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Year-End MCCVB Scorecard
July 1, 2014 - June 30, 2015

-Investment-

Annual

City Investment

$138,780

-Economic Benefit-

Group Sales & Services:
Groups Booked:
Group Room Nights:

OVERALL Economic Impact of Bookings:

Sales Generated:
Jobs Supported by Group bookings:

Transient Occupancy Tax Generated:

Marketing & Communications:
“GLBTM” Campaign Room Nights:
Booking.com Room Nights:
Economic Impact of Activity:
“GLBTM” Campaign:

Booking.com Room Revenue:
OVERALL Incremental Spending:

Visitor Services:
Monterey Visitor Center
Incremental Room nights influenced:

Economic Impact of Room nights:

12
587
$336,014
$565274
187
$21,849

29,104
106

$1,456,161
$19,663
$11,475,824

10,057
$3,258,468

Total Economic Impact generated by
MCCVB Activities: $15.070,306

Return on Investment: 5108:1

\

2014-15 Year in Review:

For the 2014-15 year, the MCCVB collaborated with the City of Carmel-by-the-Sea and the Carmel
Chamber of Commerce to maximize marketing and sales strategies for the City.

In terms of the culinary scene in Carmel-by-the-Sea, local chefs were featured in the holiday promotion
and recipe book, “The 12-Flavors of Monterey.” Also, Aubergine Sommelier, Nathaniel Munoz traveled
with the MCCVB on the culinary ‘pop-up’ series in Dallas to showcase Monterey on a culinary stage to
meeting planners.

Our Tour & Travel team highlighted many aspects of Carmel-by-the-Sea to our burgeoning
international traveler market with a successful trip to China for 3 days of appointments in Shanghai,
Guangzhou and Hangzhou. The team networked with senior industry staff, attended presentations and
introduced Carmel-by-the-Sea as an ideal destination to travel industry decision makers.

Our 2015 Customer Advisory Board took place in March and was hosted by the La Playa Hotel - giving
meeting planners a warm welcome to the destination and a special glimpse into Carmel-by-the-Sea.

Carmel-by-the-Sea is a favorite stop on the visiting media itineraries. MCCVB hosted 43 media FAMS in
the City this fiscal year and secured $17,151,859 of earned media promoting Carmel-by-the-Sea. As the
fiscal year ends, we look forward to continuing our great partnership with the City of Carmel-by-the-
Sea next year.

)

2014 Carmel-by-the-Sea Travel
Impacts:

Transient Occupancy Tax Report:

TOT Revenue: $5,588,528

isi - % of TOT h: 8.36%
Visitor Spending: 6 of TOT growth: 8.36%

$214mm
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Earnings: 5
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$8.5mm

Monterey County Convention & Visitors Bureau | 787 Munras Avenue, Suite 110 | Monterey, CA 93940 | 831.657.6400 | www.SeeMonterey.com
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Activity Report

Earned Media Equivalency: $17,151,859
Media FAM trips hosted in Carmel-by-the-Sea: 43
SeeMonterey.com Unique Visitors:

Carmel-by-the-Sea web pages total views: 81,759
Carmel-by-the-Sea web pages total clicks: 29,180

Recent Blog Posts Highlighting Carmel-by-the-Sea:

Monterey’s Photo of the Week 4/2

Things to Do in Monterey This Weekend

Life in the Slow Lane at the Monterey Bay Aguarium

May was Made for Festivals in Monterey Count

Mother’s Day Brunches in Monterey County

Things to Do in Monterey This Weekend April 10-12, 2015
Things to Do in Monterey This Weekend April 17-19, 2015
Best Places to Carbo Load before a Race in Monterey Count
Things to Do in Monterey This Weekend May 1-3, 2015
Things to Do in Monterey This Weekend: May 8-10, 2015
Things to Do in Monterey This Weekend: May 15-17 2015
Best 4th of July Events in Monterey County

Grapes, Hops & Shots: A Pick Your Poison Guide to

What's Tasty & Trendy in Monterey Count

Things to Do in Monterey This Memorial Day Weekend: May 22-25, 2015

Monterey’s Photo of the Week 5/21

Things to Do in Monterey This Weekend: May 29-31, 2015
Things To Do in Monterey this Weekend: June 5-7, 2015
Things To Do in Monterey this Weekend: June 19-21, 2015
Things To Do in Monterey this Weekend: June 26-28, 2015
10 Secret Gardens in Monterey County

MCCVB Media Relations Highlights:

Austin Fit Magazine ran the article “5
Destinations to Add to Your Bucket List this
Summer” and highlighted Carmel-by-the-
Sea. This article details activities to do and
places to see, eat and stay while in Monterey
County - including two images. It specifically
highlighted Aubergine at L’Auberge, the
Wine Walk Passport, La Playa Hotel and the
Lamp Lighter Inn. The publication has an
advertising equivalency of $19,050 and has a
circulation of 23,000 with over 106,000

Oy

unigue monthly visitors. foa

San Mateo County Times published a story
titled “On a Mission to See State’s Historic

R,

"""-n O sty

Sites” where, over the course of a year,
journalist Maggie Espinsoa trekked to 21
missions - all on foot. In her story, the
Mission San Carlos and Carmel Mission
were featured. The publication has an

advertising equivalency of $35,154 and has a| [

circulation of 25,000.

The Bay Area Reporter featured an article
“Experience the Unexpected in Monterey’s a
Carmel Valley.” The Carmel area was -
mentioned as a diamond in the rough,
offering luxury, a plethora of outdoor
adventures, and unique culinary and winery
experiences. Local areas highlighted in this
piece include Katy’s Place, Grasings, the
Carmel Wine Walk, and the Cypress Inn. The
publication has an advertising equivalency of
$2,790 and has a circulation of 29,000.

BAYAREA REPOR’I‘ER

Serving the gay, lesbian, bisexual and transgender communities sin

About
Latest Blogs | Man robbed in latest incidant near Dolores Park - M.

i Meather Cassell
———

News Opinion Arts

erience the unexpected
onterey's Carmel Valley

“" See Monterey
tom
e
N

We think a trip to Canmel Beach Is in store

Monterey's Photo of the Week | Blog Monterey

Every week we pick a newly submitted photo from the Flickr Group See Monterey-
Beautiful Photos M:m!eve ty This week's winner is Carmel City.

G128 3



http://www.seemonterey.com/blog/post/2015/5/Monterey-s-Photo-of-the-Week/5740/
http://www.seemonterey.com/blog/post/2015/31/Things-To-Do-in-Monterey-this-Weekend-April-3-5-2015/5770/
http://www.seemonterey.com/blog/post/2015/3/-Life-in-the-Slow-Lane-at-the-Monterey-Bay-Aquarium/5766/
http://www.seemonterey.com/blog/post/2015/7/May-was-made-for-Festivals-in-Monterey-County/5773/
http://www.seemonterey.com/blog/post/2015/7/Best-Mother-s-Day-Brunches-in-Monterey-County-2015/5774/
http://www.seemonterey.com/blog/post/2015/8/Things-To-Do-in-Monterey-this-Weekend-April-10-12-2015/5772/
http://www.seemonterey.com/blog/post/2015/15/Things-To-Do-in-Monterey-this-Weekend-April-17-19-2015/5776/
http://www.seemonterey.com/blog/post/2015/17/Best-Places-to-Carbo-Load-before-a-Race-in-Monterey/5785/
http://www.seemonterey.com/blog/post/2015/22/Things-To-Do-in-Monterey-this-Weekend-May-1-3-2015/5788/
http://www.seemonterey.com/blog/post/2015/6/Things-To-Do-in-Monterey-this-Weekend-May-8-10-2015/5789
http://www.seemonterey.com/blog/post/2015/13/Things-To-Do-in-Monterey-this-Weekend-May-15-17-2015/5794/
http://www.seemonterey.com/blog/post/2015/14/Best-4th-of-July-Events-in-Monterey-2015/5799/
http://www.seemonterey.com/blog/post/2015/18/Grapes-Hops-Shots-A-Pick-Your-Poison-Guide-to-What-s-Tasty-Trendy-in-Monterey-County/5800/
http://www.seemonterey.com/blog/post/2015/18/Grapes-Hops-Shots-A-Pick-Your-Poison-Guide-to-What-s-Tasty-Trendy-in-Monterey-County/5800/
http://www.seemonterey.com/blog/post/2015/6/Things-To-Do-in-Monterey-this-Weekend-May-8-10-2015/5789
http://www.seemonterey.com/blog/post/2015/21/Monterey-s-Photo-of-the-Week/5795/
http://www.seemonterey.com/blog/post/2015/27/Things-To-Do-in-Monterey-this-Weekend-May-29-31-2015/5804/
http://www.seemonterey.com/blog/post/2015/3/Things-To-Do-in-Monterey-this-Weekend-June-5-7-2015/5810/
http://www.seemonterey.com/blog/post/2015/17/Things-To-Do-in-Monterey-this-Weekend-June-19-21-2015/5816/
http://www.seemonterey.com/blog/post/2015/17/Things-To-Do-in-Monterey-this-Weekend-June-26-28-2015/5822/
http://www.seemonterey.com/blog/post/2015/29/10-Secret-Gardens-in-Monterey-County/5827/

Monterey County Convention & Visitors Bureau
MCCVB's VISION
Inspire the world to experience our extraordinary destination
MCCVB's MISSION

Drive business growth through compelling marketing and targeted sales initiatives that maximize the benefits of tourism to our guests, members,
and community

Explaining the Scorecard:

Groups Booked: Refers to the number of groups who booked a meeting.

Group Sales Overall Economic Impact: Refers to the total spending for the groups booked in this jurisdiction for the time period listed.
Incremental Spending: Refers to the visitor spending caused by MCCVB programs.

Earned Media: Refers to the value of publicity gained through promotional efforts other than advertising, as opposed to paid media, which refers
to publicity gained through advertising.

Clicks: The process of a visitor clicking on a web page link or advertisement and going to another Web page. The click rate measures the amount
of times a link is clicked versus the amount of times it's viewed.

VIC: The abbreviation for the Monterey Visitor Information Center at Lake El Estero.

GLBTM: The abbreviation of the MCCVB’s Brand Campaign, “Grab Life by the Moments.” Twice a year the MCCVB produces a study with the
economic impact of the campaign.

MCCVB Board and Advisor representatives from Carmel-by-the-Sea:

Lisa Dias, Director Monta Potter, Advisor
Chief Operating Officer Chief Executive Officer
Mirabel Hotel & Restaurant Group Carmel Chamber of Commerce
Phone: 831-622-5903 Phone: 831-624-2522 ext. 203
Email: |dias@laubergecarmel.com Email: monta@carmelcalifornia.org
2014-2015 Revenue Jurisdiction Investment 2014-2015 Expenditures
2014-2015
$329,423
m Carmel-by-the-Sea
= Jurisdiction = City of Monterey - g‘g;‘;m”n?m fone
Investment = County of Monterey
u TID/HID = Del Rey Oaks u Sole_s and Group
Services
= Marina
Private » Pacific Grove = Membership
= Salinas
Total Revenue = Sand City m Visitor Services
$6,697,843 Seaside
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Year-End Scorecard
July 1, 2014 - June 30, 2015

-Investment-

Annual
$47,622

City Investment

-Economic Benefit-

Group Sales & Services:
Groups Booked: 2

Group Room Nights: 69
Overall Economic Impact of Bookings: $29,194
Additional Economic impacts include:

Sales Generated: $49,160
Jobs Supported by Groups booking: 21
Transient Occupancy Tax Generated: $1,809
Marketing & Communications:

“GLBTM” Campaign Room Nights: 12,935
Booking.com Room Nights: 23
Economic Impact of Activity:

“GLBTM” Campaign: $5,091,627
Booking.com Room Revenue: $3,782

OVERALL Incremental Spending generated: $5,095,409

Visitor Services:

Monterey Visitor Center

Incremental Room nights influenced:
Economic Impact of Room nights:

596
$193,104

Total Economic Impact generated
by MCCVB Activities: $5.317.707

\_ Return on Investment YTD: §111:1

)

2014-15 Year in Review:

For the 2014-15 year, MCCVB collaborated with the City of Marina and the Marina
Economic Development Coordinator to maximize marketing and sales strategies for
the City.

Early in the year, the MCCVB team met with City representatives to discuss the 2015
Visitor Guide and increase Marina’s presence on the SeeMonterey.com website. The
team also worked together to get all restaurants in Marina listed on
SeeMonterey.com to increase the destination’s appeal to visitors.

Marina is a favorite stop on visiting media itineraries and the MCCVB media relations
team secured $2.87MM of earned media promoting Marina. In May, the MCCVB
hosted an Instagram FAM with social media influencers and brought two of them to
experience the adventure in Marina. We look forward to continuing our partnership
with the City of Marina next year and growing the City’s Tourism economy.

)

2014 Marina Travel TOT Revenvue:
Impacts: Q4: $546,459 Year-end: $1,997,328
% of TOT growth:
_— . Q4: 49.6% Year-end: 42%
Visitor Spending: “w/o measure N for 13-14/14-15
103mm
$ $3,000
H ﬁ
Earnings: g
$42mm é I I N,
$1,500 | [ |
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959 Q2
I I I I e
Local Taxes: $0
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Monterey County Convention & Visitors Bureau | 787 Munras Avenue, Suite 110 | Monterey, CA 93940 | 831.657.6400 | www.SeeMonterey.com




Activity Report

Earned Media Equivalency: $2,872,549
SeeMonterey.com Unique Visitors:

Marina web pages total views: 26,294
Marina web pages total clicks: 5,478

Recent Blog Posts highlighting Marina:

Top 5 Places to See Wildflowers in Monterey County

Best Places to Carbo L oad before a Race in Monterey County

Things to Do in Monterey This Weekend: May 8-10, 2015
Things to Do in Monterey This Weekend: May 29-31. 2015
Things To Do in Monterey this Weekend: June 5-7, 2015

MCCVB Social Media and Media Relations
Highlights:

The MCCVB promoted the 11th Blackhorse
Calvary to celebrate the 5th Annual Fort Ord
Warhorse Day at Marina's Equestrian Center
Park. Pictures and write-ups featured the
Cavalry horsemanship, Civil War field artillery,
history talks, petting zoo, historical
blacksmith, flash museum, bike rides, vintage _
military vehicles and more.

In May, the Sunday Press Democrat ran an
article called “Exploring the Monterey
Peninsula” that highlighted Marina. This article
touches on the unigue personalities of the
Monterey Peninsula and how each city is
special and unigue. The piece talks about how
peninsula accommodations span every
conceivable style and price point. Members
that received a mention in the roundup
included the budget hotels of Marina. The
publication has an advertising equivalency of
$27,508 and has a circulation of 53,181.

The MCCVB posted on the SeeMonterey
Facebook page a link titled “What Would You
Rather Do Here: Surf, Whale Watch or Hang
Glide?” promoting Marina State Beach. The
post received over 500 “likes” and was
shared nearly 100 times, a great example of
the MCCVB'’s social media presence.

i See Monterey

Hold tight everyone. the weekend is almost here! Head to Monterey and
enjoy Language Day at the Presidio of Monterey, Fort Ord Warhorse Day
or a Mother's Day Brunch

Things To Do in Monterey this Weekend: May 8-10,
2015 | Blog Monterey
Friday The Defense Language Institute opens its doors for a unique opportunity to

explore a variety of foreign languages. Language Day is organized
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http://www.seemonterey.com/blog/post/2015/6/Top-5-Places-to-See-Wildflowers-in-Monterey-County/5771/
http://www.seemonterey.com/blog/post/2015/17/Best-Places-to-Carbo-Load-before-a-Race-in-Monterey/5785/
http://www.seemonterey.com/blog/post/2015/6/Things-To-Do-in-Monterey-this-Weekend-May-8-10-2015/5789
http://www.seemonterey.com/blog/post/2015/27/Things-To-Do-in-Monterey-this-Weekend-May-29-31-2015/5804/
http://www.seemonterey.com/blog/post/2015/3/Things-To-Do-in-Monterey-this-Weekend-June-5-7-2015/5810/

Monterey County Convention & Visitors Bureau
MCCVPB’s VISION

Inspire the world to experience our extraordinary destination
MCCVB’s MISSION

Drive business growth through compelling marketing and targeted sales initiatives that maximize the benefits of tourism to our guests, members,
and community

Explaining the Scorecard:

Groups Booked: Refers to the number of groups who booked a meeting.

Incremental Spending: Refers to the visitor spending caused by MCCVB programs.

Earned Media: Refers to the value of publicity gained through promotional efforts other than advertising, as opposed to paid media,
which refers to publicity gained through advertising.

Clicks: The process of a visitor clicking on a web page link or advertisement and going to another Web page. The click rate
measures the amount of times a link is clicked versus the amount of times it's viewed.

VIC: The abbreviation for the Monterey Visitor Information Center at Lake El Estero.

GLBTM: The abbreviation of the MCCVB’s Brand Campaign, “Grab Life by the Moments.” Twice a year the MCCVB produces a study with the
economic impact of the campaign.

MCCVB Board and Advisor representatives from Marina:
Marilyn Lidyoff, Advisor

Economic Development Coordinator

City of Marina

Phone: (831) 884-1211

Email: mlidyoff@marina.ca.us

2014-2015 Revenue Jurisdiction Investment 2014-2015 Expenditures
2014-2015
$329,423
o = Carmel-by-the- = Marketing

® Jurisdiction Sea Communications
Investment = City of Monterey

= TID/HID u Sales and Group

Services
= County of

Private Monterey = Membership

m Del Rey Oaks
m Visitor Services

Total Revenue
$6,697,843

= Marina
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Year-End Scorecard 2014-15 Year in Review:
July 1, 2014 - June 30, 2015
Investment Annual For the 2014-15 year, MCCVB collabor_ated with the City of Pacific Grov_e and the Pa‘cific
Y Y= — $88.832 Grove Chamber of Commerce to maximize marketing and sales strategies for the City.
HID Contribution $293,986 In terms of the culinary scene in Pacific Grove, local chefs were featured in the holiday
Total $382,818 promotion and recipe book, “The 12-Flavors of Monterey.” Jennini chef Jeffrey Weiss
. . traveled with the MCCVB on the culinary ‘pop-up’ series in Seattle and Dallas to
-Economic Benefit- showcase Monterey on a culinary stage to potential meeting planners.
Group Sales & Services:
Groups Booked: 17 This year, the MCCVB launched a new content marketing strategy and in doing such,
Group Room Nights: 7,891 organized a Content Marketing Workshop at the Pacific Grove Museum of Natural
Overall Economic Impact of Bookings: $4,011,767 History. This informative get-together provided members with strategies on how to
Sales Generated: $6,710,003 amplify their content and the destinations message on social and digital media which
Jobs Supported by Group bookings: 1397 created tremendous value for attendees by using a collaborative process to market
Transient Occupancy Tax Generated: $200,622 Monterey County.
Marketing & Communications: We look forward to continuing our great partnership with the City of Pacific Grove next year.
“GLBTM” Campaign Room Nights: 19,403
Booking.com Room Nights: 363 2014 Pacific Grove Travel Impacts: Transient Occupancy Tax Report:
Economic Impact of Activity: TOT Revenue:
GLBTM" Campaign: $7637.441 Visitor Spending: Q4: $944,978  VYear-end: $3,638,529
Booking.com Room Revenue: $55,207 % of TOT growth:
OVERALL Incremental Spending generated: $7,692,648 $150mm Q4 13% Year-end: 15.27%
Visitor Services: Earni .
Monterey Visitor Center arnings:
Incremental Room nights influenced: 9,605 3 Q4
Economic Impact of Room nights: $3,112,020 $61mm $$3.500
o
Employment: = .3
Total Economic Impact generated 1,393 $2.000 -
by MCCVB Activities: 514,816,435 Q2
Local Taxes
o - $500 -
Return on Investment: $38:1 $5.8mm 1 11121213 1314 1415 .
o ) o

Monterey County Convention & Visitors Bureau | 787 Munras Avenue, Suite 110 | Monterey, CA 93940 | 831.657.6400 | www.SeeMonterey.com
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Activity Report

Earned Media Equivalency: $6,787,563
SeeMonterey.com Unique Visitors:

Pacific Grove web pages total visits: 62,450
Pacific Grove web pages total clicks: 19,083

Recent Blog Posts Highlighting Pacific Grove:

Things to Do in Monterey This Weekend

Top 5 Places to See Wildflowers in Monterey Count

May was Made for Festivals in Monterey Count

Mother’s Day Brunches in Monterey County

Things to Do in Monterey This Weekend April 10-12, 2015

Things to Do in Monterey This Weekend April 17-19, 2015

"The Language Capital of the World®" in Monterey, CA: May 2-3, 2015

Best Places to Carbo Load before a Race in Monterey Count
Things to Do in Monterey This Weekend April 24-26, 2015
Monterevy’s Photo of the Week 4/2

Things to Do in Monterey This Weekend May 1-3, 2015
Things to Do in Monterey This Weekend: May 8-10, 2015
Things to Do in Monterey This Weekend: May 15-17 2015
Best 4th of July Events in Monterey County

Things to Do in Monterey This Weekend: May 29-31, 2015
Monterey’s Photo of the Week 5/28

Things to Do in Monterey this Weekend July 12-14, 2015
Things To Do in Monterey this Weekend: June 19-21, 2015
Things To Do in Monterey this Weekend: June 26-28, 2015
10 Secret Gardens in Monterey County

MCCVB content workshop in Pacific Grove

MCCVB Media Relations Highlights:

Journal Du Golf, a popular French outlet
featured an article in April with the headline
“California Dream” that focused on Monterey
County’s golf scene. This piece highlighted
the top spots to play golf and must see
attractions throughout the county and
featured Pacific Grove Golf Links and
Passion Fish. The publication has an
advertising equivalency of $336,330 and has
a circulation of 54,000.

Prime Living Online featured an article “A
Foodie’'s California Dream” in May. The piece
included nine images and specific

mentions of Passionfish and Jeninni Kitchen
+ Wine Bar. Additionally, the article refers to
the region as the “Salad Bowl of the World”
and links to the SeeMonterey website. The
publication has an advertising equivalency of
$6,000 and has 176,000 unique monthly
visitors. W

uietbe o
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Internet giant Yahoo! News published an -
online article entitled “See This, Skip That: e
California Road Trip” that highlighted Pacific = =
Grove’s spectacular seaside setting. Aside

from breathtaking ocean views (and the not-
so-rare whale sighting), the article touched

on boutigues, galleries and gourmet food
shops, many of them family-owned. Pacific
Grove was also highlighted as the starting

point of the world-famous 17-Mile Drive. The
publication has an advertising equivalency of
$589,104 and has 25,509,357unigue monthly
visitors.



http://www.seemonterey.com/blog/post/2015/31/Things-To-Do-in-Monterey-this-Weekend-April-3-5-2015/5770/
http://www.seemonterey.com/blog/post/2015/6/Top-5-Places-to-See-Wildflowers-in-Monterey-County/5771/
http://www.seemonterey.com/blog/post/2015/7/May-was-made-for-Festivals-in-Monterey-County/5773/
http://www.seemonterey.com/blog/post/2015/7/Best-Mother-s-Day-Brunches-in-Monterey-County-2015/5774/
http://www.seemonterey.com/blog/post/2015/8/Things-To-Do-in-Monterey-this-Weekend-April-10-12-2015/5772/
http://www.seemonterey.com/blog/post/2015/15/Things-To-Do-in-Monterey-this-Weekend-April-17-19-2015/5776/
http://www.seemonterey.com/blog/post/2015/16/-The-Language-Capital-of-the-World-Cultural-Festival-in-Monterey-CA-May-2-3-2015-/5779/
http://www.seemonterey.com/blog/post/2015/17/Best-Places-to-Carbo-Load-before-a-Race-in-Monterey/5785/
http://www.seemonterey.com/blog/post/2015/22/Things-To-Do-in-Monterey-this-Weekend-April-24-26-2015/5781/
http://www.seemonterey.com/blog/post/2015/22/Monterey-s-Photo-of-the-Week/5782/
http://www.seemonterey.com/blog/post/2015/22/Things-To-Do-in-Monterey-this-Weekend-May-1-3-2015/5788/
http://www.seemonterey.com/blog/post/2015/6/Things-To-Do-in-Monterey-this-Weekend-May-8-10-2015/5789
http://www.seemonterey.com/blog/post/2015/13/Things-To-Do-in-Monterey-this-Weekend-May-15-17-2015/5794/
http://www.seemonterey.com/blog/post/2015/14/Best-4th-of-July-Events-in-Monterey-2015/5799/
http://www.seemonterey.com/blog/post/2015/27/Things-To-Do-in-Monterey-this-Weekend-May-29-31-2015/5804/
http://www.seemonterey.com/blog/post/2015/28/Monterey-s-Photo-of-the-Week/5796/
http://www.seemonterey.com/blog/post/2015/10/Things-To-Do-in-Monterey-this-Weekend-June-12-14-2015/5814/
http://www.seemonterey.com/blog/post/2015/17/Things-To-Do-in-Monterey-this-Weekend-June-19-21-2015/5816/
http://www.seemonterey.com/blog/post/2015/17/Things-To-Do-in-Monterey-this-Weekend-June-26-28-2015/5822/
http://www.seemonterey.com/blog/post/2015/29/10-Secret-Gardens-in-Monterey-County/5827/

Monterey County Convention & Visitors Bureau
MCCVB's VISION
Inspire the world to experience our extraordinary destination
MCCVB's MISSION

Drive business growth through compelling marketing and targeted sales initiatives that maximize the benefits of tourism to our guests, members,
and community

Explaining the Scorecard:

Groups Booked: Refers to the number of groups who booked a meeting.

Incremental Spending: Refers to the visitor spending caused by MCCVB programs.

Earned Media: Refers to the value of publicity gained through promotional efforts other than advertising, as opposed to paid media,
which refers to publicity gained through advertising.

Clicks: The process of a visitor clicking on a web page link or advertisement and going to another Web page. The click rate
measures the amount of times a link is clicked versus the amount of times it's viewed.

VIC: The abbreviation for the Monterey Visitor Information Center at Lake El Estero.

GLBTM: The abbreviation of the MCCVB’s Brand Campaign, “Grab Life by the Moments.” Twice a year the MCCVB produces a study with the
economic impact of the campaign.

MCCVB Board and Advisor representatives from Pacific Grove:

Mairead Hennessy, Chair

District Manager, Northern CA leisure
ARAMARK/Asilomar Conference Center
Phone: 831-642-4201

Email: hennessy-mairead@aramark.com

Steve Thomas, Director
President

Thomas Brand Consulting
Phone: 831-920-1693

Email: Steve@Thomasbrandconsulting.com

Tom Frutchey, Advisor
City Manager

City of Pacific Grove

Phone: 831-648-3106

Email: tfrutchey@ci.pg.ca.us

2014-2015 Revenue

$329,423

m Jurisdiction
Investment

= TID/HID

Private

Total Revenue
$6,697,843

Jurisdiction Investment
2014-2015

m Carmel-by-the-Sea
= City of Monterey

= County of Monterey
m Del Rey Oaks

= Marina

= Pacific Grove
= Salinas

= Sand City

Seaside

2014-2015 Expenditures

® Marketing
Communications

m Sales and Group
Services

= Membership

m Visitor Services
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e

Year-End Scorecard 2014-15 Year in Review:
July 1, 2014 - June 30, 2015
=lnvestment- For the 2014-15 year, MCCVB collaborated with the City of Salinas to maximize marketing and
Annual sales strategies to promote the City to visitors.
City Investment $51,767 The MCCVB promoted South Monterey County including Salinas and Salinas Valley in May and
June with a new itinerary on SeeMonterey.com, a sweepstakes, and social media posts. The
-Economic Benefit- MCCVB launched the “Win a Trip to Steinbeck Country” sweepstakes highlighting all of the

amazing experiences in the Salinas Valley. The sweepstake’s goals were to showcase the Salinas

Group Sales & Services: o e , , , ,
Valley as a travel destination and highlight its unigue attributes (Pinnacles, Salad Bowl of the

Groups Booked: 3 . . ‘ - ) )
Group Room Nights: 233 World, Steinbeck history etc.), generate awareness of the Salinas Valley leveraging social media,
Economic Impact of Bookings: $126,590 generate social content, and generate database growth through sweepstakes sign-ups.

Sales Generated: $213,035 A . A . . i .
Jobs Supported by Group bookings: 46 Lastly, the MCCVB worked with the City of Salinas, and the Agriculture Commissioner’s office to

sponsor the Forbes AgTech Summit. The MCCVB team provided support to the VIP conference by

Transient Occupancy Tax Generated: $7,080 . . , . , - .
establishing housing services, microsite development, and pre and post itineraries to encourage

Marketing & Communications: attendees to stay longer in Monterey County.
“GLBTM” Campaign Room Nights: 42,039
Booking.com Room Nights: 81
E ic | f Activity: .
,(gf§?$3%8%22$;$ ctivity $16.547.788 2014 Salinas Travel Impacts: TOT Revenue:
Booking.com Room Revenue: $9,852 o . Q4: $503,%24f Year—end:hi$2,425,792
OVERALL Incremental Spending: $16,557,639 Visitor Spending: % of TOT growth:
Q4: 38.44% Year-end: 30.96%
Visitor Services: $336mm
Monterey Visitor Center $3,000
Incremental Room nights influenced: 272 Earnings:
Economic Impact of Room nights: $88,128
$136mm
$2,000 B Q4
. E : i)
Total Economic Impact mployment 3 I I I Q3
O
generated by MCCVB Activities: 3118 eyl B B E B
£ QI
$16‘772.357 Local Taxes:
Return on Investment: $323:1 $13.1mm $ LI__li

11-12 12-13 13-14 14-15

= )

Monterey County Convention & Visitors Bureau | 787 Munras Avenue, Suite 110 | Monterey, CA 93940 | 831.657.6400 | www.SeeMonterey.com



http://www.seemonterey.com/

Activity Report

Earned Media Equivalency: $4,019,482
SeeMonterey.com Unique Visitors:

Salinas web pages total visits: 52,600
Salinas web pages total clicks: 7,622

Recent Blog Posts Highlighting Salinas:

Top 5 Places to See Wildflowers in Monterey County
May was Made for Festivals in Monterey County

Things to Do in Monterey This Weekend April 24-26. 2015

Eat Your Way through History at the Steinbeck House in Salinas

201 Main: Home to Giorgio's. Ticino's and Meeting Spaces

Things To Do in Monterey this Weekend: June 5-7, 2015
10 Secret Gardens in Monterey County

to Steinbeck Country” sweepstakes.

On May 11, 2015, the MCCVB launched the “Win a Trip

MCCVB Media Relations Highlights:

Austin Fit Magazine ran the article “5
Destinations to Add to Your Bucket List
this Summer” and highlighted Salinas. This
article details activities and places to see,
eat and stay while in Monterey County -
and featured two images. It specifically
highlighted the River Road Wine Trail. The
publication has an advertising equivalency
of $19,050 and has a circulation of 23,000
with over 106,000 unigue monthly visitors.

The San Francisco Chronicle featured the
article “Eater’'s Eden” showcasing Salinas
Valley’s produce and Acosta Honey. The
publication has an advertising equivalency
of $91,980 and has a circulation of more
than 412,000.

Go.Huanqiu.com (China) ran the article
“Romance & Honey Moon in Monterey.”
This story highlighted the many romantic
things to do in this iconic destination and
mentioned the vibrant farms of Salinas as
a unique and unexpected place to enjoy
romantic meals and activities. The
publication has an advertising equivalency
of $72,581 and has over 45,000,000
unigue monthly visitors.

DESTINTIONS 1
THS SNHER

15 A S FEIU A N USRS R A R



http://www.seemonterey.com/blog/post/2015/6/Top-5-Places-to-See-Wildflowers-in-Monterey-County/5771/
http://www.seemonterey.com/blog/post/2015/7/May-was-made-for-Festivals-in-Monterey-County/5773/
http://www.seemonterey.com/blog/post/2015/22/Things-To-Do-in-Monterey-this-Weekend-April-24-26-2015/5781/
http://www.seemonterey.com/blog/post/2015/5/Eat-Your-Way-through-History-at-the-Steinbeck-House-in-Salinas-CA/5790/
http://www.seemonterey.com/blog/post/2015/8/201-Main-Home-to-Giorgio-s-Ticino-s-and-Expansive-Meeting-Spaces/5793/
http://www.seemonterey.com/blog/post/2015/3/Things-To-Do-in-Monterey-this-Weekend-June-5-7-2015/5810/
http://www.seemonterey.com/blog/post/2015/29/10-Secret-Gardens-in-Monterey-County/5827/

Monterey County Convention & Visitors Bureau
MCCVB's VISION
Inspire the world to experience our extraordinary destination
MCCVB’s MISSION

Drive business growth through compelling marketing and targeted sales initiatives that maximize the benefits of tourism to our guests, members,
and community

Explaining the Scorecard:

Groups Booked: Refers to the number of groups who booked a meeting.
Incremental Spending: Refers to the visitor spending caused by MCCVB programs.

Earned Media: Refers to the value of publicity gained through promotional efforts other than advertising, as opposed to paid media, which refers
to publicity gained through advertising.

Clicks: The process of a visitor clicking on a web page link or advertisement and going to another Web page. The click rate measures the amount
of times a link is clicked versus the amount of times it's viewed.

VIC: The abbreviation for the Monterey Visitor Information Center at Lake El Estero.

GLBTM: The abbreviation of the MCCVB’s Brand Campaign, “Grab Life by the Moments.” Twice a year the MCCVB produces a study with the economic impact of
the campaign.

MCCVB Board and Adyvisor representatives from Salinas:
Kimbley Craig, Advisor

Council Member

City of Salinas

Phone: 831.758.7201

Email: kimbleyc@ci.salinas.ca.us

2014-2015 Revenvue Jurisdiction Investment 2014-2015 Expenditures
2014-2015
$329,423
= Carmel-by-the-Sea .
s . = Marketing
m Jurisdiction = City of Monterey Communications
Investment = County of Monterey
= TID/HID = Sales and Group
/ = Del Rey Oaks Services
= Marina
Private = Pacific Grove = Membership
= Salinas
Total Revenue = Sand City = Visitor Services
$6,697,843 Seaside
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2014-2015

-

Year-End Scorecard
July 1, 2014 - June 30, 2015

-lnvesiment-

Annual

$63,002

City Investment

Group Sales & Services:

-Economic Benefit-

Groups Booked: 8

=

Group Room Nights: 1,093
Economic Impact of Bookings: $1,646,078
Overall economic impacts:

Sales Generated: $2.754,189
Jobs Supported by Groups booking: 706
Transient Occupancy Tax Generated: $87,738
Marketing & Communications:

“GLBTM” Campaign Room Nights: 22,636
Booking.com Room Nights: 100
Economic Impact of Activity:

“GLBTM” Campaign: $8,910,347
Booking.com Room Revenue: $14,660
OVERALL Incremental Spending: $8,925,007
Visitor Services:

Monterey Visitor Center

Incremental Room nights influenced: 6,464
Economic Impact of Room nights: $2,094,336

Return on Investment YTD: $200:1

Total Economic Impact
generated by MCCVB Activities:
$12.,665.421

2014-15 Year in Review:

For the 2014-15 year, MCCVB collaborated with the City of Seaside to maximize
marketing and sales strategies for the City.

In September, the MCCVB worked with the City of Seaside’s economic development
team to host an outreach meeting for the community. This was an opportunity to talk to
current and prospective members about how to maximize opportunities with the
MCCVB. The presentation was well received and we continue to collaborate with the
economic development team.

Seaside is a favorite stop on visiting media itineraries and the MCCVB media relations
team secured $1.02MM of earned media promoting Seaside in 2014-15. In May, the
MCCVB hosted an Instagram FAM with social media influencers and brought four of
them to experience Monterey County including Seaside. Social media engagement and
reach is essential to promoting the destination’s brand, with this in mind, the MCCVB
partnered with four very active Instagrammers for a recent visit to Seaside.

)

TOT Revenue:
Q4: $744 946 YTD: $2,668,437
% of TOT growth:
Q4: 8.43% YTD: 9.37%

2014 Seaside Travel Impacts:
Visitor Spending:  $176mm
Earnings: $71mm
Employment: 1,632
Local Taxes: $6.8mm

$3,000

Sea Otter Classic Overall Event
Impact Study Results:

= Q4
Q3

Q2
= QI

Total Attendance: 32,596
% from outside Monterey County:
92.9%

Average length of stay: 2.7 nights
Total room nights generated:
10,848
Total TOT generated: 593,126 ¥

Total sales tax generated:
$923,204

$1,500 -

Thousands

11-12 12-13 13-14 14-15




MCCVB Media Relations Highlights: BsgA»B%BRPORMTER

About News ‘Opinion Arts Obituaries BARtab Search Classifieds

outdoors for a quick getaway. Litlle did we know that the beach was.
sizzling too ... at least for the first day of our adventure,

° ° From One Of Our mOSt Important dr|Ve Latest Blogs ‘ Man robbed in latest incident near Dolores Park - May 06, 2015
Acflvrl.y Repori Experience the unexpected NEWS
markets, The Bay Area Report ran an in Monterey's Carmel Valley
Earned Media Equivalency: $1,019,090 article titled “Experience the Unexpected
in Monterey’s Carmel Valley” where local , e et e oy o oo o b

SeeMonterey.com Unique Visitors: areas were highlighted. In this piece,

Seaside web pages total views: 34,221 . . . S e b s s gt 1.5
Total clicks: 5,463 Seaside was included with Gusto’s Pizzeria Wewere ot wes e e e Crn Vi
area as we tend (o stay in Monterey proper when we cruise down (o the

and the Holiday Inn Express. The Prep————

Recent Blogs Highlighting Seaside: ; ; e : 2 :

ublication has an advertising equivalenc ~olorme the .

Get vour Craft On at Open Ground Studios in Seaside, CA X , , 9 ed Y Kxploring the Monterey Peninsula

Mother’s Day Brunches in Monterey County Of $2;790 and has a CerU|atlon Of 29,000 ":ﬂ‘m’;“‘ln::m"“ R

Best Places to Carbo Load before a Race in Monterey Count Wismsasss amammmnn

Immerse vourself in the 2015 Summer Arts Program In May, the Sunday Press Democrat ran an o e e Bl St | R GRS LA S
article called “Exploring the Monterey R o o e
per“nsula” that hlghllg hted SeaS|de The Channel your inner artist at Open Ground Studios in Seaside, California.

piece talks about how peninsula
accommodations span every conceivable
style and price point. Members that
received a mention in the roundup
included the budget hotels of Seaside and
the Coastal Recreation Trail. The e e
publication has an advertising equivalency  GetYour Craft on at Open Ground Studios | Blog =

. - Monterey
of $27,508 and has a circulation of 53,181, e some sy ceane sser onerspoce oo servan oo
EEMONTEREY.CO ickets
MCCVB SOCial Media Highlights: Like - Comment - Share - /244 [J3 &> 1 edon
Team Member FAM Tours: Throughout social media, the MCCVB
This fiscal year, the MCCVB team toured continued to highlight new happenings in
multiple venues in seaside: Open Ground Seaside. This quarter, the MCCVB
studios, Gusto’s Pizzeria, and Googie Grill. promoted many hotels, restaurants and
All members in Seaside work collaboratively activities in Seaside, including Open
W't:the, MCCVB tetam ak?d we look forward to Ground Studios, Bayonet and Black Horse, Immere,.ourselfinhemssrpmgram,
continuing our partnership. , . og Monterey
g p p Gusto plzzerla, and the Summer Arts folwginl:ffnuihyleoVres;dencyontheCSUMB campus and celebrating thirty

years of providing arts education, CSU Summer Arts will be offering over...

Program at CSUMB. sesuouTEnEyco

Monterey County Convention & Visitors Bureau | 787 Munras Avenue, Suite 110 | Monterey, CA 93940 | 831.657.6400 | www.SeeMonterey.com



http://www.seemonterey.com/
http://www.seemonterey.com/blog/post/2015/7/Get-Your-Craft-on-at-Open-Ground-Studios/5768/
http://www.seemonterey.com/blog/post/2015/7/Best-Mother-s-Day-Brunches-in-Monterey-County-2015/5774/
http://www.seemonterey.com/blog/post/2015/17/Best-Places-to-Carbo-Load-before-a-Race-in-Monterey/5785/
http://www.seemonterey.com/blog/post/2015/9/Immerse-yourself-in-the-2015-Summer-Arts-Program/5813/

Monterey County Convention & Visitors Bureau
MCCVB's VISION
Inspire the world to experience our extraordinary destination
MCCVB’'s MISSION

Drive business growth through compelling marketing and targeted sales initiatives that maximize the benefits of tourism to our guests, members,
and community

Explaining the Scorecard:

Groups Booked: Refers to the number of groups who booked a meeting.
Incremental Spending: Refers to the visitor spending caused by MCCVB programs.

Earned Media: Refers to the value of publicity gained through promotional efforts other than advertising, as opposed to paid media, which refers
to publicity gained through advertising.

Clicks: The process of a visitor clicking on a web page link or advertisement and going to another Web page. The click rate measures the amount
of times a link is clicked versus the amount of times it's viewed.

VIC: The abbreviation for the Monterey Visitor Information Center at Lake El Estero.

GLBTM: The abbreviation of the MCCVB’s Brand Campaign, “Grab Life by the Moments.” Twice a year the MCCVB produces a study with the economic impact of
the campaign.

MCCVB Board representatives from Seaside:
Ralph Rubio

Mayor

City of Seaside

Phone : 831-899-6700

Email : rrubio@ci.seaside.ca.us

2014-2015 Revenue Jurisdiction Investment 2014-2015 Expenditures
2014-2015
$329,423
® Carmel-by-the-Sea .
s . = Marketing
m Jurisdiction = City of Monterey Communications
Investment = County of Monterey
« TID/HID u Sales and Group
/ = Del Rey Oaks Services
= Marina

Private = Membership

u Pacific Grove

y > = Salinas
| \/ Total Revenue = Sand City m Visitor Services
$6,697,843 Seaside
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