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Context
• We believe that access to research helps inform 

our ideas and measure results
• This is a priority action for us to strengthen the 

organization
• We are also committed to sharing any research 

we are allowed to republish with the Sedona 
tourism industry
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Data Sources
• Lodging performance

• Smith Travel Research
• KeyData

• Lodging forecast
• TravelClick

• Geolocation data
• Azira

• TSA airport data
• TransUnion credit card spend data
• US Travel research
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Community Values Discussion
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Context
• Residential quality of life is a key focus of the 

new tourism plan
• Today, we want to learn more about how you as 

Sedona residents define quality of life and what 
gives you pride of place

• This input will help us better understand how 
the tourism industry enhances our quality of life
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Context
• This exercise is tied to the communications plan 

that is central to enhancing community 
engagement with tourism

• Our team is working with the city finance team 
to confirm the initial figures we received from 
Dean Runyan Associates around visitor tax 
contributions in 2022

• Our goal is to communicate the benefits of 
tourism quantitatively through understanding 
tax benefits and qualitatively through 
community values
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Background
• Our aim is to build on previous feedback we’ve 

gathered about this topic
• Examples include:

• Scenic beauty
• Transformational
• Access to quality experiences
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Questions
• What do you value about being a resident of 

Sedona?
• What aspects of Sedona instill a sense of pride 

of place?
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Community Values

Being a small city Having a sense of 
community

Access to cultural 
offerings

Access to quality businesses 
& experiences

Quiet places to explore An engaged community Strong sense of 
community Local community groups

Pride of Place

Cleanliness Open space Pristine look and feel 400+ miles of trails

World-Class Scenic 
Beauty

Being an international 
destination with cultural 

exchange

Less chains, more 
local businesses

Being in a supportive 
community
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Next Steps
• Validate the results of the Dean Runyan 

Associates economic impact report
• Compile information about investments made by 

taxes visitors contribute to
• Compile qualitative and quantitative talking 

points that help us consistently and collectively 
communicate the value of tourism for Sedona



Sedona Visitor Center
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Context
• This will be the first of several discussions we 

intend to have with the TAB about the Sedona 
Visitor Center

• Our goal is to provide a history of the Sedona 
Visitor Center, update on FY24 engagement, and 
share case studies of visitor centers from other 
destinations 

• We also want to hear from you about your 
vision and goals for the visitor center to set the 
stage for future discussions
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FY21-FY24 Engagement
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FY21-FY24 Engagement



TOURISM PROGRAM



TOURISM PROGRAM

Visitor Center Case Studies

Destination Estimated Annual 
Visitation Visitor Center Engagement Annual Visitor Center 

Budget

Cottonwood 1-1.75M 10,000 $95,000

Santa Fe, NM 3M 120,000 $440,000

Flagstaff 5M 120,000 $670,000

Williams 1.5M 80,000 $368,000

Tucson 4.9M 33,000 $1,291,557
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Visitor Center Case Studies

Destination Estimated Annual 
Visitation Visitor Center Engagement

Bisbee 70,000 52,000

Scottsdale 10.8M 7,124

Phoenix 19.5M 46,500

Kingman 4.8M 173,000

Page 5.2M
(Glen Canyon) 16,750
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Ideas To Enhance Utilization
• Offer a locally sourced showcase or local art exhibit that the visitor center 

volunteers are trained to provide information about where visitors can learn 
more purchase them

• Partner with local tour operators to start and/or end tours at the visitor center
• Offer self-guided tours, such as a public art crawl, that start and end from the 

visitor center
• Combine the concept of a visitor center and an interactive museum with 

displays that showcases the natural and geological history of Sedona
• Install interactive kiosks that include photo booths with backdrops of Sedona, 

example itineraries, and opportunities to purchase activities, make reservations, 
and purchase public land passes



TOURISM PROGRAM

Group Discussion
• What is the ideal way for us to provide a warm welcome and trip planning 

information to our visitors when they arrive?
• What new and innovative ideas do you have in mind for in-market 

communication with our visitors?
• What are potential measurements we can use to report on successful efforts 

to provide a warm welcome and trip planning information about Sedona to 
our visitors?



THANK YOU
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