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Thanks to our partners for helping us 
create priceless memories for millions 

of happy travelers. Best wishes for 
the coming tourism season!

Mike Gallagher, Megan Allen and Mike Morey

Space Center Houston • Downtown Aquarium
Houston Museum of Natural Science • Houston Zoo • Museum of Fine Arts, Houston

Kemah Boardwalk • Children’s Museum of Houston 

Thanks to our partners for helping us 
create priceless memories for millions 

of happy travelers. Best wishes for 
the coming tourism season!

Mike Gallagher, Megan Allen and Mike Morey

Space Center Houston • Downtown Aquarium
Houston Museum of Natural Science • Houston Zoo • Museum of Fine Arts, Houston

Kemah Boardwalk • Children’s Museum of Houston 



SCHEDULE
9:00 – 10:00
10:00 – 10:40
10:40 – 11:00
11:00 - 11:50
12:00 - 1:50
2:10 - 3:10
3:10 - 3:30
3:30 - 4:30
4:30 - 6:00

OPENING REMARKS & GENERAL SESSION
MORNING KEYNOTE
BREAK
MORNING BREAKOUT SESSIONS
LUNCH & GHCVB ANNUAL MEETING
AFTERNOON BREAKOUT SESSIONS
BREAK
AFTERNOON BREAKOUT SESSIONS
NETWORKING RECEPTION & RAFFLE



DAVID 
MINCBERG
CHAIRMAN OF THE BOARD

















SCOTT 
CAUFIELD
DMO SALES MANAGER – MIDWEST 





MAYOR 
SYLVESTER 
TURNER
CITY OF HOUSTON



THE 
HOSPITALITY 
INDUSTRY 
IN THE HOUSTON 
REGION:
• Supports more than 140,000 jobs
• Contributes $16.5 billion to the economy



“A changing Houston Puts its Best Face Forward” 
The Wall Street Journal

“With or Without the Super Bowl: Houston is the Winner” 
The Chicago Tribune

“The Super Bowl Returns to a Houston Transformed”
 The New York Times



20.5 MILLION 
TOTAL VISITORS 

IN 2016
UP FROM 17.5 MILLION IN 2015.



WHERE WE’VE BEEN AND WHERE 
WE’RE GOING

SENIOR VICE PRESIDENT OF TOURISM
JORGE FRANZ



TOURISM IMPACT 
ON HOUSTON
• From 14.8 million visitors in 2014 to 20.5 million visitors 

in 2016
• Houston area residents would pay approximately $650 in 

additional taxes annually
• 140,000 jobs
• $16.5 billion in travel spending



WHERE WE’VE BEEN



FOCUSED ON 
LEISURE TOURISM 

PROMOTION



2016 SUMMER WEEKEND PROMOTION

• CityPASS and Space 
Center Houston 

• Focused on Independence 
Plaza

• Ran during need periods 
around summer time



FINAL FOUR AWARENESS CAMPAIGN

• Hotels could opt-in
• Part of year-long campaign with Expedia



FALL ARTS TEST CAMPAIGN
First try packaging full experiences



REFOCUSED 
ON OUR 
TOP FIVE 
INTERNATIONAL 
MARKETS



MEXICO
• Just surpassed 100,000 fans 

on social media
• Website traffic grew 9% in 

2016, and growing at a 10% 
pace in 2017





INFLUENCERS
• Focused on Culture, Style, and Food
• Generated $1 million in media



CANADA
• Established local representation

• Focus on Toronto, Montreal, and Calgary



UNITED 
KINGDOM
• Singapore Airlines Manchester Route

• Hosted Super Bowl Party with GridIron 
Magazine



CHINA
• 7,000+ WeChat Subscribers

• L&L Enterprise Travel opened Houston Branch



GERMANY
• September 2016 Sales Mission
• In Language Visitor ’s Guide



MATCHING GRANTS PROGRAM
$250,000  DISTRIBUTED IN 2016
$263,000  DISTRIBUTED IN 2017



LAUNCHED 
THE HOUSTON 
& BEYOND 
REGIONAL 
INITIATIVE

ALVIN

BAYTOWN

BAY AREA HOUSTON

BEAUMONT

BRAZOSPORT

CONROE

DEER PARK

GALVESTON

HUNTSVILLE

PEARLAND

PORT ARTHUR

SUGAR LAND

TOMBALL

THE WOODLANDS



SOLIDIFIED 
TRAVEL 
PARTNERSHIPS



HOSTED INDUSTRY, NATIONAL, & 
INTERNATIONAL EVENTS
• Tourism Summit
• Forbes Hospitality Training
• Texas Travel Industry Association Summit
• Copa America Centenario
• NCAA Final Four
• NFL Super Bowl 51



THIS IS JUST 
THE BEGINNING…



20 MILLION VISITORS 

BY 2018



25 MILLION VISITORS 

BY 2020



LOOKING AHEAD



PROVIDE MORE 
EDUCATION AND 
PARTNERSHIP 
OPPORTUNITIES
• Forbes Hospitality Training
• Certified Tourism Ambassador Program
• Matching Grant Program
• Speaker Series
• Travalliance – Travel Professional Training



DEVELOP 
VISITOR CENTERS
• Hobby Airport
• Bush Intercontinental Airport
• Texas Medical Center
• Downtown Houston
• Other Major Tourism Hubs



LAUNCH 
EXPERIENCES 
FOR TRAVELERS





VISITHOUSTON
MARKETPLACE



VISITHOUSTON
MARKETPLACE



VISITHOUSTON
MARKETPLACE



VISITHOUSTON
MARKETPLACE



VISITHOUSTON 
MOBILE PASS



VISITHOUSTON 
MOBILE PASS



VISITHOUSTON 
MOBILE PASS



VISITHOUSTON 
MOBILE PASS



GET INVOLVED
SEE MO & MAUREEN

SAVE THE DATE FOR TOWN HALL MEETINGS

TUESDAY, APRIL 4: 10 AM / 2 PM
THURSDAY, APRIL 6: 3:30 PM



THANK YOU TO OUR 
PACKAGE SPONSORS



HOLLY 
CLAPHAM-
ROSENOW
CHIEF MARKETING OFFICER



VACATION PURSUITS
2016



More Houston visitors 
come to see friends 
and relatives  
than the average 
US travelers



This is not because 
Houston isn’t a 
“tourist town.”



This is not because 
Houston isn’t a 
“tourist town.”

It’s because 
Houston is 
the most diverse city in 
America.



BIGGER

DIVERSE



VISITING FRIENDS 
AND RELATIVES 
(VFR)
Socio-Cultural behavior of diverse 
communities more often reflects “hosting” of 
Family / Friends.  

This is Leisure = Tourism. 



PURPOSE OF VISIT
MOST (76%)  VISIT HOUSTON TO PLAY (LEISURE)



CY	2014 All	US	
Travelers

Houston	
Visitors	
Total

PRIMARY	TRIP	PURPOSE

NET		
Leisure/Personal

75% 62%

Visit	Friends/Relatives 40 42

Entertainment/	
Sightsee

11 6

Outdoor	Recreation 7 2

NET	Business 12 18

Personal	Bs/Other 13 20

PRIMARY	MODE

%	Own	Auto/Truck 74% 68%

%	Air	Travel 15 23

%	Rental	Car 4 5

%	Other 7 4

CY	2015 All	US	
Travelers

Houston	
Visitors	
Total

PRIMARY	TRIP	PURPOSE

NET	Leisure/Personal 78% 76%

Visit	Friends/Relatives 42 52

Entertainment/	
Sightsee

13 8

Outdoor	Recreation 8 3

NET	Business 11 11

Personal	Bs/Other 11 14

PRIMARY	MODE

%	Own	Auto/Truck 74% 76%

%	Air	Travel 14 14

%	Rental	Car 5 7

%	Other 7 3

CY	2016 All	US	
Travelers

Houston	
Visitors	
Total

PRIMARY	TRIP	PURPOSE

NET	Leisure/Personal 80% 76%

Visit	Friends/Relatives 43 48

Entertainment/	
Sightsee

14 14

Outdoor	Recreation 8 5

NET	Business 10 12

Personal	Bs/Other 10 12

PRIMARY	MODE

%	Own	Auto/Truck 74% 74%

%	Air	Travel 13 14

%	Rental	Car 6 6

%	Other 7 6

+5% NORM +10% NORM +2% NORM
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PURPOSE OF VISIT
% ENTERTAINMENT & SIGHTSEE





ACTIVITIES BY WAVE
ACTIVITIES MENTIONED (2+%)



VACATION PURSUITS
VARY BY SOURCE MARKET



HOW DO WE REACH 
THE VFR MARKET?





TYPE OF WEBSITE VISITOR



TYPE OF WEBSITE VISITOR

+3.3% YOY

+3% YOY



TYPE OF TRAVEL TO HOUSTON

PRE-TRIP POST-TRIP



+3.1%

TYPE OF TRAVEL TO HOUSTON

+5.2%

PRE-TRIP POST-TRIP



THANK YOU!



PETER 
YESAWICH
VICE CHAIRMAN OF 
MMGY GLOBAL



SCHEDULE
10:40 – 11:00
11:00 - 11:50
12:00 - 1:50
2:10 - 3:10
3:10 - 3:30
3:30 - 4:30
4:30 - 6:00

BREAK
MORNING BREAKOUT SESSIONS
LUNCH & GHCVB ANNUAL MEETING
AFTERNOON BREAKOUT SESSIONS
BREAK
AFTERNOON BREAKOUT SESSIONS
NETWORKING RECEPTION & RAFFLE


