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Q1 2016-17 Highlights

https://www.powtoon.com/online-presentation/dDlK9trMxZb/?mode=movie#/


Research & Analysis



GROUP COMP SET

Small Meetings

Napa Valley

Santa Barbara

Sonoma County

Lake Tahoe

Laguna/Newport Beach

Large Meetings

San Francisco

San Jose

San Diego

Palm Springs
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City of Monterey, CA

Monterey County, CA

Competitive Set

TID

GROUP REVPAR GROWTH

• FY14-15 signifies a shift and impact from TID increase

• FY 14-15 MCCVB increases Group Sales team, expands to new markets

• FY15-16 sees positive trend line for both County and City of Monterey from Comp set  
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City of Monterey, CA

Monterey County, CA

Large Group Set

TID

LARGE GROUP REVPAR GROWTH

• By year 2 of TID increase Group RevPAR trend for City of Monterey significantly 

exceeds Large Group Comp set
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City of Monterey, CA

Monterey County, CA

Small Group Set

TID

SMALL GROUP REVPAR GROWTH

• By year 2 of TID increase Group RevPAR trend for City of Monterey significantly 

exceeds Small Group Comp set
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City of Monterey, CA

Monterey County, CA

Competitive Set

TID

TRANSIENT REVPAR GROWTH

• TID increase corresponded with lowest dip in RevPAR for County of Monterey and 

reverses downward trend; within one year contributes to a more dramatic upward shift

• FY 13-14 destination brand launch 

• FY14-15 has uptick for City of Monterey
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Axis Title

City of Monterey, CA

Monterey County, CA

Competitive Set

TID

TOTAL REVPAR GROWTH

• Here we can see the payoff in examining the consistent, positive trend exceeding 8% 

while our Competitive Set falls to 5% for the previous two years in total RevPAR 

growth



Market Intelligence Report



BRAND GOAL MEASURE REMAINS UP FROM 

BASELINE (AT GOAL), AND HAS REMAINED 

STABLE THROUGHOUT THE CURRENT FY

smarinsights.com 11
The brand goal measure is the mean Monterey rating for amazing scenery, charming and weekend getaway 

destination.

Goal = 4.1

3.8

4.1 4.1 4.1

4.0
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FY12/13
Baseline

FY13/14
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Brand Goal Measure



FY15/16 PAID ADVERTISING CAMPAIGN 

GENERATED MORE THAN 300,000 ROOM 

NIGHTS

smarinsights.com 12

Total Regional FY13/14 FY14/15 FY15/16

Incremental overnight

traveling HHs
254,475 213,458 183,165 

% staying in paid 

accommodations
85% 83% 78%

Incremental trips staying in 

paid accommodations
216,304 177,526 141,996 

Avg. # nights on trip 1.4 3.1 2.2

Ad-influenced room nights 306,513 553,720 312,107 

• The lower incidence of hotel/motel stays is a limiting factor, and homesharing/airbnb 

is a factor in that. For the sake of consistent comparison, paid accommodations are 

defined as hotel/motel, inn/B&B, or resorts. However, for the current period, including 

homesharing in this definition increases the share of Monterey County paid lodging 

stays to 88% and accounts for an additional 35,000 room nights.



smarinsights.com 13

PRIMARY REASON FOR A MONTEREY COUNTY 

TRIP



ACTIVITIES IN MONTEREY COUNTY



ANNUAL HOUSEHOLD INCOME



In Other News…



SeeMonterey’s Expanding Social Reach

Channel Q1 – 2015 Q1 – 2016
% Increase

YOY

Facebook 73,001 95,767 31.19%

Twitter 13,850 16,894 21.98%

Instagram 3,535 11,451 223.93%

Pinterest 1,927 2,076 7.73%

YouTube 159 190 19.50%

Google + 249 264 6.02%

LinkedIn 874 1,125 28.72%

Total 

Audience 93,595 127,767 36.51%



Share brand/destination 
created content with 
your audiences

Use the #’s to get your 
posts on the Social 
Moments Channel

Be a guest blogger! 
Have your content 
published and promoted 
on Blog Monterey

MEMBER COLLABORATION

How Can Members/We Amplify?



CONSTRUCTION CALENDAR



Coming Soon



GROUP SALES

• Visit CA Canada Sales Mission- October 24-28

• Smart meetings Southwest- November 10

• FICP Annual Conference- November 9-12

• CalSAE Seasonal Spectacular- December 1

• AMEXInteraction Tradeshow- December 12-14



MONTEREY CONFERENCE CENTER

• Groundbreaking & Renovation

• Media FAM slated for 

February 2017

• Target opening date is March 

24th, 2017



MARKETING COMMUNICATIONS 

COMING SOON! 

• Visit CA Canada Sales & Media Mission

• Visit CA Media Mission in Chicago

• SF Travel Media Dinner in NYC

• Phoenix Pop-Up Media Dinner + 

Consumer Activation 

• Winter Promotion and Sweepstakes

• Brand USA Destination page 

• Travel Zoo Canada content hub

• Sustainable Hospitality Symposium 



Trip Advisor



Thank You!

Next Quarterly Forum: 

January 25, 2017

2:00 PM 

Intercontinental The Clement


