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* 2013-2014 Q2  does not yet include Pacific Grove  



Destination Snapshot 
 
 Occupancy ADR RevPAR 

2013 65.3% $171.82 $112.23 

2012 63.2% $166.07 $104.89 

Growth +3.4% +3.5% +7% 

Competitors 2013 Occupancy ADR RevPAR 

California State Average 70.7% $130.44 $92.21 

Napa 68.0% $261.30 $177.63 

Santa Barbara 68.7% $160.96 $110.59 

Sonoma 73.4% $124.51 $91.45 

Palm Springs 57.9% $133.67 $77.42 

Lake Tahoe 53.6% $105.93 $56.82 
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Calendar Year Destination Stats 

Source:  Smith Travel Research 



YTD Review 
MCCVB SCORECARD FY13-14 (as of January 31) 	
  

Sales	
   13-14 YTD Actual	
   FY13-14 Goal	
   % of Goal	
   FY 12-13 Actual	
  

New Group Business Leads	
   215	
   460	
   47%	
   417	
  

Group Room Nights Index	
   94%	
   100%	
   94.0%	
   New Measurement	
  

STR Report RevPAR Status	
   Second	
   Third	
   100%	
   Fourth	
  

Marketing	
   13-14 YTD Actual	
   FY13-14 Goal	
   % of Goal	
   FY 12-13 Actual	
  

Unaided Brand Awareness	
   82.6%	
   83%	
   99.5%	
   82%	
  

Intent to Visit	
   32.4%	
   32%	
   101%	
   31%	
  

Advertising Effectiveness	
   4.1	
   3.8	
   108%	
   3.75	
  

Earned Media (Ad Equivalency)	
   $24,039,671	
   $34,500,000 	
   70%	
   $44,807,477 	
  

Facebook Fans	
   48,860	
   43,750	
   112%	
   38,587	
  

Twitter Followers	
   10,323	
   9,775	
   106%	
   8,712	
  

Average Website Visits (Unique)	
   767,685	
   1,114,092 	
   69%	
   1,286,664	
  

Average Webpage Impressions	
   2,456,281	
   4,011,372 	
   61%	
   3,878,844	
  

Average Referrals (Unique)	
   198,494	
   328,224 	
   60%	
   322,608	
  

Visitor Database 	
   26,021	
   40,820 	
   64%	
   21,315	
  

Membership	
   13-14 YTD Actual	
   FY13-14 Goal	
   % of Goal	
   FY 12-13 Actual	
  

Retention Rate	
   88%	
   85%	
   104%	
   85%	
  

Visitor Services	
   13-14 YTD Actual	
   FY13-14 Goal	
   % of Goal	
   FY 12-13 Actual	
  

Visitor Referrals/Inquiries	
   75,812	
   123,000	
   62%	
   122,049	
  



  

GROUP SALES 



Group Room Night Index 
GROUP SALES 
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Group Room 
Night Goal	
  

Actual Group 
Room Nights	
   % of Goal	
  

Actual Group 
Revenue	
  

Actual 
Group ADR 

Average	
  
Actual Group 
Occupancy	
  

July	
  
               
27,962 	
  

                 
21,428 	
   77%	
    $      4,548,398 	
   $            212 	
   22%	
  

Aug	
  
               
29,376 	
  

                 
29,465 	
   100%	
    $      7,347,710 	
   $            249 	
   30%	
  

Sept	
  
               
34,396 	
  

                 
32,082 	
   93%	
    $      6,056,214 	
   $            189 	
   33%	
  

Oct	
  
               
35,047 	
  

                 
31,983 	
   91%	
    $      5,812,434 	
   $            182 	
   32%	
  

Nov	
  
               
22,947 	
  

                 
23,937 	
   104%	
    $      4,014,869 	
   $            168 	
   25%	
  

Dec	
  
               
14,129 	
  

                 
12,761 	
   90%	
    $      2,198,507 	
   $            172 	
   13%	
  

Jan	
  
               
22,073 	
  

                 
23,083 	
   105%	
    $      3,664,211 	
   $            159 	
   24%	
  

TOTAL	
  
            
185,930 	
  

               
174,739 	
   94%	
     $    33,642,343 	
   $            190 	
   26%	
  



Pace Report 

•  Ahead of 2012-13 Pace  
•  34 % Growth in Corporate Groups 



Upcoming Tradeshows & Client Events 

Smart Mart Southeast  
Charlotte - March 13 

Smart Mart Northwest 
Seattle – April 17 

Smart Mart NorCal     
San Francisco – May 28 

Smart Mart Midwest  
Minneapolis – June 19 

Smart Mart Mid Atlantic 
Washington DC – July 24 

Smart Mart National 
Scottsdale– September 7 

Smart Mart SoCal     
San Diego – November 20 Smart Mart Southwest  

Dallas – December 1 



Upcoming Tradeshows & Client Events 

Spokane 
March 12 

Orlando   March 23 

Anaheim   March 23 

Dallas   April 9 

Palm Springs 
March 25 Waldorf 

April 30  



Upcoming Tradeshows & Client Events 

Mesa    May 6 

New Orleans  June 12 

Monterey          May 17 



GROUP RESEARCH 



Group Research Goals 

 
1)  Uncover new areas of opportunity and focus for the 

MCCVB sales team 

2)  Gain insights into perceptions of Monterey County as 
a meetings destination from meeting planners 

3)  Further define competitive factors that impact group 
business in Monterey County.  



Methodology 

•  Hotel Surveys – conducted with MCCVB Sales 
Committee Hotel Partners 

 
•  Meeting Planner Interviews – in-depth interviews 

with experienced meeting planners specializing in 
corporate, incentive and association 

•  Comprehensive Competitive Analysis – in-depth 
examination of competitors, revise comp set  

 



Top-line Observations 

Good 
•  Monterey County’s extraordinary scenic beauty as a primary  
•  Meetings in Monterey will boost attendance 
•  Seen as having exceptional variety and quality of venues 

Not So Good 
•  Awareness is High, Familiarity Needs a Boost 
•  Perception of High Cost 
•  Access – clients prefer attendees not have more than one stop 



Key Insights 

Business We Have 
 

Growth Opportunities 
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Key Insights 

Business We Have 
 

Growth Opportunities 
 



Key Findings 

•  Expand Sales Approach – new geographic markets, target high 
potential market segments/verticals 

•  Localized Sales Representation – planners see it as an advantage to 
have sales reps in their markets 

•  Relationships & Education – CVB’s two most important roles; building 
and maintaining long last relationships – trust is key 

•  Comp Set – adjustments required to comp set  
 
 



Outcomes 

New Localized Regional Representation  
-  Chicago / Midwest 
-  Dallas / Southeast 
-  Bay Area / Pacific Northwest 
 
Target High Potential Segments 
-  Tech, Ag, Education – further out geo markets 
-  Pharma 
-  Telecomm 
-  Medical 
-  Financial  
 



Sales + Group Services 
Team Deployment 



Sales + Group Services 
Team Deployment 



Strategic Client Services 
Developing programs that build our 
destination’s value proposition 
 

-  Champion Monterey 
-  Monterey Medical Meetings 
-  Meeting Rewards / Value Add 

programs 

Second Quarterly Forum 2013-2014 



MARKETING 
  







BRAND CAMPAIGN RESEARCH 

I.  Increased in Brand Awareness 

II.  Exceeded goal for Intent to Visit  

III.  Generated incremental travel from 
the regional markets 

 
 

Source: SMARI 



Incremental Travel 	
   Calculations	
  
Aware Households	
   3,465,927 	
  
Incremental Travel	
   2.6%	
  
Incremental Trips	
    90,114 	
  
Overnight Incremental Trips	
    67,315 	
  

Average overnight trip spending	
   $1,119	
  

Incremental spending generated	
   $75,325,738	
  
Source: SMARI 

27 

$75 million in incremental spending for the 
destination 
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2014 Travel Guide 

Hosted Media Familiarization Trips 

Spring Sweepstakes 



International – China 

E-newsletter 
Social media 
PR 
Tour operator outreach 



Group Marketing 



Group Brand 







Monterey Moments: Pacific-to-Plate 
Boston - PCMA 



Monterey Moments: Land, Sea & Vine 
Washington DC 



q  Total Redesign 
q  Refreshed Photo 

Library 
q  New Meeting 

Planner Tools 
q  Customized 

Itinerary Builder 
q  Upgraded 

features and 
functionality 

 
 
 
 

MeetInMonterey.com 
 





Conference Center Renovation 
 

Landing page- live 
today 
 
Updates, news, 
photos, videos 
 
Communications 
Plan 
 
Website 
 



Direct Marketing 
-  Direct Mail initiative 
-  Quarterly E-newsletter 

 
Examples of Uniquely packaged attention-getters 

 

Destination experience-in-a-box  



MEMBERSHIP  
& VISITOR SERVICES 

 
  



Membership 
 Benefits  

•  Web listing on SeeMonterey.com 

•  Listing in annual Visitor Guide 

•  Cooperative advertising opportunities 

•  Cooperative  sales events participation 
opportunities  

•  Receive leads for Client Services value programs  
•  Inclusion in social media promotions 
•  Display collateral/coupons at Visitors Center 



Visitor Services 
 

Cruise Ships 

Events + Festivals 
Visitor Information Center 
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VIC Visitor Demographics 
 

32% 

22% 

25% 

13% 

8% 
$100,000 and above 

$75,000-$100,000 

$50,000-$75,000 

$35,000-$50,000 

$35,000 and under 

48% Domestic  52% International 

Source: MCCVB VIC Intercept Survey 



Top 3 VIC Visitor Origins 
 

Monterey 
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34% 

23% 

20% 

9% 

9% 
5% Attractions and 

Activities 

Food and Wine 

Places to Stay 

Local Events 

Sports and 
Recreation 

Arts and Culture 

Information Requested 
 

Source: MCCVB VIC Intercept Survey 
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Visitor Engagement 
 



Visitor Center Influence 



Visitor Center Influence 
 

Source: MCCVB VIC Intercept Survey 



Visitor Center Influence 
 

Based on Dean Runyan  Travel Impact Study: 
overnight visitor spending calculation 



GET INVOLVED! 
 

WORKSHOPS NOW! 
 

SeeMonterey.com/Members 
 

Member Orientation March 12th 
3:30pm – 5:00pm  |  MCCVB Offices 

 
Watch your email for invitations and 
participation opportunity updates!  
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