, Striking shot of hikers appreciating/engaging Close up detail of cacti, ambient natural sounds Stationary shot. Dynamic movement of
even more intimate now. with surroundings. and movement. fabric flowing and bodies in motion, across
frame. Sounds of people, music, festival.

VO: ..and being respectful make all the VO: And, as stewards of this land, it's nice to

VO: Staying on trail, leaving no trace...
i slow down and appreciate the details. VO: Joinus and race t| ment.
difference. PP SAETPEG A4S



- in-market education

Stationary shot. Small movements from

Fade in. Quiet and still except natural ambient Sweeping, slow panning shot of stars and Cut to inspiring shot of Native dwelling or imal
sounds. signage of Dark Sky designation. petroglyphs, that command reverence. anima.

VO: Yet, a place this grand requires small,
VO: In Sedona there are plenty of big thoughtf Ip hoi 59 aul
moments... oughtful choices.

Another ambient outdoor shot, closer up, Shot of Sedona Shuttle making a stop and Close up of hiker appreciating surroundings. Stationary shot from inside shuttle with

intimate, showing trail signage. letting out hikers. interpretive speaker engaging with riders.
VO: And, as stewards of this land, we're in this

VO: Staying on trail, leaving no trace... VO: ..and being aware, respectful, and together. We need your help to preserve and VO: Join us and embrace the moment.

i i rotect what makes Sedona, Sedona.
considerate make all the difference. P Packet Page 245
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It's in the details.

In Sedona there are plenty of big
moments, but it's the small actions that
count. Staying on trail, leaving no trace,
and being respectful make all the
difference. And, as stewards of this
land, it's nice to slow down and
appreciate the details.

Join us and embrace the moment.
Learn more at ScenicSedona.com




It's in the details.

Discover the connection that comes
from engaging with the desert’s
beauty. Embrace each moment with
mindfulness, where simple acts of care
nurture a culture of respect and
conservation for our natural wonders.

Join us and embrace the moment.
Learn more at ScenicSedona.com




- out-of-market stewardship

==

Fade in. Quiet and still except natural ambient Sweeping, slow panning shot of Sedona rock Cut to another grand sweeping shot. Another wide shot, yet getting more
intimate, Include hiker.

sounds (crickets, frogs,, wind) formations with hiker.
VO: but it’s the small actions that count.

VO: In Sedona there are plenty of big
moments...

Another ambient outdoor shot, closer up, Striking shot of hikers appreciating/engaging Close up detail of cacti, ambient natural sounds Stationary shot. Dynamic movement of
with surroundings. and movement. fabric flowing and bodies in motion, across
frame. Sounds of people, music, festival.

even more intimate now.

VO: ..and being respectful make all the VO: And, as stewards of this land, it's nice to

slow down and appreciate the details. VO: Joinus and race t| ment.
PP SAETPEGYEY

VO: staying on trail, leaving no trace...
difference.



- in-market education

Stationary shot. Small movements from

Fade in. Quiet and still except natural ambient Sweeping, slow panning shot of stars and Cut to inspiring shot of Native dwelling or imal
sounds. signage of Dark Sky designation. petroglyphs, that command reverence. anima.

VO: Yet, a place this grand requires small,
VO: In Sedona there are plenty of big thoughtf Ip hoi 59 aul
moments... oughtful choices.

Another ambient outdoor shot, closer up, Shot of Sedona Shuttle making a stop and Close up of hiker appreciating surroundings. Stationary shot from inside shuttle with

intimate, showing trail signage. letting out hikers. interpretive speaker engaging with riders.
VO: And, as stewards of this land, we're in this

VO: Staying on trail, leaving no trace... VO: ..and being aware, respectful, and together. We need your help to preserve and VO: Join us and embrace the moment.

i i rotect what makes Sedona, Sedona.
considerate make all the difference. P Packet Page 253



g

2024 Summer Stewardship.C-ampa:ié'r_'i M:_"e_'dia ‘Il?"la'n_' 2




PAIGN GOALS




Campaign Goals

Convey a stewardship message within Sedona, in Phoenix and key summer visitation markets
Drive a positive return on ad spend (ROAS) above 5x for the Datafy portion of the buy

Drive demand and bookings for Sedona lodging properties

Generate attributable economic impact for the City of Sedona
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Top Visitation Markets - Lodging/Summer

6/1/19 g 8/31/19 5/1/21 — 8/31/21 5/1/22 — 8/31/22 5/1/23 — 8/31/23 . . .
[ J | ) { ) | ) Top Markets by 4-Year Ave. % Visitation

Phoenix -Prescott Phoenix -Prescott Phoenix -Prescott Phoenix -Prescott 1 ()

3937% 39.55% 47.05% 33.9% P h oenix 40 A)
Los Angeles 8.24%

Los Angeles Los Angeles Los Angeles Los Angeles o)

5.81% 6.97% 11.98% 8.2% TU cson 4 ° 20 A)
New York 3.75%

Ti -Si Vi... New York T -Si Vi... New York H (o)

3U3C;;an ierra Vi 3-es\..'g:%or stj:::;n ierra Vi A;vﬁu%or Chlcago 233 A)
Dallas 2.08%

New York T -Si Vi... New York Ti -Si Vi...

b T e Las Vegas 2.01%
San Diego 1.70%

Chicago Las Vegas Chicago Chicago

217% 1.86% 2.65% 2.66% H ou Sto n 1 . 47 %
Atlanta 1.35%

Houston Chicago Las Vegas Dallas-Ft. Worth

1.71% 1.83% 2.63% 2.21%

Dallas-Ft. Worth San Diego Dallas-Ft. Worth Las Vegas

1.69% 1.67% 2.01% 217% L. . . .
Visitation metrics were filtered by those

Atlanta Dallas-Ft. Worth San Diego San Diego that stayed in Sedona lodging properties

1.52% 1.62% 1.82% 1.98%
only.

Las Vegas San Francisco-0... Denver Houston

139% 1.54% 1.46% 17%

San Diego Philadelphia Houston Atlanta

133% 1.44% 1.38% 1.69%
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Top Spend Markets

JUNE 2023

JULY 2023

AUG 2023

Phoenix-Prescott, AZ $1,368,830 | | Phoenix-Prescott, AZ $1,617,336 Phoenix-Prescott, AZ $1,124,034
Los Angeles, CA $783,316 Los Angeles, CA $730,713 Los Angeles, CA $403,804
Tucson-Sierra Vista, AZ $207,008 Tucson-Sierra Vista, AZ $223,151 Tucson-Sierra Vista, AZ $128,400
Seattle-Tacoma, WA $175,780 San Francisco-Oakland-San Jose, CA $164,048 Chicago, IL $116,192
Dallas-Ft. Worth, TX $170,973 Dallas-Ft. Worth, TX $159,832 Seattle-Tacoma, WA $113,929
San Francisco-Oakland-San Jose, CA $170,234 San Diego, CA $129,043 San Francisco-Oakland-San Jose, CA $108,272
San Diego, CA $170,006 Chicago, IL $119,999 San Diego, CA $95,866
Chicago, IL $148,055 Seattle-Tacoma, WA $115,097 New York, NY $86,959
Denver, CO $106,295 New York, NY $109,211 Dallas-Ft. Worth, TX $79,434
Washington, Dc-Hagerstown, MD $105,336 Las Vegas, NV $105,259 Washington, Dc-Hagerstown, MD $67,990
JUNE 2022 JULY 2022 AUG 2022

Phoenix-Prescott, AZ $1,912,514 | |Phoenix-Prescott, AZ $2,134,691| |Phoenix-Prescott, AZ $1,629,112
Los Angeles, CA $865,260 Los Angeles, CA $728,152 Los Angeles, CA $664,363
San Francisco-Oakland-San Jose, CA $256,801 Tucson-Sierra Vista, AZ $298,387 Chicago, IL $279,987
Tucson-Sierra Vista, AZ $245,381 Denver, CO $244,444 San Francisco-Oakland-San Jose, CA $261,768
Chicago, IL $240,655 San Francisco-Oakland-San Jose, CA $213,350 | |Dallas-Ft. Worth, TX $260,190
Philadelphia, PA $214,026 Dallas-Ft. Worth, TX $189,089 | |Denver, CO $252,060
Seattle-Tacoma, WA $208,917 | |New York, NY $172,072 | |Tucson-Sierra Vista, AZ $235,701
Dallas-Ft. Worth, TX $202,417 | |seattle-Tacoma, WA $167,219 | |Seattle-Tacoma, WA $235,616
Denver, CO $192,097 | |san Diego, CA $152,115 | |New York, NY $214,543
New York, NY $180,256 Las Vegas, NV $135,803 Washington, Dc-Hagerstown, MD $199,235
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Top Summer Spend Markets

Top Market by Ave. Spend

Phoenix

Los Angeles
Tucson

San Francisco
Dallas
Seattle
Chicago
Denver

New York
San Diego

41.8%
17.81%
5.76%
5.02%
4.54%
4.35%
4.3%
4.25%
3.30%
3.19%

We review spend data from Symphony
for the period of June through August for
both 2022 and 2023.

The numbers in the table represent the
percentage of the total spend during this
time period.
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Top Summer Markets Summary

Top Markets by 4 Year Ave. % Visitation Top Market by Ave. Spend
Phoenix 40% Phoenix

Los Angeles 8.24% Los Angeles
Tucson 4.20% Tucson

New York 3.75% San Francisco
Chicago 2.33% Dallas

Dallas 2.08% Seattle

Las Vegas 2.01% Chicago

San Diego 1.70% Denver
Houston 1.47% New York
Atlanta 1.35% San Diego

$1.63M

$694,000
$224,000
$195,000
$176,000
$169,000
$167,000
$165,000
$128,000
$124,000

Green highlighted markets showed up in both data sets. These would be the recommended target

markets for the summer campaign. Recent awareness and perception research also showed that

residents of Phoenix are 20% more likely to visit Sedona during the months of May-August, making
them not only an appropriate target for summer visitation, but the prime audience for

stewardship messaging.

With an increased budget for summer, DVA would also recommend continuing the marketing

efforts in Seattle, Las Vegas, Denver, and San Francisco.
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Recommended Dual Strategy

Core Markets '

Emerging Markets '

Attraction

Sustainable undertones in creative
Delivered in all Core and Emerging markets
Attribution-based marketing to measure ROI
Highly curated audiences detailing:

O HHI, Household size

O Personas developed based on research phase

® Includes: Phoenix and Los Angeles
In-Market
® Firm management tones in creative

Delivered in Sedona and a 25-miles radius
Broadest audience targeting
o Optimized for reach and impressions to reach as
many visitors and residents as possible, with
frequency, regardless of HHI, Household size, etc.
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Campaign Details

Full recommendation
e Media spend:
o Attraction Markets: $80,000
o In-Market: $20,000
e Flight: May 1 to August 15, 2024
e Tactics: Paid social media; Programmatic native, display,
video; paid search
e Attraction Markets: All Core and Emerging markets (includes
Phoenix and Los Angeles)
O Message: Destination attraction through stewardship
e In-Market: Geo-fenced radius around the city of Sedona
O Message: Firm destination stewardship and

management

In-market stewardship only
e Media spend:
o In-Market: $20,000
e Flight: May 1 to August 15, 2024
Tactics: Paid social media; native, display, video
In-Market: Geo-fenced radius around the city of Sedona
o0 Message: Firm destination stewardship and

management

Without Phoenix and Los Angeles
e Media spend:
o Attraction Markets: $80,000
o In-Market: $S20,000
e Flight: May 1 to August 15, 2024
e Tactics: Paid social media; native, display, video, and
retargeting; paid search
® Attraction Markets: All Core and Emerging markets (does not
include Phoenix and Los Angeles)
O Message: Destination attraction through stewardship
e In-Market: Geo-fenced radius around the city of Sedona
O Message: Firm destination stewardship and

management
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THANK YOU
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