
DESTINATION MARKETING ORGANIZATION
FARMINGTONNM.ORG



ÅMarket Farmington as a Vacation Destination

ÅManage the Official Farmington Visitor Center

ÅConnect with Travelers at Travel & Trade Shows

ÅCreate & Distribute Promotional Materials

ÅCollaborate on The Story of Farmington Exhibition

ÅElevate Customer Service Experience & Community Pride

ÅAssist Meeting, Event & Conventions Planners

ÅMonitor Recreation Projects in Development

ÅDevelop and Deploy Tactics to Grow Awareness of Flights 

ÅIdentify Potential New Markets for Future Marketing Efforts

ÅCollect and Monitor Local Tourism Data

2025 AREAS OF FOCUS



OUR WORK IN 2025

ÅTourism & Outdoor Rec Day Santa Fe, New Mexico

ÅTravel & Adventure Show Denver, Colorado

ÅTravel & Adventure Show Phoenix, Arizona

ÅTravel & Adventure Show Dallas, Texas

TRAVEL TRADE SHOWS



MEETINGS, CONVENTIONS & EVENTS 

*This is not a complete list

ÅAl-Anon Assembly

ÅDelta Capa Gamma State Convention

ÅFall Crawl 4 Corners 4x4 Week

ÅFour Corners Conference for Professional Development

ÅNMAA State Golf Tournament

ÅNM Conference for 9-1-1 Dispatchers

ÅNew Mexico Professional Fire Fighters Association 

ÅRocky Mountain Motorcoach Association 

Åwab 9ĲØĂģĜƆ !ľģØÎ ±ÀĘĘëĉĘ /èÀāĕëĉĂĜèëĕĜ

ÅSocctoberfest 

ÅSpecial Olympics 4 Corners Invitational

ÅWE ROCK Grand Nationals

ÅWeBe Racing 

OUR WORK IN 2025



OUR WORK IN 2025

Sparking Excellent Resident & Visitor Experiences

Creation of a local Customer Service & Community Pride Class

Through the SERVE program, more than 200 

residents and 25 businesses have strengthened 

their ability to create positive moments for 

customers and visitors, and become more 

engaged in our community. 



OUR WORK IN 2025
THE FARMINGTON VISITOR CENTER

ƂbëÎØ ĲëĜëģĉĘĜ ÎØĂģØĘ ĳëģè âĘëØĂÔûĹ ÀĂÔ ëĂâĉĘāÀģëĲØ ĜģÀââ ÀĂÔ āħĜØħā ØĸèëÍëģĜŨƃ

ƂDĘØÀģ ĜØĘĲëÎØ Àģ ģèØ ÔØĜø ÀĂÔ èØûĕ âëãħĘëĂã ĉħģ ģèØ ÍØĜģ ĳÀĹ ģĉ ØĸĕûĉĘØ ģèØ .ëĜģëŨƃ

Ƃ¡èØ ûÀÔëØĜ ģèÀģ ĳĉĘø ģèØĘØŢ ĳèĉ ÀĘØ ûĉÎÀûŢ èÀĲØ ĘØÎĉāāØĂÔÀģëĉĂĜ âĉĘ ĕûÀÎØĜ ģĉ 
ØÀģ ÀĂÔ ģèëĂãĜ ģĉ ĜØØŤƃ

Ƃ¡èØ ÍØĜģ ĕûÀÎØ ģĉ ãØģ ëĂâĉĘāÀģëĉĂ ĉĂ ĲëĜëģëĂã ģèØ .ÀÔûÀĂÔĜŨƃ

ƂDĉĉÔ ĕûÀÎØ ģĉ ãØģ ĜĉāØ ëĂâĉĘāÀģëĉĂ ÀÍĉħģ ģèØ ÀĘØÀŨ °ØĘĹ âĘëØĂÔûĹ ĜØĘĲëÎØŨ bëÎØ 
ĲëØĳ ĉâ ģèØ ĘëĲØĘŨƃ

4.7% increase in facility visitors

Å 8% decrease in visitors here for business

Å 9% increase in visitors here for vacation

Top 3 reasons for visiting Farmington

ÅVacation

ÅFamily

ÅPassing Through

ÅBusiness

VISITOR REVIEWS



OUR WORK IN 2025

PROJECT TIMELINE

February 2025 Reich & Pech Selected 

Phase 1 Interpretive Plan & Schematic Design March ź November 2025

Å April 2025 First In-Person Workshop

Å August 2025 Second In-Person Workshop and 50% Schematic Design

Å November 2025 100% Schematic Design Package

Phase 2 Design Development December 2025 ź August 2026

Å February 2026 Third In-Person Workshop

Å April 2026 Fourth In-person Workshop 50% Design Package

Å August 2026 100% Design Package

Phase 3 & 4 Fabrication & Installation September  2026 ź November 2027

Å Fabrication & Installation

Financing of Project

Å Support by City of Farmington & Visit Farmington

ÅGrants

Å Donations

THE STORY OF FARMINGTON EXHIBITION



OUR WORK IN 2025

We Listen To:

ÅCampaign Performance

ÅAudience Behavior & Trends

ÅWebsite & Content Engagement

ÅReal-Time Visitor Movement

ÅTravel Landscape & Market Shifts

So We Can:

ÅPinpoint High-Value Audiences

ÅOptimize Where & How We Show Up

ÅShape Messaging That Resonates

ÅaØÀĜħĘØ ±èÀģƆĜ ±ĉĘøëĂã ŶÀĂÔ ±èÀģƆĜ bĉģŷ

ÅBalance Visitation Across Seasons & Spaces

MARKETING STRATEGY

This approach turns insight into actionŹdriving a strategy 

ģèÀģƆĜ Íĉģè ÔÀģÀ-informed and financially sound.

Primary Audience

Age 25 - 45

Drive Market

Fly Market

Secondary Audience

   Age 46 - 65+

Drive Market

Fly Market

Tertiary Audience

    Age 21-65+

 4 Corners Region

OUR AUDIENCE

Visit Farmington advertised to engaged markets in these geographic locations:

Niche interests across the U.S., Arizona, Colorado, Kansas, Nebraska, New Mexico, 

Nevada, Oklahoma, Texas, Utah



*This is not a complete 

list

2025 MEDIA PLACEMENT



Plan Your Chance Encounter

OUR 2025 CAMPAIGNS
Programmatic Display 

Å1.7M impressions with a CTR 5x the national benchmark (0.07%).

ÅBadlands imagery delivered a .66% CTR, nearly doubling the overall display average.

ÅBold, curiosity-ÔĘëĲØĂ ĲëĜħÀûĜ ĕÀëĘØÔ ĳëģè ģèØ Ƃ9ĂÎĉħĂģØĘƃ ģèØāØ ÎĉĂĜëĜģØĂģûĹ 

outperform more straightforward destination imagery.

Mobile Conquesting (Albuquerque Balloon Fiesta)

Å0.45% CTR, well above standard mobile benchmarks.

ÅCreative variants reached up to .50% CTR, reinforcing that contextual, event-based 

conquesting is highly effective.

Social Mirroring

Å1.15M impressions with a .44% CTR, matching national averages, which is strong for 

mirrored content. 

ÅCultural, human-scale storytelling performs best in social environments versus pure 

landscape imagery.



Plan Your Chance Encounter continued

OUR 2025 CAMPAIGNS
Pre-Roll Video

ÅCTR Ź more than 5x the national pre-roll benchmark (0.12%). 

ÅVCR, more than double the industry average (35%).

ÅKeep It Cool and One of a Kind delivered the strongest CTR and 

VCR combination.

Connected TV (CTV)

ÅNear-perfect completion rates (98ź99%) across all creatives, 

exceeding national CTV norms.

Å/¡° ØââØÎģëĲØûĹ ØĸģØĂÔØÔ CÀĘāëĂãģĉĂƆĜ ÍĘÀĂÔ ëĂģĉ ģèØ ûëĲëĂã Ęĉĉā 

with minimal waste.

Hulu / Streaming Video

ÅReached 92K+ users with a very efficient 1.1 average frequency.

ÅStrong alignment with priority markets (Denver, Phoenix, 

       Salt Lake City).

Paid Search

Exceptionally strong CTRs across multiple campaigns

ÅOutdoor Recreation Based Vacation: 43.07% CTR

ÅBisti Badlands: 9.96% CTR

ÅFamily Vacation: 8.45% CTR

Traditional Media (OOH, Print, Radio, Cable)

ÅOOH: 2.26M impressions across strategic corridors and 

airport placements in Colorado and New Mexico.

ÅPrint: 4.35M readers reached through regional and travel-

focused publications.

ÅThese channels provided scale, legitimacy, and 

reinforcement, supporting digital performance indirectly.



Programmatic Display

Å1.06M impressions with a CTR nearly 7x the national display benchmark (0.07%).

ÅAir travelźcentric messaging resonates when served in high-relevance environments tied to travel behavior.

Social Mirroring

Å1.15M impressions and a CTR in line with national social mirroring benchmarks (0.46%).

ÅDirect, benefit-led messaging clearly outperformed more lifestyle-forward executions. When it comes to flight promotion, clarity 

and immediacy drive engagement. Audiences respond best when the value proposition is obvious and actionable.

Programmatic Audio

Å244,584 impressions with a 96.11% audio completion rate.

ÅStrong delivery among travel-relevant audience segments, including business travelers, frequent flyers, and trip planners.

Flight Awareness

OUR 2025 CAMPAIGNS



Connected TV

Å378,736 impressions with near-perfect completion.

ÅStrong performance across all creative variants (original and new soundbeds).

Peacock Streaming

Å1.36M impressions reaching 220,782 users with a 99.01% VCR.

ÅtĘØāëħā ĜģĘØÀāëĂã ØĂĲëĘĉĂāØĂģĜ ÀûëãĂØÔ ĳØûû ĳëģè tëĈĉĂ IëûûĜƆ ħĕĜÎÀûØ ĕĉĜëģëĉĂëĂã ÀĂÔ ãĉûâ-travel audience.

Golf WRX

Å100% SOV dedicated email blast to 100,000 members deployed in April, July, and September of 2025.

Å77% to 83% open rate and 5.04% CTR, stronger than the national average of 2.5% to 5%.

ÅTop-ĕØĘâĉĘāëĂã ØāÀëû ÍûÀĜģ ƂCÀûû Dĉûâ DØģÀĳÀĹŨƃ 

Social Mirroring

Å922,321 impressions with 2,917 clicks and a 0.32% CTR.

ÅWhile slightly below the national social mirror benchmark (0.46%), performance remained consistent across a long flight.

Pinon Hills Golf Course

OUR 2025 CAMPAIGNS



Print Advertising

ÅNM True Adventure Guide + Advertorial

ÅNM Magazine

ÅPhoenix Magazine

            

Programmatic Out of Home

ÅCreative for DOOH displayed on billboards, urban 

panels, gyms, and gas stations across Phoenix and 

Denver.

ÅThis resulted in 2,776,954 impressions, casting a 

wide net and reaching a large audience.

Farmington is New Mexico True

     New Mexico Tourism Department Co -Op

OUR 2025 CAMPAIGNS



Promotional Assistance

ÅDowntown Art Walks

ÅFour Corners Musical Theatre Company Performances

ÅFarmington Maker and Grower Markets

ÅFarmington Civic Center Shows

ÅFreedom Days

ÅTotah Festival 

Å4 Corners 4x4 Week

ÅFour Corners Balloon Rally

ÅRoad Apple Rally

ÅSan Juan College Fine & Performing Arts Events

ADDITIONAL 2025 PROMOTIONS

Sponsorships

ÅArenacross & Freestyle Show

ÅChokecherry Scramble

ÅRMN Aztec Warrior Championships

ÅNMAA State Golf Tournament

ÅRiverfest

ÅWE Rock Grand Nationals

*This is not a complete list



Farmington Vacation Guide
Å95,000 Printed Guides Distributed
Å2,812 Engaged Digital Guide Views
ÅAvailable at 80+ Visitor Centers & Businesses
ÅRequest Increases:
Ḭ9%  Arizona
Ḭ6%  California
Ḭ4%  Colorado
Ḭ12% Kansas
Ḭ8%  Nebraska
Ḭ7%  Nevada
Ḭ9%  Oklahoma
Ḭ2%  Utah

2025 PROMOTIONAL COLLATEREAL



2025 Website Performance

Å2% Increase in Qualified Website Sessions 

ÅAverage of 1,331 Website Users per Day

ḬAverage of 991 Visits Daily to the Community Calendar

ÅTop Performing Webpages

ḬCalendar of Events

ḬPlan Your Chance Encounter

ḬHome Page

ḬBisti Badlands

ḬNational Parks

ÅTop Visitor Markets 

ḬNew Mexico

ḬArizona

ḬColorado

ḬTexas 

ḬCalifornia

FarmingtonNM.org
ÅTravel Blog with Intent Rich & Hyper Specific Content

ÅUGC Feature for Inspiration & Engagement

ÅFuture Trends AI Predictive Tools for SEO and Content Planning

2025 PROMOTIONAL COLLATEREAL



MEASURING IMPACT 

[h5D9wƆ{ ¡!¶ /h[[9/¡Lhb

Visit Farmington tracks and studies 

[ĉÔãØĘƆĜ ¡Àĸ ĉĂ À ÎÀûØĂÔÀĘ ĹØÀĘ ÍÀĜëĜŢ 

ÍĹ ĲëĜëģĉĘĜƆ āĉĂģè ĉâ ĜģÀĹŢ ģĉ āĉĂëģĉĘ 

tourism trends and visitor behavior. A 

total of $1,850,864.51 was collected in 

[ĉÔãØĘƆĜ ¡Àĸ ÍĹ ģèØ /ëģĹ ĉâ CÀĘāëĂãģĉĂ 

in the calendar year 2025.

3.29% Increase in LodgerǍs Tax Collection



2025 VISITATION NOTES

Weather Events

ÅMonday, June 2, 2025, Farmington received 

1.52 inches of rain, creating poor hiking& 

road conditions in the badlands and at 

Chaco.

ÅRemnant moisture from Tropical Storm 

Priscilla brought rain October 9ź15, 2025, 

caused flooding and poor hiking and road 

conditions.

Gov. Shutdown

ÅShutdown: Oct 1, 2025 ź Nov 12, 2025

ÅTrips cancelled October - December, 2025

Ƃ¡èØ ŊňŊō ãĉĲØĘĂāØĂģ ĜèħģÔĉĳĂ ÎĉĜģ ģèØ ¥Ũ{Ũ 

economy an estimated $6 billion from travel loss, 

according to the U.S. Bureau of Economic 

!ĂÀûĹĜëĜŨƃ


