MONTEREY

MONTEREY COUNTY CONVENTION
& VISITORS BUREAU

County of Monterey
ARPA Activity Report: Calendar Year 2022, Q4 (October - December) CORRECTED

OVERVIEW

The County of Monterey’s investment in Monterey County Convention and Visitors Bureau’s (MCCVB)

FY 2022-23 Business Plan is critical to maintaining the health of the destination’s tourism economy. As the
second largest economic generator in the County tourism annually generates (pre-Covid*):

e employs nearly 30,000 residents

e produces $3.24 billion in visitor spending within the County

e generates $80M in tourism occupancy taxes countywide

e contributes $296 million in total taxes and $153 million local tax dollars that directly benefit our community

*Covid-19 cut the industry in half reducing economic impact to below 51.5 billion in 2020 and impacting over half
the hospitality jobs. Nimble but aggressive destination marketing has help renew overall economic vitality with
the industry returning over 52.5 billion in 2021 and growth is expected to further close the gap to pre-Covid levels
in 2022.

PLAN PURPOSE

The primary focus of this plan is to drive tourism in Monterey County’s off-season, during midweek periods
when the destination needs it most. It is designed to bolster, extend and add new elements to our destination
marketing approach. This plan will boost the recovery of Monterey County’s tourism and hospitality industry
business, jobs and tax revenue from the impact of the COVID 19 pandemic. This will enable the destination to:
e Accelerate the recovery of visitor spending which drives TOT revenue for the County
e Assist in restoring countywide employment
e Allow expansion of important programs including Meetings and Conferences, Agri and Eco Tourism, Air
Service, South County and Wine Promotion
e Enable Monterey County to compete more collaboratively and aggressively against a better funded
competitive set

MARKETING COMMUNICATIONS 2022 Q4 ACTIVITIES

The primary purpose of MCCVB’s marketing communications program is to drive demand. Areas of focus for
ARPA programs have been promotion of responsible travel, off peak and mid-week visitation, expanding reach
in leisure markets and increasing awareness and familiarity with group segments.

COUNTYWIDE ADVERTISING

In-Theater Cinema Advertising

MCCVB was able to test a new advertising opportunity, getting Monterey County in front of a captive audience
of moviegoers in targeted areas of the direct fly markets. Moviegoers were also able to be retargeted through
geolocation technology, allowing MCCVB to continue to serve them digital advertising after leaving the theater.

In-theater content included an “unwind” feature during the previews showcasing different awe-inspiring views
from around the County inspiring people to relax. The feature was immediately followed by MCCVB’s :30 “The
Moment” commercial.
e Run dates: October 17 — November 13 (4 weeks)
e Markets: L.A., Dallas, Seattle, Phoenix, Denver, San Diego, Las Vegas
e Performance:
o In-theater (on screen and in lobby): 427,000 impressions
o Digital retargeting: 900,000 impressions
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AIR SERVICE PROMOTION
Fly Market Media FAM
In October, MCCVB hosted a familiarization trip (FAM), bringing journalists from four of the County’s direct flight
markets—Denver, Seattle, Dallas, and Phoenix. The program highlighted the ease of traveling to Monterey
County via direct flights to MRY alongside content focused on where to stay and what to do throughout the
county on a trip. Media coverage spanned from luxury focused to family friendly, showcasing the breadth of
experience available.

e Fourjournalists

e 31 businesses visited throughout the County

e Combined Impressions: 1,332,950

e Average Media Quality Score: 19.5

o Six media placements (more to come), including 303 Magazine (Denver), Seattle’s Child

o FOX7 Austin (Dallas journalist is also published in Austin), Scottsdale City Lifestyle

SUSTAINABLE/ECO TOURISM

Kind Traveler Partnership

On December 14, MCCVB officially launched its destination partnership with Kind Traveler, the world’s first “give
+ get” hotel booking platform focused on promoting and selling sustainable hotels and destinations. This
partnership is a key program in MCCVB’s Responsible Travel initiative. The program also directly benefits Rancho
Cielo, Youth Campus through traveler donations, supporting its local youth training and education programs,
growing the next generation of Monterey County hospitality professionals.

Press coverage and Kind Traveler promotion:
e Chicago radio show - Let’s Go with Catie Keogh on WLS/890 AM

e Chicago’s #1 radio show, WGN Day Time Chicago
e PR Web Release
e Kind Traveler Blog Post

Responsible Travel Geolocation Advertising
MCCVB created a Responsible Travel digital advertising campaign aimed at in-market visitors, prompting them
to behave responsibly and respectfully while in Monterey County. Ads appear in social media feeds as well as
display units on mobile phones in apps and on web browsers.

e Targeted Areas: Cannery Row and Fisherman's Wharf, Pacific Grove, Carmel Highlands/Point Lobos (as

the gateway to Big Sur)
e Q4 Impressions: 2.4 million
e Q4 Website Visits: 13,304

AGRITOURISM & HERITAGE PROMOTION

California Farmer & Farmworker Month Media Mailer

October is “California Farmer & Farmworker Month” celebrating the state’s hardworking agricultural
community. MCCVB celebrated and promoted our own local ag community through a targeted media mailer to
14 travel and culinary focused journalists on our Top 100 outlets list.

The mailer featured educational materials and local non-perishable products including:
e Big Sur Salts
e Dahlkemper olive oil
e Fall salad recipe card from Earthbound Farms
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e “A—Zof Monterey County, California’s Agriculture Industry” infographic, based on information received
from the Monterey County Farm Bureau
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ASSOCIATION

Events

Co-hosted a consumer event with the local arts community - Meet the Maker - with 356 attendees
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Media and Influencers

e Distributed press release for Best USA Sparkling Award for Caraccioli Cellars
e Hosted a group of 24 wine experts from 10 countries (outside of the U.S.) focusing on elevating Monterey

Wine Country and Monterey Wines

o These personalities have a direct influence on elevating the reputation of and tourism to Monterey
Wine Country through social media and their extensive personal relationships. They also have direct
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influence on expanding the number of Monterey wines sold in these countries — thus providing
ongoing marketing for visiting Monterey Wine Country.

-Canada -Singapore -U.K.
-Denmark -South Korea -China
-Mexico -Switzerland

-Philippines -U.ALE.

Website

e Updated website went live (MontereyWines.org)

Digital and Print Media

e Monterey County Weekly "Best Of" Issue - fun and appealing tasting room promotion

e Ongoing digital promotion

Monterey Wine Country Events & Other Activities

e  Wine tourism promotion via social media

e 2023 Planning; In the Vines Series for 2023, Monterey Wines podcast 2023, Additional photo
shoots/collateral

Challenges

e Holidays: between the end of harvest, Thanksgiving, and the winter holidays, it is a slow time in the wine
industry, with few events

e Brunch/Dinner in Vineyard Events: The cost of food is a barrier, and we are working on alternatives. For
example, we were quoted around $150 per plate to cater lunch at Chalone

e Monterey Wine Trail (formerly known as River Road Wine Trail) Shuttle Pilot Program and Promotional Plan:
the wineries don’t want to do the Shuttle program, concerned it will be a “drunk bus” with no sales. Instead,

we’ve scheduled the In the Vine series that incorporates all wineries at least twice, includes education and
transportation

BUSINESS DEVELOPMENT 2022 Q4 ACTIVITIES

The Business Development team strategically engages in direct sales activities with Meeting Planners, Travel

Agents and Tour operators to build brand awareness with the specific purpose of growing consideration to bring

group, tour and travel business to Monterey County during off peak and mid-week time periods.
MEETINGS & CONFERENCES, NEW EVENTS
o ConferenceDirect Partnership: Partnership Deliverables
e Attendance at Annual Partner Meeting Signature Event- June 13-14, 2022
e Industrylnsights Spring/Fall Education Networking Events
e CDi Marketing-Increased exposure to CD Associates on internal portal
e (1) Special Promotion Email Broadcast Communication sent to 400 associated in
November, 142 opens
e Banner ad ran from November- January — 6 click throughs to our website
e Preferred Status in Cvent
o Q4 ConferenceDirect Production:
e 11 new leads /2,006 RN
e 6 Definite bookings / 8,324 RN / $11,070.503 EIC
o IMEX Digital Wall Activation
o 51 scheduled appointments in the booth
o 157 booth scans
o 4 new leads/ 5,183 room nights already resulted from the show

FY2022-23, Q4 ARPA Activity Report Page 4 of 5



FINANCIAL SUMMARY

ARPA PROGRAM ELEMENT TOTAL SPEND
Countywide Advertising — In-Theater Advertising $105,400
Air Service Promotion — Fly Market Media FAM $20,538
Sustainable/Eco Tourism — Kind Traveler Partnership (2 of 2) $7,500
Sustainable/Eco Tourism — Responsible Travel Geolocation Advertising $16,200
Agritourism & Heritage Promotion — Farmer & Farmworker Month Media Mailer $2,799
Wine Country Promotion $3,330
Business Development - ConferenceDirect results (Annual partnership pd in Q2) + IMEX $38,875
Activation (Q4)

Total $194,642
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