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Logo and Tagline 

Creating a countywide identity is critical to the collaborative effort between Visit San Luis Obispo County 

and its community partners. In January, the San Luis Obispo County Visitors and Conference Bureau 

changed its name to Visit San Luis Obispo County (Visit SLO County) and updated its logo to reflect the 

new name. The new name follows a trend with CVBs around the nation taking a more direct approach at 

creating awareness of their destination. The tagliŶe ͞Puƌe Play͟ ǁas deǀeloped ǁith the diƌeĐtioŶ of 
Rosetta Marketing to bring awareness to the fun, active lifestyle of San Luis Obispo County. The tagline 

has appeared across the entire Visit SLO County marketing platform to bring a cohesive concept and 

underlying theme to the brand. 

  

 

 

 

 

 

 

Strategic Marketing Group Research 

In an effort to determine the behaviors of San Luis Obispo County visitors, as well as their perceptions of 

the county, Visit SLO County contracted with the Strategic Marketing Group (SMG) to conduct the 2012 

San Luis Obispo County Visitor Survey. The objective of the research was to understand the current 

awareness, perception and value of the San Luis Obispo County brand, establish baseline levels of county 

visitation awareness and its competitive set, determine consumer understanding and potential confusion 

of the region, and develop recommendations to improve the effeĐtiǀeŶess of the oƌgaŶizatioŶ͛s ŵaƌketiŶg 
programs and collaboration among intra-regional areas. Community partners were invited to participate 

in the survey as a co-op opportunity by adding questions to the survey specific to their community. 

Key Findings   Brand awareness is stronger in the Central Valley. LA area non-visitors were less likely to 

travel to SLO County because they had never thought about it. 

 Choice of destination within the county varied by geographical market. Marketing efforts 

in each jurisdiction should take these demographics into account.  

 Primary reasons for visiting the county were distributed as follows: 

o 66% for pleasure/vacation 

o 16% to visit friends/relatives 

o 5% for business 

o 3% for a wedding or special event  

 The top 5 reasons for visiting San Luis Obispo County were sightseeing, shopping, fine 

dining, wine tasting, and Hearst Castle. 

 Attributes that set SLO County apart from other destinations include Hearst Castle, 

beaches, wine region, and central coastal location. 

 San Luis Obispo County ranked last in advertising recall among other major California 

beach destinations. 
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Website & Technology 

One project focused on increasing brand awareness was the development of the new Visit SLO County 

website. Development began early in the fiscal year in partnership with Kraftwerk Design. The process 

began by identifying key audiences and the features that mattered most to each audience. The objective 

of the website was to create a portal that could funnel visitors directly to communities͛ websites. 

Community representatives and tourism constituents were asked to convey what the most important 

aspects of their community pages were and what overall features they would like to see on the website. A 

site map was then created to determine the structure of the web pages and the functions of each page. 

From there, design elements were put into place to establish the look and function of the new Visit San 

Luis Obispo County website. The content build phase then came into play moving and reorganizing all 

content from the old site. The website (www.VisitSanLuisObispoCounty.com) made its soft launch debut 

in May. The URL was changed to match the new name of the organization. This soft launch allowed 

members to log on and view the new look and layout and make suggestions for areas of improvement. 

The website officially launched in late June showcasing the beauty of San Luis Obispo County with 

increased imagery and user friendly interface. The website was also optimized for all mobile devices 

including tablets and smart phones.  

 

 Home Page: Offers easy to navigate toolbar and special features in slideshow format, also offers 

additional BID advertising opportunities 

 Community Pages and Interactive Map: Focused information including community overview, 

area specific lodging, dining, and activities. The interactive map gives tourists a bird͛s eye view of 

the layout of our county.   

 Member profiles: All members now have the ability to add multiple images to their profile and 

events and also have the opportunity to link social media platforms to their profiles. Google maps 

have been integrated to show exact locations of each member.   

o Lodging properties and Jack Rabbit Booking: Lodging property profiles now include links 

to Yelp and Trip Advisor as well as opportunities to add images of their property. The Jack 

Rabbit booking agent is now integrated into each profile so availability and rates are 

displayed on each profile page.  

 Deals page: Separated into special categories, members can now add deals to a more prominent 

page on the website. Anything from family fun to food and wine, visitors will be able to find great 

discounts in lodging, dining, activities and more.  

 Events: Each event can now showcase up to 10 images allowing visitors to get a true feel for the 

area. As the most visited page of the website, the addition of detailed event pages will entice 

visitors to experience these events through their own eyes and also assists in backend tracking of 

event page clicks.   

 Focus pages: Group Sales, Film Commission, and Media focus pages will allow our other 

audiences to seek out and request information that is better tailored to their needs. RFP forms, 

sample itineraries, location libraries, and press releases will have a home in each of these 

individualized areas. 
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Group & Leisure Sales 
Building on previous efforts, the Group Sales Advisory Committee was reconstituted with a representative 

cross-section of destination managers and hospitality sales professionals.  Areas of priority for the 

advisory body included maintaining and leveraging memberships in key industry associations, continuing 

active participation in relevant state and international trade shows, and developing and supporting 

industry familiarization (FAM) trips. 

With the launch of the new Visit San Luis Obispo County website platform, strong collaborative efforts 

and input will be instrumental in developing responsive functionalities and streamlining of RFP processes.   

New for the coming fiscal year are plans to initiate and develop in-state sales missions targeting meeting 

planners, tour operators, receptive agencies, and related organizations.  

 

FAM Tours  Smart Meetings (10/28-30/12)- Targeted 10 qualified meeting planners from key drive markets in 

partnership with Smart Meetings Magazine to attend a countywide FAM tour focused on small 

and large meeting spaces. Itinerary stops included the Performing Arts Center and various lodging 

properties from Paso Robles to Pismo Beach culminating in a member showcase featuring over 45 

members.  Results indicated that 66% of attendees planned to book a meeting in SLO County in 

the next 2 years.  

 

 UK SuperFAM (9/23-24/12)- Agents representing 7 top UK tour operators included stops at 

Hearst Castle, Paso Robles and Pismo Beach.  

 

 Visit CA International Staff FAM (5/1/13)- Hosted 7 international staff members from Visit CA 

with stops at Hearst Castle, Pismo Beach and Paso Robles. 

 

 Brand USA Mega FAM (5/11-12/13)- 14 UK Travel Agents with stops at the Best Western PLUS 

Black Oak, La Quinta Inn Paso Robles, Hearst Castle, and Luna Red.  

 

 Additional FAM Tours- Audley Travel (7/14), Air New Zealand (7/17), Sovereign Experiences 

(7/18), Nomade Adventure (Mid-Sept), China FAM- MICE/Leisure (Mid-Oct), Willy Scharnow 

(11/16), Visit CA Australia FAM (March)  

 

Future Projects 
As group sales efforts are considered one of the most important benefits offered by Visit SLO County, the 

department plans to continue strong efforts to bring group business to its members. Future projects 

include planning and participation in international sales missions with Visit California targeting primary 

source markets in Canada. The Group Sales Advisory Committee also plans to develop a Northern 

California Sales Mission in conjunction with local wine producers and hospitality partners. 
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Public Relations 
Visit SLO County continued work with contractor Black Ink PR with connections to northern and southern 

California media. The PR team, Margot Black and Jeanne Sullivan, have focused their efforts on putting 

the proper systems and processes in place for tracking and reporting multiple forms of public relations 

activities. They have directed their attention this year to key drive markets including the San Francisco 

and Los Angeles areas.  Another major focus of their efforts has been on expanding the reach of 

advertising programs for Sunset SAVOR the Central Coast. They have created processes to secure highly 

qualified media to attend the event and also create buzz around the county as a whole. These new 

processes and systems create consistency and clarity in working with our tourism partners. We anticipate 

the media to generate third party endorsements, leveraging the Visit SLO County investment into national 

media impressions.   

 

All programs tout the ĐouŶty͛s assets to positioŶ “LO CouŶty as the plaĐe to play oŶ CalifoƌŶia͛s CeŶtƌal 
Coast. The stƌategy taƌgets ĐoŶsuŵeƌ audieŶĐes ǁithiŶ CalifoƌŶia͛s dƌiǀe ŵaƌkets as ǁell as ŶatioŶal 
lifestyle and travel media outlets. Public relations programs this year included: 

Earned Media Coverage 

San Luis Obispo County was featured in many notable publications in the last year. Securing placements 

through earned media is among the most benefitting ROI for tourism marketing.  

Highlights include articles/coverage in:   Local Media 
KCOY, KSBY, The Tribune, New Times, Pacific Coast Business Times, and Indulge Magazine  Regional Media 
Sacramento Bee, KRON4, 805 Living, Van Nuys News Press, Orange County Register, MPI Southern 

California, Washington Examiner, Chicago Tribune, and Great Toronto News   National Media 
USA Today, New York Times, Los Angeles Times, The Boston Globe, CBS News, Travel Channel, 

National Geographic, Christian Science Monitor, Huffington Post, Sunset Magazine, Travel and 

Leisure Magazine, Wine Enthusiast Magazine, Westways Magazine, ‘aŶd MĐNally͛s Best of the 
Road, LA Parent Magazine, Budget Travel Magazine, CCTV: Biz Asia America, and Globetrotter TV   Radio and Online Media 
MSNBC.com, Examiner.com, Cuisinest.com, TheDailyMeal.com, SFGate.com, JetSet.com, 

WagTheDogUK.com, PeterGreenburg.com, Canada.com, IndiaInfoOnline.com, Brand USA Blog, 

Have Dog Blog Will Travel, BayWoof.com, Grape Encounters Radio, Around the World Radio, KCBX 

Radio                                                             

Press Releases 

Visit San Luis Obispo County and Black Ink PR produced eight press releases throughout the fiscal year 

focusing on special Visit SLO County programs and projects as well as targeted vacation planning 

itineraries and information. These releases were pushed out through all media platforms and included: 

 

 SLO Down for the Holidays (11/20/13)  

Impressions: 515,907  Publicity Value: $803,123.89          

 4
th

 Annual San Luis Obispo County Restaurant Month (12/9/13)    

Local release leveraging Visit California statewide release 
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Monthly eSpecial 805 Living Smart Meetings 

Magazine 

Co-Op Advertising 

Cost effective co-op advertising opportunities give our members a chance to advertise in more prominent 

publications that may otherwise be too expensive to advertise in individually.  Co-op advertising 

opportunities in 2012-2013 included the Fresno Bee, Bakersfield Californian, 805 Living, Smart Meetings 

Magazine, and the California State Visitors Guide. 

 

Retail Co-op Advertising – Full page advertisements were taken out in Fresno Bee and Bakersfield 

Californian publications monthly as well as full page ads in the January and April issues of Smart Meetings 

Magazine. Countywide advertorial accompanied all co-op advertisements.  

 

Consumer eSpecial  
Our monthly eSpecial gives members an opportunity to get their special offers sent directly to over 29,000 

consumers͛ inboxes. The email promotes discounts, specials, and packages of member organizations 

throughout the county. A new design was created this year to optimize this tool.  
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