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WHAT TOURISM MEANS TO 
SANTA BARBARA
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TOTAL TRAVEL INDUSTRY IMPACT
P R O J E C T E D  D O W N T U R N S  O F  T H E  U . S .  T R AV E L  I N D U S T RY  I N  2 0 2 0  

A S  A  R E S U LT  O F  T H E  C O R O N AV I R U S :

Updated March 24, 2020         Source: Tourism Economics

7xM O R E  T H A N T H E  I M PA C T  O F  9 / 1 1



CALIFORNIA LOSSES
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TO TA L  T R AV E L  
S P E N D I N G  L O S S

$9.1 BILLION

86%
T R AV E L  S P E N D I N G  L O S S  

C O M PA R E D  TO  2 0 1 9



SANTA BARBARA SOUTH COAST 
TOURISM IMPACT
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15%
A B S O L U T E  H O T E L  

O C C U PA N Y

C H A N G E  I N  
H O T E L  R AT E S

-47%

C H A N G E  I N  
H O T E L  D E M A N D

-81%



SANTA BARBARA AIRPORT IMPACT
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• Service is still scheduled from Seattle, Portland, San Francisco, 
Los Angeles, Phoenix, Salt Lake City and Dallas

• TSA screenings are down nationwide -90%

• Santa Barbara Municipal Airport reports that passenger volume is 
off  significantly
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VISIT SANTA BARBARA IMPACT

• Two-thirds of  budget came from hotel-generated revenues; one-third 
came from local government grants

• Our marketing and operating budgets have been impacted

• We’ve significantly cut operational costs, including staff  layoffs and 
decreases to staff  wages, as well as marketing program costs



RECOVERY PROSPECTS



TRAVELER SENTIMENT
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T R AV E L E R S  C A N C E L L I N G  
VA C AT I O N S  A LTO G E T H E R

32%
P O S T P O N E D  T R I P S  H AV E  
N O T  B E E N  R E S C H E D U L E D

70%

A M E R I C A N S  M I S S  
T R AV E L I N G

7 IN  10
C O N S I D E R I N G  T H E  

S W I T C H  TO  S TAY C AT I O N

5 IN  10



NEW TRAVEL PAT TERNS
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• Staycations

• Regional vacations

• Travelers opting for road trips over flights



SANTA BARBARA’S  ADVANTAGE
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• Recent surveys indicate there will be pent-up demand for travel 

• Santa Barbara’s appeal is unique among destinations in California

• Once restrictions are lifted, our region will be particularly well 
positioned to attract drive-market visitors, such as LA residents, who 
initially will be interested in getaways closer to home
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VISIT  SANTA BARBARA’S  PLAN

• Our social media channels and website are being used to promote 
ways that locals can support area businesses and attractions 

• We created guides to online shopping, delivery and curbside pickup 
services, virtual tours and online activities offered by local businesses

• On the business side, we launched a new webinar series to bring key 
research and intelligence to our members and community leaders



IMMEDIATE STEPS
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• Support restaurants offering dine-out options and retailers with online 
portals

• Buy gift certificates for hotels and businesses for future staycations and 
excursions for friends and relatives



THANK YOU


