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Today’s Talking Points

● Planning Calendar, Scope, Deliverables

● Measure A and TBID Budgets

● Marketing Efforts (2020-2021)

● ROI and Ad Effectiveness Research

● TBID 2020-21 Annual Report

● Reporting and Real Time Information

● Questions
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MLT & TOML Partnership
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Annual Planning Calendar
January - MLT financial audit due to TOML
February - YTD financial review and program 
update to MLT Board
March - Board strategy and goal setting
April - Deliverables due to MLT Board & 
deliverables and strategies presented to TC
May - First draft budget and plan to Board
June - MLT Board budget approval & TC approval 
of deliverables and Budget
July - New fiscal year and budget begins
August - No Planning Events
September - No Planning Events
October - No Planning Events
November - Q1 update to Board & prior year 
recap to Town Council
December - No Planning Events
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Scope of Services
Mammoth Lakes Tourism is tasked with improving the 
tourism industry in Town and increasing quality visitation.  
The scope of services provides an overview of the 
engagement between MLT and the Town of Mammoth Lakes
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• Access and Transportation Awareness
– Air service, in-town transportation & mobility

• Brand and Community Awareness
– Marketing, multi-season focus, education, PR, destination draw

• Experience and Attractions
– Event support, activity promotion, stewardship, diverse experience

• In-Market Communication (B2C)
– Collateral, local promotions, signage

• In-Market Engagement (B2C)
– Marketing opportunities, local ads, outreach, local partnerships

• Administration
– TBID, event grant allocations, budget management

Scope of Services
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2020-21 Deliverables Recap 
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Access & Transportation Awareness - Regional Mobility 

Develop air service transportation plan for BIH & MMH Airports through taxis, 
local shuttle service providers, rental car companies and lodging properties

● In place for November 24th start at MMH and December 19 start at BIH

Work with Eastern Sierra Sustainable Recreation Partnership to disseminate 
information about open and closed trails etc.

● All real time trail info was shared out across platforms, including 
promoting the ESSRP Camp Like A Pro App

● Roads update webpage and blog received 17,199 pageviews 2.06 min TOS

MLT 2020-21 Deliverable Highlights
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Brand and Community Awareness - Multi-season Opportunities 

Focus on Fall to take advantage of pent up Covid-19 demand in September and 
October for 2020 and minimize reduction in TOT revenues compared to 2019 by 
less than 40%

● September 2020 -$397,621 and -37% to 2019
● October 2020 -$71,455 and -9.5% to 2019

*NOTE: Impacted by Creek Fire and Forest Closure from September 6 - October 26

MLT 2020-21 Deliverable Highlights
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Brand and Community Awareness - Domestic Marketing

Stabilize time-on-site, page views & organic visits on  www.visitmammoth.com

Overall website stats
● Total pageviews – 3,514,184 (+1.3% YoY)
● Average TOS – 00:02:10 (+44.8% YoY)
● Bounce Rate – 48.8% (-16.5% YoY)

Organic website stats
● Organic sessions – 948,485 (+15.6% YoY)
● Organic TOS – 00:02:46 (+13.1% YoY) 
● Organic Bounce Rate – 38.1% (-8.6% YoY)

MLT 2020-21 Deliverable Highlights

               

http://www.visitmammoth.com
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Brand and Community Awareness - Domestic Marketing

Drive awareness of Sustainable Tourism webpages – increase traffic by 50%

● Sustainable Travel landing page – 7058 pageviews (+3,229% YoY)
● Leave No Trace When Camping – 4079 pageviews (+2,465% YoY)
● Leave No Trace on the Trails – 1397 pageviews (+870% YoY)
● Leave No Trace Around Water – 1921 pageviews (+2,010% YoY)
● Leave No Trace Around Town – 612 pageviews (+937% YoY) 
● New page: Mammoth Promise – 2998 pageviews, 478 signatures

MLT 2020-21 Deliverable Highlights
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Brand and Community Awareness - PR/Communications

Measure effectiveness by number and quality of placements with a goal of 156 
(2019 was 209 total so this is a 25% reduction in anticipated placement) 

● 2020 placements fell short of goal at 130 which is -37%

In-Market Engagement - Marketing Educational Programs

Support event producers with semi-annual training and workshops including 
Covid-19 guidelines and response

● Held monthly check-in calls as restrictions changed and finally lifted
● Late in fiscal 2020-21 we did complete event grant funding process

MLT 2020-21 Deliverable Highlights
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In-Market Engagement - Local Advertising Programs

Disseminate Responsible Tourism messaging for visitors 

● 100% focus of all MLT communications in Summer 2020 (and 2021)
● Supported summer #1 of Community Host program with funding

Utilize Local Vendors Where Appropriate

● We always explore local options prior to going outside

Continued Participation in Covid-19 Economic Recovery Branch Group

● Urdi, Vanderhurst and Gebo on ERB and Kaylor assisted EOC 
communications group

MLT 2020-21 Deliverable Highlights
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In-Market Engagement - Public Engagement and Outreach

Grow community communication email lists by 5%

● Grew email lists by 6%

Continue Community Coffee events goal of 30 participants each month

● Averaged more than 40 participants each month (high of 106)

In-Market Engagement - Local Partnerships

Share in 50% cost of annual fish stocking program up to $50,000 per year

● Achieved for both spring 2020 and 2021

MLT 2020-21 Deliverable Highlights
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Budgets
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MLT Budgets
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MLT Budgets - Measure A
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MLT Budgets - TBID
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MLT Budgets - Combined



Marketing
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FY20/21 COVID-19 Recovery Plan
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FY21 Program Impacts 

Summary: 
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Marketing Program Impacts 

Summary: 



24

Situational Analysis 

The tourism industry is facing unprecedented times.

In the wake of uncertainty caused by the COVID-19 pandemic, 
Mammoth Lakes Tourism is prepared to support the recovery 
efforts.

Being mindful of the California State recovery plan, lead by Visit 
California (VCA), MLT’s phased approach will ensure we’re 
responsible with our messaging & targeting in order to help our 
community bounce back as quickly as possible 
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VCA Recovery Messaging
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VCA Recovery Targeting
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Messaging Funnel
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MLT Recovery Framework
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MLT Recovery Framework
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Improving Situation

Recovery Phase 1 
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Creative Assets

Recovery Phase 1 
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Creative Assets

Recovery Phase 1 
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Recovery Announcement

Recovery Phase 2
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Recovery Phase 2

Creative Assets
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Recovery Phase 2

Creative Assets
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Recovery Phase 2

Creative Assets
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New Normal of Travel

Winter Campaign - Phase 3
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Winter Campaign - Phase 3

Creative Assets
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Winter Campaign - Phase 3

Creative Assets



40

Winter Campaign - Phase 3

Creative Assets
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New Normal of Travel

Summer Campaign - Phase 3
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Summer Campaign - Phase 3

Creative Assets
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Summer Campaign - Phase 3

Creative Assets
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Summer Campaign - Phase 3

Creative Assets
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Research 
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Return on Investment
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Return on Investment
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Return on Investment
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Return on Investment
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Return on Investment
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Advertising Effectiveness
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Advertising Effectiveness
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Advertising Effectiveness
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Advertising Effectiveness
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MamMoth Lakes TBID Annual Report
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Fiscal 2020-21 TBID Results

Expense Budget = $3,877,212
Revenue Budget= $3,246,773
Budgeted Difference = -$630,439*
*to be backfilled by surplus or TBID reserve

Actual Revenue = $4,402,673
Actual Difference = $1,115,900
Net to Reserve = $525,461

Actual Expenses =$1,224,151
Actual Difference =$2,653,060
Net to Reserve = $2,474,539

Total TBID Reserve as of 11/17/21 = $4,502,130
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2020-21 Budget 2020-21 Actual $ Change   % Change

Lodging $861,577 $1,252,035 +$390,459 +45%
1.0% assessment 

Retail $729,000 $1,416,305 +$687,305 +95%
1.5% assessment

Restaurant $738,500 $835,486 +96,986 +13%
1.5% assessment

Ski Area $917,700 $898,846 -$18,853 -2%
2.0% assessment

There is no interest or plan to adjust the boundaries or assessment levels for the district at this time.

Mammoth Lakes Tourism has begun the process of renewal slated for September 2023

TBID Results by Assessed Segment
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TBID Budget Breakdown



Reporting and Real time Info
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Ongoing Information

Keeping Up With MLT

● MLT Board Meetings - First Wednesday of the Month 1-3pm Suite Z/Zoom
○ March 2, 2022 - Strategy and Goal Setting
○ April 6, 2022 - Draft of Deliverables Presented 
○ May 4, 2022 - Draft of Budget and Plans Presented; Deliverables Approved
○ June 1, 2022 - Final Budget Presented for Board Approval

● Monthly Community Coffee (11 times a year)
● Monthly Tourism Insights Newsletter (12 times a year)
● Weekly 5-in-5 Newsletter Sent out Every Friday (52 times a year)
● Ongoing Updates to Town Council During Public Comment
● Quarterly Workshops Between Town Council and MLT Board
● Spring MLT Open House (slated for May 2022)
● MLT Industry Insider Website/ Industry.VisitMammoth.com 
● Research Presentations on ROI, Visitor Profile, Air Service and Ad Effectiveness
● Meet with us one-on-one anytime when you have questions...
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