AGENDA
TOURISM ADIVSORY COMMITTEE
3:30 PM THURSDAY, AUGUST 4, 2022 –REGULAR MEETING
VIRTUAL & IN COUNCIL CHAMBER, 1644 OAK STREET, SOLVANG, CA 93463
Committee Members:
Cheryl Shallenberger, Chair
Max Hanberg, Vice Chair
Tracy Beard
David Brents
Alexander Grenier
Kim Jensen
John Martino
AGENDA AND SUPPORTING MATERIALS - Copies of staff reports and supporting documentation pertaining to
each item on this agenda are available for public viewing and inspection at City Hall, 1644 Oak Street, Solvang,
during regular business hours, and on the City’s website www.cityofsolvang.com
AGENDA POSTING NOTIFICATION - If you would like to receive notification of the agenda availability, please
subscribe to our “Notify Me” list at: https://www.cityofsolvang.com/List.aspx. You will receive notification when the
agenda is available for viewing on the website and you may view and/or print a copy.
DOCUMENTS DISTRIBUTED FOLLOWING THE POSTING OF THE AGENDA. Any writings that relate to an
agenda item that is distributed to a majority of the Council after the posting of the agenda, will be available for
public inspection at the City Clerk’s office, and may be posted to the website.
PUBLIC COMMENT - The public is encouraged to address the Committee on any matter posted on the agenda
or on any other matter within its jurisdiction. If you wish to address the Committee on non-agenda items, you may
do so during the PUBLIC PARTICIPATION ON NON-AGENDA ITEMS section on the agenda. Each person is
allotted three (3) minutes to speak.
Pursuant to provisions of the Brown Act, no action may be taken on a matter unless it is listed on the agenda, or
unless certain emergency or special circumstances exist. The Committee may direct staff to investigate and/or
schedule certain matters for consideration at a future TAC meeting.
IN COMPLIANCE WITH THE AMERICANS WITH DISABILITIES ACT - It is the intention of the City of Solvang to
comply with the Americans with Disabilities Act (ADA) in all respects. If, as an attendee or a participant at this
meeting, you need special assistance beyond what is normally provided, the City will attempt to accommodate
you in every reasonable manner. Please contact the City Clerk at either (805) 688-5575 x206 or
cityclerk@cityofsolvang.com. 72- hours’ notice is requested.
Pursuant to California Assembly Bill 361 Committee meetings are permitted to be held via teleconferencing and
the City will provide both remote and in-person participation options. Members of the public can observe and
address the meeting telephonically or electronically. Virtual participation is available via Zoom or phone. Join the
Zoom meeting by visiting https://zoom.us/j/3066529195 (Meeting ID: 306 652 9195). If you wish to speak, please
use the “raised hand” symbol. If you would like to make a comment by phone, please call into conference line
(888) 788-0099 (Meeting ID: 306 652 9195). The phone line will be open starting at 3:15 p.m. In-person speakers
will be invited to make public comments first. Virtual speakers will follow. You may also observe the live stream of
the Committee meetings on www.CityofSolvang.com
Distribution to the Committee – You may, but are not required to, submit your comment in advance. Should you
wish to do so, please do so via email prior to 5 p.m. on the Wednesday prior to the Committee meeting to the City
Clerk at: cityclerk@CityofSolvang.com. Your comment will be recorded and distributed appropriately.
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3:30 PM – REGULAR MEETING
1. CALL TO ORDER
ROLL CALL
PLEDGE OF ALLEGIANCE
2. CONSENT

Items on Consent are typically routine and will be approved in one motion. The Chair will call on anyone wishing
to address the Committee on any Consent item on the agenda, which has not been pulled by the Committee for
discussion. Each speaker will be permitted to speak only once and comments will be limited to a total of three
minutes.

a. Approve order of Agenda as presented
b. Approve Minutes of July 7, 2022 Regular Meeting
3. PUBLIC COMMUNICATIONS – NON- AGENDA
This section is intended to provide members of the public with the opportunity to address the Committee on items
not on the Agenda. This section is limited to 30 minutes. Each speaker will be afforded three minutes, and may
speak only once. State law does not allow the Committee to discuss or take action on issues not on the agenda,
except to briefly respond or to ask Staff to follow up on such items.

4. DISCUSSION
a. Receive presentation from The Abbi Agency, the City’s new Marketing Management Consultant,
and provide with general policy direction.
b. Receive a report from Hygge Huset on Visitor Center operations.
c. Discuss Julefest 2023 program and provide with policy direction.
COMMITTEE MEMBER COMMENTS:
CITY STAFF COMMENTS:
ADJOURNMENT:
AFFIDAVIT OF POSTING
I, Annamarie Porter, City Clerk for the City of Solvang, California, DO HEREBY CERTIFY under
penalty of perjury under the laws of the State of California, that the foregoing notice was posted at the
City of Solvang City Hall bulletin board at 1644 Oak Street, Solvang, CA and on the City of Solvang
website not less than 72 hours prior to the meeting, per Government Code 54954.2.
Dated this 1st day of August 2022.
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MINUTES
TOURISM ADVISORY COMMITTEE
REGULAR MEETING
July 7, 2022
Thursday
3:30 p.m.
3:30 PM – REGULAR MEETING
1. CALL TO ORDER
Vice Chair Max Hanberg called the meeting to order at 3:35 p.m. in the City Hall Council Chamber, 1644
Oak Street, Solvang, California.
ROLL CALL
Present:

Members: Tracy Beard (via Zoom), David Brents, Alexander Grenier (via Zoom), Kim
Jensen, John Martino, Vice Chair Max Hanberg, Chair Cheryl Shallanberger (via
Zoom)

Absent:

None

Staff:

Xenia Bradford, City Manager (via Zoom), Annamarie Porter, City Clerk

PLEDGE OF ALLEGIANCE
Vice Chair Hanberg led in the Salute to the Flag.
2. CONSENT
a. Approve order of Agenda as presented
a. Approve Minutes of the May 26, 2022 Special Meeting and June 2, 2022 Adjourned Special &
Regular Meetings
Motion by Committee Member Brents, to approve the Consent Agenda, as presented, seconded by
Committee Member Jensen, and carried, 7-0.
3. PUBLIC COMMUNICATIONS – NON-AGENDA - None
4. DISCUSSION
a. Receive presentation from The Abbi Agency, the City’s new Marketing Management Consultant,
and provide with general policy direction.
Connie Anderson, The Abbi Agency, introduced the team; narrated a PowerPoint presentation with
details of their 90-day plan; discussed search-engine marketing and initial launch of the plan;
addressed launch parties, the interactive reporting dashboard and ongoing partnerships and talked
about other key priorities including a brand refresh.
Discussion followed regarding hotel bookings, the possibility of creating a booking engine on the City’s
website, status of the Solvang Grape Stomp and the possibility of its return, Web 3 and Metaverse,
Minutes 2022-7-07 TAC
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opportunities to engage local business partners, increasing mid-week, off-season stays and website
traffic.
Consultant Anderson continued with her presentation and addressed trends in tourism and potential
target audiences.
Discussion followed regarding partnering with various airlines, gains in tourism resulting from the
closures of Disneyland and other parks during COVID and creative ways to encourage repeat visits.
Thaison Kawal, The Abbi Agency, discussed expansion of the City’s creative campaign.
Consultant Anderson addressed next steps and development of a survey and a community
questionnaire.
Discussion followed regarding working closely with the Chamber of Commerce and Visit Santa Ynez
Valley, creating/expanding experiences and focusing on Solvang.
COMMITTEE MEMBER COMMENTS
Committee Member Martino referenced the community survey and suggested working collaboratively
with the Solvang Visitor Center.
Committee Member Beard referenced a City Council meeting where the budget was discussed; noted
the budget for the Visitor Center was $150,000 and the Marketing budget was $600,000 and asked for
confirmation of what was approved.
City Manager Bradford reported $550,000 was approved for both (Visitor Center and Marketing) items;
discussed the budget for Julefest as well as additional events and commented on existing videos.
CITY STAFF COMMENTS – None
ADJOURNMENT
The meeting was adjourned at 5:20 p.m.
Respectfully submitted:

Annamarie Porter, City Clerk
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Solvang & The Abbi Agency
AUDIT RESEARCH & REPORT

Client: City of Solvang
Project: Audit Research & Report
Analysis Period: July 2021 - June 2022
Date Complete: July 28, 2022

EXECUTIVE SUMMARY
At the beginning of its engagement with the City of Solvang for Destination Marketing efforts, The Abbi
has reviewed the efforts undertaken to date as well as that of other destinations in the Santa Ynez and
Santa Barbara Valley. Findings in the report will be used to develop a marketing strategy to guide Solvang
to meet its goal of remaining a premier destination for tourists.
Research efforts were also undertaken to understand the current and potential target visitors including
Los Angeles, Orange County and the San Francisco Bay Area market.
After the audit of current efforts, the team provides recommendations and suggested key performance
indicators, each of which will be expanded into fully integrated strategies in the marketing plan.

PUBLIC RELATIONS
EXECUTIVE SUMMARY
GENERAL FEEDBACK
The City of Solvang has had some great media hits from regional and national outlets. Compared to
Solvang’s competition, there are less media placements overall and less stories that are solely about the
destination. TAA has an opportunity to capitalize on listacles like “6 perfect spring break road trips” or
“The Best Christmas Towns in the United States” to pitch a feature story on Solvang outside of a roundup
article. Other themes noted in Solvang coverage include charming small towns, focus on wineries, eventand holiday-driven content and press trip content. Solvang currently has a healthy mix of regional and
national media, with regional placements focusing on events, specific businesses, and other details while
national media contains more of those roundup stories. Media coverage in the last two years is not
reflected on the media page on the website, and no inspirational content exists in this section for
journalists.
RECOMMENDATIONS
Based on the public relations audit, the agency sees many opportunities to expand on the success of
current press coverage as well as create a strategy to hone in on the identified audiences.
-

Continue to pitch Solvang to roundup and listicle articles, but also expand on those placements
for a feature story of Solvang.
Target broadcast television in a strategic way for a more visual experience of Solvang, as well as
a bigger opportunity to produce syndicated content
Target journalists writing about meetings and conferences to leverage a mid-week travel audience
Capitalize on marquee events in national publications
Expand FAM trips to bring journalists in-market who serve our target audiences
Target drive markets like LA, Bay Area, Central California, Bay Area and Southern Nevada.
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-

Overhaul the media page on the website to include a gallery of images, inspirational itineraries,
media outreach directed at the agency and up-to-date media placements.

KPI’S & SUGGESTED GOALS
The overarching goal is to position Solvang as the best destination for travelers who appreciate a trip
focused on history, culture, and food & beverage. Public relations is all about driving awareness, and
showing audiences what is unique about Solvang while inspiring them to take the next step and start
researching a trip to Solvang. Our PR goals include:
-

Drive awareness to identified drive and fly markets, with a focus on the mid-week traveler
Drive national awareness of the unique aspects of Solvang
Leverage marquee events
Secure FAMs in identified audience sectors

SUPPORTING RESEARCH
Share of Voice Analysis
The agency compared Solvang’s last fiscal year media coverage with San Luis Obispo County and Ojai.

Current Press
The agency identified several themes that current press hits fit into. These themes are outlined below,
with a sampling of articles that fit into those categories.
Listicles and Roundups:
Solvang is very successful with inclusion in roundups and has a lot of major hits from these types of
placements.
-

14 U.S. Cities That Offer a Taste of Europe Close to Home
The Best Christmas Towns in the United States
6 perfect spring break road trips for last-minute planners (plus an added bonus)
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Wineries:
As a major player in California Central Coast wine country, there are a fair number of articles themed
around tastings and vineyard visits/
-

Wine, bikes and Hans Christian Andersen: 3 magical Santa Ynez Valley adventures
Girls Trip: Sunshine and Wine on the West Coast

Events and Holidays:
Solvang hosts a few marquee events, including Danish Days and Julefest, that are big drivers for earned
content. Solvang is also highlighted heavily around Christmastime, as a quintessential holiday destination.
-

Festive fun: places where Christmas never ends
Solvang breaks from tradition with 3 Danish Days maids to preside over annual event
Solvang Julefest is Your Perfect Holiday Getaway

Charming, Small Town:
Solvang is often described using words like “charming” and “fairytale” and the destination succeeds in
painting a picturesque idea of a whimsical village.
-

Things to Do in Solvang, CA: Fairytale Town Transports You to Europe
It's the coziest time of the year. Here's where to find hygge in California

Press Trips:
There’s no better tool to show an audience what a destination is all about than a first-hand experience
from someone visiting. Press trips, also called FAMs, can produce an itinerary-driven story that shows
readers exactly what kind of experience they could get from a trip to Solvang.
-

I visited Solvang, California, dubbed Little Denmark, to see how the knockoff European town
compares to the original
I spent a weekend in Solvang, a Danish town in California wine country, and it transported me to
Europe

Regional vs National Press
Solvang currently has a healthy mix of regional and national media, with regional placements focusing on
events, specific businesses, and other details while national media contains more of those roundup
stories.

-

Regional
- LA Times, SFGate, The Mercury News, LAist, Santa Barbara News-Press
National
- MSN, INSIDER, Bustle, Reader’s Digest, Thrillist, Brit + Co, Travel + Leisure

Media Page
The media page on the website is outdated, but does contain some good direction to request high-res
photos, high-level media placements, and a call to action for media to reach out to the tourism board.

7

DIGITAL CONTENT (SOCIAL MEDIA)
EXECUTIVE SUMMARY
GENERAL FEEDBACK
Solvang is a great travel destination in Southern California and is highlighted appropriately on its social
media channels. Solvang has a solid following across all accounts; however, Instagram is its
top-performing platform. As a scenic and unique destination experience, its users appreciate the
aspirational content featured on its platforms. Based on comments posted on both Facebook and
Instagram, travelers and locals alike are interested in events, supporting local shops, dining at
restaurants, and creating a checklist of unique activities. Many also mention their appreciation for the
destination’s arts and culture, its unique personality and location, and its history. By utilizing popular social
media trends and diversifying its content, TAA will amplify these efforts to increase excitement, encourage
travel, and position Solvang as a top destination across the country.
RECOMMENDATIONS
By establishing and maintaining a consistent posting cadence, Solvang may place favorably in
complicated the algorithms of Facebook and Instagram. On all platforms, the best performing content
focuses on scenic photos, activities, and places to go in town. The content itself is rich and valuable for its
travelers. By applying best practices such as tagging partners, using hashtags, and sharing great photos
and videos, the City of Solvang is able to garner more eyes and engagement on its content.
The main areas to continue Solvang’s growth on social media are:
●
●
●
●

Establish and maintain consistency in posting cadence across platforms;
Integrate the unique tools available per platform to help drive engagement and audience growth;
Increase variation of content posted to include trending content.
Maintaining consistent branding across all platforms:
○ Updating each platform with the same profile and cover photos with correct branding and
logo.
○ Evaluate the current branded hashtag #SolvangUSA and continue to use in posting and
added to the Instagram and Twitter profile biographies.

KPI’S & SUGGESTED GOALS
● Quarterly
○ Increase engagement by 5% each quarter
○ Grow audience by at least 20 on each platform
○ Increase original video content for Reels and TikTok to twice a month
● Annual
○ Increase share of voice through impressions with a 10% increase YoY
○ Encourage midweek travel through social narrative, especially during shoulder seasons,
utilizing social trends to increase engagement
○ Position Solvang as a unique destination with exclusive experiences focusing on food
and beverage, activities, events, history, and culture beyond the state of California.
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SUPPORTING RESEARCH
Besides its direct residents, Solvang’s general audience on Instagram remained in the Southern
California area.
Facebook: Access to Facebook demographics was not available in July 2022.
Instagram:
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GEOGRAPHY
Instagram Top Following Cities:
1. Los Angeles, CA
2. San Diego, CA
3. Solvang, CA
4. Long Beach, CA

CREATIVE
EXECUTIVE SUMMARY
The Abbi Agency has conducted a thorough audit of all creative touchpoints for Solvang, including its
brand identity, style guide, and 7 additional brand videos.
Starting with brand identity, i.e. Solvang’s current logo, The Abbi Agency, understands that this is a
relatively new asset that has been financially acquired and approved, and the destination would like to
continue its use. From a technical standpoint, there are several flaws in the logo’s fundamental graphic
design, scalability being the most concerning pain point. Specific issues include:
●
●
●
●
●

The windmill’s mark’s many tapered lines make it difficult to scale at small sizes.
The detailed elements within the windmil logo mark, including its varying line weights and
densities, create a feeling of imbalance.
The outline of the logo’s typography makes it feel overly-busy, and is not conducive to legibility
when being scaled at smaller sizes.
Tapered red lines may enhance hierarchy structure, but they distract from the detailed logo mark
and outlined typography.
Withe the clashing style choices of the typefaces, windmill logo mark, and red lines, the logo
elements as a whole feel disconnected and not as complimentary as they could be.

Solvang’s style guide is comprehensive and provides the brand with a visual platform to build and expand
upon. Its color palette reflects an authentic and believable Danish styling which can be applied across all
assets in both digital and print spaces. The brand typography families are modern and legible, and work
well to further visualize it within a Danish context. The aid of unique graphic patterns and
textures—provided in the style guide— will serve as effective add-ons.
With a holistic review of the logo and brand standards, The Abbi Agency suggests moving forward using
the current logo— the design is ample and can be salvaged.
Overall, the graphic standards, like the logo, provide enough branded material to move forward. The
brand/campaign videos offer a glimpse into the advertising potential for Solvang; the videography and
editing style shed light on a “Wes Anderson-esque” approach, setting a tone that is perfectly correct for
the destination. Straight-on and POV perspectives provide a quirky, lighthearted feeling to the destination,
truly reflective of the experience one would have in this charming, quaint city. Video artcards provide
some art direction for actual visual campaign styling, but would need to be expanded upon for use in print
and digital artifacts in the future.
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RECOMMENDATIONS
One of the most essential assets for a destination brand is photography. Good photography evokes
emotion, delight and a real sense of place for the viewer. In the future, Solvang will require a full
photoshoot to capture these high-key moments.
Campaign concepting will need to take place in order to solidify the visual style for campaign artifacts—
what do print ads, digital ads, billboards, animated ads, etc. look like for the brand? In addition to visuals,
messaging will need to be developed as well, including headlines, subheads and Solvang’s sense of tone
& voice.

DIGITAL EXPERIENCE
EXECUTIVE SUMMARY
The website makes use of some modern website design and fundamentals but misses the mark in some
key areas. The Homepage is cluttered with menus on either side of the screen, while the main portion of
the page is void of any information making it look unfinished and deterring visitors from exploring the rest
of the website. Additionally, high quality images and weak code have led to slow page load times likely
resulting in a high bounce rate.
The device usage skews heavily towards mobile users where the target destinations are “Where to stay”
and “What to do” suggesting that users schedule their visits from their mobile devices. Ensuring a clean
mobile experience with fast load times and relevant information will be key in securing future tourism.
Note: As of July 2022, access to Google Analytics was not available.
RECOMMENDATIONS
Technical:
● Extremely long page load times and average session durations lead to increased bounce rates.
To address this cleaner code will need to be implemented, as well as lower quality images on
each page.
Content & SEO:
● Addressing missing Canonical Tags will be a quick way to increase Domain Authority giving the
opportunity to acquire 10 low-difficult buy high-volume keywords that will increase overall site
traffic.
User Experience:
● Extremely long session
● Add information to the home page, as its current state deters users from exploring the rest of the
website.
● Add information to the About Us section to inform the user of who you are and what you are
about.
KPI’S & SUGGESTED GOALS
Key Performance Indicators
●
●
●

Improved User Engagement on the Website
Improved Technical Site Performance
Increase Search Visibility Amongst Intent-rich Queries
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●

Increased Referral Traffic from Other Marketing Focused Initiatives

Suggested Goals
●
●
●
●
●
●
●

Increase page rank to position 1-5 for 5-10 keyword opportunities that fit within overall target
strategy.
Increase Domain Authority to 60
Improve site speed
Decrease bounce rate to 65% or lower
Resolution of technical on-site errors impacting SEO
Increase non-direct site traffic source to 30-40%
Increase total website visits by 25%

WEBSITE ENGAGEMENT
TRAFFIC for June 2022
Total Visits: 127.9k
The total number of visits to the website within the established date range.
Unique Visitors: 54.9k
The total number of unique visitors who visited the website within the established data range.
Pages/Session: 1.44
The number of pages that are visited during one session. This metric should be viewed in partnership with
session duration and bounce rate for a full picture of the user’s experience.
Avg. Session Duration: 12:47
The average length of time a session lasts. The industry standard is 2-3 minutes on site.
Bounce Rate: 81.68%
A single-page visit where users enter and exit from the same page with no further interaction.
Avg. Page Load Time (sec): 8.7
The average speed of an entire website based on the page load time of each individual page.
Devices
The percentage breakdown of traffic based on the type of devices used to visit the website.
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Channel:
The percentage breakdown of traffic based on acquisition channel (ie. how a user came to the site)

Top Referrers:
The top 5 websites referring traffic to https://solvangusa.com
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Destination:
The pages that were visited the most (excluding the homepage)

URL
/where-to-stay/
/things-to-do/
/blog/solvang-julefest-is-here-better-than-ever/
/dining/a-guide-to-solvangs-danish-bakeries/
/getting-to-solvang/maps/
/dining/
/wine-country/wine-tasting-rooms/
/getting-to-solvang/directions/
/things-to-do/top-10-must-see-do-spots-in-solvang/
/wine-country/

Traffic

30,696
14,889
7,191
6,038
4,107
3,960
3,631
2,672
2,462
2,233

Traffic (%)
11.5%
5.6%
2.7%
2.3%
1.5%
1.5%
1.4%
1.0%
0.9%
0.8%
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AUDIENCE DEMOGRAPHIC
Location
The places that users are located when accessing the site.

*DATA SOURCE: This data was pulled from SEMRush which uses external tracking sources to acquire its
data. Having on-site tracking data via Google Analytics will give us more concrete metrics.

CONTENT & SEO AUDIT
GENERAL ISSUES
The Domain Authority is fairly moderate, but on the weaker side. Adding Canonical Tags will be the
quickest way to boost Domain Authority. With a stronger Domain Authority the solvangusa.com site will
have the opportunity to make use of the Top 10 Keyword Opportunities table allowing for the acquisition of
low-difficult keywords with high volume-add. Altogether these changes will bring in more website visitors.
From a technical standpoint the website performs well but still has hiccups. For instance, the average
page load time of 8.7 sec is well above the industry average of 2-3 sec. Page load times of 8.7 sec will
likely cause visitors to leave thinking that the site is broken. Reducing the page load time will be the result
of more concise code and less data to load, as the images on each page are very high quality causing
slow downs. Additionally, solving the critical issues with the 4xx Errors and Redirect to 4xx will be vital to
keeping new traffic.

DOMAIN AUTHORITY: 54
Predicts a root domain's ranking potential relative to other websites. Use this score to compare your
likelihood to rank above that of your competitors.
EXTERNAL LINKS: 3.7k
The number of external domains linking to your website. The higher the domain authority of the site
linking back to your site, the more your authority will increase.
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SITE CRAWL
Crawlers are what search engines use to index (or sift through) your website and check for a vast number
of factors. These factors get plugged into an algorithm that ranks certain pages and websites. These
algorithms are not public knowledge but based on documentation released by search engines, testing,
and industry accepted standards there are numerous factors that are known to affect your rankings.
Number of Issues: 984
Number of Critical Issues: 21
● 4xx Errors: 15
○ This is bad for site visitors, who may see “404 Error Page Not Found.”
● Redirect to 4xx: 6
○ This indicates the number of links that redirect to a possible “404 Error Page Not Found.”

Website Performance and Security
Performance: 16/30
Optimizing your website’s performance is crucial to increasing traffic, improving conversion rates, and
generating more leads.
●
●
●
●
●
●
●

Page Size: 926KB = Good
Page Requests: 55 = Room for improvement
Page Speed: 8.7 sec = Needs improvement immediately
Browser Caching = Good
Minimal Page Redirects = Good
Image Size = Good
Minified JavaScript = Needs improvement immediately
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●

Minified CSS = Good

SEO: 25/30
Optimizing your website content for search helps you drive organic traffic to your website.
●
●
●
●

Permission to Index = Good
Meta Description = Good
Content Plugins = Good
Descriptive Link Text = Needs improvement immediately

Mobile: 20/30
Optimize your website for mobile or you’ll miss out on valuable traffic, leads, and revenue.
●
●
●

Legible Font Size = Good
Tap Targets = Needs improvement immediately
Responsive = Good

Security: 5/10
A secure website equipped with an SSL certificate and free from vulnerabilities is now the standard
online.
●
●

HTTPS Secured = Good
Secure Javascript Libraries = Needs improvement immediately

ORGANICALLY RANKING QUERIES
This is a list of search terms that https://www.solvangusa.com/ is organically ranking for. We will continue
to monitor these on an ongoing basis.
Top 10 Performing Keywords by Rank & Volume
Keyword

Difficulty

Volume

Google Rank

solvang

52

85,268

1

solvang ca

50

20,024

1

solvang california

50

8,474

1

things to do in solvang

41

3,667

1

solvang hotel california

47

3,431

1

solvang things to do

41

1,378

1

solvang

52

1,060

1

solvang wine tasting

34

966

1

solvang danish village

38

904

1

directions to solvang

35

891

1
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Top 10 Performing Non-branded Keywords by Rank & Volume
Keyword

Difficulty

Volume

Google Rank

chumash casino

44

16550

4

santa ynez

44

10189

5

flying flags

34

5157

5

alisal ranch

47

4537

4

chumash casino resort

43

4426

4

hampton inn & suites

58

4386

5

hotel corque

42

3424

3

aj spurs

44

2452

5

santa ynez valley

45

2138

5

the landsby

41

1993

5

Top 10 Keyword Opportunities
Keyword

Difficulty

Volume

Google Rank

feliz noche

33

11100

6

local bakeries

30

4000

6

paula's pancake house

47

1715

6

succulent cafe

31

1184

6

cachuma lake recreation area

32

992

6

santa barbara wine country

34

577

6

grapeline wine tours

46

510

6

santa inez

43

508

6

alma rosa winery

34

500

6

carhartt vineyard

28

495

6
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Top 10 Inbound Links

URL
www.pinterest.com/solvangusa/

Title
Solvang USA (solvangusa) - Profile | Pinterest

www.nytimes.com/2017/12/22/us/california-today-sh California Today: Should Shelter Dogs Be Vegan? - The
ould-shelter-dogs-be-vegan.html
New York Times
nypost.com/2018/12/07/the-10-best-christmas-town
s-in-america/
10 Best Christmas towns in USA
www.insider.com/solvang-california-reminded-me-of- Solvang Is a Small California Town Modeled After
christmas-in-europe-2021-12
Denmark in Europe
www.usatoday.com/story/travel/destinations/2014/1
2/24/celebrate-christmas-year-round-in-theses-towns
/20851227/
Celebrate Christmas Year Round In These Towns
www.nytimes.com/2010/12/26/fashion/26Modern.ht Strangers’ Kindness Lights the Way: Modern Love - The
ml
New York Times
www.latimes.com/california/story/2019-08-22/trump Trump buying Greenland gets laughs from Danish
-buying-greenland-denmark-solvang-california
outpost Solvang - Los Angeles Times
Solvang, Calif.: A Very Scandinavian Christmas - Holiday
content.time.com/time/specials/packages/article/0,2 Decorations: The Most Christmas-Loving U.S. Towns 8804,2099452_2099450_2099868,00.html
TIME
www.marthastewart.com/2123915/best-towns-visit-c Charming Small Towns to Visit During the Christmas
hristmas-united-states
Season | Martha Stewart
www.latimes.com/travel/la-tr-travel-calendar-fourth- 4th of July fireworks and events around Southern
of-july-20190630-story.html
California - Los Angeles Times
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LANDSCAPE ANALYSIS
There are a number of tools that we use to find data on other websites that we do not have backend
access to. Using a combination of these tools, we have highlighted some notable metrics to benchmark
our competitors’ website performance and have listed our results for the same metrics as a point of
reference.

Solvang USA

City of Solvang

Santa Barbara

Visit The Santa Ynez
Valley

Performance

97

36

49

68

Accessibility

59

88

88

93

Best Practices

83

83

83

100

SEO

82

82

83

100

Domain
Authority

54

43

60

47

External Links

3.7k

1.5k

8.3k

1.8k

Ranking
Keywords

4.1k

1.2k

19.7k

2.2k

METRIC

Note: Because this is competitor research and we do not have back-end website access to these
websites, these metrics can not be verified for 100% accuracy.
Sources: Lighthouse, SEMRush, Moz, Hubspot Tools
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USER EXPERIENCE
GENERAL ISSUES
The website works and functions very well. Each of the links work and house relevant information, but the
home page is void of information making it appear as if the rest of the website would be the same.
INDIVIDUAL PAGE ANALYSIS
The home page deters visitors from continuing on with their session with a look that appears unfinished
leading users to believe that the rest of the website would also be unfinished.
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The only other portion of the website missing any information is the About Us section. This is a great
opportunity to let visitors know who you are and what you are about.
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