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STAFF UPDATES

Welcome to the team:

Zoë Carter
Communications Coordinator

Kelly Gonzalez
Administrative Coordinator

Sammy Ramos
Regional Sales: Northern CA & 

Pacific North West

Joe Marcy
Regional Sales: Southern CA

& Southwest



AWARDS

• “Best Golf Destination” 

Monterey County – Top 

Travel magazine, China

• Lauren Siring (Regional 

Sales Executive) won the 

PCMA Bamie Award for 

‘Member of the Year’



MONTEREY COUNTY DIORAMA AT STATE CAPITOL

Partnership of Monterey 

County Economic 

Development, Monterey 

County Arts Commission 

and MCCVB



Visitor Services & Membership



KEEPING SCORE - GOALS

54,782 (2015) vs. 53,246 (2014)

Room Nights Influenced

3%

64% (2015) vs. 56% (2014)

YTD Visitors Influenced to stay longer

8%

$17,749,368

YTD Economic Impact of 

Influenced Room Nights

METRICS HIGHLIGHTS



REACHING OUR VISITORS

Satellite Visitor Centers

OCTOBER:

• October 2 – Health & Wellness Fair

• October 3 & 4 – Monterey 

Sportsfest

• October 4 – International Congress 

on Nitrogen Fixation

• October 7 – Cruise Ship

• October 12 & 13 – CA Association 

of County Veterans Service

• October 30 & 31 – 29th Annual 

Veterinary Dental Forum

DECEMBER:

• December 1 & 2 – California State 

Association of Counties



NEW MEMBERS & MEMBERSHIP NUMBERS

10 new members joined the 

MCCVB in Q2

Eddison & Melrose tea Room (Monterey)

Boardwalk Sub Shop (Monterey)

Steinbeck House (Salinas)

Twisted Roots Wines (Carmel Valley)

Scales Seafood & Steaks (Monterey)

Michelle Magdalena Photography (PG)

Stave Wine Bar (Pebble Beach)

Century Cinemas (Marina)

Il Tegamino (Carmel)

Monteforte Photography (PG)



GROUP SALES



KEEPING SCORE - GOALS

43.24% (2015) vs. 25.98% (2014)

YTD Booking Conversion Rate

17%

451 (2015) vs. 408 (2014)

YTD Leads Sent

10%

100% (2015) vs. 94% (2014)

YTD Room Night Index Score

6%



METRICS HIGHLIGHTS

55,705 (2015) vs. 22,479 (2014)

147%

Room Nights Booked has seen huge improvement 

Q2 FY 15-16 over Q2 FY 14-15

12.7% (2015) vs. 8.6% (2014)

Group RevPar YOY % Change

4.17%



NEW TRADESHOW BOOTH



OCTOBER:

• Luxury Meetings Summit – Chicago

• Luxury Meetings Summit - LA 

• Luxury Meetings Summit – Orange County

• Luxury Meetings Summit – Phoenix

• IMEX – Las Vegas

• FICP Fall Symposia – Santa Barbara

NOVEMBER:

• Luxury Meetings Summit – Houston

• FICP Annual Conference – Bahamas

• AMEX Show Silver Sponsorship -Toronto

• Smart Meetings – Colorado

DECEMBER:

• Smart Meetings - Texas

• CalSAE Seasonal Spectacular - Sacramento

• MPI Holiday Gala - Arizona 

• Holiday Showcase

TRADESHOWS



OCTOBER:

• Silicon Valley Sharks Game – San Jose

• East West Marketing China Sales Mission

• Sales Mission – Washington D.C.

• SF Travel New York Tour Operator           

Reception - SF

• Nashville Predators Game 

NOVEMBER:

• Carmel Valley Golf FAM

• SF Travel Chinese Reception

DECEMBER:

• CVB Reps Holiday Event – Washington D.C.

• SF Travel Tour Operator Reception –

Marina Del Rey

• SITE Holiday Event – Minnesota 

• Tour of Lights Seasonal Spectacular –

Sacramento

• SF Travel Client Dinner - SF

CLIENT EVENTS



Marketing & Communications



KEEPING SCORE - MARKETING

Social Engagements:

247,261 Total

Web Visits:

815,083 Total

8%

Brand Communication Effectiveness:

4.1



METRICS HIGHLIGHTS - MARKETING

Instagram Fans:

5,206 Total 

552%

Facebook Fans:

81,507 Total

20%



September 23-November 15

Sweepstakes Stats

• 26,994 entries 

• 79,1113 unique web visits

• 325,252 FB impressions

• 8,803 FB engagements 

“AUTUMN UP” FALL CAMPAIGN



Fall Campaign Results

Impressions: 20,632,557

Clicks to Landing Page: 189,923

Clicks to Member Sites: 9,489

Custom Content Reads: 297,749

Total Social Media Engagement: 167,937

Executive Summary Highlights:

• Content delivery drives more requests for offsite information

• Conversions were up compared to last year (+59%) on pages that 

were tagged in both 2014 and 2015

• Compared to same period last year, our budget increased 5% but 

we received 12% more clicks



“BEST OF 2015” PHOTO CONTEST

Objective: Increase 

engagement and increase email 

database

Summary: Fans were 

encouraged to submit their 

favorite Monterey photo from 

2015 for a chance to win 

Monterey gift bag

Results:

• Over 224 photo uploads

• Over 883 votes

• 1107 Total Engagements

• 4,475 Facebook 

Engagements



LOS ANGELES MEETS MONTEREY

Who was Involved: November 4th Redbird LA 

Chef John Cox (Post Ranch) & Ted Walter 

(Passion Fish) & Monterey County Vintners 

and Growers Association 

Attendees: Dinner for 25 LA-based media 

• Conde Nast Traveler, LA Times, Gayot, CA 

Meetings + Events, The Daily Meal

Results: Two took Alaska Flight on 

assignment, half dozen others committed to 

covering the county (ranging from millennial 

winemakers to MCC)



LOS ANGELES MEETS MONTEREY

Social Stats: 

• 250,000 total reach

• 187% more Tweets with 

#Monterey

• 144% more Instagram posts with 

#Monterey

Media Hits: 

• Food GPS (PR value $12,000 for both)

o The Restaurant at Ventana

Grilled Sturgeon

o Jeninni Kitchen & Wine Bar 

Shawarma Pork Buns

• Please the Palate (PR value $2000)

o A Taste of Monterey at a Pop-Up 

Dinner at Redbird

http://foodgps.com/restaurant-ventana-sturgeon/
http://foodgps.com/jeninni-kitchen-wine-bar-shawarma-pork-buns/
http://www.pleasethepalate.com/a-taste-of-monterey-at-a-pop-up-dinner-at-redbird/


CHINA

Recap:

• YouKu launch – January 2016

• Top Travel Golf destination 

award 



CHINA - WECHAT

WeChat Overview:

• Implemented November 2015

• Huge user base in China 

o 650 million monthly active 

users last reported



KEEPING SCORE – COMMUNICATIONS

Target Segments Total Earned Media:

$30,170,134

PR Impressions:

22,229,479,974

3,162% YoY

METRICS HIGHLIGHT - COMMUNICATIONS



PR HIGHLIGHTS & FAMS

Total Media FAM Visits:

• 43 Separate media FAMs 

from outlets such as…

o Food GPS

o Huffington Post

o Yahoo Travel

o Canadian World 

Traveller



FALL MEDIA FAM HIGHLIGHTS

New York Times FAM, October 2015
• 57 Million UMV

• 6.5 Million Circulation

• $4.2 Million Total Ad Eq. to Date

Fall Mega FAM, November 2015
• LAX Magazine

• Elevation Outdoors Magazine

• Indagare

• Malibu Times Magazine

• Fodor's

• Santa Barbra Seasons

• Coverage will appear from winter 2015 to 

summer/fall 2016



Looking Ahead



SPRING PROMOTIONS

Spring Campaign:

• “Miles of Moments”

• Website promotion

• Spring road tour will be immersive 

experience in these targeted cities:

o Dallas, TX

o Seattle, WA

o Phoenix, AZ

• “96 Hours in Monterey”



International



CHINA

Upcoming: 

• Sales & Media FAM trips--March

• Upcoming ATS/C-trip partnerships

• China Ready 2.0 



MEXICO

Brand USA: 

• Multi-Channel Spring campaign

• Co-op with Monterey Bay Aquarium: 

In-Language video 

Visit CA: 

• Sales & Media Mission Jan. 17-20



CANADA

Air Canada:

• Ad in January and 

February in-flight 

publications, promotes new 

direct flights to SFO and 

SJC coming this year

Spring Campaign:

• Brand USA/Miles Media 

Spring multi-channel 

campaign (W. Canada)



OPPORTUNITY MARKETS

United Kingdom Germany



New Website



DESIGNED WITH MOBILE IN MIND

Mobile Website:

• Half of Seemonterey.com visitors access through a mobile device

• Built and designed with “Mobile First” mentality 



New Live Date: 

Mid March

NEW Features : 

• Mobile first design

• Interactive Map

• Jurisdiction mini-sites

• Interactive Trip Builder

• Related Content Module

• Homepage video



NEW ITINERARY BUILDER

Utrip: 

Launched in late January

Time on site is 20% above site 

average

Live Walk Through:

https://mytrip.seemonterey.com

https://mytrip.seemonterey.com/


Visitor Profile Study



2015 MONTEREY COUNTY VISITOR –

SNAPSHOT OF FINDINGS
Summary



2015 MONTEREY COUNTY VISITOR –

SNAPSHOT OF FINDINGS

Demographics and Trip Planning



2015 MONTEREY COUNTY VISITOR –

SNAPSHOT OF FINDINGS

In-market Behavior and Activities



Monterey Conference Center 



MCC REBRAND





MCC BRAND CAMPAIGN



Sustainable Moments



OVERVIEW

As a response to the 

success of the tourism 

industry in Monterey 

County, the MCCVB is 

working on a proactive 

way to reach visitors &

educate them on how 

to have the best 

experience in 

Monterey County for 

years to come. 

Environmental: protect & preserve 

land, sea, & wildlife

Conservation: “green” practices, 

water/energy saving tips, recycling

Safety: don’t park on Highway 1, 

obey traffic laws, water safety, etc.



Expand: we want your input and 

ideas to grow this program

Get Involved: let us know you are 

interested in making this program 

successful



Next Quarterly Forum: 

April 27, 2016

Thank You!


