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Community 
Outreach

Continued Focus 
on Education

Drive Off-Peak 
Visitation

1 2 3
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Educate people regarding their impacts on our entire community and environment
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Support residents, businesses and TOML by creating opportunities during slower periods
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Foster a symbiotic partnership between residents, TOML, businesses & visitors
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TOT GOAL, TBID GOAL, AIR CAPACITY









•

•

•





●

●

●

●

●

●

●

●

●

●

●







Mid-April – August

Outdoor Actives (with & without Kids)

• California & Nevada Base
• Spot Markets: LA, San Francisco, Sacramento,    
San Diego, Las Vegas

• Responsible/Sustainable Travel
• Off The Beaten Path
• Wellness/Nature is Nurture
• Mid-Week Offers

• Real Unreal Brand Campaign 
• Spring/Summer Seasonal w/ Responsible Travel tie













RESPONSIBLE RECREATION
•Continue to promote responsible recreation

• Support “The Real Unreal”, 
#KeepMammothUnreal, Mammoth Promise 
and Stewardship messaging

• Use and update (as needed) existing 
stewardship content (water, camping, 
mountains, town, etc.)

AIR SERVICE INFORMATION & DEALS
•Promote summer and winter air services through blog 
posts and “Fly” page

MIDWEEK VISITATION
•Create and highlight content to promote midweek 
visitation in winter months

AMBASSADORS
•Past Visitors/Superfans

• Use stories from past Mammoth Lakes visitors 
to tell the narrative of their visit

• Tell the story of the journey, from packing and 
leaving the house to arrival to adventure

•Locals
• Tell the resident story of why they live in 

Mammoth Lakes; how this is more than their 
home

INTERACTIVE EVENT LISTINGS
•When are guests thinking of visiting and showing 
events happening prior and after to extend their stays
•Based on IP address, show event’s happening soon to 
guests in CA/NV & larger marquee events to guests in far 
markets

DYNAMIC PLANNING TOOLS
•Meet guests where they are in the planning stage

•Know my dates
•Know what season I want to explore
•Know what event I want to attend
•Know what activities I want to participate in



PARTNER PASS THROUGHS

Partner Pass-thrus – 268,919 YTD 
-29% YOY

Looking Ahead:
Drive more pass-thrus with 
continued internal linking 
strategy, overall pageview 

growth and interactive map 
features

VISITOR GUIDE

• Visitor Guide new format
• Use of QR Codes
• Push visitors back to website 

for deeper experience and 
content

Looking Ahead:
Continue to develop new 
content and distribution 

channels
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LOOKING AHEAD

● Continue to engage users with 

remarkable photography

● Utilize Instagram Stories to 

further push brand and engage 

guests / current events & news

● Sustainability focused highlights

● Prioritize seasonal themes 

TACTICS

● Organic content

● Utilize promoted content 

to highlight important 

messaging  

● Story branding  

● Flora & Fauna Fridays  

● User and influencer generated 

content  

● Education Platform 

SOCIAL MEDIA

Instagram

Instagram is a platform of inspiration and dreaming, but has 

proven to be an excellent platform for engagement with our 

sustainability messaging. 

OWNED CHANNELS
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LOOKING AHEAD

● Continue to push “Recreate 

Responsibly” and 

Sustainable Recreation 

messaging

● Inspire targeted visits 

● Organic engagement through 

captivating content

TACTICS

● Supporting local marketing 

efforts and campaign video 

series

● Flora & Fauna Fridays 

(Nature focused)

● FB Lives to share upcoming 

events, news 

& general updates

● Accurate and timely 

crisis communications

SOCIAL MEDIA

Facebook

Facebook bridges the gap between dreaming

and planning.

OWNED CHANNELS
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LOOKING AHEAD

● Target specific audiences 

only found on Twitter  

● Utilize Twitter as a way to 

communicate and engage 

with travel writers and 

bloggers

● Real time tweet updates of 

events/happenings  

TACTICS

● Build organic engagement 

through photos/video 

● Share information from 

partner organizations 

● News and Events posting  

● Drive traffic to blog content

SOCIAL MEDIA

Twitter

Twitter promotes engagement, communicating 

on the real-time experience, and in turn 

builds brand loyalty. 

OWNED CHANNELS
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SOCIAL MEDIA
TikTok 

WHY TIKTOK
● One of the fastest growing social networks in 

the world for 2022 
● 1.6 billion monthly users, larger than Snapchat, 

Twitter, or Pinterest 
● Unique way to share inspiring content from our 

region 
● Organic reach is better than any other current 

social platform 

Continuing to grow with 
TikTok

OWNED CHANNELS

TACTICS
● Continue to share out new and inspiring videos
● Focus on Stewardship in a fun, lighthearted way
● Partner with large accounts to generate native 

sponsored content
● Work with influencers to gain brand awareness
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SOCIAL MEDIA
VCA Stories
Visit California hosted Web 
Stories continue to grow

WHY STORIES
● Visit California partnership that gives 

mobile web presence on VCA website 
● Allows web / social crossover 
● Inspirational content that doesn’t 

require social media accounts to access 
● Evergreen content that is searchable on 

Google 
● Sustainability messaging is highlighted 
● Geo locations give direct 

recommendations / activities 

OWNED CHANNELS
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SOCIAL MEDIA
Technology
As technology continues to 
advance, so do we. 

WHY 
● Continue to bring state of the art 

technology into our tactics on social 
media / web

● New GoPros & Sony Cameras
● PRISM Cam

○ State of the art webcam 
experience for our region

OWNED CHANNELS
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• The primary goal is to further establish Mammoth Lakes in our international 
markets and regain our international visitation year-round.

• All international efforts are focused on future visitation, 
12-24 months out

• International travelers visit in times of need, and are a driver of TOT / TBID

• International programs will be focused on consumer education, B2B trainings, and 
aspirational coverage in international media

• ROI will be tracked



•Profile Mammoth Lakes as 
California’s premier, four-season 
alpine destination

•Promote Mammoth Lakes as 
key part of the Western Road Trip
for spring, summer and autumn

•Promote Mammoth Lakes & 
Mammoth Mountain as a world class 
destination ski resort



•Train and educate travel trade partners on 
Mammoth Lakes’ location, amenities, and 
activities

•Promote winter air service and connectivity 
with United Airlines and Advanced Air

•Continue to push out the message of 
Mammoth Mountain length of season, and 
high quality of snow.

•Continue to partner with Alterra, Mammoth 
Resorts, and local partners to host year-round 
FAM visits



•Continue to supply media partners with fresh 
content, images, and story pitches that 
promote Mammoth Lakes as a year-round 
destination

•Continue to give international media 
interviews 

•Continue to work with Alterra, Mammoth 
resorts and local partners to host media FAM 
visits



•Continue to work with Brand USA and Visit 
California to promote Mammoth Lakes

•Continue to work with Mono County Tourism, 
the City of Bishop, and Inyo County to promote 
visitation to the Eastern Sierra and flight 
service into BIH and MMH

•Continue to train and educate MLT’s in-
market agencies to promote Mammoth Lakes 
as a year-round destination



•Utilize the Zartico Dashboard to track 
international visitation, length of stay, 
movement / activities, and spend (VISA) within 
Mammoth Lakes and Mono County 

•Track the value of all media placements (print 
/ digital)

•Track the value of all Co-Op partnerships with 
international partners

•Continue to monitor international web traffic 
to VisitMammoth.com



International Programs

Agency Fees $250,000

International Sales Mission, Expos $30,000

Staff Travel T/E $30,000

Memberships, Dues, Subscriptions $8,000

International Advertising, Co-Ops $12,000

FAM Hosting $21,500

Printing, Shipping $7,500

Promotional Items, Branded Swag $4,000

Sponsorships $27,000

TOTAL $390,000
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Media FAM Trips

Staff Travel

Press Events

Dues/Subscriptions

Sponsorship

Crib Condo

Promotional & Community PR

PR Agency

$70,000

$9,800

$6,400

$525

$15,000

$32,928

$83,250

$86,000

TOTAL $303,903
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