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MISSION STATEMENT
To position Surf City USA® as the preferred California beach 

destination in order to maximize overnight visitor spending, 
destination development and quality of life for all residents.

KEY STRATEGIES 
& PRINCIPLES

1. Expand marketing and seasonal 
coverage to drive year-round 
visitation, particularly off-season and 
mid-week.
2. Deepen efforts in primary 
international markets: UK, Germany, 
Australia, and Canada.

3. Reach new visitors in group 
meetings, weddings, and filming 
markets.
4. Develop technology platform 
to extend Huntington Beach’s 
marketing reach and impact.
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WELCOME

How many of us have stories about people in the most 
unusual places knowing exactly where either Huntington 
Beach or Surf City USA is located? From the bookstore clerk 
in Syracuse, NY, who tells me “Huntington Beach” when I 
give him my email domain of “@SurfCityUSA.com”; to the 
Irish Tenors singing “Surf City”—in Ireland. These are but 
a few examples of the power of a brand and the result of 
marketing of that brand on a worldwide scale.  

What a privilege it is to promote a brand that is loved 
by all. The Huntington Beach Marketing and Visitors 
Bureau markets Surf City USA to the world to generate overnight stays benefitting our 
community through revenues spent by overnight guests. We sell HB by establishing an 
iconic “California Dreamin’” image that encourages visitation. We work to promote our 
city through many different methods. This Community Report shares some examples of 
those methods.

We count ourselves lucky to have the support of a wonderful community that has long 
been proud of its laid-back attitude. No matter where you are in the world, you will always 
have “Surf City” on your mind. If you’d like to help, give us a call when your association or 
company is looking for a spot to hold its next overnight meeting—we’ll be glad to lend a 
hand in Bringing Business Home!

Steve Bone, President and CEO
Huntington Beach Marketing and Visitors Bureau

Is Surf City USA  
a Geographic Location  
or a State of Mind?
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The Huntington Beach Marketing 
and Visitors Bureau is proud to 
continue building the case for 
travel to our wonderful paradise. 

The HBMVB is an organization 
guided by a 15-member Board 
of Directors. In addition to being 
hoteliers, we are also educators, 
artists, restaurateurs, caterers, 
environmentalists, community 
volunteers, transportation providers and property owners. 
We all work in Huntington Beach and we represent our 
community in marketing Surf City USA as an overnight 
destination, both domestically and internationally.

It is our vision that Huntington Beach will be the premier 
coastal destination, appreciated worldwide for its unique 
and authentic representation of the California Dream.  It 
was my particular focus this year to take “Heads in Beds” as 
my theme. All of the Bureau’s efforts are measured by their 
capability to bring an overnight visitor who stays longer and 
spends more, thereby generating more sales tax and general 
fund revenues to benefit the citizens of Huntington Beach.

The Board is so pleased by the Bureau’s increasing marketing 
reach as we see greater global recognition of Huntington 
Beach as “Surf City USA.” I would like to extend my personal 
thanks to the Board and our great employees for providing 
the leadership for our visitor-serving industry.

Margie Bunten, Chair
Huntington Beach Marketing and Visitors Bureau

Surf City USA! Wow!

Board 
of Directors
Margie Bunten | Chair

Kevin Patel | Vice Chair
Cheryl Phelps | CFO

J.D. Shafer  | Past Chair
Steve Bone | President/CEO
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Shirley Dettloff

Steve Dodge
Michael Gagnet

Ron McLin
Marco Perry

Joyce Riddell
Dean Torrence

Robert Vaughan
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Leveraged co-op dollars from the Hilton  
Waterfront Beach Resort and the Hyatt Regency 
Huntington Beach Resort & Spa to create a full-page 
advertorial in the California Tourism “High Fives” Fall/
Winter Consumer Co-op Marketing insert reaching 
a total print circulation of 1,110,000. The multi-
page supplement ran in the October 2009 issues 
of Travel + Leisure (150,000 copies), Budget 
Travel (350,000) and Food & Wine (350,000). In 
addition, the insert appeared in the October 10, 
2009 edition of the Vancouver Sun (215,000) 
and was direct-mailed to 50,000 American 
Express cardholders.

ADVERTISING
The Huntington Beach Marketing and Visitors Bureau continued to upgrade 
its scope of activities and effectiveness as a destination marketing agency during 
the 2009/10 fiscal year. As the official advisory board for the Huntington Beach 
Hotel/Motel Business Improvement District, which received an assessment of one 
percent on all hotel/motel room purchases within the city that were less than 30 
days in duration, the Bureau would not have been able to complete the following 
programs without B.I.D. funding.

Produced full-page cooperative ad 
for California Visitors Guide with 
partners Hilton Waterfront Beach 
Resort, Hyatt Regency Huntington 
Beach Resort & Spa, and the 
Shorebreak Hotel. The California 
Visitors Guide is the official publication 
of the California Travel and Tourism 
Commission (CTTC) with 500,000 
copies distributed annually, 
and more than 100,000 users 
downloading the digital version 
from www.visitcalifornia.com.
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Shorebreak Hotel joined the Hilton 
Waterfront Beach Resort, the Hyatt 
Regency Huntington Beach Resort & Spa 
and the HBMVB for another full-page 
advertorial in the California Tourism 
“High Fives” Spring/Summer Consumer 
Co-op Marketing Campaign, reaching 
a total print circulation of 700,000. 
The multi-page supplement ran in 
the April 2010 issues of Travel + 
Leisure (205,000 copies), Budget 
Travel (270,000) and the May issue of 
Outside magazine (225,000).

Collaborated for a second year with the Hilton Waterfront Beach Resort, the Hyatt 
Regency Huntington Beach Resort & Spa and the Shorebreak Hotel to produce 
a two-page inside cover spread for the 2010/2011 edition of America Yours to 
Discover, the Official US Destination Guide for the travel trade in Canada by the US 
Travel Association’s Discover America Canada Committee.
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Collaborated with the Hilton 
Waterfront Beach Resort, the 
Hyatt Regency Huntington 
Beach Resort & Spa and the 
Shorebreak Hotel to extend 
our international ad in 50,000 
reprints of the Official 
California Tourism Guides 
in Australia, Germany, Mexico, 
France, India/UK, and China.

In 2009, we ran third page ads in: Sunset 
Magazine’s Travel Directory – June (1,250,000), 
August (140,000), September’s Northern and 
Southern California editions (665,000) and 
October’s Southern California edition (315,000). 

Half page ad in CA Road Trips, an annual guide 
targeting the CA Drive Market, published in May 
each year (1,000,000).  Another 500,000 copies 
were inserted into select copies of Sunset 
Magazine’s July issue (CA, AZ, NV, OR, 
NM), and 500,000 distributed through 
CA Welcome Centers, Visitor Information 
Centers, and highly trafficked state parks. 

Received a bonus half page ad in Sunset’s 
Summer Trips (140,000), offered with 
our half page CA Road Trips ad, and 
distributed on newsstands in the West 
from May through July.
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PUBLICATIONS  
& COLLATERAL
The Bureau revised its Official Huntington Beach Visitors Guide distribution 
strategy in fiscal year 2009/2010, with approximately one-half of the 100,000 guides 
printed being used as “lure” pieces out-of-market domestically and in Europe 
through our representation with Black Diamond (UK agency) and MSi (German 
agency), and in Australia through our new agency, Gate 7 – the official in-market 
agencies for California Travel and Tourism Commission. The remaining guides are 
distributed in-market in Huntington Beach lodging properties and at the official 
Visitor Information Kiosk operated by the HBMVB at the Huntington Beach Pier.
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HBMVB returned to its previous publisher, 
Striker Media Group, to publish this 76-page guide incorporating a 
fresh “Surf City” feel with articles dedicated to Beaches and Beach Activities, as well 
as Surfing (with sections dedicated to the “Steps to Surfing” and “Surf Speak 101,” 
as well as the US Open and the International Surfing Museum), not to mention 
Huntington Beach’s own US Open of Surfing 2010 Women’s Champion, Courtney 
Conlogue. The Bureau is especially proud of the four-page Ecotourism section with 
gorgeous new photography and sections dedicated to the Bolsa Chica Ecological 
Reserve, Birding, the Wetlands Conservancy and Shipley Nature Center.
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• Published 200,000 Official Huntington Beach Visitor Maps in mid-summer 
2009 and early this summer primarily for distribution in-market in Huntington Beach 
lodging properties and other Huntington Beach distribution points, including the 
Visitor Information Kiosk at the pier. The Visitor Maps also enjoy limited out-of-market 
distribution domestically and internationally, and have been hailed by local concierge 
and customer service personnel as excellent tools to assist visitors and residents.

• The HBMVB and Huntington Restaurant Association reprinted 20,000 Dining Guides 
this summer with local distribution through hotels and motels, John Wayne Airport, and 
the new Huntington Beach Visitor Information Kiosk at the pier. Additional copies are 
supplied to meeting and conference groups as requested and are used to solicit new 
international travel business for Huntington Beach.

• The HBMVB undertook a four-day photo shoot during the US Open of Surfing to 
obtain more “Surf City” images for use in the print, online and sales collateral projects 
used in branding and selling Huntington Beach as an overnight destination.

PUBLICATIONS  
& COLLATERAL
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ONLINE MARKETING
The Bureau continued to make subtle enhancements, including improvements 
to its Calendar of Events and the addition of Social Networking Tools, to the 
official www.SurfCityUSA.com website in fiscal year 2009/2010.



HBMVB 2009/2010 Annual Report 15



SurfCityUSA.com16

www.SurfCityUSA.com Website Statistics
July 1, 2009 to June 30, 2010 Overview
(from Google Analytics)

Total Unique Visitors 	 318,396
Visits 	 386,270
Total Pageviews 	 1,443,992
Average Pageviews 	 3.74

All Traffic Sources

Search Engines
255,744.00 (66.21%)

Referring Sites 
83,854.00 (21.71%)

Direct Traffic 
46,671.00 (12.08%)

Other 
1 (>0.00%)

ONLINE MARKETING

TOP SEARCH ENGINES  
Source 	 Visits 	 % of Search
Google 	 211,483 	 82.69%
Bing 	 19,072 	 7.46%
Yahoo 	 13,733 	 5.37%
AOL 	 6,446 	 2.52%
Search 	 3,365 	 1.32%
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All traffic sources sent 386,270 visits via 2,213 sources and mediums

Site Usage

Visits
386,270

Pages/Visits
3.74

Avg. Time on Site
00:02:48

% New Visits
80.72%

Bounce Rate
44.77%

7.68%

12.08%

53.32%

11.24%

Visits

Source/Medium (1-10 of 2,213)	 Visits	 Visits	

       google/organic	 205,962	 53.32%

      (direct) / (none)	 46,671	 12.08%

      c.i. huntington beach.ca.us/referral	 29,680	 7.68%

      bing/organic	 19,072	 4.94%

      yahoo/organic	 13,733	 3.56%

      runsurfcity.com/referral	 6,590	 1.71%

      aol/organic	 6,446	 1.67%

      google/cpc	 5,521	 1.43%

      surfcity-hb.org/referral	 4,642	 1.20%

      huntingtonbeachca.gov/referral	 4,551	 1.18%

      other	 43,417	 11.24%
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THE WEB MARKETING ASSOCIATION PRESENTS 
2009 WEBAWARD 

to HUNTINGTON BEACH  
MARKETING AND VISITORS BUREAU

In 2009, WebAward named the best websites in 96 industry categories. 
Nominations for best website came from interactive agencies and website 
marketing departments in more than 47 countries from around the world.

Huntington Beach Marketing and Visitors Bureau was entered in the Leisure 
category and won for “Outstanding Achievement in Web Development” 
(above the “Standard of Excellence” that so many win). Other winners in our 
category were Walt Disney Parks & Resorts and Crystal Cruises.
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SOCIAL MEDIA
Huntington Beach Marketing and Visitors Bureau announced itself in the social 
media space through the execution of the following initiatives:

Facebook

The Bureau maintains its own Facebook pages at:

• www.facebook.com/surfcityusa (general visitor information)

• www.facebook.com/huntingtonbeachmeetings (information for meeting planners)

• www.facebook.com/surfboardsinthesand (updates of interest to the surf community)

Additionally, HBMVB regularly posts Surf City updates to Facebook pages for:

	 H Anaheim/OC Visitors Bureau 
	 H Visit California 
	 H OCeanfront  
	 H Orange County Tourism Council  
	 H HB Downtown 
	 H Several Huntington Beach hotel and restaurant Facebook pages 

Twitter  
The Bureau launched a new Twitter account ( @surfboardsNsand ) and now uses this 
account to broadcast from our Facebook page.
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Huntington Beach Marketing and Visitors Bureau launched SCVNGR – Huntington 
Beach’s first custom mobile application – in July 2010. Visitors to Surf City USA are 
now able to explore all the highlights of Huntington Beach by playing SCVNGR on 
their Android and iPhone smartphones—and via text message on other phones. 
HBMVB is one of the nation’s first destination marketing organizations (“DMO”) to 
use this cutting-edge technology.

Visitor Services Manager Nicole Llido constructed two “Treks” on SCVNGR that highlight 
27 top locations throughout Huntington Beach and feature quick, fun challenges to 
accomplish at each venue.

Players earn points for completing challenges throughout the city and can choose to 
share their activity with their friends via Facebook and Twitter and, of course, to other 
players on SCVNGR.

SOCIAL MEDIA
SCVNGR
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Huntington Beach Marketing and Visitors Bureau launched  
the HBSurfCityUSA YouTube Channel in July 2009. 

In the past year there have been:

• 19 Videos Uploaded

• 7,804 Video Views

• 1,602 Channel Views
The most popular videos are:
1. Pro Surfer Kelly Slater shoots the Huntington Beach Pier! 43.0%
2. Nia Peeples on Surfing and Huntington Beach 17.4%
3. Corky Carroll HB Version 14.0%
4. Peter Greenberg with Courtney Conlogue in Huntington Beach 4.9%
5. Courtney Conlogue at the 2009 Hurley® US Open Pro Surfing 4.9%

HBMVB YouTube Channel
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SOCIAL MEDIA
The OCeanfront
The OCeanfront (www.theOCeanfrontCA.com) is Orange County, California’s coastal 
alliance of luxury lodging properties (including the Hilton Waterfront Beach Resort 
and Hyatt Regency Huntington Beach Resort & Spa), South Coast Plaza and coastal 
destination marketing organizations, including the Huntington Beach Marketing & 
Visitors Bureau.

With these OCeanfront alliance partners, the HBMVB participates in the following 
Social Media initiatives on behalf of Huntington Beach:

• OCeanfront TV: An online 
ten-episode season on the 
OCeanfront YouTube channel. 
Two episodes, which the 
HBMVB helped to produce, 
have featured the Hilton 
Waterfront Beach Resort and 
the Hyatt Regency Resort 
& Spa. OCeanfront TV also 
links to two of the Bureau’s 
Huntington Beach videos.

• OCeanfront Facebook/
Twitter

• OCeanfront Sweepstakes 
and Getaway-2-Give: The 
“Getaway 2 Give” promotion is 
designed to raise OCeanfront 
brand awareness to a new channel of potential guests, enhance the brand’s reputation 
by aligning with charitable organizations, and increase occupancy during off-peak 
periods.
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OCeanfront Live Social Media Event
The OCeanfront Shake Off on April 15-16, 2010, brought seven top Southern 
California “foodie bloggers” to six luxurious beachfront lounges in one action-packed 
day on a quest to discover The OCeanfront’s signature cocktail. Hilton Waterfront 
Beach Resort and Hyatt Regency Huntington Beach Resort & Spa hosted the bloggers. 
This twist on a traditional media familiarization tour (aka “FAM Tour”) has generated 
over 500,000 traditional and social media impressions to date.

HBMVB’s Donna Mulgrew joins 
foodie bloggers on the Shake 
Off tour.

Bloggers at Hilton 
Waterfront Beach Resort’s 

Shades Restaurant & Bar 
try the Waterfront’s Spicy 

Mary Shake Off  
cocktail submission by 

Jessie Riley.

Twitter NewsBite: @OCeanfrontCA launches cocktail battle between 6 top resorts; 
Facebookers can sip, vote their favs & win drinks for 4! http://ow.ly/1uTum
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FAMILIARIZATION TOURS
Huntington Beach Marketing and Visitors Bureau uses a variety of tools and tactics 
to communicate with the media and travel industry. Establishing and maintaining 
relationships through email, phone and personal interaction is a core component 
of successful client relations. Throughout the year, travel industry professionals and 
media with secured assignments are invited to experience the destination firsthand 
on Familiarization Tours (aka “FAMs”) coordinated by the Bureau with the support 
of local partners. Our marketing team designs customized FAM itineraries matching 
the individual interests and needs of each FAM guest.

HBMVB hosted 29 Media and Travel Trade FAMs since July 1, 2009 with more than  
141 guests, including 58 journalists from domestic and international print and 
online publications. Additionally, HBMVB supported several press familiarization tours 
for local hotels.
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FAMILIARIZATION TOURS PUBLIC RELATIONS
HBMVB Communications Manager Madison Fisher and Vice President Donna 
Mulgrew participated in the February 2010 California Travel & Tourism (CTTC) 
New York Media Reception. Despite leaving sunny California for one of the 
worst snowstorms New York has ever seen, delegates representing 49 companies 
gathered at the Metropolitan Events Pavilion to welcome New York media to the 
Land of Plenty. The cocktail reception format was a hit in New York, providing ample 
face time between the 135 media attendees (a CTTC record!) and the delegates. 
The reception received an incredible mix of high-level media, including the “Today” 
show, Travel+Leisure, Condé Nast, Passport, NY Daily News, Fodor’s Travel, Sherman’s 
Travel and the “Rachael Ray” show.

Met with 32 domestic and international 
journalists at the Media Marketplace and the 
HBMVB booth at International Pow Wow 
in Orlando, Florida. US Travel Association’s 
International Pow Wow is the American travel 
industry’s premier international marketplace 
and the largest generator of Visit USA travel.

HBMVB’s Madison Fisher and Donna Mulgrew talk 
with a New York journalist about Surf City USA.

Madison Fisher is ready to greet the 135 
journalists who attended CTTC’s New 
York Media Reception.
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PUBLIC RELATIONS

Thanks in part to meeting with 
the editor of Fido Friendly 
magazine twice in the past 
three years, Huntington Beach 
was named one of the Top 10 
Fido-Friendly Beaches in the 
US in June 2010.

Selected Press Clips
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Two-page article in the  
July 2010 issue of Sunset  
magazine.  
Circulation/Audience: 
1,224,453; 
$191,275 AVE  
(ad value equivalency)



SurfCityUSA.com28

Selected Press Clips

UK Scottish Sun, April 17, 2010:  
361,224 circulation; $56,759.04 AVE (ad value equivalency);  
resulted from CTTC UK Triathlon FAM in March 2009
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UK Cambridge Style,  
December 1, 2009: 
20,000 circulation; 
$15,300 AVE  
(ad value equivalency); 
resulted from  
June 2008 Media FAM
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Selected Press Clips UK TTG, May 21, 2010:  
21,818 circulation; $47,093.81 
AVE (ad value equivalency);  
resulted from April 2010  
California Calling  
Travel Trade FAM
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Smart Meetings,  
December 16, 2009:  
31,933 circulation; 
$10,800 AVE  
(ad value equivalency)
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PUBLIC RELATIONS

Peter Greenberg Radio Broadcast
The Huntington Beach Marketing and Visitors Bureau hosted Peter Greenberg, one 
of America’s most acclaimed travel journalists, as he taped his national radio show, 
Peter Greenberg Worldwide Radio, at the Hilton Waterfront Beach Resort on 
November 2, 2009. Peter Greenberg Worldwide Radio show is taped for broadcast 
live from different remote locations around the world each week and is heard on 
more than 150 radio stations, Sirius/XM radio and Armed Forces Radio with an 
audience of more than 1 million listeners weekly.

Hilton Waterfront Beach Resort General Manager J.D. Shafer, HB Mayor Keith Bohr, and 
HBMVB President Steve Bone with Peter Greenberg.
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Greenberg is America’s most 
recognized and respected front-line 
travel news journalist. An Emmy 
Award-winning investigative reporter 
and producer, he was named one of 
the most influential people in travel 
by Travel Weekly, along with Al Gore, 
Bill Marriott and Richard Branson. 
He is Travel Editor for CBS News, and 
appears regularly on “The Early Show” 
and across many CBS broadcast 
platforms.

Greenberg interviewed four 
Huntington Beach locals, including 
US Open of Surfing 2009 Women’s 
Champion Courtney Conlogue, 
HB Mayor Keith Bohr, pop culture 
journalist and radio host Chris Epting 
and music legend Dean Torrence of 
Jan and Dean.

All four interviews were videotaped and added to the Bureau’s YouTube Channel  
at www.youtube.com/HBSurfCityUSA.

Dean Torrence being interviewed 
by Peter Greenberg.
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TRAVEL TRADE  
& LEISURE MARKETING

Huntington Beach Pow Wow 2010 Team: (l-r) 
Hyatt Regency Huntington Beach Resort & Spa 
Senior Sales Manager Roger Dryden, Hilton 
Waterfront Beach Resort Director of Leisure and 
Business Travel Sales Megan Martin, HBMVB 
Communications Manager Madison Fisher and 
HBMVB VP Donna Mulgrew.

• Continued International Travel Trade and Public Relations Representation 
Agency Agreements in the UK and Germany

• Secured new representation in Australia/New Zealand on behalf of Huntington 
Beach tourism

• Attended the US Travel Association’s International Pow Wow in Orlando. In just 
three days of intensive pre-scheduled business appointments, more than 1,000 
US travel organizations from every region of the country (representing all industry 
category components), and close to 1,500 international and domestic buyers from 
more than 70 countries, conduct business negotiations that result in the generation 
of over $3.5 billion in future Visit USA travel. HBMVB conducted 35 business 
appointments with more than 50 travel wholesaler and receptive tour operator 
contacts, and we met with 32 domestic and international journalists.
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• Attended Los Angeles Times consumer trade show in February 2010, where 978 
visitors to our booth filled out contest entry forms and where we collected 824 
email addresses to add to our email database

Hilton Waterfront Beach Resort Director of 
Leisure and Business Travel Sales Megan  
Martin and HBMVB Communications  
Manager Madison Fisher.

Hotel Huntington Beach Sales Manager 
Philip Legus assists a visitor at the 
Huntington Beach booth.

• HBMVB Vice President Donna Mulgrew attended the Go West Summit in 
Sacramento. Go West Summit is a marketplace that brings together unique 
suppliers from the Western US with international tour operators looking to expand 
their tours in the American West region. Donna had 30 appointments with 
international buyers and receptive operators, all with interest in bringing overnight 
business to Huntington Beach.
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2010 California Cup
Huntington Beach won the opportunity to host the Ninth Annual California Cup 
Golf Invitational in May 2010. The California Cup attracted the most influential 
decision makers within premier domestic and international tour companies and 
airlines, as well as select travel media, to inspect Huntington Beach area tourism 
products and experiences. 25 senior-level, primarily international, travel trade 
and media representatives attended from seven different countries/regions: 
Australia, France, Germany, Scandinavia, South Korea, the United Kingdom, and the 
United States.

Important Bureau partners in hosting the California Cup were the Hilton Waterfront 
Beach Resort, the Hyatt Regency Huntington Beach Resort & Spa, the Shorebreak 
Hotel, DestinationPros, and Waterfront Adventures, as well as the California Travel 
and Tourism Commission (CTTC).

California Cup participants at the “Take Me Out to the Ball Game” Cocktail Reception  
at the Shorebreak Hotel preceding their night in a luxury suite at the Angels vs. Oakland 
Athletics game.
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California Cup participants enjoyed four 
days of OC golf at Pelican Hill, Strawberry 
Farms, Oak Creek and Tustin Ranch, as 
well as quintessential Surf City activities 
including a bonfire on the beach, Segway® 
tours, surfing lessons, and lots of great 
California cuisine.
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TRAVEL TRADE  
& LEISURE MARKETING

2010 EuroMission
The California Travel and Tourism Commission (CTTC) brought a record 32 delegates 
from 24 companies on a European Sales Mission to the United Kingdom, Ireland 
and Germany, providing an excellent platform to showcase California destinations 
and products directly to top-notch travel trade and media in three key international 
markets. HBMVB Communications Manager Madison Fisher and Vice President Donna 
Mulgrew participated on behalf of Surf City USA.

FRANKFURT, GERMANY 
• Trade and Media Meetings with:

     - Thomas Cook and DERtour/Meier’s Weltreisen (major trade agencies)

     - Frankfurter Neue Presse, a major German newspaper

     - Main Echo, with a circulation of 85,000

• California World Cup Viewing Party and Reception, including key German travel trade 
and press reception

DUBLIN, IRELAND 
• Media Breakfast

• VIP Travel Trade Lunch

• Travel Agent Training and BBQ Event

LONDON, UK 
• Visit USA Media Marketplace

• Media Calls with variety of high-end publications, including representatives from Condé Nast

• Second Annual Golf/Summer Day, with 30 key members of the UK travel trade industry 
plus media attending for a day of California-style fun, including golf lessons, wine tastings 
and spa activities

• Sales Day: One-on-one meetings and lunch with key travel trade personnel

• California-branded World Cup Evening Event with well over 200 key trade and media

• Travel Agent Road Show, which included valuable training sessions on California product

• Annual Visit USA Ball, considered “the” event of the UK travel industry calendar
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HBMVB’s Donna Mulgrew conducted agent 
trainings and tour operator meetings while 
Madison Fisher met with key European media 
representatives. Both HB delegates participated 
in networking events such as the annual Visit 
USA Ball and the UK Golf and Summer Day 
with key clients.
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MEETINGS  
GROUP MARKETING
CalSAE Trade Show
The largest association industry trade show on the West Coast, CalSAE’s Seasonal 
Spectacular attracts more than 1,000 association professionals and industry 
suppliers to Sacramento for a one-day educational event and trade show. HBMVB’s 
Donna Mulgrew and Nicole Llido attended this first-ever meetings industry 
tradeshow on behalf of Huntington Beach. 119 attendees dropped their business 
cards at our booth and we received four RFPs (Request for Proposals) at the trade 
show. CalSAE is the California Society of Association Executives.

HBMVB’s Donna Mulgrew and Nicole Llido represented Huntington Beach at the Bureau’s 
first-ever meetings industry trade show, CalSAE’s Seasonal Spectacular.
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Affordable Meetings West
HSMAI’s Affordable Meetings West in Long Beach provided a cost effective way 
to meet more than 85 meeting planners who visited HBMVB’s award-winning 
booth. HSMAI is the Hospitality Sales and Marketing Association International. 
Booth partners included Hilton Waterfront Beach Resort Sales Manager Carmela 
Buenrostro, and Director of Sales Carla Dispalatro and Group Sales & Catering 
Manager Stacey Hofflich Gitten from the Shorebreak Hotel.

Carmela Buenrostro, Carla 
Dispalatro and Nicole Llido 
represented Huntington Beach 
at the Affordable Meetings 
West in Long Beach.

Nicole Llido 
assists a meeting 

planner seeking 
information 

about Huntington 
Beach.
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HBMVB MEETINGS  
MARKETING CAMPAIGN

With the help of a City of Huntington Beach Redevelopment Agency loan of $50,000 
(to be paid back over the next four years), HBMVB embarked on production of 
an extensive Meetings Marketing Campaign to promote Huntington Beach to 
the business meetings market. The Meetings Marketing Campaign includes the 
following elements:

• Development and launch of a Huntington Beach Meetings & Events Microsite,  
www.MeetInHB.com

• Meetings and Events Online Marketing, including a Pay-Per-Click Campaign

• A Huntington Beach Meetings Lure Brochure

• A series of three direct emails to 56,300 meeting planners throughout the  
US & Canada and 87,500 plus retail travel agents
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ORANGE COUNTY  
TOURISM COUNCIL
The primary goal of the Orange County 
Tourism Council (OCTC) is to market and 
brand Orange County (“The OC”) as a 
premier travel destination. By packaging 
collective strengths, the entire region 
becomes financially stronger and more 
attractive to the visitor in the process.

Major OCTC initiatives this year have included:

• New rack cards designed (200,000 printed) to drive out-of-market visitors from 
Seattle, Portland, the San Francisco Bay Area, Sacramento, Bakersfield, Fresno, Phoenix 
and Las Vegas to the www.VisitTheOC.com website

• Refreshed the home page of the www.VisitTheOC.com website, which delivers hun-
dreds of visitors per month to the Bureau’s www.SurfCityUSA.com website

• Developed “OC Forever Summer” Sweepstakes—a customized web-driven 
sweepstakes module as a hub of communication for the 2010 summer campaign. The 
sweepstakes module highlights key Orange County travel packages.

• Produced “Up and Running … On the Road to Recovery,” the Second Annual Orange 
County Tourism Conference held in conjunction with “National Tourism Week.” 285 
Orange County travel industry leaders and government officials attended this year’s 
conference.

HBMVB President Steve Bone serves as OCTC Chairman and HBMVB Vice President 
Donna Mulgrew serves as Co-Chair of the OCTC Marketing Committee.
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Visitor Information Centers
• Pier Plaza Visitor Information Kiosk. Opened in late June 2009, the kiosk serves 
visitors and residents year-round/seven days a week.

• Visitor Kiosk Inquiries – From July 1, 2009 through June 30, 2010
- Total Walk-ups 42,234 
- Hotel Information 585 
- Restaurant Information 3,066

• Continued Weekday Visitor Center in Bureau offices
- Served 286 walk-in guests from July 1, 2009 through June 30, 2010 
- Answered 1,302 information phone calls
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Surfboards in the Sand
The Bureau produced Surfboards in the Sand on Saturday, September 19, 2009. 
More than 1,000 people stood with their boards together in the sands of Huntington 
Beach to demonstrate their support for preserving our coastal environment and to 
pose for a photograph shot by professional sports photographers and published 
worldwide in Transworld Surf magazine and other national publications.

A www.SurfboardsInTheSand.com microsite, as well as Facebook and Twitter pages, 
supported registration and publicity for this event.
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National Tourism Week 
To help raise local awareness of the positive impacts of tourism, 
Huntington Beach Marketing and Visitors Bureau rallied the Surf City 
hospitality community to celebrate National Tourism Week in May. With 
over $309 million in visitor spending that generated $8.1 million in tax 
revenue and supported 3,800 local jobs in 2009, it is clear that tourism 
works for Huntington Beach. 

Faces of Tourism—representatives of local hospitality, dining and retail businesses affected by 
tourism in Huntington Beach.
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Working with the Bureau’s Advocacy Committee,  
staff coordinated the following initiatives:

• “Tourism Works” group photo at Pier Plaza Visitor Information Kiosk with hospitality, 
dining and retail employees affected by tourism

• Presented a Faces of Tourism Video at the May 3rd City Council Meeting where 
Mayor Cathy Green presented the Bureau with a National Tourism Week Proclamation

• Placed a “Tourism Works for Huntington Beach” banner highlighting the number 
of tourism-related jobs in the City and tourism-related tax revenues to the City above 
Main Street near Lake Park

• Released the annual Huntington Beach Travel Impacts economic report produced 
by Dean Runyan

• Distributed hundreds of “Tourism Works for Huntington Beach” buttons to local 
hotels, restaurants and stores for employees to wear during National Tourism Week
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BUREAU COMMITTEES
Current Committees of the Huntington Beach 
Marketing and Visitors Bureau
As of November 15, 2010 

1. Executive Committee

Goal: Enhance the 
governance and 
effectiveness of the 
Bureau

Chair: Kevin Patel 

Members: Steve Bone, 
Margie Bunten, Marco 
Perry, Cheryl Phelps, J.D. 
Shafer 
 
2. Marketing Committee

Goal: Provide Bureau staff with ideas, feedback, competitive intelligence and 
support for Bureau Marketing/Branding Initiatives in order to further Bureau’s 
mission of  “Heads in Beds”

Chair: Kay Cochran

Members: Margie Bunten, Kelly Castady, Don Chock, Carla Dispalatro, Madison 
Fisher, Stefanie Kaplan, Tara Kirby, Phillip Legus, Nicole Llido, Jennifer McLaughlin, 
Kevin Patel, Marco Perry, Tom Shields, Julius Son, Dean Torrence, Bob Wentworth 
 
3. Lodging Roundtable

Goal: To provide a voice and marketing support for members of the Huntington 
Beach Lodging Community

Chair: Kevin Patel

Members: Representatives from each of the Huntington Beach lodging properties, 
Steve Bone, Madison Fisher, Bob Wentworth
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BUREAU COMMITTEES
4. Advocacy Committee

Goal: Cultivate awareness, appreciation and support by government officials for 
the Bureau and visitor industry in order to support the Bureau’s mission and future 
funding

Chair: Joyce Riddell

Members: Keith Bohr, Steve Bone, Margie Bunten, Barbara Delgleize, Steve Dodge, 
Kevin Gilhooley, Donna Gray, Cathy Green, Nicole Llido, Kevin Patel, Laurie Payne, 
J.D. Shafer, Bob Wentworth

5. Sustainable Tourism Committee

Goal: Identify and develop ecotourism experiences for promotion to overnight 
visitors and locals. Promote responsible and sustainable use of our environmental 
resources when providing services and products to Huntington Beach visitors and 
locals.

Chair: Shirley Dettloff

Members: Suzanne Beukema, Steve Bone, Garry Brown, Perry Cain, David Carlberg, 
Jane DeLorenzo, Jenelle Froisland, Sue Gordon, Rochelle Groh, Cheri Ikerd, Aaron 
Klemm, Nicole Llido, Kevin Patel, J.D. Shafer, Gordon Smith
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2010 HBMVB staff enjoying another day on the job.

BUREAU STAFF  
& EMPLOYEE LISTINGS
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BUREAU STAFF  
& EMPLOYEE LISTINGS

Steve Bone 
President/CEO 
steve@surfcityusa.com

Bob Wentworth 
Vice President of Sales  
& Marketing 
bob@surfcityusa.com

Madison Fisher 
Communications 
Manager 
madison@surfcityusa.com

Nicole Llido 
Visitor Services  
Manager  
nicole@surfcityusa.com

Huntington Beach  
Marketing and Visitors 
Bureau

301 Main St., Ste. 208 
Huntington Beach  
California 92648-5171

Phone: 714-969-3492  
or 800-729-6232

Fax: 714-969-5592 
Email: info@surfcityusa.com 
Web: surfcityusa.com



301 Main St., Ste. 208 
Huntington Beach,  California 92648-5171 

714-969-3492 or 800-729-6232


