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Q1 2017-18 Highlights

https://www.powtoon.com/c/dR8yW0oPB6o/1/m


2017-2018 INITIATIVES

Key Areas of Focus

Monterey Conference Center 

Big Sur Recovery

Sustainable Moments

International Markets



Monterey Conference Center



MCC

Content on MeetInMonterey.com and 

owned channels: blog, social posts, 

eblasts

Media Relations: earned editorial 

coverage

 Industry Influencers: advertorials in 

industry publications and websites

Driving Familiarity



MCC

• PCMA Convene: 35,349 
Impressions

• Association Conventions & 
Facilities: 24,138 Impressions

• Smart Meetings: 56,713 
Impressions

• Corporate & Incentive Travel: 
40,005 Impressions

Earned Media Coverage



MCC

Marketing Content



MCC

Tradeshows

Sales Calls 

Sales Mission

Site Inspections

Monthly Recap Meetings  

Sales Activities



MCC

Future Business Opportunities

33 Leads sent for 34,912 Room Nights

10 Bookings for 6,820 Room Nights

Sales Results



Big Sur



BIG SUR RECOVERY
Pfeiffer Canyon Bridge Reopening



BIG SUR RECOVERY
Website & Updates

 Updated Travel Alert 

Page and Microsite

 Visitor Center Handout 

and Display 

Welcome to Big Sur 

Brochure/Map

 Partner Communication 

UpdatesUpdates of park 

and road conditions 

as they occur



BIG SUR RECOVERY



BIG SUR RECOVERY
Earned Media Coverage Highlights 



Sustainable Moments



SUSTAINABLE MOMENTS

Strategic Approach and Continued Outreach

• Consultations with resident groups, elected officials 
and business associations

• Integration in destination marketing messaging

• International Travel Trade education

• Distribution of tools for groups and meeting planners

• Visitor and member communications

• Community information and resources



SUSTAINABLE MOMENTS
Education and Resources

SeeMonterey.com/Sustainable

• Member toolkit 

• Feedback form

• Visitor tips and resources 

• Links to sustainability and travel 

information for jurisdictions and 

attractions

• And more!



SUSTAINABLE MOMENTS
Content Development & Distribution

#TravelFail

https://www.youtube.com/watch?v=Yc1KueI4adY
https://www.youtube.com/watch?v=Yc1KueI4adY


SUSTAINABLE MOMENTS
Regional Advertising and Awareness

Local Media Centric

• Radio

• Print

• Digital

• Social



SUSTAINABLE MOMENTS
PR Coverage Highlights 



International



INTERNATIONAL



Supplier
Monterey 

County Hotel

Receptive / 
Wholesaler

Bonotel, 
GTA, etc.

International 
Tour 

Operator

Trailfinders, 
Thomas 

Cook, etc.

Travel Agent

Luxury 
Group 

Travel, etc.

Consumer

International 
Visitor

INTERNATIONAL

International Sales Supply Chain

MCCVB

Training, FAMs, Relationship Building, Paid Promotions



Jan – June 2016

4,019 Room Nights

Jan – June 2017

6,717 Room Nights
+67%

INTERNATIONAL



Visit California Trade Mission: 

London, Dublin and Manchester

INTERNATIONAL



Sales Calls & Client Event

 27 Operators  

 14 Companies

INTERNATIONAL



China visitor statistics

3 million Chinese visitors (2016)

$30 billion Chinese travelers 

expenditure in US (2016)

>15% annual growth with 10 year visa 

program

$80 billion expected expenditure (2021)

Current Initiatives

Focus on Travel Trade representation

WeChat, Chinese Social Media 

Application

Create and Distribute Content

Boost followers to 50k

WeChat Training Program

INTERNATIONAL



Integrated Pay Solutions

INTERNATIONAL



INTERNATIONAL

 Launched a WeChat 

training program for both 

Travel Planners and 

Consumers

 Projected 50,000 

additional WeChat 

followers by June 30, 

2018. 

Update



INTERNATIONAL

 Training Platform for Travel 

Planners

 14 Countries

 25,000+ Travel Agents/Tour 

Operators

 Incorporating Sustainable 

Moments

Visit California Star Program



INTERNATIONAL

New: Microsites

 Canada launched in Q1 

 Features paid and earned 

media content from Canadian 

outlets

 Based on traveler interests

 Additional primary international 

markets in development 



INTERNATIONAL SALES & MARKETING

JULY

 Big Little Lies International Media Group

 AeroMexico Group 

 TravelMole UK

AUGUST

 City AM UK/The Daily Telegraph

 France Inter Radio

 ASIANA Magazine

SEPTEMBER

 James Martin UK Show

 Influencer Zanna Van Dijk - UK

 HERDES Magazine

 Irish Mirror

Media FAM Highlights 



Group Sales



MCCVB Sales Objectives

Strategic Mindset

Shift sales efforts from the short term, 

transactional practice/mindset to emphasis on 

business development practices and 

prospecting fundamentals.  

GROUP SALES



MCCVB Sales Objectives

Business Development Platform: 
The scope of work will focus on four (4) core objectives: 

• ENGAGE new clients/business with prospecting, 

business development best practices and resources. 

• Inspire clients to ACTION. Qualified client participation 

at strategic in-market client events, FAMS, sales 

missions, site inspections and tradeshows.

• Moving qualified clients to TRANSACTION with RFP 

distribution (leads) with conversion to definite hotel 

room nights. 

• Increased partner PARTICIPATION at MCCVB events 

and lead responses. 

GROUP SALES



Target Customer Profile 

GROUP SALES

 300-1,000 rooms on peak

 500-1200 attendees

 Targeted Room Rate and Revenue Generator

 Varying Off-Peak and Peak Qualifiers

 Use up to 85,000 SF or willing to shuttle

18 Months In

 Corporate – Regionalized and National

 State and Regional Associations (opportunity dates)

18 Months Out

 National Association

 State and Regional Association

 SMERF (opportunity dates)



GROUP SALES

SITE EdCon – Minneapolis

Sales Mission - San Francisco

Sales Calls – Minneapolis

Sales Calls – Chicago 

Meetings & Incentive Show -

Wisconsin

IMEX Americas- Las Vegas 

LA Orange County Sales Calls 

LA Dodgers Client Event 

On The Road

Sales Activities



GROUP SALES
Sales Activities



GROUP SALES

 Group Room Nights Booked: 

 17,241

 Group Room Nights New Biz: 

 8,723

 Leads Sent YTD: 

 201 leads for 86,550 

Potential Room Nights

 New Business Traces Created: 

 200

Results



Visitor Services



VISITOR SERVICES

“The staff at the visitor center is very 

friendly and helpful. We were greeted by 

Cathy and she couldn't have been more 

helpful. She found us lodging and gave 

us lots of information about what to do, 

where to eat, etc. while in Monterey. 

Good job!”

~MaraFromToronto



VISITOR SERVICES

28,894 engagements 

during 1st Quarter

35 visitors per hour

65% of visitors 

stayed over night

$8M in economic 

impact



Marketing Communications



2017-18 CONTENT CALENDAR



DIGITAL/SOCIAL STRATEGY 

Paid – Owned – Earned (POE)



360 Videos
Matador Travel Network

Three interactive videos showcasing: 

Scenic coastlines

Idyllic wine country

Outdoor adventures



TOP SeeMonterey SOCIAL POSTS

Over 2,800 engagements!

Over 200 shares!

97,500 people reached!



FALL CAMPAIGN

www.seemonterey.com/fall/

Campaign Dates 9/8 – 11/30

http://www.seemonterey.com/fall/


NEW GROUP CONTENT
Meetings Blog 

Contact Allyson@seemonterey.com for more information

mailto:Allyson@seemonterey.com


COMMUNICATIONS HIGHLIGHTS
Media Coverage & PR 



Market Intelligence Report



MARKET INTELLIGENCE REPORT
January-October 2017

Top Monterey County Activities 
(% of respondents who reported 

participating in each activity)

Top Motivations for Visiting
(% of respondents)

Top Origin Markets
(% of respondents)



Market Intelligence Report
Point of Origin – Top MSAs
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TRIP MOTIVATORS
Important Factors to Destination Decision

64.8%
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TOP ACTIVITIES

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0% 100.0%

Food/wine event

Visit wineries

Guided tour (walking or motorized)

Nightlife/bars/clubs

Visit friends or family

Whale watching

Outdoor recreation (kayaking, hiking, etc)

Shopping

Dining in restaurants

Peak Season 2016 Peak Season 2017



Digital/Social Task Force



Explore how travelers utilize websites and social channels 

for travel planning and booking.

DIGITAL/SOCIAL TASK FORCE
Purpose



DIGITAL/SOCIAL TASK FORCE

Reviewed MCCVB’s existing goals and tracking metrics

• Importance of offsite referrals, other metrics

• Importance of various metrics vary by member

Role of SeeMonterey.com as a generator for destination demand

• MCCVB/SeeMonterey.com is to generate demand; inspirational 

not transactional 

Importance of brand social channels and distribution of content

• Agree that content distributed on social channels has an 

overriding importance relative to web content

Discussion Topics



DIGITAL/SOCIAL TASK FORCE

Current trends & predictions

 Video is on the rise

 PAID placements are a necessary evil

 UGC increasingly effective in driving 

engagements

 Live chat preferred method of 

communication for customer/visitor 

inquiries

Discussion Topics



Digital/Social Task Force
Recommendations

How do we enable/equip our members to be more 

collaborative and more successful? 

Member education and resources: 

 New member bulletin board section linking to industry sites 

and relevant articles

 Present digital/social best practices/trends and host a social 

panel at upcoming February Quarterly Forum

 Distribute information outlining member benefits and FAQs to 

explain how MCCVB’s marketing strategy aligns with 

member objectives, prepared by February Quarterly Forum



Coming Soon



MONTEREY CONFERENCE CENTER

 New Marketing Materials 

 Direct Mail Campaign

 Host Monthly Bay Area Corp FAMS

 Continued Intensified Sales Efforts in Key 

Markets

 Tradeshow and Client Event Collaboration 

 Grand Opening Celebration Events 

 MCCVB Client Advisory Board January 

2018 

 Key Market Group and Media FAMS

What's on the Horizon 



SUSTAINABLE MOMENTS

New content, including:

“How to be a Sustainable 

Visitor” blog post

 Informational materials

What's on the Horizon 



BIG SUR

 Continued Content 

 Media FAMS – Lonely Planet, 

HOTBOOK, Daily Meal, Travel 

Weekly, Today Show Australia, 

Coach UK and more!

 Mud Creek Opening

What's on the Horizon 



INTERNATIONAL

 Visit CA Canada Media 

Mission

 Toronto, Calgary and 

Vancouver 

 Media FAMS

 California Star Program

What's on the Horizon 



SALES

November

SITE SoCal Holiday Event

December

Association Forum Holiday Showcase – Chicago

HPN Annual Meeting San Francisco

January

Go West Summit, Salt Lake City Utah

PCMA Convening Leaders, Nashville, TN

February

Destinations Showcase, Washington DC

On The Road

What's on the Horizon 



VISITOR SERVICES

Online chat coming in January 2018!

What's on the Horizon 



MARKETING COMMUNICATIONS

Winter Campaign and SMT

 Book Now, Book Direct

 Brand Video

 Visitor Map

What's on the Horizon 



GET INVOLVED WITH THE MCCVB!

 New & expanded co-op 

opportunities!

 Submit deals, including new book 

in advance /book direct

 Submit a guest blog 

 Update your listing

 Your materials in Visitors Center



Thank you… Wine & Cheese time!

Next Quarterly Forum
February 28, 2018

3:30 PM 

TBD


