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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

HOUSTON

City

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

Houstonfirst.
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SYLVESTER
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CITY OF HOUSTON



THE
HOSPITALITY
INDUSTRY

IN THE HOUSTON
REGION:

e 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

JORGE FRANZ

EEEEEEEEEEEEEEEEEEEEEEEEEEEE

VISITHOUSTON



TOURISM IMPACT
ON HOUSTON

e 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
e $16.5 billion in travel spending







FOCUSED ON
LEISURE TOURISM
PROMO FHON



2016 SUMMER WEEKEND PROMOTION

CityPASS

 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



FALLARTS TEST CAMPAIGN

First try packaging full experiences

%
ART LOVERS:
HOUSTON

URBAN EXPLORERS:
IS CALLING  HOUSTON IS CALLING

Pl WEEKEND PACKAGES +
HOTEL STAY
i STARTING AT $380

SITHOUSTON BOOK NOW

HOUSTON




REFOCUSED
ON OUR

TOP FIVE
INTERNATIONAL

MARKETS

P




MEXICO

e Just surpassed 100,000 fans
on social media

VISITHOUSTON

 Website traffic grew 9% in
2016, and growing at a 10%
pace in 2017

A
Photos Like Share Suggest Edits

LocallTravel Website

L:/eaf "3 comunidsd aberta y hospirats i3 pars
Qe desee saber fo que esy ndo en
Wdad de Houston, Adm... See more

1 100179000000 519 99,920 peopye
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INFLUENCERS

« Focused on Culture, Style, and Food

e Generated $1 million in media




CANADA

Established local representation

Focus on Toronto, Montreal, and Calgary

City's food
sceneis
sizzling but
attractionsa
hig draw, too

PAT LEE
Special to Postmedia Netwerk

Chef Chris Shepherd has a
list of award;

at his Houston restaurant
Underbelly — for a food tast-
ing it wasn't his own crea-
tions lovingly displayed on
the huge table before us.
Instead of his Korean
braised goat and dumplings,
he encoutaged us to dig inlo
& Vietnamese grilled pork
banh mi from Cali Sandwich,
one of his favourite neigh-
m—rtTR b spots.
J  have tried
| lnckened cat
d we devoured
yros with
s from Alla
tly locate
ay from Shep-
ithe city's
listrict.
thos of
ynot only
ks to et
shments,
e restan
bsite.
lon't just push
but also give a
ur fellow cooks
vho are help
louston’s excit-
d movement.
tyCre-
o mid
wes it.
this city is
herd said of the
is we reached
sodies off the
us, “It’s not
estaurants that
it's the eve
wrhood joints
really good
o are cooking
sor wer own culture, e peo-
ple who have migrated here
for one reason or anothee”
Thanks to liberal land use
policies, and a huge influx
of immigrants from around
the )dubf Houston is cred

The Toronto Sun B MONDAY. OCTDSER 23, 2017

GEM OF A DEAL: Emerald Waterways

Book a stateroom or balcony suite with

Waterways and pay half
select itineraries.

on the u
r all sailings March through

Emerald
de cost on

June, 2017. Seeemeraldwaterways.ca.

During a s!ap ona food lom ol his Montrose netgﬁmlmod Chl is Shepnml oawner of Houston's highly rated Underbelly
only his his favourite local eateries.

= Jim Byers

ited with having the most
restaurants per capita in the
world as well as being one of
the most culturally diverse
cities in the United States.

So not surprisingly.
tours — chef-led and other
variations — are all the rage.

On this day, we were taking
partin one affered by Hou
ston Culinary Tours, stopping
at Shepherd's Underbelty,
known for doing its own
butchering rotating daily
menus, and soaking up the
cultures that have formed the
city the chef now calls home.

We also checked out the
eyr-popping dining room
and amazing food sam.
ples at Chef Michael Cor
dua’s Americas, as well as
the iconic Brennan's, where
many Houston chel's have
gotten their start. Decid-
edly old school, we had tur-
tle soup, bananas Foster
made table-sdde and served
with brandy-milk punch,

Once your belly is full -
and believe me, it will be —
there is plenty else (0 do in
this sprawling port city bro-
ken down by a variety of
interesting nei

So put down the smoked
brisket for a minute and
check out these other things
10 do while you're theve:

Neighbourhoods

Given Houston is the
fourth-largest city in the
IS, it's not surprising that
it’s organized in neighbour.
hoods. From the funky 19th
Sueet shopping district in
the Heights, whese you might
COMmE AcT0ss some vinlage
clothing or hip cowboy boots,
10 the colourful murals and
diversity of the Montrose
district, throw a dart at the
map and start exploring,

Space Centre Houston

Houston, there is no prob
lem whatsoever with the
non-profit, educational
arm of NASA's Johnson
Space Centre. This amazing,
22,225.squure-metre com.
plex features more than 400
artifacts from the space pro-
gram displayed i eye-pop
ping (and sometimes neck-
craning) fashion. Their new-
est exhibit, the eight-storey
tall Independence Plaza,
allows you to literally walk
aboard the retired NASA
905 shuttle carrier arcraft
and a replica shuttle in a




UNITED
KINGDOM

 Singapore Airlines Manchester Route

« Hosted Super Bowl Party with Gridlron
Magazine

HOUSTON, TEXAS

VISITHOUSTON WWW.VISITHOUSTENTEXAS.COM
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CHINA

e 7,000+ WeChat Subscribers | N

 L&L Enterprise Travel opened Houston Branch
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GERMANY

September 2016 Sales Mission
In Language Visitor’'s Guide

p
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MATCHING GRANTS PROGRAM

$250,000 DISTRIBUTED IN 2016
$263,000 DISTRIBUTED IN 2017

loustonfirst H?USTOGN .I‘m:..,
017 Matching Gran
%rogram Winners . .c.oo o8B




LAUNCHED
THE HOUSTON
& BEYOND
REGIONAL
INITIATIVE

" THE WOODLANDS
' 4 PORT ARTHUR

B DEER PARK
PEARLAND Bl
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SOLIDIFIED

TRAVEL
PARTNERSHIPS
AR canapA @ | ¥ AEROMEXICO ﬁExpedicﬁ @

tripadvisor-




HOSTED INDUSTRY, NATIONAL, &
INTERNATIONAL EVENTS

* Tourism Summit

 Forbes Hospitality Training

 Texas Travel Industry Association Summit
e Copa America Centenario

* NCAA Final Four

* NFL Super Bowl 51

3 1t - AInnwal i ’/:j\
Texas Travel TO UR ISM { {;’)‘ R
SUMMIT bk & Forbes =

— USA 2016 -

—

SUPER BOWL
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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



BAGGAGE CLAIM

3D VIEW

EXISTING MIRROR FRONT TO
REMAIN

D EV E LO P e 55" 20 woToRs)
VISITOR CENTERS =

 Hobby Airport

* Bush Intercontinental Airport
» Texas Medical Center

« Downtown Houston

 Other Major Tourism Hubs

— MULTITACTION DISPLAY TABLE,
SPEC MT555UTB

FOOTPRINT OF ‘I’ PROJECTS

AWAY FROM FACE OF ‘H'. SAME CONCERTRENDERING
GLOWING ‘H PLEX MATERIAL AS REST OF ‘H’
T-NWHXT7-TW BUT A SHADE DARKER.

Houston First Corporation PAGE 4
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VISITHOUSTON
MARKETPLACE




VISITHOUSTON
MOBILE PASS

Wednesday, March 29

\J MESSAGES

(862) 307-8731
Text Message

Press for more

™M GMAIL

Visit Houston

Houston Tourism Summit Purchase Confirmation «
Thank you for your purchase from Visit Houston
Thanks for your parti...

Press home to open




- LTE 9:40 PM

VISITHOUSTON T
MOBILE PASS

. _VISITHOUSTON

Experiences

{ Houston Museum Pass
20177 ¢

To add this web app to the home
screen:tap ['] and then Add to
Home Screen.




VISITHOUSTON
MOBILE PASS




VISITHOUSTON
MOBILE PASS sy o

Natural Science

[dmission to Permanent
Exhibit Hall

wrose Bivd. Houstor
lontrose Blvd, Ho: )

Houston BCycle L PHONE Q mar @ wessiTE
O rione @ wease

MORE Vv

PURCHASES

.- FREE Admission
Free 24 Hour Pass Adn oto The Cantemonsn Art

~ SR o lwaysfrce

@ Q ToP -

@« Q ToP




GET INVOLVED

SEE MO & MAUREEN
SAVE THE DATE FOR TOWN HALL MEETINGS

TUESDAY, APRIL4: 10AM /2 PM
THURSDAY, APRIL 6: 3:30 PM



THANK YOU TO OUR
PACKAGE SPONSORS

Contemporary

the Houston
Museum of

HOUSTON (@) =< M 1 £ \ H
The Museum of Fine Arts, Houston

Arts Museum
Houston

natural science




HOLLY
CLAPHAM-
ROSENOW

CHIEF MARKETING OFFICER

Houstonfirst.
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VACATION PURSUITS



More Houston visitors
come to see friends
and relatives

than the average

US travelers




t because

Houston isn't a
“tourist town.

IS IS NO

L
—




This Is not because
Houston isn't a
“tourist town.”

It's because

Houston Is

the most diverse city in
America.
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Lone Star State Metro Areas Lead U.S. in Population Gain

Numeric Population Change

from July 1, 2014 to July 1, 2015

Houston, TX NN 159,083

Dallas-Fort Worth, TX I 144,704
Atlanta, GA 95,431

Phoenix, AZ 87,988

New York, NY-NJ-PA 87,186

Los Angeles, CA 85,671

Miami, FL 75,231

Washington, DC-VA-MD-WV 63,793
Seattle, WA 60,714

Orlando, FL 60,409

San Francisco-Oakland, CA 60,152
Denver, CO 58,474

Tampa-St. Petersburg, FL 57,412
Austin, TX I 57,395

San Antonio, TX NN 51,285
Riverside-San Bernardino, CA 50,444
Charlotte, NC-SC 47,186

Las Vegas, NV 45,655

Portland, OR-WA 40,621

Nashville, TN 36,435

Harris County

| 4.1 |

1990 2000

(N-2.618,190) (N-3.400.578) (N=4.002 450}

B Asians and Others

Thirty-Five Years of the Kinder Houston Area Survey:

Fort Bend County

ol '

Montgomery County
1.0 25 3.9

1990 2000
=182 201)

2010

(N=ALS, 740)

1990 2000 2010
D225421)  (N-IS4ASD)  (N=585375)

2010
(N=290,708)

Latinos M Blacks M Anglos

¢

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)

Houston Houston Houston
Visitors & Visitor & Visitor &

Houston ouston Houston Houston
Visitors Vjsitors Ls Visitors Ls Visitors Bz
Total dvernight Day Trip Overnight

All US
Travelers Houston DFW/Austin/ San NY/Chicago/

Residents Antonio Resident DC Resident*

PRIMARY TRIP PURPOSE

NET Leisure/Personal 80% 76% 100% 100% - 78% 79% 83%
Visit Friends/Relatives 43 48 66 50 - 52 53 55
g?gt:g::’me"t/ 14 14 18 21 - 10 11 12
Outdoor Recreation 8 5 6 7 - 5 3 14
NET Business 10 12 - - 100 7 9 14
Personal Bs/Other 10 12 13 8 6
FRIMAKY MUDLC

% Own Auto/Truck 74% 74% 75% 88% 52% 92% 88% 18%
% Air Travel 13 14 14 7 36 2 2 65
% Rental Car 6 6 6 3 10 2 6 13

% Other 7 6 5 2 2 4 4 4



+5% NORM

Houston
All US

CY 2016 Visitors

Travelers

Total
PRIMARY TRIP PURPOSE

+10% NORM

CY 2015

PRIMARY TRIP PURPOSE

All US

Travelers

Houston
Visitors
Total

+2% NORM

NET Leisure/Personal 80% 76% NET Leisure/Personal 78% 76%
Visit Friends/Relatives 43 48 Visit Friends/Relatives 42 52
E.ntertainment/ 14 14 Entertainment/ 13 g
Sightsee Sightsee

Outdoor Recreation 8 5 Outdoor Recreation 8 3
NET Business 10 12 NET Business 11 11
Personal Bs/Other 10 12 Personal Bs/Other 11 14
PRIMARY MODE PRIMARY MODE

% Own Auto/Truck 74% 74% % Own Auto/Truck 74% 76%
% Air Travel 13 14 % Air Travel 14 14
% Rental Car 6 6 % Rental Car 5 7
% Other 7 6 % Other 7 3

All US Houston
CY 2014 Visitors
Travelers
Total
PRIMARY TRIP PURPOSE
NET 75% 62%
Leisure/Personal
Visit Friends/Relatives 40 42
E.ntertamment/ 11 6
Sightsee
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




+5% NORM

Houston
All US

CY 2016 Visitors

Travelers

Total
PRIMARY TRIP PURPOSE

+10% NORM

CY 2015

PRIMARY TRIP PURPOSE

All US

Travelers

Houston
Visitors
Total

+2% NORM

NET Leisure/Personal 80% 76% NET Leisure/Personal 78% 76%
Visit Friends/Relatives 43 48 Visit Friends/Relatives 42 52
E.ntertainment/ 14 14 Entertainment/ 13 g
Sightsee Sightsee

Outdoor Recreation 8 5 Outdoor Recreation 8 3
NET Business 10 12 NET Business 11 11
Personal Bs/Other 10 12 Personal Bs/Other 11 14
PRIMARY MODE PRIMARY MODE

% Own Auto/Truck 74% 74% % Own Auto/Truck 74% 76%
% Air Travel 13 14 % Air Travel 14 14
% Rental Car 6 6 % Rental Car 5 7
% Other 7 6 % Other 7 3

All US Houston
CY 2014 Visitors
Travelers
Total
PRIMARY TRIP PURPOSE
NET 75% 62%
Leisure/Personal
Visit Friends/Relatives 40 42
E.ntertamment/ 11 6
Sightsee
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




PURPOSE OF VISIT

% ENTERTAINMENT & SIGHTSEE

2008 2009 2010 2011 2012 2013 2014 2015 2016

—US Average —Houston



ADVENTURE SEEKERS

HOUSTON

— 19 CALIiING—




ACTIVITIES BY WAVE

ACTIVITIES MENTIONED (2+%)

17 20
FAMILY Visit Visit Family
ACTIVITIES/ Rela- Friends Reunion

REUNIONS tives

21
18 128 0 5
6 6 1,64 6,35
e e
ART/ Museums  Historic Musical Art
CULTURE Sites/ Perform/  Galleries
Churches Show
20
15 15 13 15 13 15
8887 546 4 10
L S .
NATURE/ Beach Zoos/ SIGHT-
OUTDOOR Aquarium SEEING

Q1

1

5, 4

]

27

Q2 mQ3 mQ4
27
22
18 18 1317 4317 .
Co. —— i
Shopping Fine Theme Wine Night- Casino/
TAIN- Dining Park Taste/ club/ Gaming
MENT Tour Dancing
20
141 0gm12 10 s s
1224 3424 2o0mm? 4 4 9 031 2221 3 ;21
C — — . R - e ——
Musical Theatre/ SPORTS/ Pro Fishing Motor ATV/ Hunting
Theatre Drama REC Sports Sports Four-
Wheeling
13 g g 13 ; 12 g
4 3 5.6646556143 0021
mellEENe—
Urban Rural PARKS/ State ADVEN- Raft/
GARDENS Parks/ TURE Kayak/
Rec SPORTS etc

Special
Events

2 522

Golf

21 21 21

NONE
OF
THESE



VACATION PURSUITS
VARY BY SOURCE MARKET

Houston Visitors CY All Houston Visitors Visitors From  Visitors From San Visitors From Visitors from
2015 Visitors From DFW Houston Antonio/Austin Other Texas Outside Texas
Base: 784 128 141 109 135 271
Visiting relatives 37% 43% 22% 37% 46% 38%
Shopping 23 29 19 15 23 25
Visiting friends 18 33 10 26 15 15
Fine dining 18 20 17 8 20 21
Urban sightseeing 10 13 8 6 4 14
Museums 9 8 7 3 4 15
Historic sites/ Churches 9 6 6 1 8 16
Rural sightseeing 8 7 7 2 6 13
Beach 6 11 3 4 4 9
Family reunion 6 2 5 5 2 10
Zoos 4 4 4 3 3 6
Theme park/ Amusement 4 6 5 - 2 5
Nightclubs/ Dancing 4 9 3 4 1 4
Gardens 4 6 4 3 2 5
Musical performance 4 3 4 - 4 5
Fishing 4 4 3 3 5 5
State park/monuments, etc. 4 5 3 5 2 4
Special events/ festivals 3 9 1 4 2 2






VISITIIIIIISTI]NW[B 2016

VISITHOUSTON.COM

B 41

ALOOZA COM
693,569

TON.COM
466,495

n 2016

uuuuu

GRBHOUSTON.COM -
258,496 =
MYGAYHOUS !

Vi

5,288

-Bﬂmw.%

HOUSTONFIRST.COM
41,026

11,030
OV
4367

digital ppquasts

COMICPALOOZA.COM
HOUSTONFILHCOMMISSION.COM =
GREHOUSTON.CON [
HOUSTONFIRST.COM 3
HOLAHOUSTON.COM

n ner HYGAYHOUSTON.COM

Sw ree. Google Analyba, Imy I 20!6 D«MM 31,2016

Curtain Call
emailJubscribers IR overall DEryear

TOTAL VISITOR SPENDING EXTENDED BY WEBSITE

$19,388,987

INCREMENTAL ROOM NIGHTS GENERATED BY WEBSITE
‘ 206,622

ree: Destinavon Analysts 2016 VasitReustoncom Intercept Stedy




TYPE OF WEBSITE VISITOR

I’'m visiting or considering visiting Houston and I'm 51.4%

A

Friends and family are visiting and I'm looking for | ' 29.8%

things to do
- - Iﬁ.s;o
I'm moving or relocatlng to Houston

I'm planning, or helping to plan, a reunion and ' 7.1%
looking for options and activities

o TM VISItiNg this WeDsite TOOKINg ToT market
research or statistical information

I'm a member or interested in becoming a member 4.0%
of the GHCVB
I'm a student/educator doing research for a 3.3%
school-related project
. - - 3.0%
I'm a meeting, event or wedding planner
I'm a journalist/writer visiting this site for business 1.4%
reasons
0,
I'm a travel agent/tour operator l 1.0% )
4 / /

0% 20% 40% 60%



TYPE OF WEBSITE VISITOR

) ! /L
I’'m visiting or considering visiting Houston and I'm l 51_4°‘

29.8% 0
things to do : ' ° +3-3 A) YOY
I'm moving or relocating to Houston ﬂq':;o ‘

I'm planning, or helping to plan, a reunion and ] l 7.1% + 3 % Y O Y

N

Friends and family are visiting and I'm looking for

looking for options and activities

o T'M VISItiNg this WeDbsIte TOOKINg Tor market o 2w 0
research or statistical information
I'm a member or interested in becoming a member l 4.0%
of the GHCVB .
I'm a student/educator doing research for a 3.3%
school-related project
. - - 3.0%
I'm a meeting, event or wedding planner
I'm a journalist/writer visiting this site for business 1.4%
reasons
1.0%
I'm a travel agent/tour operator i ° )
) 4 // S e

0% 20% 40% 60%



TYPE OF TRAVEL TO HOUSTON

PRE-TRIP POST-TRIP

|

24.7% -
I Visit friends/family 30.0%

24.3% ‘
l Vacation 21.2%

Vacation

Visit friends/family

11.7%

J

Weekend getaway £L7% Attend an event

' 9.4%
Attend an event Weekend getaway
Business travel l 5.3% Conference/group meeting

Conference/group meeting l 4.5% Business travel || e
2.8% .
Attend a personal event ' Medical procedure I s

11.2%

a

Attend a personal event

Medical procedure 1.9% |
' 0.2% Government travel 1 0.5%
Government travel | . 37%
Other | 5'2%/ J ) - p Z ‘/ S
- - - " 0% 10% 20% 30% 0%

0% 10% 20% 30%



TYPE OF TRAVEL TO HOUSTON

PRE-TRIP

POST-TRIP

+3.1%

Visit friends/family

30.0%

|

Pl
24.7%
Vacation '
Visit friends/family ' 24.3%
Weekend getaway 2.7%
Attend an event ' g.4%
Business travel l 5.3%
Conference/group meeting l 4.5%
2.8%
Attend a personal event I
Medical procedure l 1.9%
Government travel ' 0.2%
Other 5'2%,
4 /
¥ v ¥ g
0% 10% 20% 30%

Vacation
Attend an event

Weekend getaway

Conference/group meeting

Business travel

Medical procedure

Attend a personal event

Government travel

Other

21.2%

11.7%

l

11.2%

.mJ
g2 8
8

%
o

30%

+5.2%










SCHEDULE

10:40 - 11:00 BREAK

11:00 - 11:50 MORNING BREAKOUT SESSIONS
12:00 - 1:50 LUNCH & GHCVB ANNUAL MEETING
2:10-3:10 AFTERNOON BREAKOUT SESSIONS
3:10-3:30 BREAK

3:30-4:30 AFTERNOON BREAKOUT SESSIONS

4:30 - 6:00 NETWORKING RECEPTION & RAFFLE




