
2021 Virtual  

Sales & Marketing Summit 
 

It’s Time to RTS – Return to Selling! 
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 ANNUAL MEETING & AWARDS CEREMONY 

 

 

We would like to thank  all of you who watched our 2021 Virtual Annual Meeting & Awards 

Ceremony! If you have not watched it yet, you can find it on our YouTube page >>  

https://www.smccvb.com/
https://youtu.be/1DkzT6yM6og
https://youtu.be/1DkzT6yM6og
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 ANNUAL MEETING & AWARDS CEREMONY 

 

 

CONGRATULATIONS TO OUR 2021 PROPS AWARD WINNERS! 
 

o UNSUNG HERO SERVICE 

  - Catalina Avelar, Night Auditor at the Hotel Focus SFO 

 

o LEADERSHIP IN TIME OF CRISIS 

  - Mark Tennison, Complex Director of Sales & Marketing, at The Westin San Francisco Airport 

 

o BEHIND THE SCENES SERVICE 

  - Cesar Rivas, Cafeteria Attendant, at the DoubleTree by Hilton San Francisco Airport 

 

o PRESIDENTS AWARD 

  - Trevor Bridge, General Manager at the Costanoa Lodge & Resort 

 

Visit our website to see all the nominees >>  

https://www.smccvb.com/
https://www.smccvb.com/partners/annual-meeting-awards-ceremony/
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ANNUAL CVB REPORT 

 

 

Our Annual Report is published in the 

“About Us” section of our website. Check it out >> 

https://www.smccvb.com/
https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/sanmateoca/San_Mateo_County_Silicon_Valley_CVB_Annual_Report_2020_ce8edc79-6f2d-4ee7-bfba-6ecdfe469f97.pdf
https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/sanmateoca/San_Mateo_County_Silicon_Valley_CVB_Annual_Report_2020_ce8edc79-6f2d-4ee7-bfba-6ecdfe469f97.pdf
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 VALUE OF TOURISM TO THE STATE OF CALIFORNIA 

• $145B in annual visitor spend. 

• $12.3B in state and local tax revenue. 

• 1.2M workers in travel industry. 

• Every 3 travel industry jobs support another 2 jobs in other sectors. 

• It is anticipated that COVID crisis will reduce visitor spend by at 
least $72.8B in visitor spend and eliminate 613,000 tourism jobs. 
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IMPACT ON SAN MATEO COUNTY/SILICON VALLEY 

• San Mateo County ranks #9 statewide regarding economic impact 
from tourism. 

• $4.5B in travel related spend. 

• $502M in tax revenue. 

• 45,300 jobs in tourism sector. 

• 76% decline in hotel sector April through December. 
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Hotel Performance – December 2020 

-46% 

-40% 

-70% 

-71% 

-87% 

-40% 
-43% 

-49% 

-72% 
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 BUREAU STAFF 

 

 

https://www.smccvb.com/
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 BUREAU SALES STAFF 

 

 

Market Includes:  

• WEST: 
Northern CA – Bay Area (San Francisco, North Bay, Sacramento & Central 

Valley); HI, AK, WA, OR, NV, AZ, NM, CO, WY, MT, ID, UT 

• MIDWEST: 
IL, IN, OH, MI, WI, IA, MO, KS, MN, ND, SD, NE, 

• VERTICAL: 
Tour and Travel; International Markets 

Market Includes: 

• WEST: 
Northern CA – Bay Area: South Bay, East Bay; Southern CA – L.A., Orange 

County, San Diego 

• EAST: 
 ME, NJ, VT, MA, CT, RI, NY, PA, NJ, DE, MD, DC, VA, WV 

• SOUTH: 
TX, OK, KY, AR, AL, MS, NC, SC, TN, GA, FL, LA 

• VERTICAL: 
Film, Entertainment 

https://www.smccvb.com/
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WHAT DOES RECOVERY 

LOOK LIKE? 



SIMPLEVIEW PARTNER 

Jessica Hurst 

Customer Success Director 

Aaron Nissen 

Director of Digital Strategy 



SMC/SV County CVB Stakeholder Webinar



Simpleview 
is a software, creative, and data insights 

company that partners with destinations and 
their agencies to engage stakeholders, attract 

visitors, and win bids for conventions and 
events. 



we are
SIMPLEVIEW





We’ve Worked With 

900+ Destinations
6 Continents





SMC/SV Overview



Tourism



optimize.google.com

https://www.ustravel.org/research/fact-sheet-travels-dramatic-losses-2020

Since the beginning of March, the 
COVID-19 pandemic has resulted in more 

than $500 billion in losses for the 
U.S. travel economy… 

http://optimize.google.com/


Meetings based Room Nights



Meetings Leads Over Time



Flight Demand



Flight Demand

California

Bay Area



COVID Cases + TSA Throughput



Hotel Demand



California Hotel Demand



South Bay Area - Hotel Demand



Destination Website Sessions



Sessions by Region



And although COVID-19 concerns are still high, 
over 80% of American travelers still plan to take a 

trip this year… 

https://www.destinationanalysts.com/blog-update-on-american-travel-in-the-period-of-coronavirus-week-of-february-8th/



https://www.destinationanalysts.com/blog-update-on-american-travel-in-the-period-of-coronavirus-week-of-february-8th/



Tourism Trends Takeaways

■ Traveler interest varies with infection rates and stay-at-home orders in destination regions
■ Tourism recovery will vary from destination to destination
■ Although bookings may be down, leading metrics like sentiment, organic and paid search are strong.
■ There is a large amount of pent up demand for travel, outdoors, and dining.
■ Markets

○ Locals + Drive for now
○ ~August + for air and long-haul

■ Keep an eye on the Vaccine roll out.



SMC/SV Performance



SMC/SV - % Change in Website Sessions Compared YoY



SMC/SV - Total Partner Referrals (YoY)



SMC/SV Performance

■ Smccvb.com sent 8,181 referrals to partner websites in 2020, up almost 30% compared to 2019.
■ During that same period, almost 180,000 people visited the website, up 9.3% when compared to 2019.

○ Other DMO websites saw website traffic losses of over 25% last year, so being up in traffic is a testament 
to the work the SMCCVB team is putting in.

■ The SMC/SV County team sent out over 91,000 emails promoting local partners and attractions. With 
13.51% people opening the emails.
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 CORPORATE SEGMENT 

 

 

…and many more! 

https://www.smccvb.com/


REOPENING STATUS & EVENT RESTRICTIONS FOR EACH STATE 

CURRENT MEETING LIMITS  STATE 

• ALL SIZES ALLOWED 
FLORIDA, GEORGIA, IOWA, MISSOURI, MONTANA, NEW HAMPSHIRE,  SOUTH DAKOTA, 

UTAH 

• UP TO 300 OHIO 

• 250 PEOPLE OR 50% OF VENUE CAPACITY SOUTH CAROLINA 

• UP TO 125 PPL OR 25% OF CAPACITY RHODE ISLAND 

• 100 PER ROOM OR 30% OF RMS CAPACITY 

(FEWER) 
NORTH CAROLINA 

• 100 PPL OR 25% OF CAPACITY INDOOR / 250 

PPL OR 50% OF VENUE CAPACITY OUTDOOR 
WYOMING 

• 50 OR FEWER ARIZONA, NEVADA (RECENTLY RESTRICTED) 

• 50 INDOOR / 100 OUTDOOR CONNECTICUT, MAINE 

• 10 OR FEWER  ARKANSAS, DELAWARE, IDAHO, MARYLAND, TENNESSEE, VIRGINIA, WEST VIRGINIA 

• 10 OR FEWER INDOOR / 25 OUTDOOR D.C., MASSACHUSETTS, MISSISSIPPI, NEW JERSEY 

• 75% OF MEETING/VENUE CAPACITY NEBRASKA, TEXAS 

• 50% OF MEETING/VENUE CAPACITY KENTUCKY, NORTH DAKOTA, OKLAHOMA 

• 25% OF MEETING/VENUE  CAPACITY LOUISIANA, MINNESOTA 

• EVENT CAPACITIES DEPEND ON LOCAL RISK IN 

AREA 
COLORADO, INDIANA 

• GATHERINGS NOT ALLOWED  
CALIFORNIA, HAWAII, ILLINOIS, KANSAS, MICHIGAN, NEW MEXICO, NEW YORK, 

OREGON, PUERTO RICO, VERMONT, WASHINGTON, WISCONSIN 

https://www.smccvb.com/


Marketing Plan 2.0 
by HiSlide.io 

INTERNATIONAL MARKET 

 

 

https://www.smccvb.com/
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 VISIT CA VISITORS’ GUIDE AD – LEISURE SEGMENT 

Landing page under development 

for March 2021 launch: 

smcbeachandbay.com 

 

https://www.smccvb.com/


Stakeholder Tips



Content



Content Recommendations

■ Now - ~May
○ Focus on locals and drive market audiences
○ Quick trips, weekend getaways

■ ~May - Aug
○ Plan for Summer travel (pent up demand)
○ Air travel is expected to grow as the vaccine rolls out

■ August - December
○ Once the vaccine is widely distributed long-haul travel demand is expected to grow rapidly
○ Business travel is expected to return at lower volumes than before



Content Recommendations

■ COVID Information & Restrictions
○ Make information easy to access
○ Be explicit in what amenities are and are not available
○ Explain any additional restrictions
○ Explain what you are doing to keep patrons and guests safe

optimize.google.com

http://optimize.google.com/


Content Recommendations

■ Update Your Google Business Listings
○ Hours of operation
○ Add/Update Service Options: 

■ Delivery
■ Take-out
■ Dine-in

○ Add/Update Health & Safety

■ Consistent across platforms
○ SMC/SV Partner Portal
○ Facebook
○ Yelp
○ Tripadvisor
○ etc.



Member Information

■ To login to the Partner Portal, please visit 
sanmateoca.extranet.simpleviewcrm.com 

■ Once logged into the Partner Portal, from the 
left sidebar menu, click on “Collateral” then 
“Special Offers”

■ From there, you can add a new offer with an 
image, information, offer dates, etc.

■ Webinar: Thursday, Feb. 25th at 10 AM PST

https://sanmateoca.extranet.simpleviewcrm.com


Social Media



Social Media Success Is Algorithmic 



Working the Algorithm - Generate Engagement

■ Content
○ Likes, Comments, Shares
○ Ask Questions. Generate conversations
○ Share customer stories

■ Use Images.



Needs Improvement
People do not sign up for social media to be sold to. It’s a fine line between 
speaking casually and selling on social media. Avoid words like “sells” and 
“more information” to make your page sound less like it is pushing a 
product and more like it is discussing a product.

Remove
People’s attention span is short. Make sure you get across what you want 
to say in a smaller amount of text. If you’re displaying dates, and who an 
event benefits where you can find more information, you’ve overloaded the 
user. Speak simply and quickly to make an impact!

Good
Social media is meant to sound casual. After all, you want to talk to your 
audience in a social manner and not a salesy manner. Using exclamation 
points and a positive/excited tone generates enthusiasm towards your 
message and connects with the audience more.

Content - Tone





A) The color of the photo is vivid. The 
bright orange sunset stops Facebook 
users from scrolling by contrasting 
the platform’s blue framework.

B) The photo leads the eye. The most 
captivating and engaged with photos 
on Facebook often have objects 
disappearing into the distance or lead 
the eye to a vista. This photo 
accomplishes that by having the 
models’ gaze stare to the scenic 
sunset.

C) Typically, photos in which the 
subjects are facing AWAY from the 
camera outperform photos in which a 
recognizable face is present.



Subjects looking away



Color



Brightness/Color 



Vanishing Points



Reflections



UGC is King



UGC is Free



Ingramer.com



Prompt Your Customers



Tag SMCSV

#PlayByTheBay

Instagram: @visitsmcsv 
Twitter: @visitsmcsv
Facebook: @visitsmcsv



Social Media Takeaways

■ The algorithm matters
■ If you can’t get a user to stop in their newsfeed, you can’t get them to hear your message
■ Take pride in the details! 

○ Tone of content
○ Choose your photos wisely

■ SMC/SV is beautiful, use this to your advantage
■ User Generated Content is king--use it to save you time and money
■ Use hashtags/prompts to encourage and find content



Leisure Travel



■ Capture existing leisure hotel demand to increase room nights at SMC/SV hotels
■ Encourage immediate visitation to SMC/SV 
■ Drive partner referrals to participating hotel partners to increase occupancy rates
■ Leverage and promote hotel offers 

Leisure Campaign Approach



Campaign Research

■ Google Search trends:
○ Demand for accommodation packages
○ Interest in last minute offers/deals

■ Advertising costs have decreased in the Bay Area
■ Opportunity to exploit existing demand from leisure 

travelers in the drive market



Special Offers



■ Reach drive market with compelling messaging 
related to offers

■ Using Facebook and Search ads to drive qualified 
traffic to the website 

■ Use the website to convey all the safety related 
messaging to mitigate concerns

■ Encourage website traffic to take action via Hotel 
Referrals

Leisure Campaign Approach

Facebook 
Ads

Search
Ads

Remarketing

Hotel 
Referrals



Creating Offers



Creating Offers

■ Create a strong value proposition
○ Show the value of what you’re offering
○ Clearly define the offer
○ Use simple or natural language
○ Use a clear call to action to tell them what they need to do next

VS



Offers - Optimizing after the click

■ Don’t make the visitor figure out how to redeem the offer or book a reservation
○ Create a landing page
○ Efficient, Effective, Easy

■ If it is too hard to complete visitors will abandon the booking funnel



Upload your Offers

https://www.smccvb.com/partners/submit-your-offer/



IRVING CARES 
MEETINGS RECOVERY



https://www.irvingtexas.com/meet-in-irving/

Meetings Campaign

https://www.irvingtexas.com/meet-in-irving/


Meetings Market Research



What Meeting Planners Want from CVBs



Operations Requirements for Meeting Planners



San Mateo Meetings

■ Meetings recover is starting to slowly happen.
■ The needs of meetings planners have changed. Consider:

○ Attrition waivers 
○ Health, safety and sanitation protocols
○ Meeting size and layouts

■ Please contact the Sales team
○ Meetings@visitsmcsv.com 

mailto:Meetings@visitsmcsv.com


Other Reminders



Partner Communications…..

■ Stakeholder email
○ Member updates and opportunities
○ Please sign up to kee

■ Meeting Planner email
○ ~6,200 active users

■ Consumer Email 
○ ~5,500 active users
○ Distribution outlet for stories



SMC/SV Blog

■ Always looking for story ideas!

■ https://www.smccvb.com/blog/home/

https://www.smccvb.com/blog/home/
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 MEETING PLANNER NEWSLETTER  

 

 

https://www.smccvb.com/
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 VISITOR NEWSLETTER – LEISURE SEGMENT  

 

 

https://www.smccvb.com/
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 PARTNER COMMUNICATIONS 

 

 

https://www.smccvb.com/
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 BLOG 

 

 

https://www.smccvb.com/


UPCOMING VIRTUAL EVENTS 
 

 

Partner Portal Training  

 
Join us for our next Partner Portal Training where you will learn to update your  

weblisting, add photos, events, contacts and more!  

 

Thursday, February 25 at 10:00 AM 
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 OUR NEW PROMOTIONAL VIDEO 

Click here to watch! 

https://www.smccvb.com/
https://youtu.be/WNr8anuMb94


Q&A 



RAFFLE 

 

3 Sales & Marketing Summit attendees  

will be selected to win:  

A $15 Hillsdale Shopping Center Gift Certificate  

and a $25 A Grape in the Fog Gift Certificate. 

 

 

If your name is called, please reach out to  

Nova at: Nova@visitsmcsv.com to claim your prize!   

mailto:Nova@visitsmcsv.com


THANK YOU FOR 

JOINING US! 
ADDITIONAL QUESTIONS? 

Please contact Nova Maldonado at Nova@visitsmcsv.com. 

 

visitsmcsv.com

mailto:Nova@visitsmcsv.com
mailto:Nova@visitsmcsv.com
https://www.smccvb.com/
https://www.smccvb.com/



