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Group Business Development FY 19-20 Goal

Group Room Nights Booked 75,000

New Business Room Nights Booked 60,000

Marketing Communications FY 19-20 Goal

Intent to Visit 44%

Visitor Services FY 19-20 Goal

% of Visitors Influenced to Stay Longer 60%



MARKETING/COMMUNCIATIONS

Owned Social Engagements Unique Visits to SeeMonterey.com

Unique Visits to 

MeetInMonterey.com pages

Journalists Assisted

Ad Equivalency (Domestic) Group media inquiries (site actions)

Unaided Brand Awareness Group efficiency ratio (group site 

visits/actions)

Facebook Fans International media placements 

(primary markets)

Twitter Followers Earned Impressions (Domestic)

Instagram Followers Total Earned media (all segments)

Visitor Database Total PR Impressions (all segments)







I. Convert

Convert destination interest into incremental room 

nights through the Visitor Information Center – walk-

ins, telephone, online chat and emails. Utilize satellite 

visitor stations at key events that draw attendees from 

outside of Monterey County to encourage longer stays 

and return visitation.

II. Promote
Encourage responsible travel and longer stays. 

Promote exploration throughout Monterey County. 

III. Collaborate

Band together with members and stakeholders to 

create innovative opportunities to engage visitors. 

Invite community involvement through experiential 

features at the Visitor Information Center. Expand 

Sustainable Moments distribution network. 



I. Prospect

Prospect the ideal mix of group business for Monterey 

County: high-yield, off-peak, desired pattern; segment and 

target high-value tour and travel operators in luxury and 

select international markets. 

II. Transform

Create competitive differentiation through transformative 

client engagement and services – enhance the experience 

(not just the meeting) by providing exemplary service that 

is specific to Monterey County brand and encourages 

incremental visitation (Bleisure!).

III. Collaborate

Leverage the collective strengths of the destination 

through intensified collaboration with the group hotels, 

Sales & MCTID Committees Monterey Conference Center 

and businesses that service meetings and conferences.





Find out more at our upcoming 

Sales & Marketing Committees meeting August 6th!



I. Intensify Intensify focus on the quality travelers and high-value travel: 

quality over quantity, responsible visitation, off-peak longer stays; 

targeted, transformative business development marketing.

II. Engage Engage the greater community in Monterey County to become 

part of the tourism story. Educate residents to ensure they 

understand that responsible tourism matters. 

III. Collaborate Increase participation with members, stakeholders and tourism-

related organizations from MCHA to Fly Monterey and others to 

synergize, focus and broaden marketing impact. 
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Brand Attributes:
Unexpected.
Conscious.
Unparalleled.
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Geo-Targeted 

Audience

Knowledge & Motivation Message & Media Mix

Drive Market Familiarity: High

Motivation: Relaxation 

Short Haul Market Familiarity: Low

Motivation: Unique Experiences & 

Rejuvenation

Long Haul Market Familiarity: Low

Motivation: Unique Experiences & 

Rejuvenation 



Leisure Group International
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