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2016-17 BOARD OF DIRECTORS

OFFICERS
Bob Buescher, Chair
Carmel Mission Inn

Steve McNally, Chair-Elect
Hyatt Regency Monterey

Thomas Becker, Treasurer
Carmel Valley Ranch

Mimi Hahn, Secretary
Monterey Bay Aquarium

Rick Aldinger, Past-Chair	             	
Big Sur River Inn

ADVISORS
Susan Breen
Monterey Arts Council

Carol Chorbajian
Monterey County Hospitality 
Association, CCM&E

Mike La Pier
Monterey Regional Airport

Troy Kingshaven
Monterey County Film Commission

Marilyn Lidyoff
City of Marina

Sean Panchal
Presidents Inn Hotels

Amrish Patel
Centrella Inn

Kimbley Craig
City of Salinas

Norm Groot
Monterey County Farm Bureau

Bobby Richards
City of Carmel-by-the-Sea

David Spaur
County of Monterey

Kim Stemler
Monterey County Vintners and Growers 
Association

Hans Uslar
City of Monterey

Doug Phillips
Monterey Conference Center

BOARD MEMBERS
Mary Adams	                 
Monterey County Board of Supervisors 
5th District  

Ed Smith	                 
City of Monterey 

Rene Boskoff
Monterey Marriott Hotel

Janine Chicourrat
Portola Hotel & Spa

Diane Mandeville
Cannery Row Company

Tony Tollner
Downtown Dining

Julie Weaver
The Lodge at Pebble Beach 
& Casa Palmero

Ralph Rubio
City of Seaside
                                           



4   |  2016-2017 ANNUAL REPORT  | MCCVB

MCCVB 2016-2017 BUDGET

2016-2017 JURISDICTION INVESTMENT
TOTAL $2,585,102

$2,811,421

$2,488,340

$111,900

$387,461

$959,558

Marketing
Sales
Membership
Visitor	
  Services
Administration

$2,622,224	
  

$4,182,046	
  

$305,323	
  

Jurisdiction	
  
Investment
TID

Private

$1,192,875

$899,667

$167,656

$109,156
$80,053

$72,774 $59,920 $1,000 $2,000

Monterey	
  County
City	
  of	
  Monterey
City	
  of	
  Carmel-­‐by-­‐the-­‐Sea
City	
  of	
  Pacific	
  Grove
City	
  of	
  Seaside
City	
  of	
  Salinas
City	
  of	
  Marina
City	
  of	
  Del	
  Rey	
  Oaks
City	
  of	
  Sand	
  City

2016-2017 EXPENDITURES
TOTAL $6,675,680

2016-2017 REVENUES
TOTAL $7,109,593
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The	
  Monterey	
  County	
  Visitor	
  –	
  Snapshot	
  of	
  Findings	
  

Method of Arrival into Monterey County
(% of respondents)

�
Arrival	
  by	
  personal	
  or	
  
rental	
  vehicle	
  was	
  the	
  
dominant	
  method	
  of	
  

arrival	
  among	
  
Monterey	
  County	
  
visitors.	
  This	
  was	
  

followed	
  by	
  arrival	
  via	
  
commercial	
  airline.	
  
7.4%	
  of	
  visitors	
  flew	
  

into	
  MRY.	
  

81.2%

14.4%

0.0%

20.0%

40.0%

60.0%

80.0%

100.0%

Personal or Rental Vehicle All commerical airline

Monterey	
  County	
  visitors	
  	
  
spend	
  an	
  average	
  of	
  3.6	
  days	
  &	
  	
  

2.7	
  nights	
  in	
  the	
  area	
  

	
  The	
  average	
  visitor	
  spends	
  
$126.52	
  per	
  day	
  in-­‐market.	
  

Visitor Trip Details (% of respondents)Primary Reasons for Visiting Monterey County
(% of respondents)

Weekend	
  	
  
Getaway	
  (33.4%)	
  

VacaPon	
  (38.9%)	
  

Place of Stay in Monterey County�
(% of respondents)

51.7%	
  

8.2%	
  

�
Commercial	
  lodging	
  in	
  Monterey	
  is	
  
the	
  most	
  common	
  place	
  of	
  stay	
  
during	
  a	
  trip	
  to	
  the	
  county.	
  51.7	
  
percent	
  of	
  visitors	
  surveyed	
  stayed	
  

overnight	
  in	
  a	
  Monterey	
  County	
  hotel,	
  
motel,	
  inn	
  or	
  hostel.	
  8.2%	
  stayed	
  in	
  
the	
  private	
  residence	
  of	
  a	
  friend	
  or	
  
family	
  member	
  in	
  Monterey	
  County.

	
  Mean	
  travel	
  party	
  is	
  
comprised	
  of	
  3.1	
  persons	
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The	
  Monterey	
  County	
  Visitor	
  –	
  Snapshot	
  of	
  Findings	
  (con:nued)	
  

Top Monterey County Areas Visited 
(% of respondents)

Top Monterey County Activities (% of respondents 
who reported participating in each activity)

Dining	
  
	
  	
  	
  (87.1%)	
  

Shopping	
  
	
  	
  	
  	
  (62.8%)	
  

recrea7on	
  
	
  	
  	
  	
  	
  	
  	
  (34.5%)	
  

Top Motivations for Visiting
(% of respondents)

Overall Ambiance 
and Atmosphere 

(47.0%)

Cannery
   Row

Restaurants, 
Cuisine, Food 

Culture (37.2%) 

§  Online	
  travel	
  agencies	
  
(29.5%)�

§  Informa7on	
  gathered	
  on	
  
mobile	
  phone	
  (19.5%)�

§  Opinions	
  of	
  friends	
  or	
  
rela7ves	
  (14.0%)�

Top Travel Planning Resources Used Before Trip (% of respondents)

Average	
  
age	
  
45.8	
  

Average	
  household	
  
income	
  

$109,981	
  

Traveler Demographics (% of respondents)

55.8%	
  
Are	
  

married	
  

26.1%	
  have	
  
children	
  under	
  	
  

age	
  18	
  

Outdoor	
  

86.7%

47.4% 43.8%

20.2% 19.7%

Monte
re

y (
cit

y o
f)

Pac
ific G

ro
ve

Car
m

el-
by

-th
e-

Se
a

Peb
ble

 B
ea

ch

Big 
Su

r

Scenic Beauty 
(66.4%)

Weather 
(44.4%)

$2,622,224	
  

$4,182,046	
  

$305,323	
  

Jurisdiction	
  
Investment
TID

Private



EXECUTIVE SUMMARY
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2016–17 was marked by the hospitality and 
tourism community collaborating and coming 
together to strengthen and unite the industry, 
resulting in another year of growth for the 
tourism economy. Gains were seen throughout 
the year as we welcomed more visitors than the 
previous year, despite major crises in Big Sur. 
The continued growth of the industry in spite of 
these challenges was good news for Monterey 
County’s tourism industry, as well as for residents 
and our business community. The hospitality 
industry provides Monterey County with over 
25,000 jobs, plus the necessary income for local 
governments to fund vital services enjoyed and 
relied upon by tourists and locals alike.

Looking to balance resident quality of life with 
the increasing popularity of Monterey County as 
a tourist destination, we’ve continued to expand 
our Sustainable Moments initiative to educate 
visitors on how to treat our home with care. This 
year, our effort engaged resident groups and 
provided tools for the team and community to 
use in helping visitors be the best guests in our 
destination.

The Monterey County Convention & Visitors 
Bureau (MCCVB) employed a qualitative 
approach to marketing and communications 
while continuing to evolve as a content marketing 
agency. Resources and partnerships were 
leveraged to capitalize on the new distribution 
strategy, resulting in increased engagement and 
keeping Monterey top of mind for customers. 
Research-based decision making was critical 
to providing a basis for this progression and 
our ability to create and distribute meaningful 
content. This year our content strategy was fully 
realized and our digital platforms advanced to 
highlight relevant stories and ideas.

Continued focus on key partnerships proved 
vital to our crisis response, letting the world 
know that Big Sur and Monterey County were 
open for business. Local partners were key 
to unifying the voice of Monterey County 
businesses. Partnerships including Visit 
California, Central Coast Tourism Council, San 
Francisco Travel, Team San Jose and many 
others led to the MCCVB achieving its business 
objectives. These relationships were essential 
to capturing international visitors to Monterey 
County. By leveraging our investment with 
partners, we were able to reach further and 
entice more visitors from this lucrative segment 
to consider our destination for their next trip.

While travelers increasingly use digital platforms 
to book travel and research recommendations, 
the Monterey Visitors Center remains an 
important part of the MCCVB’s strategic 
priorities. Influencing more than 64% of travelers 
to stay longer in our destination speaks to the 
effect these destination experts have during 
face-to-face interactions with visitors. The 
upgraded services available to those using the 
Visitors Center have continued to elevate the 
profile of this first-stop among travelers.

 

MONTEREY
COUNTY

TOURISM BY THE NUMBERS
$2.8B in Visitor Spending

25,220 Employed in tourism

$115MM in Local Tax Receipts 

$132MM in State Tax Receipts

4.5MM Overnight visitors

Visitors spend $339/person per day   

*2016 Dean Runyan Travel 
Impacts Study
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MARKETING COMMUNICATIONS
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As the tourism marketing agency for Monterey County, managing the brand of the 
destination, creating awareness and excitement, and growing the tourism economy through 
marketing are core components of the MCCVB’s mission. Advertising, content marketing 
and social and public relations outreach all work together to influence our audience and 
create a solid foundation for individual business marketing efforts and the success of group 
sales programs. The MCCVB’s brand campaign “Grab life by the moments” continued in 
2016–17 and influenced 268,537 overnight trips, ultimately contributing more than $236 
million in economic impact. 

This year, the MCCVB continued evolving toward being a more robust content marketing 
agency. Personnel and resources were positioned to generate and distribute content 
specifically designed to drive overnight visitation. In 2016–17, the focus on creating and 
amplifying relevant and engaging content across all channels resulted in a 31% YOY increase 
in social engagements. With the continued advancement of the organization, the need for 
a new content-focused ad agency partner emerged. Beginning in early 2017, the MCCVB 
hired MMGY Global as the new agency of record for the MCCVB. 

New content campaigns embraced user-generated blogs and imagery while other initiatives 
produced video content that enticed potential travelers to visit Monterey County for their 
vacations while keeping the destination top of mind. The 50th anniversary of the Summer of 
Love, the renovation of the Monterey Conference Center and the Big Little Lies HBO show 
are examples of several opportunities to build and share content highlighting the destination 
as a great place to visit. In addition, the hallmark Monterey Moments pop-up culinary 
series continued for the fourth year with two events in 2016–17. These events in Phoenix 
and Chicago epitomized Monterey’s personality and included journalists, influencers, wine 
buyers and meeting planners. 

The MCCVB has continued enhancing and leveraging long-standing relationships with 
journalists and media in key markets to target high-propensity travelers. This year was 
challenging: the destination was faced with two crises which markedly became priorities 
for the communications team and the organization as a whole. As the Soberanes fire 
ignited in July 2016, the team acted immediately, putting into effect the MCCVB’s Crisis 
Communications Plan. Market Situation Reports (MSR) were distributed, the SeeMonterey.
com website was updated with the latest travel alerts, email campaigns were executed, 
social media was monitored and effective media outreach was fostered—all of these actions 
helped shape the message for our destination. In addition, collaboration with the community 
and the tourism industry was key. The importance of this collaboration was highlighted 
during the busiest week for Monterey County: Car Week. 
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As the Big Sur area was just beginning to recover, winter storms provided yet another crisis for 
the destination, washing away roads and destroying a major bridge. The MCCVB enacted the 
Crisis Communications Plan for a second time and worked around the clock to share updates 
in real time through all our communication channels. As roads and businesses reopened, 
the MCCVB shifted into recovery messaging, and an aggressive marketing communications 
campaign was executed to communicate to the world that Big Sur and Monterey County were 
open for business. The recovery campaign was comprehensive and included elements such 
as paid search campaigns, advertising in key markets, email outreach, media familiarization 
trips (FAMs), a satellite media tour and printed collateral distributed throughout the county. 

In 2016–17, the MCCVB’s responsible tourism program Sustainable Moments gained momentum 
and continued to develop. Microsites, videos and materials were produced that are now in use 
by the MCCVB and industry partners. As a visitor education initiative, Sustainable Moments 
brings awareness to the importance of responsible tourism and ensures that Monterey County 
residents and community stakeholders’ quality of life is balanced with the growth of tourism. 
The MCCVB promotes traveling “like a local” to elevate the need to treat our destination with 
care and respect.
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GROUP SALES & SERVICES
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The greatest opportunity to grow overall market share and balance year-round business lies 
in group sales. Meetings and conferences provide healthy hotel room rates and revenues, 
as well as the ability to fill “need” or slow periods when leisure customers occupy weekend 
and high-season rooms. The nature of this business, combined with the extraordinary 
opportunity that arises with the Monterey Conference Center (MCC) renovation, support 
the MCCVB’s focus on this important market segment. 

Generating leads that result in new group business for Monterey County hotels is the 
primary objective of the MCCVB sales team. A cornerstone for MCCVB this year was hiring 
a new VP of Sales, Mark McMinn, in October 2016. Under new leadership, consultations with 
stakeholders have resulted in a total restructuring and group sales focus to launch in 2017–
18. This fiscal year, the sales team facilitated 58,656 booked room nights with an economic 
impact of $62,266,207. 

In 2016–17 the sales team attended 57 appointment trade shows that targeted high-
propensity customers, created 28 client events that generated excitement and leads for 
Monterey County, and sponsored 25 large industry events that provided maximum destination 
recognition in partnership with representatives from Monterey County businesses.

We have been highly engaged with the MCC team in creating and capitalizing on the 
excitement and awareness around the renovation. As the primary marketing entity for the 
MCC, we participated in several meetings throughout the year to synergize efforts and make 
sure that the best opportunities to showcase the space were realized. Through sales and 
FAM trips, press outreach that provided compelling media stories, and targeted meeting 
planner marketing campaigns, excitement for the highly anticipated grand opening in 2017–
18 has reached new heights.

STRATEGIC CLIENT SERVICES
For a meeting planner or attendee, ensuring the hotel is accommodating, that the meeting 
room is correctly set and the food and beverages are delivered on time are all a given. These 
planning logistics are expected and, while important, are no longer the key to winning 
business. Planners and their attendees have dramatically raised the bar and expect an 
impressive experience. 

The Strategic Client Services (SCS) team worked with the community to create the magic for 
Monterey County meeting planners and attendees. Determined to enhance the destination’s 
value proposition, the SCS team offered a number of services to meeting planners. These 
services were designed to make our customers’ jobs of planning a memorable and profitable 
meeting and, therefore, their destination choice easier. These services included creating 
and coordinating site visit microsites, event microsites, online mapping tools and corporate 
social responsibility (CSR) programs among other services. 
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TOUR & TRAVEL SALES
MCCVB’s Tour and Travel team worked closely with wholesalers, domestic receptive operators and 
international outbound tour operators to fill shoulder seasons and need periods for the destination. 
Primary activities included participating in B2B travel tradeshows, conducting overseas sales missions 
and hosting FAMs for agents and tour operators to experience Monterey firsthand, prioritizing markets 
in China, Canada and Mexico.

The international group plan revolved around China’s MICE (Meetings, Incentives, Corporate & Exhibitions) 
opportunities, as well as both incentive and corporate group business from Mexico and Canada. Tour & 
Travel market development concentrated on building product in these target markets while supporting 
Visit California’s 23 international offices, as they brought important FAMs for tour operators and airlines 
around the globe.

This year’s activity included:
• 24 FAMS were hosted in Monterey County with 
   145 tour operators, agents, and product managers
• 3 sales missions were conducted in China, 
   Canada, and Mexico
• 5 client events where 1,443 travel agents, 
   operators, and media were engaged
• 5 tradeshows with 247 travel buyers and media
   consulted in prescheduled appointments

This activity led to performance for Tour & Travel; however, Tour & Travel relies on travel operators 
reporting their bookings back to the MCCVB. Results reflected here represent a portion of the total 
bookings. Tour & Travel recorded a total of 39,568 booked room nights representing $13,413,552 in 
economic impact. 



VISITOR SERVICES
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The mission of Visitor Services is to lengthen 
stays, expand visitor distribution throughout 
the region and increase visitor spending. As 
the welcoming face of our destination, the 
Monterey Visitors Center at El Estero Park 
is open 7 days a week, 361 days a year. Our 
specialists play a key role in guiding visitors 
looking for ways to create a truly authentic 
Monterey County experience. By engaging 
in informative and lively conversations, our 
specialists directly contribute to the positive 
economic impact made by visitors.

This year, 99,635 visitors were assisted by 
our specialists. The visitor center is a crucial 
element to building a successful tourism 
economy in Monterey, and 64% of visitors 
extended their stay as a result of their 
encounter with our information specialists. 
That equates to 93,585 room nights influenced 
with an economic impact of $31,263,501. 
Visitors share their gratitude and feedback on 
a regular basis including comments like:

“The person on duty was so friendly, 
knowledgeable and professional. She worked 
quickly to help us on our way. She knew of 
our special interests in the area and helped us 
to find them. Service couldn’t be beat.”

“The visitor staff were incredibly helpful and 
knowledgeable about all local restaurants and 
attractions and, while we are not able to stay 
longer, they have certainly assisted with what 
we’ll be doing while we’re here! They did a 
great job - thank you!”

“Whenever friends come to Monterey County, 
I come to Visitor Center and get info. It’s like 
Christmas!! Love it.”

In addition to influencing visitors at the Lake 
El Estero location, MCCVB provided satellite 
services at many events around the County.

MEMBERSHIP
BY THE NUMBERS

87% Member retention

50 new members joined the MCCVB

143 Member Engagements – Meet a Member, 

Member Orientation, Member FAMs.
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