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Context
• We have three tourism marketing related topics to 

address today:
• Summer 2024 campaign results
• Logo concepts for new tourism brand
• Campaign concepts for Winter 2024
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Summer Marketing Campaign Results
1) Three lanes of advertising from June 1 to Aug. 31:

• Paid search
• Meta ads for in-market
• Attribution ads for out-of-market 

2) In-market targeting included:
• 25-mile radius around Sedona and Phoenix

3) Out-of-market cities included:
• Phoenix
• Los Angeles
• Tucson
• San Francisco
• Las Vegas

• San Diego
• New York
• Chicago
• Seattle
• Denver 



Key Takeaways

● The attribution ads attracted over 12,000 new users 
to the site.

● Meta in-market campaigns brought more than 
24,000 users to the site during the campaign and 
was the number one traffic source. 

● All industry average benchmarks were met or 
exceeded. 

● With ADR at $261and an average visitor spend of 
$190/day, the total economic impact was 
$5,059,197, with a ROAS of 67:1.

ROAS: 
67:1

Room 
Nights: 
11,235

Visitor 
Days:

18,630

Total 
Trips: 
11,194

Attribution KPIs

Marketing KPIs

Search CTR: 
1.9% Over 

Benchmark

Meta CTR: 
68% Over 

Benchmark

Web ads CTR: 
16% Over 

Benchmark



Meta Stewardship Campaign

Summer Campaign Performance:

             Impressions:         2,752,185
                         Engagements:       439,219
                              Link Clicks:       41,959
                                     CTR:          1.52%
                                          CPC:         $0.45
                      
                

Top Creatives

The social campaign 
performance was extremely 
strong and during the 
summer campaign. Meta 
drove more than 20,000 
users to the website.

The sustainability messaging 
resonated with our audience. 

Benchmarks
 CTR: 0.90%
CPC: $0.63



Attribution Results - Destination (Out-of-Market Campaign)

Top DMA’s for visitation to the 
destination aligns with the top delivery 
markets. 



Attribution Results - Hotels (Out-of-Market Campaign)

Overnight stays in hotels also align 
with top delivery markets and 
audience targeting. More than 68% of 
all visitors that came from advertising 
stayed in a hotel. 



Sedona 
Tourism Branding
Summer 2024



Tourism Brand Goal

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

THE DESTINATION 

RESIDENTS

BUSINESSES THE BRAND

VISITORS

Tourism Brand Values

SUSTAINABILITY

COMMUNITY-MINDEDNESS

SINCERITY



Tagline Options



Tagline – Redefine Desert

• Sedona is a different kind of desert. Redefines adventure, beauty; expectations. A place to redefine oneself.

• Literally, the desert looks different here, with red rocks, water and vegetation.

• Truly the most beautiful version of what a desert can be. Nothing like the rest of Arizona.

• Sedona redefines the desert for each person, every time they come here

• You - the resident, the visitor - get to (re)define what that looks like or means to you.

• The concept extends to redefining a vacation, an experience or emotions.

• If paired with a campaign, it provides nearly endless possibilities for variation. Broad spectrum of meaning.

• "Redefine" is an imperative – a call to action, a challenge, an ask.



Tagline – Stay Inspired

• Sedona is endlessly inspiring. This tagline speaks to the emotional experience of residents and visitors.

• Why do people live here? Why do people visit? To be inspired by beauty, adventure, relaxation, self-discovery.

• Speaks directly to experience of residents – Sedona never gets old. It’s about the quality of that experience.

• It has "before/during/after" qualities. You come seeking inspiration; you discover it while here (unexpected); 

take it with you when you leave; relive it looking back; visit again.                  

• It has a timeless feeling. Sedona changes you forever.

• If paired with a campaign, it provides opportunity for variation. For example: Stay. Inspired.

• “Stay” is an imperative – a call to action, a challenge, an ask.



Logo Concepts



Option 1a

• Handmade calligraphic lettering speaks to the   
   hands-on nature of Sedona’s craftsmen & artists
• Inspired by the current mark, but modernized
• Ownable typography

Current logo on ScenicSedona.com







Option 1b

• Handmade calligraphic lettering speaks to the   
   hands-on nature of Sedona’s craftsmen & artists
• Inspired by the current mark, but modernized
• Ownable typography







Option 1c

• Handmade calligraphic lettering speaks to the   
   hands-on nature of Sedona’s craftsmen & artists
• Inspired by the current mark, but modernized
• Ownable typography







Option 2

• A more delicate, unexpected and even 
   romantic expression
• High contrast between thin and thick strokes   
   (delicate vs bold, adventurous vs recognizable)







Option 3

• Type offers a more refined, artful yet contemporary 
   representation of the spirit of Sedona
• Elegant sharpness in expression while conveying 
   a beautiful organic feeling







Option 4

• Type inspired by the natural and raw beauty 
   of rock formations
• Friendly and inviting
• A stroke through the mark evokes the sense 
   of the Sedona skyline without being explicit 
   (ie - “Redefine”)







1a

2 3 4

1b 1c

Logos with: Redefine Desert



2 3 4

1a 1b 1c

Logos with: Stay Inspired
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Discussion
Recommendations to City Council
• Do you prefer one logo over the others?
• Do you prefer one tagline?



Sedona
Concept Development | 2024



Concept 1



45

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 experiencing places like Sedona without the 
distractions of social media trends, allowing individuals to 
forge genuine connections with their surroundings and live 
fully in the present. 

This in turn can create a deeper respect for natural places 
and the local community while encouraging better habits.

Concept
Be in the Moment
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Body Copy
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 without a trace, 
and being respectful make all the difference. And, as 
stewards of this land, it’s nice to slow down and appreciate 
the details.

Learn more at ScenicSedona.com
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Concept 2
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Concept
Explore in Color

This concept highlights the range of experiences 
Sedona offers, all wrapped in the vibrant, vivid 
colors of its natural beauty. Drawing from the rich 
spectrum of colors in Sedona’s landscape—fiery 
reds, deep oranges, soft purples, and brilliant 
blues—the campaign uses these gradients to 
represent the full spectrum of life: from outdoor 
adventure to spiritual discovery, relaxation, and 
cultural enrichment.

The concept ties together the vibrant visual 
landscape with the emotional spectrum of joy, 
clarity, awe, and rejuvenation, offering visitors an 
unparalleled journey where every shade of 
Sedona reveals something new.
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Body Copy
Discover a place where every moment bursts with 
vibrant possibilities. Whether you’re hiking through 
towering red rocks, unwinding beneath a colorful 
sunset, or exploring serene canyons, each experience 
reveals a new shade of beauty. Come explore in color, 
and let Sedona’s full spectrum of wonder transform 
your journey into something unforgettable.

Learn more at ScenicSedona.com
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Concept 3
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Concept
Redefine Desert

This concept invites the viewer to redefine their 
preconceived notions of the desert in general 
and Sedona in particular. To challenge, 
reimagine and rethink what the area has to 
offer. We show images breaking the frame, 
words highlight experiences and a graphic 
element that speaks to long held traditions.

Through all these elements we can position 
Sedona as a different kind of desert, a different 
kind of experience. One to be valued. 
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Frame Options

Option 1 Option 2 Option 3

Note:
Option 1 features a 
slightly shrunken 

down pattern from 
what was seen 

before, in an effort 
to allow messaging 

to stand out.
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Body Copy
Forget what you think you know about the desert. In Sedona, leaves dance 
in the trees and cool waters flow. Trails wind through green forests and 
striking rock formations. Epic views awash in color inspire you at every 
turn. And first-rate dining delights visitors with dishes that will leave you 
wanting more. It’s time to rethink your idea of the desert and embrace a 
place unlike any other..

learn more at ScenicSedona.com
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Sedona Campaign - Wide display layouts
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Discussion
• Do you prefer one campaign over another?
• Are there elements in the preferred campaign that 

you wish were changed?



Sedona Visitor Center Budget
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Background
• Robust visitor services are integral destination 

marketing and management.
• Visitor services provide a consistent message about the 

destination and help influence visitor behavior
• Existing visitor services in Sedona include information 

on ScenicSedona.com, the educational videos featured 
in our Sedona Shuttle service, and the in-person 
experience at the Visitor Center

• Future opportunities include a digital Visitor’s Guide, 
and digital kiosks located outside the Visitor Center and 
at key locations in Sedona



TOURISM PROGRAM

FY24 Visitor Center Budget

See print out: 



TOURISM PROGRAM

FY24 Budget & Actuals vs FY25 Budget

See print out: 
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Discussion
• What other questions do you have on the Visitor 

Center budget?



TOURISM PROGRAM

Prioritizing Visitor Services 
Recommendations



TOURISM PROGRAM

Key Findings So Far
• We are approaching these discussions through the 

lens of total available visitor services within Sedona
1. Distribute visitor information (e.g. digital, print, toolkits)
2. Leverage a captive audience (e.g. hotels, shuttles, 

restaurants)
3. Provide a personal touch (e.g. Sedona Visitor Center, Red 

Rock Ranger District Visitor Center, hotel concierge, 
Friends of the Forest - Sedona)



TOURISM PROGRAM

Key Findings So Far
• Our discussion has been focused on three types of 

recommendations
• Engagement opportunities with visitor services
• Implementation of new visitor services technology
• Decentralization of the delivery of visitor services



TOURISM PROGRAM

Key Findings So Far
• Our discussion has been focused on three types of 

recommendations
• Engagement opportunities with visitor services
• Implementation of new visitor services technology
• Decentralization of the delivery of visitor services
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New Technology Options Update
• Lauren and I have been meeting with TrueOmni, 

which has previously worked on visitor services 
technology with the Sedona Chamber of Commerce

• These discussions have provided insights into the 
types of new technology that are available



TOURISM PROGRAM
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TOURISM PROGRAM
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Engagement Opportunities New Technology Decentralization

• Installing a 3D map of Sedona • Purchasing informational kiosk 
technology

• Installing digital informational 
kiosks in additional locations

• Installing an interactive display of 
the local geology and wildlife

• Developing a series of modules 
for the kiosks

• Physical booths in West Sedona 
and/or Chapel

• Offering a local products and/or 
art showcase

• Selecting the right mix of 
hardware for the kiosks

• Mobile visitor services (van, truck, 
bike) that can move around

• Develop a series of self-guided 
audio tours of uptown

• Mobile app about things to do in 
Sedona

• Mobile visitor services (tent, 
table) that can be placed

• Enhancing the children’s area 
within the visitor center

• AI bot that can answer questions 
about things to do in Sedona

• Photo booth opportunities

• Streamlining the rack cards & 
installing QR codes

• Enhance visible sustainability 
messaging within the Center



THANK YOU
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