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ANNUAL LUNCHEON

- Record attendance! 274 members 

and partners

- Released first ever Market 

Intelligence Report

- Sneak peak of new website design

- Outlined Group Sales strategy

“Success is in the Numbers”



NEW MEMBERS & MEMBERSHIP NUMBERS

Ten new members joined the MCCVB in Q1

Monterey Bay Brewing 

Salinas Valley Fair

Hahn Family Wines

Carmel Road Winery

The Art of Dr. Seuss

Monterey Free Walking Tours

Event Sitters by Lily

Century Marina Cinemas

Monteforte Photography

Brunke Chiropractic



MONTEREY COUNTY DIORAMA INSTALLED AT 

STATE CAPITOL

Partnership of Monterey 

County Economic 

Development, Monterey 

County Arts Commission 

and MCCVB



AWARDS

Tammy Blount received two awards for her 

achievements this past Quarter:

• Top 25 Most Influential People in the Meetings 

Industry for 2015 (Successful Meetings)

• Top 25 Women in the Meetings Industry (Meetings & 

Conventions)



Visitor Services



KEEPING SCORE

36,018 (2015) vs. 33,418 (2014)

Room Nights Influenced

41,825 (2015) vs. 40,776 (2014)

Visitor Referrals/Inquiries

$11,669,962

Economic Impact of 

Influenced Room Nights



REACHING OUR VISITORS

Satellite Visitor Centers

JULY AUGUST SEPTEMBER

July 7 - NPS ITT Leisure 

Fair 

Aug 15-16 - Rolex Motorsports 

Reunion

Sept 6 - Cruise Ship

July 18-19 - FIM Superbike Aug 19 - CSUMB International 

Student Orientation

Sept 16 - LOBO Day

Aug 20 - DLI Newcomer 

Welcome Fair

Sept 18-20 - Jazz Festival

Aug 22-23 - Sand City West 

End Celebration

Sept 19 - Cruise Ship

Aug 25 - MIIS Community 

Resource Fair

Sept 26-27 - Porsche 

Rennsport Reunion

Sept 30 - Cruise Ship



GROUP SALES



KEEPING SCORE

42.29% (2015) vs. 26.02% (2014)

YTD Booking Conversion Rate

255 (2015) vs. 192 (2014)

YTD Leads Sent

98% (2015) vs. 92% (2014)

YTD Room Night Index Score



GROUP SALES GROWTH BY SEGMENT
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OTHER GROUP MEASUREMENTS

78% vs. 46%

Hotel Lead 

Response

Pace Report

2015 (7,558)

2016 1,168

2017 (1,574)

2018 6,632

2019 4,497

County % Growth

Napa 16.8

Monterey 12.6

Santa Barbara 7.5

San Francisco 7.5

San Jose 5.7

Sonoma 2.2

San Diego -1.7

S. Lake Tahoe -2.5

Palm Springs -3.2

Laguna Beach -8.2

Newport Beach -9.3

STR Group RevPar YOY % Change



MPI – WEC  SF Shanghai Sales Mission

Incentive Works - TorontoCubs Game - Chicago

Cal-SAE 

Client Dinner

TRADESHOWS & CLIENT EVENTS



PCMA Giants Game - SF

Destination Rep Golf TournamentGiants Game - SF

Hospitality 

Touchdown - SF

TRADESHOWS & CLIENT EVENTS



SF Travel Luncheon – Dallas ASAE – Detroit, MI

Texas Rangers 

Game 

M&C Inter-Act - New Orleans

TRADESHOWS & CLIENT EVENTS



UPCOMING EVENTS

• FICP Annual Conference -

Atlantis

• AMEX Show – Toronto

• Client FAM – Carmel Valley

• Smart Meetings – Colorado

• CALSAE Season Spectacular 

- Sacramento

• Holiday Showcase – Chicago

• Travel Receptive Event – SF

• Visit CA Mexico Sales Mission

• MPISSN Crab Feed -

Sacramento



Marketing & Communications



KEEPING SCORE

Facebook Fans:

73,001 Total

32%

Web Visits:

136,879 Total

15%

Instagram Fans:

3,585 Total 

514%



#GRABYOURMOMENT PHOTO CONTEST

• July 24- August 19
• Content program

• Users submitted a photo of 

themselves grabbing life by the 

moments

• Other users voted on which 

photo is the best

• Stats
• 2,504 Total Votes

• 2,647 Total Social 

Engagements  



BIG BLUE LIVE

• Ran Aug 24- Sept 23

• Promoted on PBS and social media

• Media Buy

• SF, SoCal, Central Coast PBS

• Average 56,600 household impressions 

per evening broadcast

• KPBS radio earned 57,400 impressions

• Sweepstakes Stats

• 5,371 Entries 

• 15,593 Unique Web Impressions

• 131,270 FB Impressions

• 6,968 FB Engagements

• #BigBlueLive Stats

• # garnered over 1.38 billion impressions

• Over 5,900 posts tagged #BigBlueLive



CHINA READY TRAINING RECAP

• Two training sessions in 

Carmel and Monterey, over 80 

businesses attended

• Cultural history & significance 

of China as an emerging 

market; Chinese expectations 

for comfort while traveling 

abroad

• Intro to Union Pay & Social 

Media, and how CVB 

members can better serve 

Chinese during their stay



FALL “AUTUMN UP” CAMPAIGN CREATIVE



“AUTUMN UP” CAMPAIGN FEATURES

SF Gate Content Hub Weekend Sherpa



AUTUMN UP SWEEPSTAKES

• Launched Sept. 23

• Sweepstakes Stats:
• 15,495 entries

• 55,726 unique web visits

• 149,228 FB impressions

• 4,478 engagements



13 Ways to Ruin Your Diet in 

Monterey 

• Launched Sept. 17

• 24,678 Views

• 61% of traffic from social 

sources 

Buzzfeed

FALL CAMPAIGN CONTENT FEATURES



PR HIGHLIGHTS & FAMS

22 Media FAM Visits 
-AAA Home & Away

-MTV.com

-San Diego Union Tribune

-Marina Times

-Money Magazine 

-Best Travel Deals

PR Advertising Equivalency 

(targeted) 

$19.9 Million (50% of Goal) 

Additional PR Metrics

10.2 Billion Media Impressions

247 Journalists Assisted

$22.1M in Overall Earned media

“I just wanted to say thanks 

for organizing an excellent 

stay in Monterey...we have 

decided to stay an extra 

night at our own expense 

because there seems to be 

so much to do in Monterey –

we need another day before 

moving on to the South.”

- Mike Osborne, Editor 

AAP 



COMMUNICATIONS KEEPING SCORE

Journalists Assisted:

247 Total

PR Impressions:

10,157,292,773 Total

Total Earned Media:

$22,110,674 Total 

77% YoY



Coming Soon



COMING SOON! 

SUPER BOWL SMT & 

FALL GROUP MEDIA FAM

• Super Bowl SMT in January

“The View is Bigger than the Game”

• Fall Group Media FAM

• High Profile National and Regional Media 

including: Indagare; Malibu Times 

Magazine; Fodor’s Online; LAX Magazine; 

Elevation Outdoors Magazine. 

Five day trip covering each jurisdiction unique 

offerings



BRINGING MONTEREY TO L.A.

Fall Pop-up + Media FAM

• Monterey chefs John Cox of Sierra 

Mar/Post Ranch Inn, and Ted Walter of 

Passionfish, will prepare a dinner for 

journalists at the Redbird in L.A. along side 

renowned chef Neal Fraser

• Select journalists will take inaugural Alaska 

Airlines flight from LAX to MRY concluding 

in a media FAM (Familiarization Tour) in 

Monterey



MONTEREY CONFERENCE CENTER

• Groundbreaking & 

Renovation

• $50 Million Renovation

• Groundbreaking slated for 

November 16th

• Interim campaign in place 

since June

• Brand campaign will begin 

by January 2017



Content & Social Marketing Update



MCCVB’S STRATEGIC DIRECTION
INTEGRATED CONTENT AND SOCIAL MEDIA MARKETING

Content Marketing

To attract and retain visitors by consistently creating and curating relevant and 

valuable content with the intention of changing or enhancing consumer behavior.



MCCVB’S STRATEGIC DIRECTION
INTEGRATED CONTENT AND SOCIAL MEDIA MARKETING

Social Media Marketing

• Aims to connect and engage 

with audiences 

• Encourages conversations and 

content sharing

• Drives traffic to 

SeeMonterey.com and 

MCCVB’s new Social Moments 

channel

“IF CONTENT IS 

KING, THEN 

DISTRIBUTION IS 

QUEEN.”



SeeMonterey’s Expanding Social Reach

Channel 2014 2015
% Increase

YOY

Facebook 55,253 73,961 33.86%

Twitter 11,705 13,901 18.76%

Instagram 583 3,850 560.38%

Pinterest 1,688 1,943 15.11%

YouTube N/A 160 N/A

Google + N/A 250 N/A

LinkedIn 150 884 489.33%

Total Audience 69,379 94,949 36.86%



MONTEREY IS ON THE RISE 

& SOCIAL ENGAGEMENT IS UP

Social engagements by 

month have doubled since 

January 2015!



1. PHOTOS 2. SHORT TEXT 
>140 CHARACTERS

BEST PRACTICES



3. QUESTIONS 
(QUICK MINDLESS ANSWERS)

• Fill in the blanks

• One word answers

• Choices (choose from 1, 2 or 3)

4. URLS
(TO INTERESTING CONTENT)

BEST PRACTICES



DO

• Post everyday

• Repost

• Use emojis

• Use #’s

DON’T

BEST PRACTICES ON INSTAGRAM

• Post marketing 

flyers

• Write a ton 

of copy

• Overdo #’s



Mobile usage will continue to 
rise 

Usage on visual platforms with 
increase

Paid promoted posts will be 
vital to pushing out content 

Facebook Beacons

PREDICTIONS & TRENDS 

Continued usage of hashtags 
(categorizing) 



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?



Thank You!

Next Quarterly Forum: 

January 27, 2016


