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 37% Open rate (8% above previous
29% average)
 1.91% Click rate (.61% above previous
1.3% average)
 Increased subscribers (+27,595)
 Resolved blocker on welcome series 
 Gained insights from survey
campaign

 Audience engagement dipped slightly
in last quarter 
 Flooding of Highway 1 caused tourist
concerns

 Rebranding will give emails a fresh look & voice
 Revamping automated welcome series and map automations
with updated content and design
 Increased advanced personalization opportunities utilizing
dynamic content

Database total: 127,248 subscribers

July 2023 - June 2024 added
approximately 32,402 subscribers,

with 27,595 remaining at FYE.

H1DR reached a record with more than 1.39M sessions and 1.15M users
Sessions were up 31% and Users were up 34%, Y/Y (22/23 compared to 23/24)

H1DR recorded 4.89M page views, up 17%, Y/Y



Rank Page title and screen name Views Users

1 Scenic Drive: Your Highway 1 Road Trip - Highway 1 Road Trip 72,346 21,492

2 Highway 1 Road Trip | San Luis Obispo County Coastal Road Trip 43,440 12,899

3 Best Places to Eat in Cambria - Highway 1 Road Trip 24,638 6,939

4 Moonstone Beach in Cambria, CA | Visit Highway 1 Road Trip 22,355 6,626

5 Elephant Seals of San Simeon | View them at Vista Point on Highway 1 20,331 6,279

6 Where To Stay Archive - Highway 1 Road Trip 19,914 3,927

7 Montaña de Oro State Park | Beaches, Hiking, and Mountain Biking 19,377 5,813

8 Best Beaches on Highway 1 - Highway 1 Road Trip 17,572 5,040

9 Best Places to Eat on Highway 1 - Highway 1 Road Trip 17,421 5,460

10 Best Restaurants in SLO - Highway 1 Road Trip 16,543 4,913

11 Where to Hike on Highway 1 | Highway 1 Discovery Route 13,500 3,637

12 Oceano Dunes Natural Preserve | Highway 1 Road Trip 12,870 3,779

13 Biking Pacific Coast Highway 1 | Highway 1 Road Trip 12,766 4,130

14 Sea Otter Spotting | Along the Highway 1 Road Trip 12,518 3,706

15 Ragged Point on Highway 1 | Most Beautiful Drive on Highway 1 | Visit Us 12,175 3,736

16 Hidden Secrets Along Highway 1 - Highway 1 Road Trip 12,174 3,095

17 Monarch Butterfly Groves in Pismo Beach, Nipomo, Morro Bay, Los Osos 12,116 3,281

18 Get your Hidden Secrets Map - Highway 1 Road Trip 11,626 3,252

19 Whale Watching from the Whale Trail on Highway 1 | Discover Highway 1 11,508 3,336

20 Wildflowers on Highway 1 - Highway 1 Road Trip 10,263 3,045

SEO ORGANIC REACH 

TOP 20 ORGANIC PAGES

FY 23/24 experienced the following for Organic Traffic:
Up 24% in Sessions (274K vs 221K) 
Up 25% in Users (217K vs 172K)
Up 33% in Page Views (1.05M vs 783K)

As a result of the algorithm change, H1DR experienced some reduced impressions. However, the CTR and Page
Rankings both improved as a result of the original, high quality content the site hosts. Additionally, while
impressions were down, the amount of traffic was not impacted in a negative way. People are now more
engaged with the site because the content being served is more relevant to a user’s search query.

MARKETING REPORT
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PAID MEDIA

$500k $145k for LFA’s
(budget was $150k)(budget was $510k)

Achieving unprecedented impact and continuous improvement
(and coming in under budget), our coastal ad campaign garnered 64
million impressions (25% higher than estimated), drove 1.3 million
clicks and 4.1 million engagements. Remarkably, 55% of the 698k
site arrivals took action, setting a new benchmark for engagement
and conversion. This was even higher at 75% in the winter/spring
campaign. Our strategic blend of multi-channel optimizations
maximized reach and all KPI’s: 

Overall Strong User Growth: Site users increased 32%, (with
Google Ads driving a 23% rise in traffic and a 45% jump in
impressions). 
Time on Site: Cost Per 4+ pages at its lowest with 20% of arrivals
to site converted (30% in 2nd half). Although Top channels like
SEM and social drove the most volume, other tactics like email
and native kept users longer.
Engagement: Record volume for 4.1m at the lowest CPE of $12
cents. • Database Growth: Highest names (127k) collected at the
lowest CPL ($1.23). 
Video Surge: Video campaign impressions contributed  

Media We Tried
Facebook Carousels, Lead forms, Video,
Retargeting, lead-forms and look-a-likes
Email (Did not work for lead gen, but strong
in other KPI’s)
Indirectly:

Google ads SEM &Performance Max 
QR codes in Print ads and CTV

At a time where first party data rules, building our database has been key 

Looking Ahead
Heavier weighting on the KPI for CPL
Optimize Existing Channels: Enhance
Facebook campaigns using newest
personalization and retargeting
techniques

LFA Efficiency Wins: SEM Conversions rose 37-76% in key LFA regions, with top keywords boosting CTRs and
lowering costs. Social programs drove mostly better metrics over FY’23.

MARKETING REPORT
July 1, 2023 - June 30, 2024

significantly to overall conversions especially with YouTube and Spotify video, contributing 22% of all program
clicks using 17% of all costs.

COST PER LEAD/DATABASE EFFICIENCY



PAID MEDIA (CONTINUED)

While the data might not be perfectly apples-to-apples due to GA4 issues, it appears that - looking at traffic
from all sources - the number of users on H1RT increased 32% to 1.15 million in the '23-'24 fiscal
year. Google Ads was the top source of traffic with over 300K users, a 23% increase from the
previous year. The number of impressions delivered across all Google Ads campaigns increased a
massive 45%, largely due to PMax being implemented plus the huge delivery in Video/YouTube during the
brand lift study in early Spring.

1.

Looking at conversions, Google Ads is credited with the most (87.5K) users who visited at least 4 pages
on the site, along with 85K 1+ minute sessions, 2K Hidden Secrets form submits, 855 Beaches submits, 716
Small Town submits, 485 Wildlife submits, and 295 Hiking submits, for about 4,300 total additions to the
CRM. An important goal for the next fiscal year will be work toward increasing all of these metrics but
particularly the more advanced submits - with the Conversion Value bidding being used on nearly all
campaigns now, Google will be able to 'find' and deliver ads to more users who resemble these advanced
converters.

2.

While the more traditional Main Search campaign had its budget reduced to allow for expansion of
other, newer campaign types, it gained efficiency. Top keywords for the year, in terms of the number of
conversions they drove, were "things to do in california," "coastal road trip," "road trip map," "travel
in california," "places in california," and "what to do in california.” 

3.
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High CTR Avila Beach Dynamic
search - 17% 

Lowest CPC Avila Beach - 
Max - $.13 

Lowest Cost Per
Conversion

Discovery Ads 
Road Trip - $1.10 

Highest Impressions
Generated

Video Ads
5.4M

Highest Clicks
Video Ads: largest driver
of clicks of any Google

Ads campaign

TOP PERFORMERS

With the brand lift study the Video campaign delivery
exploded - YoY impressions were up 574%, full-
video Views were up 93%, and clicks were up over
1,000%. While video ads aren't quite as likely to
deliver lower-funnel conversions they were the 3rd
largest source of conversions overall and have seen
their ability to deliver strong conversion value
increase over time. 

SEM 



ORGANIC SOCIAL UPDATE
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Engagement on our posts decreased by 24%, indicating a drop in interaction despite the higher impressions.
This suggests that while more people are seeing our content, fewer are actively engaging with it, which may
point to the need for a content refresh or new engagement strategies
Post-link clicks decreased by 15% compared to last year, suggesting a decline in user interest in clicking through
to additional content or offers. This could indicate the need for more compelling calls to action.

119,160 29,317,783
Total Followers Total Impressions

5% 25%

-24%864,582
Total Engagements

291,159
Total link clicks

-15%

2,200,000
Video Views

83%

44,540 1,828,801
Total Followers Total Impressions

10% -40%

87,113
Total Engagements

-46%

162,000 279,500
Total Views Watch Time (in min)

68%58%

81,240

70.10%

6,320

5.92%

Total Impressions

Interaction Rate

Total Engagements

Story CTR

57%

-60%

-89%

-92%

1%50,760 52.80%
Total Audience Completion Rate

8%

Impressions dropped by 40% this year, totaling 1,828,801 compared to last year's 3,073,899. While significant,
this presents an opportunity to refine our content strategy and boost Instagram engagement by addressing the
factors behind the decline.
Engagement dropped 46% this year, with 87,113 interactions compared to 162,446 last year. This highlights the
need to improve our strategies by creating more compelling content and fostering stronger audience
connections.



STEWARDSHIP
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Launched New “Back to Nature” Tours on the Central Coast
Incorporated Stewardship on a Deeper Level in Our Public Relations Efforts
Successfully Integrated “Stewardship Travel for Good” Messaging in All
Marketing Efforts

Moved server infrastructure to Hetzner servers running on a Runcloud management platform.
Completely rewrote the theme from Sage to Timber using the Twig templating engine.
Redesigned listing pages with more visible filters and additional filter choices.
Redesigned individual Where to Stay, Where to Eat, Things to Do, and Events pages with a significantly more
user-friendly design.
Converted numerous pages from Elementor to the Gutenberg builder in an effort to phase out Elementor. This
will result in better performance, accessibility, and SEO scores.
Created content templates to make page building faster and more efficient.
Created additional pages in support of marketing activities.
Conducted an accessibility audit of the new theme and conducted any necessary remediation.
Streamlined the method of adding tracking codes to the site.
Worked with the rest of the team to redesign the homepage and Things to Do page. Implementation will be
complete in Q3 2024.

BACKEND WEBSITE DEVELOPMENT

PUBLIC RELATIONS 

214

4

147

13

14

1 7

Articles to date

Media Missions

Direct Links to Highway 1 Road Trip Website

Articles in Target Outlets

Visiting journalists

FAMS with SLO CAL Additional Placements
 to Target Outlets


