MONTEREY

GRAB LIFE BY THE MOMENTS

HIGHLIGHTS

¢ Continued in-market Responsible Travel and See Monterey App install campaign to reach visitors in high traffic areas

¢ Launched additional promotions for the See Monterey App, including new signage at the Portola Hotel & Spa and all new refreshed
graphics throughout MRY

¢ Hosted the annual Car Week media roundtable at WeatherTech Raceway Laguna Seca to provide local media an opportunity to
speak with event representatives, garnering more than 194 million impressions

* Received results of the end-of -year Marketing Impact study, meeting the Intent to Visit goal of 4.3 among other strong ROI figures

¢ Launched new "Inside Monterey" content series, featuring monthly interviews with "insiders" throughout the County

¢ Rolled out new metrics for FY2022-23 including the new Media Quality Score for earned media coverage and Top Level Group
Conversions to measure group and meetings marketing efforts
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MONTEREY

GRAB LIFE BY THE MOMENTS

HIGHLIGHTS

Developed "The Moment" campaign, a reimagined Now is the Moment leisure-focused campaign, to launch in fall
Planned out stand out bussiness development inititaves, including an IMEX activation a direct mail strategy
Media outreach and coverage centered on Monterey Car Week, Monterey Jazz Festival, fall escapes, scenic road
trips, Monterey Regional Airport’s new outdoor courtyard, unique culinary experiences and more

Supported local, regional and national media attention for the return of Monterey Car Week

Prepped and planned for MCCVB's Annual Meeting
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MONTEREY

GRAB LIFE BY THE MOMENTS

HIGHLIGHTS

Finalized "The Moment" leisure campaign to launch in October in key drive and fly markets

Worked with 62ABOVE to develop plan for destination rebrand

Supported Business Development in creation of materials and assets for IMEX, including large-scale video wall

Executed South County photoshoot in King City and Salinas Valley as part of the ARPA program

Promoted California Wine Month through owned and earned channels, including custom media mailers to targeted outlets
Hosted Visit California's Global Influencer Advisory Board meeting, including 8 influencers from 4 countries

¢ Media outreach and coverage centered on the Monterey Jazz Festival, fall escapes, outdoor adventures, one-of-a-kind lodging
experiences and the release of the CVB’s Strategic Roadmap
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https://www.thrillist.com/travel/nation/california-bird-watching-road-trip-guide
https://www.thezoereport.com/living/eco-lodge-vacation

	July Infograph (1)
	August Infograph (2)
	September Infograph

