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Tourism Commission Authority

There is hereby established a City Tourism Commission. 

There shall be seven (7) voting members of said 

Commission who shall meet as hereinafter provided to 

consider and recommend programs for the expenditure 

of the tourism portion of the Bed, Board and Beverage 

Tax allocated under Chapter 3-06, Hospitality Industry 

Tax Revenues.



Discover Flagstaff + Visitor Center

The mission of the Discover Flagstaff Team is to 

develop, promote and maintain Flagstaff as a year-

round destination with professional visitor Services 

that will benefit the community economically, 

environmentally and socially.



The Bed, Board and Beverage Tax

We are THE driving force behind increasing our tourism 

economy. This can be measured by referring to the BBB 

tax collection but it is so much more…



The Bed, Board and Beverage Tax



Our Philosophy 

The wild places and natural wonders of Flagstaff and the 

surrounding area make our destination unique and 

attractive to the visiting public, but it is the people of 

Flagstaff that create the culture, institutions, and 

attractions that truly take care of and welcome our visitors. 

We take a holistic approach to visitor marketing and 

managing the tourism economy, with the stakeholders 

and community in mind every step of the way.



Vertical Markets, Demographics, Psychographics and 
Behavioral Motivators (in normal times)

• Meetings and Conventions: 5% of the visitor economy

• International Market: 15% of the visitor economy

• Domestic Market: 80% of the visitor economy

(Includes: United States origin leisure visitors, visiting friends and 

family, individual business travel, majority of film crews)

Discover Flagstaff



Discover Flagstaff

The stakeholders and community light our path but data 
and best practices guide our tactics

• Visitor intercept study every five years in partnership with NAU’s College of Business

• Website and other owned media analytics: page views, time on site, click-throughs, etc.

• Analytics and anecdotal data from interacting with the public on social media platforms

• A/B testing in real-time with consumer facing creative and messaging

• Aggregating accommodations data: Average daily rates, occupancy, rate per available room

• Digital ad serving with in-market attribution

• Arizona Office of Tourism data collection, aggregation and packaging



Datafy

Visitor Days from visitors who 
reside 50+ miles from Flagstaff

Jan 1- May 8 2019 vs 2022

January 8th, January 16th

January 22nd , surpassed 2019 
levels

Feb 21- March 12- slightly lower 
foot traffic 

March 14-18 surpassed 2019 levels

March 22- April 21 under 2019 
levels 

April 28th above 2019 levels



Rootrez



Tourism Commission

Discover Flagstaff hosts an Annual Stakeholder Meeting



Tourism Commission

The Tourism Commission gives us perspective… operational 
perspective, community perspective and visitor perspective.

We meet monthly and collaborate on an annual strategic direct sales 
and marketing plan each January for the following fiscal year.

Terry Madeksza, Chair Jennifer Grogan, Vice-Chair Lynda Fleischer Ellen Jimenez Joe O'Donnell Jennifer Rolley Jonathan Stone



Terry Madeksza
Tourism Commission Chair



Community Perspective



SWOT Analysis

STRENGTHS

Food Culture, festivals, seasonality, arts, Grand 
Canyon and monuments, San Francisco Peaks, Route 
66/Walk This Talk, dark skies, high altitude, historic 
downtown, outdoor adventure, Lunar Legacy, Native 
American Culture, world’s largest contiguous 
Ponderosa forest, college town, LEAF-ometer, 
website, sustainability, responsible tourism, Flagstaff 
Brewery Culture, road trips and tree bathing

WEAKNESSES

Traffic, perception of winter 
recreation, off seasons, 
workforce, lack of luxury 
accommodations and full-service 
spas, transportation services and 
media assets



SWOT Analysis

OPPORTUNITIES

City of 7 Wonders, medium haul and international 
visitors, new air service DEN/DFW (SFO), AZ 
Snowbowl, Lowell Observatory, new hotels and 
businesses, gastronomy/craft beer, arts, winter 
recreation, high altitude training, state growth, 
sustainability, responsible tourism, SNOW-ometer, 
tree bathing, diversity, multi-generational, creative 
campaigns with cutting-edge ideas (NFTs), 
influencers, social takeovers, Film, Christmas city 
and our safe community

THREATS

Economy, I-17 traffic, 
climate change, pandemic, 
supply chain, crime, 
negative press, 
travel shut-downs



Domestic and International Travel

Overseas

▪ UK

• Strongest, most consistent & resilient market; Individual travel 

Year-round

▪ GERMANY

• Strong, less-resilient to political rhetoric; Individual travel 

April – October

▪ FRANCE

• Budget-conscious; Loves the Southwest; 85% tour groups

Summer

▪ AUSTRALIA

• Not much affects their travel plans; Year-round

North America

▪CANADA 

•Snowbirds visiting Valley; Budget-conscious (exchange rate –

27%); March – October

▪MEXICO

•Wealthier segment; ski market; shopping; family; Winter



Marketing Rule of 5

Social Media
+ digital ads
+ web presence
+ earned media
+ traditional media/advertising
+ special events
+ international/

domestic travel trade
+ partnerships
+ visitor center
+ community

A campaign with 5 or 
more tactics above is 
Formula for Success



Pre-Pandemic



Traditional and non-traditional Accommodations Metrics

Year Ending 2019

Occupancy 72.6%

Av. Daily Rate $105.81

Revenue per Room $76.77



BBB Collection was at an all-time high…

$ 8,893,000



Pandemic



Traditional and non-traditional Accommodations Metrics

Year Ending 2020 2019 2020

Occupancy 72.6% 58.5%

Av. Daily Rate $105.81 $90.08

Revenue per Room $76.77 $52.71



BBB Collection took a hit…

$ 7,991,000



As we recover from the Pandemic…



Traditional and non-traditional Accommodations Metrics

Year Ending 2019 2020 2021

Occupancy 72.6% 58.5% 73.3%

Av. Daily Rate $105.81 $90.08 $122.66

Revenue per Room $76.77 $52.71 $89.96



Projected BBB Collection for FY22

$10,149,100



The power of showing by example…

To make a donation to the 
Flagstaff Trails Initiative, 
text wild4flag to 44321,

or visit PLEDGEWILD.COM.





Destination Stewardship



Discover Flagstaff Leaning In



Awards

Arizona Office of Tourism
Governor’s Award 
Best Tourism Partnership Award
Pledge for the Wild 

Hospitality Sales and Marketing Association (HSMAI) 
Adrian Award  
Best Website Design & Development
Discoverflagstaff.com

Destination Marketing Association (DMI) West
Best Idea Award
Discover Flagstaff
Flagstaff Lunar Legacy

Arizona Office of Tourism
Governor’s Award 
Best Tourism Partnership Award
Flagstaff Lunar Legacy



A look forward…

•Drive-Markets will continue to be the most important 
recovery origins

• Flight-Markets will grow in importance

• Engaging visitors in our carbon neutrality goal and 
sustainable tourism

•Astro Tourism

•All of the key drivers



Discover Flagstaff

Thank You


