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NEW FACES
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KEEPING SCORE

Room Nights Influenced:
53,246
59% of goal

Visitor Referrals/Inquiries:
62,759
51% of goal

Economic Impact of
Influenced Room Nights:
$706,106




REACHING OUR VISITORS

Cruise Ships in 2015:

April — Superstar Gemini
September and October — Celebrity Cruises and Royal Caribbean




INTERNATIONAL VISITORS
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UPCOMING

SATELLITE SERVICES

« CSUMB Student Fair

« Teams Makes Dreams - Quail Lodge
o Echankar Seminar - Embassy Suites
« Pacific Coast Surgical Association - Marriott

« CAAttorneys for Criminal Justice - Conference Center

 CA Society Municipal Finance Officers Association - Portola
Hotel

 CA Trucking Association Conference — Monterey Plaza Hotel
« CA/NV Festivals & Events Association Convention - Hyatt




Group Sales
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KEEPING SCORE

411 leads sent this year
1 92%

- 26.28%
Booking Conversion Rate YTD

94%
YTD Room Night Index Score




SEATTLE MEETS MONTEREY
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TRADE SHOWS & CLIENT EVENTS
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IMEX Client Dinner Event
Las Vegas, NV
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TRADE SHOWS & CLIENT EVENTS
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TOUR & TRAVEL
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= « Smart Mart — LA, CA

e Go West Summit — Colorado Springs, CO

e Medical Meetings Summit — Philadelphia, PA
« PMPI MACE — Washington DC

« Visit CA Outlook Forum — Palm Springs, CA

e China Receptive FAM — Monterey, CA

e Luxury Meetings Summit — Atlanta, GA

« SF Travel Chinese New Year — Washington DC
e Luxury Meetings Summit — SF, CA

« MPINCC ACE - SF, CA

e Client Couples FAM — Monterey, CA

« DMAI Destinations Showcase — Washington DC
e« CBI PharmaForum — National Harbor, MD

« CalSAE Elevate — Sacramento, CA
 Experient’s Envision Conference

e Smart Mart — Seattle, WA
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KEEPING SCORE

Web Visits:

766,109 YTD Total
64% FY Goal

Earned Media:

$37,468,157 YTD Total
94% FY Goal

Facebook Fans:

67,500 Total
48% increase from previous year




FALL CAMPAIGN SWEEPSTAKES
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MONTERERS HOLIDAY PROMOTION

5,100+ entries to
the “Tis the
Season to See
Bevei’ )y Monterey”

< ',]55,"}"'[?[-“':"“:5“ m-nm- Sweeps

TIS THE SERSON TO SEE HGMTERET
Over 10,000

views to the
holiday events

page

Enter tc: wm A hﬂllday

ﬁﬁEkage of memories!
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MCCVB Semi-Annual Brand Study

8 PUMPKIN-SCENTED CANDLE

ONLY GOES
SO FAR.
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April 2013 Pre-Brand Launch

GOOD LUCK TRYING TO FIT THIS

14& FY13/14 End of Year
CHARACTERS.

Grab |ife by the moments:
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Millennials Taking Notice

38%

30%

28%

Millennials Generation X Boomers
(18-33) (34-49) (50-68)

Generation

45%
W Ads Only
B Ads & PR
M PR Only
Silent
(69+)




Monterey Travel by Season Monterey Travel Planning Period

Monterey Trip was...

Avisitto a

specific activity

or event
17%

Avisit to friends
or relatives
11%
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MCCVB Semi-Annual Brand Study

Total
Regional
Incremental Overnight
Traveling HHs ETE
Average Trip Spending $1,038
Economic Impact $96,786,586

Download the Study

http:// www.seemonterey.com/members/tools/reports/



http://www.seemonterey.com/members/tools/reports/
http://www.seemonterey.com/members/tools/reports/
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VISITOR PROFILE & EVENT ECON IMPACT STUDIES

Visitor Profile

13 lodging members (need more!)

November 18-December 13
69 completed surveys

February 8-22
April 13-26

June 15-29

Please sign up to participate
www. Destinationanalysts.com/montereycounty.htm

Event Economic Impact

v Car Week

v’ Big Sur Food & Wine

AT&T Pebble Beach Pro Am
Sea Otter Classic

PB Food & Wine

Big Sur Marathon

Tudor United Sports Car Classic
Other TBD through June 30


http://www.destinationanalysts.com/montereycounty.htm
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BIG SUR FOOD & WINE

Total unique event attendees -----—---- e —mmmmmm == 1 475
Influenced attendees™ --------=--=mmm e mm e -------- 571
Influenced visitor days in Monterey County ------------======—=eeemeemeeeeeeeeeeo= 1,540
Total influenced trip spending -----------——————-= === - $562,826
Influenced visitors in Monterey County hotels -----------------==~~--e oo~ 383
Influenced room nights sold in Monterey County hotels -------------------==~—-—- 192
Tax revenues generated by Big Sur Food &Wine Festival ** --------——--—-——-——--—- §51,559
Transient Occupancy Tax generated by Big Sur Food &Wine Festival - ------ $19,524
Sales tax revenues generated by Big Sur Food &Wine Festival -------—---—---- $32,035

An influenced attendee is defined as residing outside Monterey County and visiting the County specifically for the festival
**Includes transient occupancy and sales taxes generated for governmental entities in the county



DETAILED INFLUENCED TRIP SPENDING

Estimated total spending in Monterey County by influenced attendees—those
who reside outside of Monterey County and visited specifically for the Big Sur

Food & Wine Festival—is detailed by category below.

Visitor Spending Taxes Generated

Hotel/motel/inn $185,942 $19,523.90
Restaurants $181,481 $15,42593
Retail purchases $60,586 $5,149.85
Entertainment & sightseeing $63.427 $5,391.30
Car rental fees $24.925 $2,118.59
Gas, parking and local transportation $30.236 $2,570.09
Other $16,228 $,379.36

TOTAL $562,826 $51,559

"MONTEREY

Grab-life-by the moments:
e e ]




Content Marketing

M

“Content marketing is a marketing technique of creating
and distributing valuable, relevant and consistent
content to attract and acquire a clearly defined
audience — with the objective of driving profitable

customer action.”
- Content Marketing Institute
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The GOAL is to ultimately position MCCVB in the role of “BRAND
CURATOR?” for “Grab Life by the Moments” and “Inspired Moments in

Meetings”.
Content Marketing Maturity Model
Be Found Meet
Demand
Geferais [merenidal

Greatnoss o | -
N B The real

Trist / \ l'::'II:FEI..IElEtI:‘EL Efficient

Funnel

Content Aware Thought Leader Storyteller

Eplc Contant Marketing, By Joe Pulizzi
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2014 PRIZM ANALYSIS

« To identify high value visitor segments that will be used to guide messaging and
targeting strategies.

 The segments were about being easily identifiable to be used in future research.

» MCCVB partnered with SMARInsights to identify and describe the
predominant visitor segments.

* SMARInsights applied the geo-demographic PRIZM NE
segmentation system to the MCCVB visitor database and to our
national travel trend database to identify the PRIZM segments that
have strong Monterey travel skews.

» We then grouped these highly represented PRIZM segments into
clusters based on a mixture of travel preferences, attitudes and
demographics obtained from past Monterey research and other
national studies that SMARInsights has conducted.




CONTENT MAPPING: The following five customer segments were
identified, focusing our content marketing efforts on connecting with these
customer groups through content collaboration with members.

MONEY & BRAINS TREND SETTERS

FAMILY CONNECTIONS

Golf, shopping,
family
| attractions,
| hiking

Food and wine,
resorts, night

1 Night life,

i I )
L wineries,

' P life, shopping resorts

THE YOUNG & THE CURIOUS FREE AT LAST

Learning about
marine wildlife,
culture, history,
national parks,
aquariums

§ Outdoor
adventure,
scenery, art,
golf
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The OBJECTIVE is to provide and share relevant content at strategic stages of the
purchasing life cycle to help convert leads to bookings.

Brand Travel Destination Itinerary Customer

Awareness

Research

Comparison

Booking

Experience

| am thinking *What does *What makes *Where do | | want to
of travel. Monterey Monterey go to book? share my
Where offer? different? travel plans
should | go? *What are and
people Monterey
saying about experience.
Monterey?
N N J N N N
Interjecting member content at these stages will support the e list ¢ q
MCCVB generates “Grab Life by the Moments” storyline and be key to vgn'\%ce:g\fBarel_g_rfr_ne i
awareness about Monterey. successfully an - soual |es"| $
role as “brand curator”.

converting leads into bookings.



Social Lounge — Primary Distribution Channel

Aggregate MCCVB and
community content — social
(owned), paid and earned.

Create convenience for travelers
who prefer social content for
travel info/recommendations.

Allow ‘free form’ social
exchanges.

» #Monterey

» #Grabyourmoment
» #Foodie

o #Adventure

vouh i : « #Ocean

| I'.N'-'l “‘]H' 3!‘! Helowds Ssurl Paasa

EvmtCarnel FseeMomorey
——
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User Generated Content

Is there any better

way to start the day! What a gorgeous view.
Sometimes | really love the life | ive 2o &
#lovethelifeilive #monterey #¥montereybay
#beautifulscenery #nature #rooftopspa
#montereyplaza #hotel #canneryrow #wharf
#naturesbeauty #norcal #305 #ocean #beach
#waytostart2015 #roadtrip #seemonterey
#grabyourmoment

Car lights at #sunset

along #BxbyBridge. #califernia #nercal #nikon
#wanderlust #wonderful_places #monterey
#grabyourmoment

' mizmary805
@mEmany 805

Hey @SeeMonterey!
Help us recreale this happy moment
EGrabYourMomen! #5weeps hip.tco
Fehihrl)TW bm

@SeeMonterey

Grabbing a beautiful sunrize during our stay
at at the Intercontinental. #GrabYourMoment
#zweeps hitp/it.co/nTd4P3xRID

' L i
I'm a Cali girl that
hopes to @SeeMonterey 's gorgeous
beaches really soon! #GrabYourMoment
#5weeps http:/t.colviUwnstVbP
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Competitive analyses, gauge positive and negative sentiment,
identify social media success drivers.

Social Audience

Agafienre prew Oy 58% to §3F between Dec T and ey 21

!-ncﬂhﬂnﬂmhlr_l Total Audience Srowth Over Time
Earned Media

4% af oll srgonic braond mentions were mrde on nstagrom

Earned Media Volume Other Channel Breakdown

Outbound Content & Engagements

. W] puthcund paety mene mase betmern Orc 1 nd der 37 with as svrape of 17,8 engegemehs per port

Poets by Soclal Mebwarks




MEDIA RELATIONS

552,507,163 Media Impressions

o $24.9 Million in PR Advertising Equivalency
e 32 Media Familiarization Visits (FAMSs)

e 314 Journalists Assisted

« 1,663 Media Hits

Amsterdam Nelvs

W M PORAM D e AT M el e

Delightful lodging and the fine arts in and
| around Monterey

e

V Renovation fo recapture Carmel Mission - e
TR Inn's eriginal spirit = ==

g ey Sonytes v 1
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FALL Harvest Media FAM

12.3 Mmillion Combined Media Impressions

AAA New York- Car & Travel
A Hotel Life

Taste & Travel

PRIME Living Magazine
Dreamscapes

Brides.com

Town & County Travel

Holiday Getaway

Satellite Media Tour

$14 Million Ad Equivalency
214,029,552 Impressions
883 Unique Airings
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PR
$2.4 in PR Advertising Equivalency

5.2 impressions.

Brand USA — DiscoverAmerica.com — April thru Dec 2014
Views: 5,866
Unique views: 5,712
Avg time on page:1:15 sec (125% higher than site average)

SOCIAL MEDIA
13,128 Weibo Followers / 19,000+ total

Monthly Newsletter
25 Tour Operators




2015 OFFICIAL TRAVEL GUIDE
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SPRING ADVERTISING

G TIME YOUR WINTER BLUES THERE ARE NO WRONG TURNS

*OOK_A HIKE.
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SPRING DIGITAL ADVERTISING

Road Trip Sweepstakes

DRIVE THE
DAYDREAM

[ ENTER NOW |

k. Grab life by the moments
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SPRING INSTAGRAM FAM

Instagram [nfluencers
Double the Beach of Los
Angeles’ Latest Campaign
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NEW IN-MARKET MATERIALS

ITS TIME YOUR WINTER BLUES

TOOKIA HIKE.

Bl Bsc  MONTEREY

r—] « 70 R ; moment

: i ; el Fol HORE WAYS TO'GRAB LIFE
gor = WL | ® Vol cone il iruy gttt PIERS 3 SeeMontereycom/moments
ITURES BEST TRRILS > 1 S {N Twr .l.f"J: Baeryy,
CHING, ROCK CLIMBING it

NG AT PINNACLES

THERE ARE NO WRONG TURNS

TRIP

oK TIEE WIkDOWS. In THE
FRESHCONST AL IR AND NERFGRETTVY
SPECTRCOLN & EIGHWEY OnE.

Fol. MORE WAYS TOGRAE LIFE
SeeMeonterey.com/moments

Door Hangers Menu Insert Key Card Insert
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