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Visit Tucson is a 501(c)(6) nonprofit organization that provides destination marketing services for Pima 

County, City of Tucson and the Town of Oro Valley. Visit Tucson also partners with the Pascua Yaqui 

Tribe and the Tohono O’odham Nation. Combined, these entities are expected to invest nearly $7.8 

million in Visit Tucson in 2016-17, approximately 88% of the organization’s revenue.

Pima County, Tucson and Oro Valley invest only bed-tax revenue in Visit Tucson. Bed (transient occu-

pancy) tax is paid by people who stay for 30 days or less in hotels, resorts, some bed-and-breakfasts 

and other short-term lodging facilities. Visit Tucson does not receive general fund revenue.

Private-sector revenue makes up the remaining $1,067,000 in Visit Tucson’s proposed 2016-17 fiscal 

year budget. Visit Tucson’s 500-plus partner businesses pay annual dues and many invest in ad-

vertising on our website and in our publications. Partners also invest in our cooperative advertising 

programs and travel with us on sales missions and to industry tradeshows. We also derive revenue 

from booking metro Tucson hotel room nights for customers in our Hermosillo and Ciudad Obregon, 

Sonora visitor centers, and via a new medical tourism initiative.

Visit tucson overview

Projected 2016-17 Revenue: $8,842,000 
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Dear Customers & Stakeholders,

For the second consecutive year, Tucson and Southern Arizona experienced 

outstanding growth in visitor expenditures during the region’s January through 

March 2016 peak season.

Metro Tucson enjoyed an 8.7% increase in hotel/resort revenue per available 

room (RevPAR) during the first three months of 2016, after posting a 10.5% 

RevPAR increase for those months in 2015. In 2015, metro Tucson RevPAR 

increased 6% over 2014 and it is exciting to see 2016 begin with a strong start.

While we certainly have capacity to increase lodging occupancy and revenue on 

a year-round basis, our sales, marketing and promotional programs are geared to 

maximize visitation during our peak season.

Our strategy is to build leisure and meetings compression during the winter months with the goal of extending 

the season into fall and late spring. Visit Tucson has also invested in shoulder-season events and summer 

marketing in Phoenix and surrounding regions to drive travel during slower parts of the year. 

We have a very talented team encompassing sales, marketing, Mexico marketing, public relations, tourism/travel 

industry sales, sports, film, partnership, visitor services and administration. While the departments are small, they 

collaborate well with each other and our 500-plus partner businesses to generate travel to Tucson and Southern 

Arizona.

We are excited to announce American Airlines will launch nonstop service between New York’s JFK Airport and 

Tucson on October 7, 2016 and we will implement an integrated marketing campaign to drive awareness and traffic.

During fiscal year 2016-17 (July 1, 2016-June 30, 2017), based on input from Visit Tucson’s board of directors, we 

will shift sales tactics to allocate more resources toward bringing meetings decision-makers to Tucson. Eighty 

percent of the planners we have flown into our region via our “You Fly, We Buy” site visit program have booked at 

least one Tucson meeting within five years. We are also growing our familiarization (FAM) tour activity in 2016-17.

A major marketing initiative on which we have been working this year is developing a responsive-design website. 

As increasing amounts of our web traffic come from mobile devices and tablets, it is essential we deliver fresh, 

engaging content to all customers regardless of the mechanism used to access our site. The site launches July 1, 

2016 and will be updated continually. 

We also enjoyed great success with our Free Yourself brand activations in Phoenix and Chicago during the 

past year. Our Chicago campaign was particularly robust with Tucson train wraps and image projections on 

downtown buildings, digital advertising, participation in the Chicago Travel & Adventure Show, brand ambassadors 

engaging Chicagoans on downtown streets and more. We will continue these activities in the year to come.

Our Vamos a Tucson Mexico Marketing department also benefited Southern Arizona in a major way this year. 

Our visitor centers in Hermosillo and Ciudad Obregon, combined with our advertising throughout Sonora, 

VamosaTucson.com website and social media attract tens of thousands of Mexican visitors to our region annually 

to shop and enjoy the best of Southern Arizona. The department also collaborates with the City of Tucson, Pima 

County and Sun Corridor Inc., our region’s economic development organization, to facilitate trade between 

Sonora and Southern Arizona.

As you review our 2016-17 marketing plan, I encourage you to look for opportunities in which your company 

can partner with us at Visit Tucson. We are eager to attract more leisure travelers, meetings, and film and sports 

activity to our partners’ businesses throughout Southern Arizona.

Best Regards,

Brent DeRaad 
President & CEO
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board of directors

BOARD EXECUTIVE COMMITTEE

Chair
Richard Bratt, CPA
Shareholder, COO
BeachFleischman PC

Vice Chair
Russell Bond, General Manager
JW Marriott Tucson Starr Pass Resort & Spa

Secretary 
Heather Lukach, Administrator 
Presidential Events, University of Arizona

Treasurer
Dick Gruentzel,  
VP Administration & Finance/CFO
Tucson Airport Authority

Member at Large
Craig Ivanyi, Executive Director 
Arizona-Sonora Desert Museum 

Member at Large
Tom Firth, Owner 
Hacienda del Sol Guest Ranch Resort

Immediate Past Chair
Barbara Peck, Owner
Barbara Peck Public Relations

2016–17 BOARD OF DIRECTORS
General Business

Carol Blomstrand, Founder 
Trumpet Social Media

John Hinderaker, Partner 
Lewis Roca Rothgerber Christie

Thomas “TJ” Morgan, CEO/President 
Gray Line Tours

Steve Rosenberg, Owner & Publisher 
BizTucson Magazine

Nancy Schlegel, President 
Reid Park Zoological Society

Hospitality/Visitor Services

Laura Cortelyou, Southern Arizona Attractions 
Alliance Representative, Tucson Museum of Art

Amber Harkin, General Manager 
Embassy Suites Tucson Paloma Village

Marion Hook, Owner 
Adobe Rose Inn

Derek McCann, General Manager 
Loews Ventana Canyon

Neil Shah, Owner & General Manager 
Best Western Royal Sun Inn & Suites

Charles Wetegrove, President 
Southern Arizona Lodging & Resort Association 
Red Rock Hotels

Government

Pima County 
Sharon Bronson, Chair 
Pima County Board of Supervisors

City of Tucson 
Shirley Scott, 
Tucson City Council Ward 4

Town of Oro Valley 
Lou Waters, Vice Mayor 
Oro Valley Town Council

Members at Large

Lea Marquez Peterson, President & CEO 
Tucson Hispanic Chamber of Commerce

Mike Varney, President & CEO 
Tucson Metro Chamber

David Welsh, Executive VP 
Sun Corridor Inc.

The following 24 tourism, community and elected leaders make up Visit Tucson’s 2016-17 board of 

directors. Visit Tucson’s *2016-17 board executive committee will be voted on at the organization’s 

June 23, 2016 board meeting.
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ADMINISTRATION

Brent DeRaad, President & CEO

Roni Thomas, Chief Financial Officer

Vanessa Bechtol, Director of Community 
Partnerships

Lynn Bultman, *Accounting Coordinator

Debra Du Bois, Sales & Marketing Analyst

Ed Farias, Network Systems Administrator

Amanda Flores, Office Coordinator

Martha Williams, *Administrative Receptionist

Vicente Razura, Office Clerk

MEXICO MARKETING

Felipe Garcia, Executive Vice President

Marisol Vindiola, Mexico Projects Manager

MARKETING

Allison Cooper, Vice President of Sales & Marketing

Creative Services

Lee McLaughlin, Creative Director

Hope Patterson, Webmaster

Rusty Boulet-Stephenson, Graphic Designer

Julie Pulliam, Production Coordinator

Communications

Mary Rittmann, Director of Public &  

Community Relations

Dan Gibson, Director of Communications

Debbie Melcher, Content Marketing Manager

SALES, SERVICES,  
SPORTS & PARTNERSHIP

Graeme Hughes, Director of Sales

Sales

RoxAnne Erickson, National Sales Manager

Joy Johnson, National Sales Manager

Mary Meade, National Sales Manager

Brooke Sauer, National Sales Manager

Pamela Traficanti, National Sales Manager

Bernice Villa, Administrative Assistant

Services

Jane Roxbury, Director of Convention Services

Cindy Aguilar, Partner Relations & Services Manger

Sports

Jeffrey John, Sports Manager

Luchie Javelosa, Administrative Assistant 

—Sports & Convention Sales

Partnership

Laurie J. White, Partner Services & Events Manager

Joseph Hauge II, Partner Relations Manager

TOURISM

Jackie Ludwig, Director of Tourism

Brooke Hamlett, Tourism Sales Manager

Isela Cano, Administrative Assistant  

– Tourism & PR

FILM TUCSON

Shelli Hall, Director of Film Tucson  

Peter Catalanotte, Project Manager

VISITOR SERVICES

Nadia Stefanik, Visitor Center Manager

Ruth Allard, *Visitor Information Specialist

Elva Carbajal, *Visitor Information Specialist

*Part-time position

Visit tucson staff
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u.s. tourism overview
Despite a $4 billion drop in international spending, the nation’s lodging industry performed very well in 

2015, posting record revenue. Source: Dan Peltier, Skift, March 30, 2016

Source: STR, December 2012-15 reports

5-5.5% U.S. RevPAR Growth in 2016 

Top prognosticators are predicting continued growth in 2016. Smith Travel Research (STR) predicts 

5% growth in U.S. RevPAR in 2016, while CBRE and PwC are slightly more optimistic at 5.5%. Hotel 

occupancy is expected to flatten with the majority of the growth happening via rates.

Source: Hotel News Now, Feb. 1, 2016; PKF Hospitality Research/CBRE Hotels, Dec. 9, 2015; and PwC, Jan. 25, 2016.

Based on historical cycles, the nation is due for a recession. There are many factors that could send 

the U.S. economy in that direction and some are suggesting we are now in the beginning stages of an 

economic downtown. Terrorism throughout the world, devalued international currencies, global debt, 

low oil prices and volatile stock markets are creating pessimism about the economy and travel.

However, the 2016 U.S. travel market looks very similar to 2015 to many industry experts, including 

Marriott International CEO Arne Sorenson, who offered that opinion in a February 2016 Hotel News 

Now article. Strong domestic leisure travel, buoyed by low gas prices, and increasing corporate and 

meetings business, are more than offsetting reductions in international travel spending.

Healthy Growth for Meetings in 2016 
American Express Meetings & Events said meeting planners have an optimistic view of the domestic 

meetings market in 2016. Meetings of all types are expected to increase, although meeting attendees 

and budgets will still be managed tightly to maximize effectiveness. Group hotel rates are expected to 

grow 4.2% in 2016, with meetings spending growing 1.9%.

Source: American Express Meetings & Events, 2016 Global Meetings Forecast, October 2015

Tighter hotel cancellation policies, growing food and beverage revenue, and companies trying to 

harness their meetings spending as they look for ways to cut costs and improve program efficiency 

and control are 2016 trends predicted by CWT Meetings & Events. CWT also said technology will 
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GrOWtH in bUsiness trAVEL
The Global Business Travel Association (GBTA) predicts total U.S. business travel spending 
will grow 3.7% in 2016. China is predicted to exceed the U.S. regarding total business travel 
spending, while India is expected to post the largest increases in business travel in 2016. 
Source: acendas.com, Dec. 30, 2015

be top of mind for planners, with a younger generation of attendees spurring an interest in meeting 

apps. Planners will work with consultants to devise personalized app strategies to improve meeting 

experiences for attendees.

Source: CWT Meetings & Events, 4th Annual Meetings & Events Forecast, Fall 2015

Planner flexibility is essential because hotels are becoming less flexible, particularly in regard to 

attrition and cancellation clauses, which are being enforced aggressively. Additionally, hotels are less 

likely to hold space for potential clients. Planners find themselves in the position of booking it or losing 

it. With hotel and space availability becoming scarce, booking lead times are growing. 

Source: Carlson Wagonlit Travel Meetings & Events, 2016 Meetings & Events Forecast

These predictions bode well for continued 2016 meetings growth for metro Tucson. We have enjoyed 

stronger booking activity the past two years, particularly for groups meeting during our winter peak 

season. Visit Tucson bookings have also trended toward larger groups in the past year.
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Arizona tourism overview
Travel to and within Arizona has grown significantly in recent years. The following are statewide  

travel numbers:
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metro tucson tOurism oVErView
Metro Tucson enjoyed strong travel growth in 2015, posting a 6% increase in RevPAR. Occupancy 

increased 2.8% to 58.7% in 2015, while rate grew 3.1%. Those numbers, along with metro Tucson’s 

0.4% increase in room supply in 2015, led to a room revenue increase of 6.4% for the market. Hotel 

rooms sold throughout the region increased 3.3%.

Arizona Travel Numbers

Based on predictions for continued U.S. growth in travel, Arizona should benefit, as well. It is 

concerning, though, that state leaders are keeping the Arizona Office of Tourism’s (AOT) budget 

flat in 2016-17 at $7.1 million, while states such as Missouri (46% increase), Nebraska (43% increase) 

and Florida (+$15 million to $84 million) continue to invest more in promoting themselves to leisure 

travelers and meeting planners.

Source: Skift, U.S. States Seeing the Largest Increases to Their Tourism Budgets, Sept. 22, 2015

Arizona has benefited, both in terms of visitation and exposure, 

by attracting top events to metro Phoenix. The NCAA Men’s 

Basketball Final Four will be held at University of Phoenix 

Stadium in Glendale in April 2017. That facility was also the site 

of the College Football Playoff National Championship Game in 

January 2016 and the Super Bowl in February 2015. 

toP stAtEs in 2014  
for Arizona Overnight 

Visitation

#1 Arizona 9.9M

#2 California 7.7M

#3 Illinois 1.6M

#4 Texas 1.4M

#5 New York 1.5M

Dean Runyan Associates,  

June 2015

40.7 M overnight visitors        4.1%

$20.9 B direct spending        5.4%

171,500  industry jobs        3.8%

$5.9 B  industry earnings        6.3%

$2.8 B federal, state and local tax revenue        2.8%

Source: Dean Runyan Associates, June 2015

60%

55%

50%

Metro Tucson 
Hotel Occupancy

2012 2012 20122013 2013 20132014 2014 20142015 2015 2015

Metro Tucson  
Hotel Average Daily Rate

Metro Tucson 
Hotel RevPAR

$95

$90

$85

$55

$50

$45

57% 57% 57%

59%

$90 $90

$92

$93

$51$51
$52

$55

Source: STR, December 2012-15 reports

2014 arizona Visitation



8

We are very pleased with those numbers as the 6% RevPAR increase far outpaced STR’s 2015 

prediction of a 2% increase for metro Tucson. Based on the national predictions for 2016 and 

conversations with area hoteliers regarding the group business that will actualize in the coming 

months, it is certainly possible for metro Tucson to experience 5-6% RevPAR growth again this year.

2016 got off to an outstanding start with metro Tucson’s RevPAR increasing 18.3% in January 2016 

as compared to January 2015. RevPAR grew 5% year-over-year in February 2016 and 5.9% in March 

2016. The first three months of the year are metro Tucson’s busiest travel months, so this strong start 

portends elevated 2016 travel revenue for metro Tucson.

While metro Tucson lodging occupancy was up 6%, 1% and 2%, respectively, in the first three months 

of the year, it was the increase in average daily room rates that generated the majority of the increased 

revenue. Rates grew 11.2%, 3.9% and 3.8% during those months.

Many U.S. destinations, especially Sunbelt destinations against which we compete, experienced 

significant occupancy and rate growth during the past three years. Metro Tucson’s travel growth 

has been more muted, though, due to the region’s sagging economy, reduced flights and lack of 

new tourism product being introduced. With occupancy strengthening, however, particularly during 

the first three months of 2015, hoteliers began pushing higher rates and it was that rate growth that 

sustained hoteliers during the last half of 2015.

In August 2015, STR called for RevPAR growth of 2% for metro Tucson in 2016, while PKF Hospitality 

Research predicted in November that our RevPAR would increase 6.8% this year. PKF’s extended 

RevPAR forecast for metro Tucson calls for increases of 6.5% in 2017, 3.8% in 2018, and 0.9% in 2019.

Sources: STR, presentation to Visit Tucson stakeholders, August 2015; PKF Hospitality Research, Hotel Horizons, September-
November 2015 edition

metro tucson traVEl impacts

$2.2 B 
Direct Travel  

Spending
$630 M 

Travel Industry 
Earnings

$110.8 M 
State Tax 
Receipts

$74.3 M 
Local Tax 
Receipts23,410 

Travel- 
Related Jobs

Source: Dean Runyan Associates, Arizona 
Travel Impacts, p. 48, Pima County, June 2015
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Visit tucson’s 23-to-1 retUrn on investment
Visit Tucson conservatively generates $23 in economic impact for every $1 invested in the 

organization. Of the $2.2 billion spent annually in Pima County by visitors, we are able to track 

directly $163 million back to our programs, while our marketing, sales and promotional efforts likely 

influenced additional travel. Dividing the $163 million by Visit Tucson’s $7.1 million budget from 2014-

15 provides the 23-to-1 return on investment (ROI).

One area where we are under-reporting is leisure travel. We count only those leisure customers who 

contact us directly for information and follow us on social media. We realize we are missing hundreds 

of thousands of potential visitors who research Tucson annually on our VisitTucson.org website.

Additionally, we are not including any impacts from the frequent individual traveler (FIT) and group 

travel generated by our Tourism department because of the difficulties in getting booking data from 

tour operators and travel agents. Finally, we are only reporting Mexico visitor spending related to the 

7,804 room nights we booked through our Mexico visitor centers and website in 2014-15. A 2008 study 

conducted by the University of Arizona found that 24 million visitors from Mexico came to Arizona 

from July 2007 to June 2008. Those visitors spent $7.35 million per day in Arizona stores, restaurants, 

hotels and businesses. The study estimated that Pima County received 38% of the total impact.

We will update our ROI in summer 2016 once we complete our 2015-16 fiscal year on June 30, 2016.

Visit tucson’s 2016–17 reVEnuE
We anticipate that Visit Tucson’s budget will grow approximately 16% in 2016-17 to $8.8 million. 

Increases in Pima County and Tucson bed-tax collections will fuel the growth, along with an increase 

in Oro Valley’s investment in Visit Tucson. Approximately $400,000 of Visit Tucson’s projected 

revenue growth is tied to private-sector funding associated with a proposed medical tourism initiative 

scheduled to launch in 2016-17.

In 2016-17, we will create a Visit Tucson board committee to work with staff to identify existing funding 

sources that can be grown, along with new potential funding sources that can be explored. The 

committee and staff will also create an action plan to pursue increased funding for the organization. 

Growing Visit Tucson’s budget will allow the organization to invest more money in initiatives that 

deliver more travelers and their dollars to Tucson and Southern Arizona.

toUrism & econOmic dEVeLoPment in tUcsOn & Pima coUntY
Destination marketing organizations (DMOs) across the United States are becoming more involved 

in economic development and Visit Tucson is no exception. We are only as strong as the product 

we have available to sell, so it behooves us to move beyond marketing, sales and promotion. Visit 

Tucson is taking an active role in building a strong region, engaging with others to drive economic 

development and growth, while at the same time leveraging that growth to increase overall visitation. 

For this reason, the overarching goal for Visit Tucson is to help build a stronger, more economically 

viable, Tucson and Southern Arizona. 
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Product Development

We see investing in infrastructure and tourism-related capital projects as being crucial to building 

a stronger region. Specific projects, whether funded by federal or state taxes, county or municipal 

bonds, the private sector, or a combination of all of these, which would spur economic development 

and aid our industry, include:

• Building out the Sonoran Corridor:  
The corridor is a 50-square-mile area surrounding 

Tucson International Airport and including some of 

the region’s largest employers. A key component 

of this build-out would be constructing an auxiliary 

highway connecting Interstates 10 and 19 southeast 

of the airport. Pima County estimates the annual 

economic impact of the completed corridor at $32 

billion annually. Completing the corridor would 

drive economic development as well as increase 

corporate travel to metro Tucson.

• Extending Interstate 11 through Tucson 
to the border: This international trade and 

transportation corridor would expedite the 

movement of goods through Tucson to Arizona’s 

border with Mexico. I-11 is still in the conceptual 

stages and has not yet been extended from 

Las Vegas to Phoenix. Completing that leg and 

then extending it through Tucson to Nogales 

would complete the United States’ portion of the 

CANAMEX corridor.

• Building passenger rail between Tucson 
and Phoenix: The Arizona Department of 

Transportation has led the feasibility study 

to determine potential routes. The proposed 

passenger rail line will be designed as a blended 

service—an express route would have few stops 

between Tucson and Phoenix, while a local service 

would stop at several communities along the way. 

There is no construction schedule and no funding 

has been identified for this project.

• Repairing roads throughout Tucson 
and unincorporated Pima County: While 

Tucsonans lament the condition of local and 

regional roads, we also receive occasional 

complaints from visitors. Our customers have 

countless choices when it comes to selecting 

places to vacation, meet, film or stage sports 

events. To attract them initially and then keep them 

returning, we need to enhance our roads and other 

infrastructure.

• Building a convention center hotel: We at 

Visit Tucson are enthused about the new eight-

story, 136-room AC Marriott Hotel, which is under 

construction in downtown Tucson and is expected 

to be completed at some point in 2017. It, along 

with other rumored downtown projects, will bring 

much-needed, high-end hotel inventory to our 

downtown. In order to book conventions and 

larger events in the downtown Tucson Convention 

Center, however, a hotel, connected to or 

immediately adjacent to the center, is needed. That 

property should include 500+ rooms and 50,000 

square feet or more of meeting space.

• Refurbishing and expanding Tucson 
Convention Center’s exhibition halls and 
meeting space: Rio Nuevo and the City of Tucson 

did a masterful job with their recent $8 million 

renovation of the arena at Tucson Convention 

Center. Additional enhancements are being made 

this summer to accommodate the new American 

Hockey League team that will begin play there in 

fall 2016. The next steps need to be refurbishing the 

facility’s existing exhibition halls and meeting space, 

while expanding them. Rio Nuevo is working to 

develop plans for these initiatives, but funding has 

not been identified.
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nonstOp air serVice to neW YorK
Visit Tucson’s board of directors committed up 
to $250,000 in 2015-16 toward an air-service 
development fund that is serving as a revenue 
guarantee for an American Airlines’ nonstop 
route between Tucson and New York (JFK).  
The route launches October 7, 2016. 

We thank Tucson Airport Authority and Tucson 
Metro Chamber for garnering $3 million in 
commitments to this fund. Metro Tucson’s 
tourism industry has committed nearly 30% of 
the total pledge. Establishing nonstop service to 
New York will aid metro Tucson hotels and resorts 
with booking New York meetings. Our research 
shows New York as our top leisure feeder market 
in regard to visitor spending.

It would be ideal to add a nonstop route from 
at least one additional East Coast market and 
another from a Midwestern city. Unfortunately, 
that is currently much easier said than done, 
considering the recent trend for airlines to reduce 
significantly the number of flights and seats.

sHarinG EconomY
Visit Tucson board member Marion Hook has led 
local efforts over the past two-plus years to create 
a level playing field between regulated lodging 
establishments—hotels, resorts and bed-and-
breakfasts—and short-term vacation rentals.

After considerable study and local meetings 
among Visit Tucson lodging partners, officials from 
the City of Tucson, Pima County and Airbnb, plus 
an Airbnb “super host,” recommendations were 
prepared for delivery to the City of Tucson in early 
2016. However, Senate Bill 1350 was introduced in 
the Arizona legislature at that time and its recent 
passage has made it state law.

Beginning Jan. 1, 2017, online platforms (such 
as Airbnb, HomeAway/VRBO, etc. ) will be 
responsible, on behalf of their hosts, for charging, 
collecting and remitting to the state all applicable 

lodging taxes on stays of 30 nights or less. The 
state will then pass along applicable revenue 
to counties and municipalities. Because our 
government funders invest bed-tax revenue in Visit 
Tucson, this should have a positive impact on our 
funding. 

To create that level playing field, however, the 
local committee led by Hook and the Arizona 
Lodging & Tourism Association (AzLTA), advocated 
that owners/operators of multiple, non-owner-
occupied dwellings be subject to health and safety 
regulations, as are hotels, resorts and bed-and-
breakfasts. Unfortunately, those regulations were 
not included in the new law.

Additionally, ride-sharing services, such as Uber 
and Lyft, are operating within metro Tucson. They 
are not authorized to pick up passengers at Tucson 
International Airport, but can drop off passengers 
there. Otherwise, there are no restrictions in our 
region regarding ride-sharing services.
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Community Partnerships

In support of our overarching goal to help build a stronger, more economically viable region, 

community involvement and partnerships are increasingly important at Visit Tucson. Enhancing 

partnerships and collaborating more proactively with local governments, the business community, the 

University of Arizona, and nonprofit organizations are essential to enhancing our region and boosting 

our tourism industry.

Visit Tucson is proud to be part of the Tucson Business Alliance, a consortium of the region’s 

largest membership-based, economic development organizations, which also includes Southern 

Arizona Home Builders Association; Southern Arizona Leadership Council; Sun Corridor Inc.; Tucson 

Association of Realtors; Tucson Hispanic Chamber of Commerce; and Tucson Metro Chamber of 

Commerce. Leaders from these organizations meet to discuss and take collective action on issues that 

impact our region. The group has addressed issues such as strengthening Southern Arizona’s military 

installations, bond elections, changes to Tucson’s charter, and local and state ballot initiatives.

Another important regional partnership we participate in is The Pima Association of Governments’ 

Economic Vitality Advisory Committee, which aligns economic development opportunities with the 

region’s transportation planning efforts. 

Other community collaborations include the Downtown Tucson Partnership, Southern Arizona 

Defense Alliance, and Tucson-Pima Arts Council. We partner with these organizations on a variety of 

initiatives that benefit the region. 

The Southern Arizona Lodging & Resort Association (SALARA) is the only membership-based 

organization dedicated to the education and advocacy needs of the hotel and resort industry in 

Southern Arizona, so it’s no surprise that SALARA and Visit Tucson face similar issues and work 

together on some initiatives. SALARA has a proven track record of building relationships with state 

legislators, and we would welcome the organization becoming more active in local government 

relations. For Visit Tucson to be successful at growing investments while reducing mandates from its 

government-funding partners, assistance from SALARA is needed. 

We will continue to collaborate with the City 

of Tucson, University of Arizona and other 

partners to develop and implement programs 

tied to our recent designation as a UNESCO 

City of Gastronomy. In the coming year, we will 

be actively involved in the City of Gastronomy 

management entity that the City of Tucson 

is creating, while continuing to promote our 

regional food offerings.

Designated 
UNESCO Creative City 
in 2015

United Nations
Educational, Scientific and

Cultural Organization
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Visit Tucson works closely with the Southern 

Arizona Attractions Alliance (SAAA). Our 

largest shared initiative is the creation of the 

annual Tucson Attractions Passport, also 

known as “The Book 

of Fun.” This popular 

discount program 

boosts visitation to 

attractions throughout 

the region, and we look 

forward to identifying 

ways to enhance it 

in coming years to 

ensure its continued success.

We are becoming increasingly engaged in 

Agave Heritage Week, which is held annually 

in early May. With a growing list of events, 

including Cinco de Mayo celebrations, tequila 

and mescal tastings, and a dinner that features 

the heritage foods and spirits associated with 

Tucson’s designation as a UNESCO City of 

Gastronomy, this event will begin to attract 

“foodies” from across the nation as well as 

internationally.

We are enthused 

about our newest 

collaboration with the 

Southern Arizona Arts 

& Cultural Alliance 

(SAACA) to create the inaugural Tucson 23: 

Mexican Food Festival in June 2016, which 

will introduce Tucsonans and visitors from 

throughout the state to Tucson’s “Best 23 Miles 

of Mexican Food,” a Visit Tucson initiative. We 

are looking forward to partnering with SAACA 

on this and other events in the years to come.

All of these collaborations play a vital role in 

strengthening our local economy and growing 

tourism in Tucson and Southern Arizona.

tucson: citY of 
GastrOnomY

The City of Gastronomy distinction is part 

of the United Nations Educational, Scientific 

and Cultural Organization’s (UNESCO) 

Creative Cities network. Cities in the 

network collaborate to achieve a mutual 

goal of cultural diversity and sustainable 

urban development.

Joining the Creative Cities Network as a 

City of Gastronomy highlights Tucson’s 

cultural assets on a global platform. 

It promotes Tucson’s diverse cultural 

products in national and international 

markets by drawing attention to our vibrant 

community’s:

numerous restaurants and chefs 
featuring indigenous ingredients 
used in traditional cooking

traditional food markets and 
traditional food industry

tradition of hosting gastronomic 
festivals, awards, and contests

Tucson received this international 

recognition in part due to our agricultural 

heritage. With more than 4,000 years of 

agricultural history, Tucson is the longest 

continually farmed region in North America. 

Combine this legacy of farming with a 

culturally layered history, including Native 

American, Spanish, and Mexican influences, 

a variety of heritage food ingredients, 

and the continuity of traditional food 

preparation techniques unique to the U.S./

Mexico borderlands, and you get Tucson’s 

globally distinctive cuisine, worthy of 

international recognition.
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Key Areas of Focus

Transportation infrastructure, new flights, downtown development and collaborating in economic 

development planning are just some of the areas in which we are engaged. Regional economic 

development and growth require the cooperation of many organizations and groups – everyone must 

engage and contribute. For this reason, Visit Tucson is specifically investing and/or participating in the 

following initiatives:

• Medical Tourism: Visit Tucson and its Vamos a Tucson department 

are partnering with the private sector, Pima County and the City of Tucson, to 

establish a medical-marketing program in 2016-17 to attract customers from 

Mexico and Canada to metro Tucson for world-class medical care.

•      Mexico Marketing & Trade: Our Vamos a Tucson department 

remodeled our visitor center in Hermosillo, Sonora, to create meeting space 

to accommodate business-development meetings for Pima County, Tucson 

and Sun Corridor Inc. officials. We are working with U.S. Customs and 

Border Patrol to ease and expand travel at Arizona’s border checkpoints with 

Sonora. These efforts will continue in 2016-17.

•     First Impressions: Visit Tucson was one of the initial investors 

in the Tucson Metro Chamber’s First Impressions project, 

which has transformed the medians on Tucson Boulevard 

leading in and out of Tucson International Airport. In 2016-

17 we plan to work with the Tucson Airport Authority to 

revitalize and beautify the international private terminal 

arrival hall at Tucson International Airport. 

• Events: We have vastly increased our investments in 

existing and new events that attract visitors to metro Tucson 

and/or promote our region to targeted customers. The Tucson 

Conquistadores Classic PGA Tour Champions event, Tucson Jazz 

Festival, All Souls Procession, Tucson Festival of Books, Major 

League Soccer Preseason in Tucson and NOVA® Home Loans 

Arizona Bowl are just a few of the events that we invested in and 

marketed in 2015-16. Promoting events that attract overnight 

visitors will continue to be our strategy this year.

• Strategic Planning: We plan to engage in a strategic planning process in 2016-17 which will 

identify the region’s strengths, weaknesses and aspirations. Utilizing the tenets developed by 

Destination Marketing Association International (DMAI) and its “Destination Next” program, 

consultants will interview government funders and community leaders, along with Visit Tucson’s 

staff, board and partners. Results will be used to create a three-year strategic road map for Visit 

Tucson to further entrench the organization in community priorities with a focus on generating 

revenue for the region.

RESERVA TU HOTEL EN VAMOSATUCSON.COM

O COMUNÍCATE AL 01 800 822 4820
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toP 5 objectiVEs 
JULY 2016 – JUNE 2017

objectiVE 1
Increase the 2016-17 regional economic impact of Visit Tucson’s initiatives by 2%. 
(2015-16 goal is $170 million. 2016-17 goal will be 2% higher than the 2015-16 total. The 2015-16 

total will be calculated in summer 2016.)

Tactics Supporting Objective 1

• Further strengthen programs of work: Our departments’ programs of work will be vetted 

carefully to increase their focus on generating returns on investments. We will emphasize 

departmental collaboration and seek to partner with our member businesses and other 

stakeholders to leverage our revenue.

• Reduce mandates: Visit Tucson can increase its effectiveness by reducing mandates in the 

contracts with its government funders that require Visit Tucson to invest in projects and 

initiatives that do not deliver visitors and other customers to our region. We will work with 

government funders to reduce those mandates in 2016-17 and beyond. 

objectiVE 2
Create and disseminate 100 new pieces of Tucson/Southern Arizona travel content.

Tactics Supporting Objective 2

• Feed our new website: Visit Tucson’s marketing and public relations teams spent the majority 

of the 2015-16 fiscal year working with MMGY Global to create a new destination website that 

will be launched in summer 2016. This responsive-design website will optimize content so 

that customers have good experiences regardless of the device used to access our site. Key to 

creating a strong user experience is regularly developing and uploading compelling written and 

video content that engages readers and differentiates Tucson and Southern Arizona from other 

destinations.

• Utilize social media: Push out content through Visit Tucson’s Facebook, Twitter, Instagram, 

Pinterest and YouTube channels.



1 6

objectiVE 3
Increase year-over-year room nights from meetings booked by 1%. (2015-16 goal is 161,080. 

2016-17 goal will be 1% more than the actual number of room nights booked in 2015-16.)

Tactics Supporting Objective 3

• Resource allocation: Our sales team is seeking input from its partner hotels and resorts 

regarding how we can best help them book group business. Feedback from our hoteliers will 

help focus our investments in lead generation, along with incentives such as our “You Fly, We 

Buy” site inspection program for meeting planners contemplating bringing specific programs 

to Tucson. Another incentive that we plan to continue for the foreseeable future is our master 

account incentive program where Visit Tucson matches master-account reductions for groups 

based on the number of room nights associated with their meetings. 

• Client visits: Bring in 125 meeting planners to metro Tucson via FAMs and site visits.

• Leads: Generate 740 meetings leads.

• Bookings: Book 305 meetings.

• Social media: Work with 25 or more incoming groups to promote Tucson and Southern 

Arizona to their delegates in advance of their meetings via social media. The intent is to help 

increase attendance at the meetings, while spurring pre- and post-meeting stays.

objectiVE 4
Increase year-over-year room nights from sports events aided by Visit Tucson by 2%. 
(2015-16 goal is 43,539. 2016-17 goal will be 2% more than the actual number of room nights 

booked in 2015-16.)

Tactics Supporting Objective 4

• Aid existing events: Invest in existing metro Tucson sports events that demonstrate how money 

spent will generate incremental out-of-market visitors.

• Sales calls & tradeshows: Make sales calls to targeted event operators and meet with them at 

selected tradeshows to generate new events for facilities within metro Tucson and Southern 

Arizona.

• Evaluate facilities: Meet with Pima County, Tucson and Oro Valley officials to evaluate existing 

sports facilities and discuss enhancements that can help them meet their sports tourism objectives.
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objectiVE 5
Generate $12 million in Tucson/Southern Arizona media coverage.  
(2015-16 goal is $5,420,040. Visit Tucson’s public relations department will generate more than 

$16 million in media coverage in 2015-16, which reflects multiple, valued Associated Press stories 

syndicated by numerous U.S. media outlets, anomalies not likely to be replicated in 2016-17.)

Tactics Supporting Objective 5

• Media FAMs & Site Visits: Bring 70 or more travel media to Tucson and Southern Arizona via 

FAMs and site visits to cover unique aspects of the destination. Visit Tucson will collaborate with 

AOT on media FAMs and visits, whenever possible.

• UNESCO City of Gastronomy: Promote Tucson’s designation as the United States’ first 

UNESCO City of Gastronomy to domestic and international media. Tucson received this 

designation in December 2015 and it has helped generate international coverage about 

Tucson’s unique culinary offerings and agricultural heritage. The public relations team will strive 

to generate coverage valued at $1,500,000 about this topic in 2016-17.

• New York Market: Given the launch of new non stop air service between New York and 

Tucson, we will increase our efforts in this important media market in order to generate earned 

media coverage of our market activations and of Tucson as a leisure and meetings destination.

• Travel Classics West: Visit Tucson will serve as a “platinum” sponsor of this annual media event, 

which will be held in Scottsdale, in November 2016. Approximately 20 top travel editors and 40 

journalists will participate, and our sponsorship will allow us to promote Tucson and Southern 

Arizona and arrange for pre- and post-trips to our region for some of the participants.
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mArketing

brand arcHitecturE

The Marketing Department operates as an in-house advertising agency, overseeing the strategic 

planning and tactical execution of Visit Tucson’s multimedia advertising and publicity campaigns 

that target leisure, business and international travelers. The Marketing team develops and distributes 

relevant content across paid, owned and earned media channels to increase destination and brand 

awareness of the region, which is vital to our efforts to grow visitor spending across all market 

segments – leisure, meetings, sports tourism and film.

Destination Awareness

Evoking strong emotional connections into the hearts and minds of global travelers is foundational 

to our mission. Strategically applying Tucson-specific research with the latest consumer insights and 

travel trends directs the types of media we place and programs we initiate to reach decision-makers. 

The path to purchase is complex. Travel research has shown that once prospects move from 

“destination awareness” into the stage of familiarity, their level of interest and their likelihood to visit 

increase. Capturing that interest requires we have a distinct and relevant brand to position in front of 

targeted audiences. 

Liberating

Free-Spirited

Personal

Genuine

Comfortable

Off Beat

Unpretentious

Relaxed

Refreshing

Energizing

A Little Out There

Surroundings That  
Surround You

Freedom to Roam

Open Minds

Tucson inspires a sense of 

freedom among all who 

visit... Freedom of thought 

and expression... Freedom to 

discover and explore... And the 

freedom to be yourself.

BRAND ESSENCE

BRAND VALUES

BRAND PROMISE

For those who venture off the 

beaten path, Tucson is proud 

to be a little out there; a natural 

oasis from the unoriginal and 

pretentious that inspires the  

free spirit in us all.

BRAND POSITION

BRAND EXPERIENCE BRAND VOICE
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frEe YourseLf.
Three years ago, we launched Free Yourself, our destination’s forward-thinking, research-driven 

travel brand, which was unveiled to the applause of industry stakeholders at our annual meeting in 

2013. Travel data suggest that Free Yourself resonates with contemporary travelers and has positively 

impacted visitation as reported in the Visit Tucson Overview on page 7.

Interest in visiting Tucson among American leisure travelers in 2016 is also on the rise, and interest 

among Millennial and Affluent travelers, two desirable audiences we strategically target, are 

significantly higher today as compared to the baseline measurement reported from the Tucson subset 

of the 2013 Portrait of American Travelers (POAT) study. 

By staying “on message” with contemporary travelers who match our visitor profile in key feeder 

markets, there is strong indication that Free Yourself will continue to connect with, and appeal to, 

lucrative travel segments.

The Audience

Today, 34% of leisure travelers in the 

U.S. are interested in visiting Tucson 

in the next two years, up from 22% in 

2013. Among Millennial travelers, the 

percentage has nearly doubled with 

43% reporting an interest in visiting 

Tucson. This is considerably more than 

Generation X (33%), Baby Boomers 

(30%) or Matures (27%).

Comparison of All vs. Millennial Travelers

45%

35%

25%

15%

2013 2014 2015 2016

22% 24% 24%

32% 30%
33%

34%

43%

All Travelers Millennial Travelers

Significantly more affluent travelers with annual household 
incomes (HHI) of $125,000+ are interested in visiting Tucson in 
the next 12 months. 

interEst in VisitinG tucson

Source: 2016 Portrait of American Travelers
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Over the three-year span, interest in visiting 

Tucson among affluent travelers with an HHI of 

$125,000+ has increased year-over-year from 

23% in 2013 to 39% in 2016.

24%
2014

31%
2015

23%
2013

39%
2016

interEst in VisitinG tucson 
bY incomE brAcKet

33%   HHI of $50,000 - $124,999 

37%   HHI $125,000 - $249,999 

43%   HHI $250,000+ 

Stop searching for your oasis. It’s right here. With two of the 
world’s top destination spas in Tucson, it’s never been so inviting 

to explore life without boundaries. Rediscover what it means to Free Yourself with Tucson as your escape. Learn more at visitTucson.org/Oasis

A Promising Group for Tucson

Digging a little deeper into the data we find that travelers interested in visiting Tucson take more 

vacations in a year (4.4 vacations compared to 3.1). They spend more money while on vacation 

($5,290 v $4,920), and the vast majority of these trips (73%) are domestic travel. The cities they visit are 

a good mix of new (41%) and return destinations (59%). 

Among the 97% of travelers who are interested in 

visiting Tucson, there is a 26-point increase in the 

intent to take more domestic vacations during the  

next 12 months. This group also is much more likely  

to book last minute getaways (within 5-7 days prior  

to arrival). 

Source: 2016 Portrait of American Travelers
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Past primary and secondary 

research indicate that the 

average travel party size 

of the Tucson visitor is 2.3 

people. Yet, key findings from 

2016 POAT are showing new 

opportunities for Tucson to 

influence families – both nuclear 

and multigenerational – that 

are traveling with children. 

Traveling parents interested in visiting Tucson report a 32-point 

increase in the intent to take more vacations with their children. 

For multigenerational travel, there is a 35-point increase. Tucson is 

trending well for capturing more travel groups that comprise friends 

and couples, as well. 

Providing travelers with options for group vacations – both 

with extended families and friends – may give travelers that 

extra incentive and reason to book Tucson.

These insights from POAT, along with an updated Visitor 

Analysis (to be completed in the fall of 2016) and last year’s 

Visitor Inquiry Study are guiding the development of new 

marketing strategies for FY16-17, which will shift tactics to reposition the distinct Free Yourself 

experiences that will be most appealing to these emerging travel segments.

researcH

Portrait of American Travelers (POAT) is a comprehensive survey that  
reflects the emerging travel trends in the prevailing travel climate and  
provides actionable insights based on the attitudes, interests, opinions and  
travel intentions of American travelers. The 25-year survey is updated and 
conducted annually.

Visitor Analysis – aggregates guest records from participating hotels and resorts in Tucson 
and Pima County. The study identifies Tucson’s top feeder markets, zip codes with the highest 
concentration of visitors within those markets, booking windows by market and season, and length 
of stay. Ruf Strategic Solutions conducted the benchmark study in the fall of 2012; an updated 
analysis currently is underway.  

Visitor Inquiry Study – provides qualitative information regarding visitor conversion and spending 
and reveals top visitor activities or attributes that attracted inquirers to choose Tucson over 
competing destinations. The benchmark study was completed by Strongpoint in the fall of 2012; 
an updated report was completed by MMGY Global in July 2015. 
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The Online Influence & the Demand for Continuity

It’s impossible to dismiss digital’s profound influence and effectiveness in reaching targeted audiences, 

which is driving the convergence between consumers’ virtual experience online (UX) with the 

perceived or actual experience once travelers are inside the boundaries of the destination. 

The breakdown between digital and physical channels – and travelers increased savviness and 

demand for authentic content – have shifted Visit Tucson’s digital strategies and paradigms. 

• Native advertising is taking precedence over traditional forms of advertising

• Storytelling is replacing one-way broadcasting

• Influencer marketing and product placement are innovative ways to penetrate new verticals and 

hubs of potential customers 

Owned – VisitTucson.org

In similar ways that Free Yourself emphasizes the attributes that make Tucson special – its natural 

beauty and breathtaking surroundings and its unique heritage and off-beat character – our new website 

(launching in July 2016) will bring to life the essence of Tucson, enticing online visitors to experience that 

same open mindedness and freedom as they search the site for travel ideas and inspiration. 

Moving beyond just functionality and dissemination of 

information, the responsive design website will deliver 

these unique perspectives in a format that will adapt to all 

screen sizes and devices. Among the 

travelers interested in visiting Tucson, 

63% say that the quality and design of a 

destination’s website impacts whether 

they’ll vacation here or not. 

Mobile-first and consumer-centric, 

our responsive site will illustrate the 

authenticity and essence of Free 

We’re striving to reflect the look and feel of Tucson online through 
rich storytelling and by visually illustrating the essence of Free 
Yourself across all paid, owned and earned channels.
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Yourself with inspirational images, video, and user-

generated content. Through fresh, compelling storytelling 

and dynamic functionality and features, we’re publishing 

engaging content and providing an exceptional user 

experience regardless of the device the traveler is using.

Great Stories Make a Promise

The opportunity for travel brands that are selling experiential purchases is tremendous. Our 

product carries a higher storytelling value. In other words, consumers talk less about the objects 

they purchase, yet they share extensively about their experiences that extend to travel, sports, and 

entertainment. The social activity and cycle of sharing experiences, inspires others to want to do the 

same, which in turn, advances more experiential buying that brings meaning and happiness. These are 

the underpinnings to Visit Tucson’s online (and offline) content strategy.

Paid – Native Advertising | Amplified Storytelling

Building an online audience utilizing a proprietary network of premium websites that consumers trust 

for news and entertainment, Visit Tucson has engaged thousands of consumers with targeted stories 

that inspire, educate and entertain. With this type of immersive storytelling, we have reached and 

engaged readers at multiple levels – inspiring them to find out more about Tucson – thus increasing 

destination awareness and consideration.  

Responsive websites conform 

to a design where the layout 

and content adapt to the 

user’s screen size, platform, 

and orientation.

Impressions:  
3.6 M  

Readers:  
5,402     

Time on Page: 
28:00
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Social Media

Travelers interested in visiting Tucson are strongly attached to, and influenced by, social media. They 

are more likely to select destinations based on what they see across social platforms, and are more 

likely to follow and interact with destinations. 

They are most interested in beautiful pictures, insider access, 

special offers or promotions. Where Visit Tucson’s social media 

posts play the biggest role and have the greatest impact is when 

travelers are actively looking for ideas and inspiration or when 

they are comparing prices and features.

Visit Tucson has invested additional resources to ramp up our 

presence across social networks and to ensure that we were 

distributing meaningful, real-time content. This strategy has 

resulted in significant growth among Visit Tucson’s follower base, 

engagement and referral traffic to VisitTucson.org since FY14-15.

People Reached: 485,895

Shares: 4,192     Likes: 6,756

Source: 2015 Portrait of American Travelers®

26%

Millennials who selected destination 
based PARTIALLY on shared  

social media content.

18%

Millennials who selected destination 
based PRIMARILY on shared  

social media content.

78%
of travelers say that a 

travel brand’s social media 

presence directly influenced 

their purchasing decisions 

– Google

Since January 2014, we’ve driven 139,000 qualified reader 

sessions through a campaign that distributes stories that 

are told in first-person by local travel writers. Of these 

sessions, 95% were new visitors that generated nearly 

200,000 pageviews to VisitTucson.org. The average time 

on page is 5:25 – much higher than the 1:43 industry 

average for a destination’s page.  Embedding video playlists have resulted in stronger engagement, 

which is doubling the length of time readers spend with the stories – from 11 to 28 minutes.

“Native ads take on the look and feel 
of the content surrounding them 
– and they are taking over digital 

advertising.”  - Business Insider
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Facebook and YouTube are advertising platforms that Visit Tucson consistently utilizes to geographically, 

contextually, and behaviorally target users through sponsored content that promotes signature events 

and features our partners. We also distribute aspirational and sharable video content where the entire 

experience is within the newsfeed that generates video views and traffic to VisitTucson.org.

toP rEferraL 
sociaL PLAtforms 

to VisitTucson.org

Facebook

TripAdvisor

Pinterest

Twitter

YoY sOc ial media growth

YouTube 45%+168

Facebook +112%+40,082

Twitter +3,039%

Instagram +1,264

Google+

+11,975

+213%

Pinterest +123%

+403

+1,472

+9,508

Impressions: 3.2 M

Clicks: 7,915

CTR: 0.24%

Visit Tucson targeted 

soccer fans on Facebook 

and Google Display in the 

Phoenix market.

Views: 160,083

Shares: 1,821

As of June 6, 2016

From July 1, 2015 – April 30, 2016
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If travelers aren’t Googling it; they’re YouTubing it.

As part of our overall content strategy, Visit Tucson has explored innovative ways to leverage YouTube, 

which is the largest social media channel and the second largest search engine on the internet. With 

more than 300 hours of content loaded to YouTube every minute, it’s easy to mistake the platform as 

a video dumping ground. By far, YouTube has the strongest record among channels to educate and 

entertain and in tracking conversions to sales. 

VIDEO: Create. Curate. Collaborate.

Since 2014, Visit Tucson has increased its digital and social footprint on YouTube by utilizing product 

placement in two critically-acclaimed country music videos, Like a Cowboy and We Went, which were 

filmed back-to-back in Tucson by chart-topping country music artist Randy Houser. These videos 

have delivered more than 12 million online video views (as of April 30, 2016) and several million more 

broadcast impressions have been tracked on CMT and GAC Television. By targeting fans of country 

music and activating campaigns around the releases of the Houser videos, Visit Tucson has created 

destination awareness outside the traditional travel vertical and connected with fans of country music 

who have been curious about Houser’s relationship with Tucson.

According to Forbes, country music is a powerful opportunity for brands. Its fans comprise a massive 

and influential cultural segment. Country music is the number one format for audiences 18-54. With 

HHI of $75,000+ and a loyal fan base, fans are ranked among the most appealing higher income 

target for brands in the United States. These fans travel. MRI reports that country music fans spent  

$46 billion on travel in 2010, accounting for 47% of all travel spending.

Understanding that subtlety is a powerful method to influencing prospective visitors, Visit 

Tucson will explore and invest in additional product placement in FY16-17 that have viable, 

proven distribution channels and whose target audiences match our visitor profile, align with the 

experiences of our brand, and connect with key underlying motivations as to why people travel.
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The Art of Destination Storytelling: Hero. Hub. Help.

“Hero” content is all about pushing out a message that supports the most important brand and 

marketing initiatives. It’s the peak season leisure campaign, for example, which requires the lion’s share 

of ad dollars and staff resources to create, deploy and activate. Hero content is all about our major 

moments as a brand – which requires massive support. 

“Hub” content is recurring content meant to keep your subscriber base engaged so that they keep 

coming back to our channel. It’s the work Visit Tucson does to support the brand’s promise and to 

support the underlying assertion of our Hero campaigns’ positioning. 

“Help” content is created and utilized to pull consumers in through both organic and paid search. 

VisitTucson.org answers the question “How is Visit Tucson helping our visitors find what they’re 

searching for?”

To serve the “Hub” in FY16-17 Visit Tucson will create a variety of 

short, video series or episodes that provide consistent messaging 

that serve to increase the number of YouTube subscribers and instill 

loyalty among those who already follow our channel. Underway is 

expanding our “WTH’s” series – which humorously engages, educates and entertains viewers 

about what visitors find so unique, quirky, flavorful and indigenous about our region. Our first 

video, “What the Hell’s a Sonoran Hot Dog” was created in fall 2015. 

The themes for the episodic videos will be determined by consumer insights, visitor research, 

online search results and top affinity categories of VisitTucson.org visitors that will best reach 

identifiable targeted audience segments showing the greatest interest in visiting Tucson. 

Affinity Categories broaden the scope to identify users in terms of lifestyle.  

They’re identified  in similar ways as TV audiences and glean insights into 

better understanding our website audience. 

toP 10 affinitY categories  
on VisitTucson.org in FY 15–16

• Movie Lovers

• Cooking Enthusiasts

• TV Lovers

• Technophiles

• Travel Buffs

• Home Décor Enthusiasts

• News/Entertainment Junkies

• Shoppers

• News/Avid Readers

• Shutterbugs

Source: Google Analytics, www.VisitTucson.org
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Hero – “Top of the World” Campaign

Music is a powerful way to connect consumers with a brand. 

The emotional response that a song elicits is nearly always tied 

to how a customer feels about a product. 

In a strategic move to generate a huge impact in the least 

amount of time and also to demonstrate a complete embrace 

of the Houser-Tucson story to fans, Visit Tucson collaborated 

again with the country singer by executing a two-year licensing 

agreement with the artist and the songwriters of Top of the 

World – a song Houser sings on the album, How Country Feels 

– to be used in Top of the World in Tucson, an aspirational 

destination video Visit Tucson produced and published on 

YouTube in fall 2015. 

It’s That Moment Where You Just  
Want to Stay in It

The full-length video (3:46), a core element of our 2016 peak-season campaign, has generated nearly 

200,000 video views as of June 6, 2016 – which is, by far, the most successful video we’ve published 

on our YouTube channel. Top of the World in 

Tucson captures both the literal and euphoric 

feelings that visitors experience when they 

are in our destination. The video taps into 

underlying motivations as to why people 

travel – to relax and get away, to explore and 

experience different cultures and cuisines, 

and to enhance relationships and quality 

of life. It highlights what makes this region 

Sixty-four percent of all 
consumers go to YouTube 
to be entertained and to 

watch music videos.

Google

Top of the World...  It’s that moment
when you just want to stay in it.

Learn more at VisitTucson.org/TopOfTheWorld

Photo by Tiiu Loigu
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so special by showcasing iconic images of Mt. 

Lemmon, San Xavier Mission, and Gates Pass. 

It also captures the essence of our revitalized 

downtown, the intimate settings found at many 

of our luxurious resorts and spas, and of the 

varied flavors that can be tasted in our culinary 

offerings. 

We’ll continue to embellish upon these 

Top of the World experiences in FY16-17 

during shoulder and peak seasons.

Power of Connection

Personal interactions cut through all the filters. 

Understanding that marketing today is more 

about making a memorable connection, Visit 

Tucson took on Top of the World to the streets 

in Phoenix and Chicago – two key feeder 

markets that drive visitation and spending. 

The campaign’s official kickoff launched in late 

November in metro-Phoenix with a four-day 

activation at Westgate Entertainment District.  

Residents enjoyed the spectacle of Tucson 

chalk artist Ignacio, who recreated three-

dimensional images of iconic Mt. Lemmon  

and the Arizona-Sonora Desert Museum’s 

Raptor Free Flight, two experiences that often 

become treasured moments among travelers 

across the globe.

Sponsored activities included a rock climbing 

wall and multiple opportunities for Phoenicians 

to engage brand ambassadors and to win 

prizes. Tucson Official Travel Guides, Tucson 

Attractions Passports, branded water bottles 

and key chains and Green Valley pecans were 

among the giveaways.

PhOenix actiVAtion
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Feet-on-the-street consumer engagement continued in January in Chicago – a cold-weather market 

that ranks 4th in visitor spending to our region. Visit Tucson wrapped elevated subway trains with 

high-impact Top of the World imagery and amplified our message with video projection of iconic 

Tucson scenes on urban buildings. We deployed brand ambassadors – actual feet-on-the-streets to 

distribute visitor collateral and steaming Mexican hot chocolate. Videos ran on LED screens inside the 

train stations to complement our street theater approach to engage potential visitors. 

In FY16-17, the three target cities for brand activations are New York, Chicago and Seattle—

three cities that offer nonstop air service to Tucson and rank #1, #4 and # 8 respectively  

in generating visitor spending.

chiGAgo actiVAtion

Nonstop Air Service Markets

To grow market share, Visit Tucson remains strategically focused on geo-targeting key feeder markets 

that produce the highest concentration of visitors and visitor spending and by deploying ad campaigns 

into cities where there is nonstop air service to Tucson International Airport (see charts). While 

Chicago remains a key target city year-over-year for executing high impact campaigns, Visit Tucson 

also appropriates significant budget to position the Free Yourself brand in front of airline passengers 

and potential visitors residing in markets where new service to Tucson is being added. 
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AdDitionaL nonstoP  
Flight Markets

• Houston

• San Diego

• Minneapolis

• Portland

• Las Vegas

• Salt Lake City

toP 10 markEts  
for Visitor Spending

• New York

• Los Angeles

• San Francisco

• Chicago

• Phoenix

• Denver

• Washington, DC

• Seattle

• Atlanta

• Dallas

With the recent announcement that American Airlines is 

providing nonstop service from JFK to Tucson, Visit Tucson 

is developing a media plan and six-week brand activation this 

summer to stimulate new demand from first time visitors in 

the Tri-State area of New York, New Jersey, and Connecticut. 

Additional budget will be allocated as part of 2017 peak season 

deployment as New York is Tucson’s number one market for 

visitor spending.

SEASON

Seasonality plays significantly into timing and placement. The 

lion’s share of advertising dollars is placed during peak season, 

timed to reach potential visitors in cold-weather markets when 

they are both planning and booking travel. 

Shoulder and summer season campaigns target short-haul and 

in-state drive markets. 

Get Wet in Tucson’s summer campaign – in its third and final 

year – relaunched in late May in Metro Phoenix. The successful 

campaign embellishes upon Tucson’s unique and off-beat 

character, illustrates our cooler and wetter attributes, and 

beckons Phoenicians to experience a natural oasis from the 

unoriginal and pretentious.

The Age of Aquarius is dawning in the desert. No matter what your sign, 

it’s time to pack your bags for a memorable and watery getaway at a splashy 

Tucson resort. Your thirst for a summer oasis will be quenched in Tucson.

Learn more at GetWetInTucson.com

Source: 2012 Visitor Analysis

 Denotes nonstop flight market
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Measurement

The success of Visit Tucson’s marketing initiatives has resulted from developing and deploying 

a compelling brand, conducting and applying actionable research that’s specific to Tucson, and 

executing strong ad campaigns that are supported by incremental increases in budget. 

KPIs

Key Performance Indicators (KPIs) Visit Tucson tracks are website 

traffic and engagement (time on site and pageviews); growth in the 

number of social media followers and engagement (likes, shares, 

comments) that are specific to the content we distribute across 

platforms; the number of qualified consumer leads and visitor inquiries 

we generate by ad campaign or brand activation; and the number of 

video impressions, views, and views to completion – in addition to the 

paid and earned media values of Visit Tucson’s efforts. 

These metrics are reported quarterly to Visit Tucson’s primary investors: 

Pima County, the City of Tucson, and the Town of Oro Valley.

Analytics

In FY16-17, Visit Tucson will work with Adara, an analytics company that will measure all our 

digital advertising and online marketing activity against a broad travel ecosystem of data 

partners. This data will allow us to measure our marketing effectiveness across display, social 

and promotional channels. It will track consumers who are actively searching and booking 

travel who have been connected with – or touched by – our content online. By tracking 

purchasing behaviors, Visit Tucson will gain unprecedented insight into what creative is 

underperforming and the content that is driving conversion/visitation.

marKets Of Origin 

to VisitTucson.org

Tucson

Phoenix

Los Angeles

New York City

Chicago

San Francisco

Seattle

Denver

San Diego

Minneapolis

Year to date (July 1, 2015 – May 31, 2016) VisitTucson.org 
generated nearly 1.3 million unique users. Combined desktop 
and mobile visits tracked 1,717,098 total visits.

Research

Create

Deploy

Measure

Research

Create

Deploy

Measure

Research

Create

Deploy

Measure

Research

Create

Deploy

Measure

Source: Google Analytics, www.VisitTucson.org

Source: Google Analytics,  
www.VisitTucson.org
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Pr & communicAtions

Visit Tucson’s PR and Communications department works with the media—publications, editors, 

journalists and freelance writers—to generate articles about our destination and our tourism amenities. 

This earned media coverage helps to leverage Visit Tucson’s overall marketing efforts and extends the 

reach of advertising campaigns. Furthermore, these stories provide third-party validation, presenting 

an unbiased view of the Tucson and Southern Arizona region.

One of our biggest success stories in 2015-16 was the improvements made to our public relations 

program. The team generated more than $16 million in media coverage through just the first 11 

months of 2015-16. Obtaining Tucson/Southern Arizona coverage from Associated Press, USA Today 

and many other top domestic and international media outlets nicely augmented  

our marketing. 

Earned Media

To generate earned media coverage, the PR team responds to requests for information and images, and 

proactively distributes press releases and topical information. We develop relationships with key writers 

and editors at tradeshows and on sales missions while pitching our region and the great things visitors 

can do here. Occasionally, we generate articles without hosting a journalist; however, large feature 

stories generally require our coordination of a group press trip or an individual media visit.

Understanding that experiencing 

new cuisine motivates many 

travelers, the PR department 

placed additional emphasis on 

our region’s culinary offerings 

at the beginning of 2015-16. 

To differentiate ourselves from 

competing destinations, we 

focused on those things that 

reflect our brand experience, 

“a little out there” including 

restaurants that feature 

international flavors, chefs 

with a unique spirit of creativity 

and dishes that showcase our 

borderlands culture.
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When Tucson received the UNESCO City of 

Gastronomy designation, the media began to 

pay even more attention to our message. At 

that point, we expanded our focus to include 

farmers’ markets, purveyors and farms as well 

as local beers, wines and spirits. Locally sourced 

ingredients were always important, but now we 

showcased ingredients native to the Sonoran 

Desert such as tepary beans, cholla buds and 

cactus flowers. Places like Native Seeds/SEARCH 

and Mission Gardens were added to press 

releases and itineraries.

Broadcast Coverage

We have had great success spreading the word of our region’s culinary assets and the UNESCO 

designation, generating more than $3.5 million in coverage on this topic in the last fiscal year. In 2016-

17, we will continue to pitch this story with the goal of generating more in-depth coverage. While we 

have been successful with print and online publications, our next objective is to secure broadcast 

coverage for Tucson’s UNESCO City of Gastronomy designation. We will do this by working closely 

with Film Tucson to attract an unscripted television production.

In 2016-17, our goal is to generate $12 million in earned domestic and international media coverage, 

which will require increased resources and dedication. We will continue to emphasize traditional 

tactics, such as press trips and old-fashioned pitching, which have established us as PR professionals 

who can be counted on for timely assistance. We intend to host 70 or more media on press trips 

and to update the Press Room of Visit Tucson’s new responsive design website. We will engage with 

journalists through press releases, emails and social media platforms like Twitter and Facebook.

Media Missions

As domestic coverage is of critical importance, we will organize media missions in the key cities of 

New York, Los Angeles and Chicago. In November, we plan to have a major presence at Travel Classics 

West, an intimate conference of top domestic editors and freelancers, with the goal of securing that 

conference in Tucson in 2017 or 2019. To support Visit Tucson’s international efforts, we will work with 

the Arizona Office of Tourism and other DMOs to conduct media missions to Canada and the U.K.; we 

will attend ITB, the world’s largest travel trade show, taking place in Berlin, Germany. 

Visit Tucson’s PR team generated $3.5 million in coverage related to the UNESCO 
designation and culinary tourism, last fiscal year. In 2016-17, the objective is to 
secure broadcast coverage for this story.

67%
Experiencing new  

cuisine is a motivation  
for vacation

51%
Desire guided tours  

to experience  
local cuisine

Source: 2016 Portrait of American Travelers®
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To attract meetings, conventions and events, Visit Tucson deploys a team of five experienced national 

sales managers who handle specific geographic and vertical (industry) markets throughout the U.S. 

and Canada.

In fiscal year 2016-17, our focus will be building on the successes of our 2015-16 program of work, 

starting with the substantial gains in lead generation and definite hotel room-night conversions that 

have created momentum for metro Tucson and our partner lodging businesses. The conditions 

are prime for continued growth in average rates and occupancy for group hotel rooms across all 

segments of our marketplace. Thus, all aspects of our work will be driven by a strategy to increase 

exposure to our destination for qualified meeting and event planners and their clients. We are 

enthused about the opportunity to book additional meetings from New York, as well, due to nonstop 

service between Tucson and New York (JFK) launching in October 2016.

Outbound Sales Efforts

We will develop a robust schedule of outbound sales missions, client 

events and tradeshows for our sales managers and participating 

partners to engage potential customers across all segments of the 

group market, including corporate, association and SMERF (Social, 

Military, Education, Religious, and Fraternal) planners. We will continue 

to differentiate Tucson from competing destinations by conducting 

targeted client events in key markets and emphasizing our unique 

value proposition within our “Free Yourself” brand. We will participate 

in traditional high lead-generation tradeshows—such as IMEX 

America, American Society of Association Executives, Incentive 

Works Toronto, Religious Conference Management Association, and 

Holiday Showcase Chicago—and supplement these with a series of smaller-scale, face-to-face events 

supported by key industry partners in primary and secondary markets. 

Converting Prospects

Personalized site visits are our most effective way to convert 

prospects into customers. This success is due to our sales 

managers delivering a high level of personal service and our 

lodging partners providing outstanding support for our efforts. 

We intend to expand, at our partners’ request, our successful 

“You Fly, We Buy” site visit promotion to ensure all interested 

and potential customers have the chance to experience firsthand what Tucson offers.

Visit Tucson will host 
client events in Chicago, 
Minneapolis, New York  

Tri-State Area and Seattle.  

sALes
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Group familiarization trips (FAMs) to hotels, attractions and restaurants offer an important opportunity 

to showcase metro Tucson to top prospects. In 2016-17, we will host four FAMs, including the four-

day Experient ESN Encounter for 125 qualified planners in September. Additional FAMs focused on 

midtown properties, third-party partners, and SMERF customers, as well as property brand-specific 

FAMs, are also scheduled. 

Strategic Partnerships

Our team has formed highly beneficial relationships with 

key influencers within the meetings marketplace to expand 

our reach and effectiveness, creating hundreds of “metro 

Tucson ambassadors.” As part of our aggressive strategy to 

acquire new customers and increase the number of meetings 

booked here, we have aligned our destination with third-party 

industry leaders HelmsBriscoe, Conference Direct, Prestige 

Global Meeting Source, and Spinnaker DME. Additionally, our 

marketing program with industry leader Cvent allows us to 

make an impact on and engage buyers at a critical time in the buying cycle. It also allows our partner 

properties to stand out in a crowded field of intense competition. We will continue to identify similar 

opportunities and affiliate ourselves strategically when and where it makes the most sense.

Incentive Tools

Visit Tucson’s branded master account incentive “The Power of Connection” 

has been turning prospects into customers at a record rate and will be 

continued in 2016-17 as a staple of our group meetings sales effort. This 

financial incentive provides qualified planners with a savings against their 

hotel/resort master accounts 

and it aids in booking more than 

100 meetings annually for metro 

Tucson. Keeping this program in the 

forefront of our marketing plan positions us above the fray 

of seasonal or one-time promotions offered by competing 

destinations and gives our lodging partners yet another tool 

to help close business for their respective properties.

“We really appreciate the fact that the 
Tucson CVB has been so proactive in 
working with us to bring our meeting 

to Tucson. Without this Master 
Account credit that would not have 

been possible for this group. You have 
certainly stacked the deck in favor of 

our hosting the event in Tucson.”

Ed Sanborn 

President, Per Diem Lodging, Inc.

Visit Tucson’s Sales team will engage customers in New York, Chicago, Philadelphia,  

Los Angeles, Oakland, Palm Springs, San Francisco, San Jose, Denver, Orlando, 

Las Vegas, Las Cruces, Cincinnati & Cleveland, Nashville, Austin, Dallas, Galveston, 

Grapevine, Salt Lake City, Washington, D.C., Phoenix, Scottsdale and Tucson.

Visit Tucson breaks the 

mold – shattering a tired, 

ineffective formula of  

site selection …

… Daring to change the 

conversation from a commentary 

on infrastructure, Tucson 

now talks about its essence to 

planners, sharing what really 

makes this place so special for 

meeting delegates.

Nelson Fabian 

Former Executive Director,  

National Environmental Health Association*

*Nelson Fabian is a buyer, who has sourced 

five meetings in Tucson, including two board 

retreats and one large association meeting with 

1,300 attending delegates.
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conVentiOn servicEs

To earn this rating, the Services team provides marketing and collateral support to meetings 

professionals who are planning their meetings at a Visit Tucson partner hotel, resort or other venue. 

We initiate personal contact with each customer to determine what additional products and services 

are needed to stage an ideal meeting in metro Tucson. Our objectives are to enhance every meeting 

to ensure planners and their delegates have the best possible experience in our destination and to 

increase the likelihood they will return. 

Customized Programs

To ensure meetings delegates can experience metro Tucson beyond their hotel or resort stay, we 

will continue to create custom programs of pre- and post-meeting options for each customer. These 

suggestions can include group tours and/or trips to off-site entertainment, restaurants and attractions. 

For groups whose programmatic requirements keep them on the property, we will work with them 

to identify an array of on-site activities, such as voluntourism programs, classes or local artist trunk-

shows that bring our community to them.

We will continue to cooperate with Visit Tucson partners to create “Welcome” programs that promote 

community awareness of our incoming group business, particularly summer conventions. Our 

“Welcome” initiative allows businesses to promote their products and services to the thousands of 

delegates who are staying at area resorts and other properties.

Show Your Badge

Also in 2016-17, Convention Services will implement a new “Show Your Badge” program for groups 

that meet peak room-night requirements of 300 rooms. This program will provide delegates with 

Industry Marketing

The Sales team will assist with an advertising campaign targeting meetings industry customers. With 

a deliberate shift to digital platforms increasing each year, we will maintain an effective presence 

in print-based meetings industry publications, focusing on editions that feature southwestern 

destinations. Each ad placement will be combined with advertorial and lead generation components 

that reinforce our marketing message and deliver qualified prospects for metro Tucson.

Visit Tucson’s Convention Services department receives a 98% Customer 
Satisfaction Index (CSI) rating from meeting planners who have booked in metro 
Tucson through Visit Tucson’s Sales department. 
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Home to an 11,000 seat stadium, seven 

full size championship fi elds, clubhouses, 

ample parking & various amenities, 

this multi-purpose venue encompasses 

155 acres with panoramic views of the 

picturesque Santa Catalina Mountains. 

520-724-5466  | kinosportscomplex.com

A wide variety of events have been hosted here, from MLB Spring Training 

to youth and collegiate events including all baseball events at the Tucson 

Invitational Games. Visit Tucson is also home to the University of Arizona 

and Pima Community College Athletics throughout the year.

discounts and value-added offers in conjunction with participation from 

key stakeholders, including Main Gate Square, Fourth Avenue Merchants 

Association, and Downtown Merchants Association. 

 

The Gem Shows

Convention Services takes the lead in working with owners, operators and 

exhibitors associated with the Tucson Gem, Mineral & Fossil Showcase, 

metro Tucson’s single largest event. During the showcase, we ensure these 

customers, many of whom are repeat clients, are connected with the City 

of Tucson and/or Pima County for support with any logistical issues that 

arise. We collaborate with Park Tucson to promote the free GemRide that 

transports thousands of customers annually among the February shows. 

We also coordinate production of Visit Tucson’s online and printed guides 

for this event. 

In 2016-17, we will update the Tucson Gem Show app, making it a year-

round, user-friendly tool that provides information on gem, mineral and fossil-related partners, events 

and retail opportunities available beyond the regularly scheduled Tucson gem shows.

Visit Tucson Sports focuses on filling available venues throughout the 

region with professional and amateur sporting events. Based on Visit 

Tucson’s contracts with Pima County, the City of Tucson and the Town 

of Oro Valley, the department works to grow existing events, while 

seeking new events to fill need periods for the venues and metro Tucson.

Local & Regional Venues

For Pima County, the department focuses on filling Kino Sports Complex, 

while also working with Sporting Chance and with events that use County 

venues and roads. Tucson Invitational Games, MLS Preseason in Tucson, 

El Tour de Tucson, USA Shooting, the Tucson Conquistadores Classic PGA 

TOUR Champions event, Vamos a Tucson Mexican Baseball Fiesta, and USA 

Rugby national playoffs are just a few of the events we supported or helped 

bring recently to County facilities and venues situated in unincorporated 

Pima County.

tucson sPorts
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Within the City of Tucson, we work with University of Arizona Athletics to 

bring events into their facilities during off-peak times, while promoting 

Tucson during their nationally televised home basketball and football 

games. Visit Tucson Sports also works with SMG to place events at Tucson 

Convention Center and with the City of Tucson to stage softball events 

at Lincoln Park and golf tournaments at Tucson City Golf facilities. The 

NOVA® Home Loans Arizona Bowl, El Tour de Tucson, Tucson Association 

of Realtors Soccer Shootout, and Cactus Classic Volleyball are among the 

recent sports activities staged within city limits.

In Oro Valley, we have worked with Town staff to grow 

out-of-market participation in the annual Arizona Distance 

Classic Half Marathon running event, while creating a new 

opportunity in 2015-16 to host professional soccer teams 

engaging in MLS Preseason in Tucson activities. Oro Valley 

also boasts the new Oro Valley Aquatic Center, where 

Visit Tucson Sports has partnered with the Town to secure 

numerous regional and state events, along with the 2017 U.S. 

National Synchronized Swimming Championships for 10- to 

12-year-olds.

New Business Prospects 

In 2016-17, Visit Tucson Sports’ business generation efforts will include working with local sports 

organizers to grow their events, while traveling to tradeshows, including National Association of 

Sports Commissions, and to association meetings for 

baseball, softball, lacrosse and swimming. New event 

opportunities are available in 2016-17, but securing 

them will be dependent on the revenue that can be 

allocated to Visit Tucson Sports.

The Sports department consists of a sports sales 

manager with some administrative assistance. Despite 

the limited staff, the department will aim to generate 

a 2% increase in the amount of sports-related room 

nights booked in 2016-17. We will also converse 

with our government funding partners regarding 

enhancements that can be made to existing facilities 

that will help build upon existing events and make 

metro Tucson more viable for new sports activities. 

toP nEW sports eVEnts 

in 2016–2017

• USA Diving 2016 Zone F 
Championships,  

Hillenbrand Aquatic Center

• USA Synchro Masters Championships, 
Oro Valley Aquatic Center 

• USA Synchro Junior Nationals,  
Oro Valley Aquatic Center

• USA Shooting,  
Tucson Trap & Skeet Club
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toUrism

Visit Tucson’s Tourism department markets Tucson and Southern Arizona as a leisure destination to 

domestic and international receptive operators, tour operators, travel agents and airlines. The Tourism 

team serves as the direct sales contact for these clients, educating them about our region and 

showing them how to sell and position it to leisure travelers.

Our key geographic markets include the U.S., Canada, and Western Europe, with focus on the United 

Kingdom, Germany and France. Given current budget limitations, the Tourism department’s efforts 

are often the primary means for generating awareness with international travel professionals. These 

customers are critically important because international travelers are much more likely than their U.S. 

counterparts to book their vacation through a tour operator or travel agent. Furthermore, research 

shows that international visitors spend more and stay longer than domestic visitors.

Tradeshows & Sales Missions

For 2016-17, the Tourism team proposes an 

aggressive tradeshow schedule in mature 

markets, engaging clients at ITB, Showcase 

Italy, IBTM, Go West Summit, National Tour 

Association, American Bus Association, and 

the U.S. Travel Association’s IPW. Our domestic 

sales missions will focus on California, Arizona 

and Chicago. Internationally, we will travel with 

participating Visit Tucson partners to the U.K., 

Germany and France for destination trainings 

with travel agents and product meetings with tour operators. Whenever possible, we will continue 

to pursue opportunities with the Arizona Office of Tourism and other DMOs, such as our plans to 

conduct workshops for Japanese and Chinese tour operators based in Los Angeles. 

Niche-Industry Groups

We will also explore niche markets like family, religious and educational group travel. We will 

invest with the Family Travel Association and Travel Alliance Partners (TAP), which will host annual 

conventions in Tucson, bringing over 200 qualified decision-makers here: 

• Family Travel Association Summit is a trade-only conference that focuses on educating 

consumers on the positive impact of travel on children, promoting child-friendly experiences, and 

how to simplify the planning of family getaways. The 2nd annual conference will be held October 

23-26, 2016 at The Westin La Paloma Resort & Spa. 
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• Travel Alliance Partners, LLC is a member-owned organization 

of premier tour operators in the United States and Canada. 

Each partner is a regional expert and, collectively, they offer 

their customers new and unique itineraries with guaranteed 

departures. Their annual convention, TAP Dance, will be held in 

June 2017 at The Westin La Paloma Resort & Spa. 

We know that travel professionals who have experienced Tucson and Southern Arizona firsthand can 

more effectively sell the destination to their clients, ultimately increasing room-night performance 

and generating new business leads. Thus, in addition to sponsoring these two conferences, we will 

conduct group FAMs and individual site inspections, including a mega-FAM targeting 15 domestic and 

international operators scheduled for April 2017. 

Brand USA

We will continue to partner with Brand USA, the DMO for the U.S. Every 

year, Brand USA invests millions of dollars driving international visitors 

to this country. We will leverage their efforts with complementary 

advertising placements and through other collaborations. We’ve 

partnered with Brand USA on several tour operator FAMs and media 

visits in the past, and we will offer our support and assistance again this year. We will educate their 

international representatives about Tucson and Southern Arizona to ensure they are promoting our 

destination along with other U.S. cities.

Tourism will invest with the Family Travel Association and Travel Alliance 
Partners (TAP), which will host annual conventions in Tucson, bringing over 200 
qualified decision-makers here in 2016-17. 

ARIZONA

Auf dem Gipfel der Welt… Ies ist der Moment, 

den Sie für immer festhalten möchten.

Erfahren Sie mehr unter VisitTucson.org/TopOfTheWorld

du

AU

Au sommet du monde… c’est ce moment exacte que l’on voudrait figer dans le temps.
Plus d’information à VisitTucson.org
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The primary goal of Visit Tucson’s Mexico Marketing department is 

to increase visitation by Mexican nationals to Tucson and Southern 

Arizona. In addition to marketing and promoting our region, the 

department works with U.S. Customs and Border Protection to 

increase and ease cross-border traffic between Arizona and Mexico. 

Our Executive Vice President Felipe Garcia collaborates with our government funders, business leaders 

in Southern Arizona and Sonora, local economic development agencies and government officials 

in Sonora to leverage and enhance trade opportunities while continuously promoting the travel 

industry’s positive economic impact.

Vamos a Tucson

Our marketing program, known as Vamos a Tucson, provides Visit Tucson partners with opportunities 

to reach the Mexico market, to educate Mexico’s consumers about regional tourism offerings and to 

persuade Mexican visitors to stay longer, booking their accommodations through Visit Tucson’s online 

reservations system, Regatta Travel Solutions. Our staff operates Visit Tucson’s two visitor centers in 

Sonora, Mexico (Hermosillo and Ciudad Obregon), where consumers can learn about and book hotel 

and resort accommodations, restaurants, concerts, local events and attractions. 

We continue to manage an integrated marketing campaign that 

promotes our region in Sonora and Sinaloa through print media, 

social media, radio, digital billboards, monthly newsletters, 

tradeshows and website content. This campaign will include 

coordination of co-op programs with retailers such as Starbucks, 

Domino’s Pizza, Sam’s Club, Comercial Mexicana and other 

vendors. We will distribute in key business and affluent residential 

areas our quarterly Vamos Visitor Guide. We will continue to 

oversee production of the “Vamos a Tucson” television show, 

broadcast on Thursday evenings in Sonora during the “Entre 

Todos” newscasts and featuring highlights of Southern Arizona 

attractions and other examples of what the region has to offer. 

Measuring Trade Impact

One of the most difficult tasks with which we are faced, however, is measuring the impacts of our 

Mexico marketing programs. Many Mexican travelers use cash or American credit cards due to high 

interest rates associated with credit cards in Mexico. That makes it difficult to track their purchases of 

hotel rooms, food and beverage and retails items.

Additionally, our Vamos a Tucson department does an excellent job of educating consumers about 

Tucson and booking them initially through our VamosaTucson.com website. However, local hoteliers 

mexicO marKEtinG
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RESERVA TU HOTEL EN VAMOSATUCSON.COMO COMUNÍCATE AL 01 800 822 4820
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are to be commended for converting many of these first-time bookers on our site to loyal customers 

who book directly with their properties after initial stays.

Beginning in 2016-17, the department will focus on 1) a medical tourism initiative, 2) a project to 

revamp the international private flight hall at Tucson International Airport (TIA), and 3) the joint-effort 

with Tucson Airport Authority to launch nonstop air service between Tucson and Mexico. 

Medical Tourism Initiative

Tucson has always been a destination for visitors seeking 

healthcare, especially among travelers from Northern 

Mexico, but the growth of this industry in metro Tucson has 

occurred organically, primarily through personal referrals and 

word-of-mouth advertising.

In 2016-17, we will initiate efforts to position Tucson and Pima 

County as the preferred destination for high-quality medical 

services and to spur greater growth in our regional medical 

tourism industry. We will assist with creation of the Tucson 

Health Association (THA), a non-profit organization that will 

offer memberships to medical stakeholders and other non-clinical entities, with the funds generated 

being used to coordinate activities and promote medical services to visitors from Northern Mexico. 

We will help position the THA as the leading source for patients seeking referrals for physicians and 

hospitals in this area, providing options tailored to meet patients’ needs by connecting them to the 

appropriate specialist and ensuring their best healthcare outcome. Our goal is to increase awareness 

and utilization of medical services in Tucson and Pima County through collaboration and partnership.

International Arrival Hall 

The Tucson Airport Authority and Visit Tucson will lead a revitalization and beautification project at 

the international private terminal arrival hall at TIA, the space where arriving high-profile passengers 

undergo routine interviews and customs inspections. The arrival hall provides a valuable but brief 

opportunity for Tucson to make a positive impression on influential decision-makers passing through 

the terminal. The Mexico Marketing team will provide information about metro Tucson’s assets and 

potential as a place to invest, to do business, to visit and to live. 

Air Service Development

Regular nonstop air service between Tucson and Mexico will help increase travel and trade on both 

sides of the border. In recent years, the Mexico Marketing staff have led efforts to establish air service 

to Hermosillo; however other important gateways such as Guaymas and Culiacan are also being 

considered. The Tucson Metro Chamber is currently leading the effort to establish an air service 

development fund and Visit Tucson has pledged participation. We are well-positioned to expand air 

service in this key market during 2016-17.

Medical tourism is a booming 
industry, with an estimated impact of 

$50-$65 billion worldwide in 2014. 

Forbes, August 19, 2014
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The primary purpose of Visit Tucson’s Film Tucson division is to 

promote Tucson and Southern Arizona as a location to producers of 

studio and independent feature films, television series, print, digital 

and television commercials, and music videos. The department aids 

producers with location and venue scouting, hotel rooms, permits and 

other permissions needed for their productions, places to purchase set materials, rent equipment and 

with restaurants and caterers.

Of these 362 projects, feature films represent only 6% of the projects, but 30% of the direct spending. 

While feature films tend to be the most lucrative, they are also the most difficult to attract as the 

competition is fierce and incentives in other states are generous. 

We have long lamented the loss of Arizona’s 

statewide film incentive, which rebated part of 

the production costs for major film projects that 

generated millions of dollars in direct spending 

within our state. That incentive allowed Arizona to 

compete with the other 40+ states that currently 

offer them. As it doesn’t appear those incentives 

will be coming back anytime soon to Arizona, Film 

Tucson has recalibrated its focus to pursue smaller, 

independent films, television series and episodes, 

including reality shows, along with broadcast and 

print commercials. 

In 2016-17, our goal is to increase direct spending by feature film, television and commercial 

advertising productions to $7 million annually, with an emphasis on nonfiction/reality television 

and commercial advertising. We intend to do this by promoting Tucson and the region at industry 

tradeshows, such as the Association of Film Commissioners International (AFCI) Locations and Global 

Finance Show, Real Screen, and at the National Association of Latino Independent Producers (NALIP) 

Media Summit. 

Additional marketing will occur via print and online advertising campaigns in RealScreen Magazine, 

which targets the reality television show market and SHOOT Magazine, which targets the commercial 

advertising market. The Film Tucson website will be rebuilt in responsive design and expanded to 

include more of Southeastern Arizona’s diverse locations.

During the five-year period, 2010-15, the Tucson Film Office worked on 362 
projects that generated $45 million in direct spending, 23,486 job days for area 
film crews, and 19,183 hotel room nights.

fiLm tucson
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Without incentives, repeat business and word-of-mouth referrals are critically important in driving 

economic impact and increasing total spending. In addition to promoting our locations, we will 

continue to provide services to clients during pre-production and production periods. Our expertise 

can save both time and money as we provide clients with customized digital location packages, liaison 

services and a vast network of contacts and resources. 

Another objective for 2016-17 will be to continue nurturing and supporting the growth of the local film 

production industry. To this end, we will work with partners such as the University of Arizona’s Hanson 

Film Institute to produce and market filmmaking events that bring industry decision-makers to Tucson 

and provide networking and educational opportunities for Southern Arizona’s local film community. 

Collaborating with our nine local film festivals, we will invite and host acclaimed filmmakers with 

projects that could be filmed here to experience Tucson firsthand. Additionally, we will incentivize 

these local film festivals to promote themselves outside of Tucson to attract regional and niche-

market visitors. 

VisitOr servicEs
With technology reducing visitors’ use of visitor centers throughout the United States, including in 

Tucson, we are looking at partnerships and new opportunities to promote our region to visitors.

We are hoping to collaborate with area agencies to create a regional orientation (visitors) center 

in downtown in 2017. Traffic to our visitor center has dropped from a record 70,000 customers 10 

years ago to approximately 30,000 today. By partnering with other agencies and expanding the 

products and services available, we believe we will be able to promote our region face-to-face with 

more customers.

Additionally, if we are able to grow our budget in the coming years, we could develop a mobile 

visitor center, which we would take to regional events and also to top feeder markets to augment 

our brand-activation events. We anticipate that our Tucson Visitor Center, currently in La Placita 

Village, will relocate to another site in central Tucson this year. The new location will be announced 

in Visit Tucson communications as soon as details are finalized. 
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PArtnErsHip

More than 500 businesses throughout Tucson and Southern Arizona are Visit Tucson partners that 

benefit from the leisure travelers, meetings delegates, sports groups, special events and film activity 

that we help attract to our region. Much like we assert that all aspects of metro Tucson’s economy 

and quality of life impact tourism, the great majority of our region’s businesses benefit in some way 

from tourism. 

Visit Tucson helps to attract customers to our destination, but it is our partners—hotels, spas, 

restaurants, attractions, tour and transportation companies, arts and cultural providers, and others—

who deliver the products and services that keep our customers returning. 

Partnership Options Expanding In 2016-17

In 2016-17, the Partnership department will begin adapting to the 

changing needs and desires of our partner businesses and the 

ways in which our customers choose to reach them. With the 

rollout of Visit Tucson’s responsive website in 2016, we will also 

introduce a new, tiered partnership model, one that allows the 

businesses working with us to select the partnership package that 

best fits their needs. 

In comparison to many DMOs, Visit Tucson’s existing annual partner dues rates are low. However, 

analysis of our existing partners shows we have the lowest market-share and highest turnover with 

small businesses that would stand to benefit from, and have requested, an entry-level partnership. 

These businesses include locally owned restaurants, shops and attractions that make 

our region a uniquely wonderful place to showcase. 
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Tiered Benefit Options

With our new plan, a business will be able to select 

their investment level in Visit Tucson, based on their 

marketing needs and available funds. These tiers 

will range from an economy-level partnership, with 

basic benefits and low annual dues, to a high-benefit 

package that includes varied additional discounts 

with increased investment. It is our hope that more 

restaurants and small businesses will engage with 

us now that our entry-level partnership has been 

reduced from $300 to $150 annually.

Our existing model for lodging (hotels, resorts, 

spas, ranches, bed-and-breakfasts, and short-term 

rentals) will remain unchanged at this time. The 

new partnership model will affect all other partner 

categories.

In addition to launching the change of our 

partnership model, we will seek ways to increase 

the benefits of partnership through events, 

newsletters and advertising opportunities in 2016-

17. As we work to drive additional business to 

Tucson and Southern Arizona, partner businesses 

will benefit from the exposure they receive through 

our various marketing vehicles. 
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ADR: Acronym for “average daily rate.” ADR is the 

average daily rate charged by lodging establishments 

for guest-room stays.

AOT: Acronym for “Arizona Office of Tourism.” AOT 

is the state of Arizona’s travel promotion agency. It 

focuses primarily on generating additional leisure travel 

to our state – www.visitarizona.com. 

ASAE: Acronym for “American Society of Association 

Executives.” ASAE is a membership organization that 

works to enhance the management skills of thousands 

of association executives throughout the nation.

CVB: Acronym for “convention and visitors bureau.” 

This term is interchangeable with destination marketing 

organization. CVBs/DMOs are organizations charged 

with marketing and selling specific geographic regions 

to targeted leisure and meetings travelers.

DMAI: Acronym for “Destination Marketing Association 

International.” This association provides education, 

resources and best practices for destination marketing 

associations throughout the world.

DMO: Acronym for “destination marketing 

organization.” This term is interchangeable with 

convention and visitors bureau. CVBs/DMOs are 

organizations charged with marketing and selling 

specific geographic regions to targeted leisure and 

meetings travelers.

FAM: Abbreviation for “familiarization tour.” Visit Tucson 

brings in meeting planners, tour operators, travel 

agents and media for group and individual FAMs on an 

ongoing basis.

FIT: Acronym for “frequent individual traveler.” This 

term describes affluent travelers who are typically 

targeted by most destinations due to the large amounts 

of money they spend on travel. These customers often 

book travel through high-end travel agents.

ITB: Acronym for Internationale Tourismus Börse, 

the world’s largest travel trade show held in Berlin, 

Germany each March. 

IBTM: Acronym for “Incentives, Business Travel, 

Meetings.” IBTM stages trade shows throughout the 

world connecting destinations with business travel 

executives.

IPW: IPW was formerly known as “International Pow 

Wow,” but goes by IPW today. It is the United States’ 

largest annual travel industry trade show.

RevPAR: Acronym for “revenue per available room.” It 

is a function of a lodging entity’s occupancy and rates, 

and is a leading indicator of profitability.

SALARA: Acronym for “Southern Arizona Lodging 

& Resort Association.” SALARA is a membership 

organization focused on the education and advocacy 

needs of Southern Arizona’s lodging industry.

SITE: Acronym for “Society of Incentive Travel 

Excellence.” SITE provides a platform for its members to 

share trends and best practices in the lucrative incentive 

travel industry, which is used by many companies to 

reward employee performance.

STR: STR was formerly known as Smith Travel Research, 

but goes exclusively by STR today. It is one of the 

world’s leading travel research companies with a focus 

on collecting and reporting lodging data.

GLOssarY
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