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•Maintain and Increase Overnight Stays 

• Focus on new fly and long-drive market geographic priorities 

• Explore new segmentation and targeting for group, wine, luxury, and weddings 

• Maintain market share in drive markets by converting day-trips to overnight 

• Drive demand for new products and reposition and refresh interest in existing 

products 

• Maximize the visitor experience through advocacy 

• Influence and maximize the long-term development of the destination and its brand

Marketing Objectives



Creative Approach: 
          From Miss Nothing to The American Riviera®



This year, media is focused on targeting specific audiences segmented by geography, 
demographics and interests.
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Media Approach



Print Opportunities
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PRINT: American Way Magazine

Opportunity includes: 

•(2) member placements  
•1/6 page placement in VSB full page 

print ad
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About American Way:  

American Way In Flight Magazine is 
distributed across all American Airline flights.

Targeting: American Airlines travelers; HHI 
$100K+; Avg. Age 45 

Timing: December Issue 

Member commitment: 

•Deadline 11/7 for submission of image and 2-3 
copy points 

Impressions: 11,600,00 Readership 



PRINT:

American Way 
Magazine

VSB brand 
advertisement 

1 2
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Opportunities Investment

2 $2,000/member



About Alaska Beyond: 

Alaska Airlines and Virgin America In Flight 
Magazine. 

Opportunities include: 

- (2) member placements in the full page 
print ad.  Each member to receive 1/6 of the 
page / bottom footer integration. 

- (3) print opportunities to be featured in 1 
of 3 Print Issues: December '17, January '18, 
& March ’18 

PRINT: Alaska Beyond
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Targeting: Alaska Airlines Travelers & Virgin; Age 25-54 

Timing: December '17, January '18, & March ’18 

Member commitment: 
•Deadline for submission of image and 2-3 copy 

points: 

•December Issue - November 3 

•January Issue - December 1 

•March Issue - February 2 

Impressions: 9,900,000 Readership (per print ad) 



PRINT:

Alaska Beyond
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VSB brand 
advertisement 

1 2
Opportunities Investment

6 total (2 per issue)
3 issues total

$1,500/
member



Digital Opportunities
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Targeting:  

•National database reaching active, engaged 
consumers, specifically targeting Seattle, Portland, 
Phoenix, Dallas, Denver and Northern CA 

Timing: January 2018 

Member Commitment: Copy bullet points 

Impressions: 12,000 

TimeOut CUSTOM EMAIL:
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About TimeOut: 

Time Out Group is a leading global 
media and entertainment publication.

Opportunities include: 

•(3) members to be featured.  
•Each parter will receive copy points 

highlighting a special offer



TimeOut CUSTOM EMAIL:

VSB campaign  placement
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Opportunities Investment

3 $400/member

1

2

3



AFAR AfarCUSTOM EMAIL:
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Targeting:  

•HHI $300K+; College educated; Avg. Age 48 

Timing: December 1, 2017 

Member commitment: 

•Member image and offer copy due 11/3 

•30-50 words of copy for offer 

Impressions: 100,000

About AFAR: 

Multi-platform travel media brand inspiring 
audiences through travel. 

Opportunities include: 

•(4) members will receive 1 hi-res image 
with copy placement highlighting a special 
offer 

•30-50 characters 



AFAR AfarCUSTOM EMAIL:

1

2

3

4

VSB placement
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(4) partner placements 
available

Opportunities Investment

4 $500/member

Partner Image

Partner Image

Partner Image

Partner Image

The American Riviera® is within your reach. Plan your escape with 
exclusive deals and offers throughout Santa Barbara.

Buy Two Nights, Get 
the Third Night FREE
This winter, book two nights at Santa Barbara 
area hotels and get the third night free or 20% 
off your reservation. Plus, get exclusive 
discounts, upgrades, perks, and goodies with 
The American Riviera® Experience Kit.



Visit CaliforniaCUSTOM EMAIL:

Targeting: Highly-qualified Visit California email opt-ins 
Timing: February  
Impressions: 112,000 per email  

Placement #1 

•Photo – Hi-res approx. 4”x4” 

•Headline (20 characters) 

•Body (200 characters) 

•CTA (24 characters) 

•URL 
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About Visit California:   

Publication promoting California 
globally.

Opportunities include: 

•(1) feature placement  
• (example 1) 

•(2) tout placements 
• (examples 2 & 3) 

•Email opportunity with 3 available 
placement opportunities for 3 
members per email.

Placement #3 

•Headline (24 characters)  

•Body (150 characters) 

•CTA (24 characters) 

•URL

Placement #2 

•Headline (20 characters) 

•Body (150 characters) 

•CTA (24 characters) 

•URL



AFAR
Visit California

CUSTOM EMAIL:

VSB 
placement
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Opportunities Investment

3 Total 
- 1 Feature 
 - 2 Touts 
(Per email)

$1,000/Feature 
$500 /Tout

Member 
Image

Placeholder Mock 
UpMember Article

Member 
Image

Member Article

2

3

Member Image

Placeholder Mock UpMember Article

1



Targeting: Affluent individuals with a HHI $445K, 
Age 45+ 

Timing: March 1 - April 30, 2018. Email Run March 
13, 2018 

Member commitment:  

•For article feature: (3)bullet points on member 
offer 

•Logo 

•Display ad assets due 2/7 

Impressions: 150,000 Email; 127,160 Impressions 
per member

Wine SpectatorEMAIL + DISPLAY:
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About Wine Spectator:  

Lifestyle magazine that focuses on 
wine and wine culture.



Wine Spectator
CUSTOM EMAIL:

VSB placement in 
Wine Spectrum 
newsletter will link off 
to the VSB landing 
page where up to (3) 
members will be 
featured with an 
image and copy 
points.

Each member will also 
receive an individual 
display ad on Wine 
Spectator driving to the 
article on VSB.

1

2

3

Member 
Image

Member 
Image

Member 
Image

Placeholder Mock Up

Placeholder Mock Up

Placeholder Mock Up
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Opportunities Investment

3 $3,000/member

Member Article

Member Article

Member Article

VSB 
Campaign + 

Partner 



Targeting: HHI $100k - $300K; Avg. Age 27; Targeted 
to Seattle, Portland, Denver, Phoenix, Dallas, LA and 
San Francisco 

Timing: March 2, 2018 

Member commitment:   

•Image and copy points due 1/22 

•Smaller thumbnail images with a 4:3 aspect ratio 
accompanied by 20-35 words with a CTA link to 
member URL 

Impressions: 300,000 per member

Ou!ound ColectiveCUSTOM EMAIL:
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About Outbound Collective:  

Outdoor-focused publication inspiring 
readers to explore and discover the 
outdoors across the globe.

Opportunities include: 

•(3) member placements within the 
dedicated Santa Barbara email from 
Outbound Collective, including image and 
copy.



OUTBOUND  
COLLECTIVEOu!ound Colective

CUSTOM EMAIL:

VSB placement
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(3) Member placements 
available

Opportunities Investment

3 $500/member

1

2

3



Creative Placement 
 Opportunities
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ChefsFeedVIDEO LOCATION:

Targeting: HHI $100K+; Age 25+ 

Timing: January - March 

Member commitment: 

•TBD by member participation 

Impressions: 781,500 Total Exposure 
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Opportunities include: 

•Up to (2) members to be featured within a 3-5 
minute video highlighting a chef’s exploration 
through Santa Barbara, hosted on 
SantaBarbaraCA.com. 

•Video will be amplified through dedicated emails 
to ChefsFeed audiences + ChefFeed social 
channels. 

About ChefsFeed:  

Foodie media company that connects readers 
food and beverage trends - powered by chefs.

http://SantaBarbaraCA.com


CHEFSFEED
ChefsFeed

VIDEO LOCATION:
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Opportunity Investment

2 $2,500 /member



Targeting: HHI$100K, 25-55, Affinity for outdoor, 
wellness, wine, culinary, arts + culture.  Key Target 
Markets:  SF, Las Vegas, Seattle, Portland, Denver, 
Phoenix, Dallas. 

Timing: TBD 

Member commitment: 

•3 bullet points, URL, photography options 

Impressions: 5,000 guaranteed article 
views per member 

INTEREST-BASED ARTICLES: Member #eatures 
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About Interest Based Articles:  

Articles will be promoted through a 
content distribution network called 
Stack Adapt. These will be targeted 
at relevant audiences, and will click 
through to the VSB website article.



Opportunities include: 

•Articles will be promoted through 
sponsored content via Stack 
Adapt and drive to VSB article. 

•(3) members to participate in 
article including 3 bullet points, a 
URL to drive back to member 
website and an image.
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Opportunity Investment

15 (3 members per article) $350 /member

INTEREST-BASED ARTICLES: Member #eatures 



Theme Subject Units Price

Outdoor Recreation
Ways To Stay Active While In 

Santa Barbara
3 $350/member

Food + Libation
Three Days Of Food + Drinks In 

Santa Barbara
3 $350/member

Arts + Culture
A Taste Of Culture In The 

American Riviera® 3 $350/member

Wellness
Ways To Revive In The American 

Riviera® 3 $350/member

Wine
A Weekend Of Wine In Santa 

Barbara
3 $350/member

INTEREST-BASED ARTICLES: Article $emes 
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•Custom photography will be captured and featured in Instagram 
galleries as “Lookbooks” to tell a stylized story 

•The first image will capture the attention of the audience, but the 
gallery feature provides the opportunity to tell a fuller story behind 
the business, neighborhood or itinerary highlighting multiple hotspots. 

INSTAGRAM LOOKBOOK: Custom Social Media
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Placement Details: 

•A photo shoot with photographer will take 
place to capture original photography of 
member location/product/experiences to 
tell the member story to align with VSB 
brand campaign. 

•4-5 photos within a Lookbook shared on 
VSB Instagram page 

•Member receives full rights to photos 

•Paid media of $150 to boost exposure of 
Lookbook 

•Lookbook will remain live on the VSB 
Instagram platform indefinitely 

Opportunity Investment

8  
(1  member per month Nov - June)

$1,500 /member

INSTAGRAM LOOKBOOK: Custom Social Media
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Targeting: Interest/demographic targeting 
tailored to member 

Timing: November - June (1 member/month) 

Member commitment:  

•Photo shoot amenities  

•Does not cover fees associated w/ 
shooting 

Impressions: 20,000 - 50,000
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These opportunities will go on sale on November 1, 2017. For more 
information please contact Sarah Warman at Visit Santa Barbara. 

sarah@santabarbaraca.com

mailto:sarah@santabarbaraca.com


$ank You

30


