WHE ™ ulae™
W ol g
WHl ™ alan®
WMHE ™l g™
EHE ™ ulagu™
HEE ™ gl au ™
HHE ™ agn ™
s M E ™ mlau™
= timi B "™l g ™
' 5. oM f T ol s
I/ B o o 0o
W W ¥
AP W Y
- W st
T S
el ™
- -

'1’:5

< = 8 1

g9 33 it
SR

San Diego’s Tourisme
Industry and Group Market



San Diego’s Traded Economies

Tourism
12%
183,000 jobs

Research /
Innovation /
Technology

13%
193,700 jobs

Local
Services
Economy

67%
1 million jobs

Military
8%
119,700 jobs

Total Payroll Jobs = 1.49
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San Diego Tourism 2016

Sén D|;9“6 'S 2”0' Largest Traded Economy
18?;A(50(;+ San Diegans employed
34.9 million visitors
$10.4 billion spent by visitors
$17.2 billion in regional Impact

$267 million in County TOT




San Diego County Room Nights Sold
16.8 million total in County (2015)

* Two-thirds of room nights are Leisure Transient
« 23% of room nights are Hotel Meetings or Convention Center Groups
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*Hotel Room night surveys were not conducted on 2012 and 2013



For 62 Years, the San Diego Tourism Authority
has promoted San Diego around the world




San Diego Tourism Authority
Roles and Responsibilities

The single sales and marketing organization
for the destination

« Convention Center
» Single Property Meetings
 Leisure Travel
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Convention Center

Priority #1 - On-site expansion of the San Diego Convention
Center
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Convention Cent
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New Air Service to meet growing International Attendance

CANADA
Calgary (YYC)
Vancouver (YVR)

Tokyo (NRT)

Portland (PDX)

Boise (BOI)

Salt LaKe (SLC)
SEEITE 115) o RNO) Denver (O
Oakland (OAK) Satawento (SMF) 2l
an Francisco (SFO) th Lakdo-MME)
San Jose (SJC) n BLK) L gas (LAS)
Monterey (MRY)
ra§nofFA
Pl
Los Angeles allas / F]
on|(TUS) [ Paso (ELP) =
p Housto
Lihue (LIH) SAN DlE (IAH) (HOY)
Honolulu (HNL) ™ w ,
onolulu (HNL) Maui (SAN) n Anton
Kona (KOA)
Los Cabos (SJD) MEXI(O
Pto Vallarta

San Diego International Airport (SAN)

Air Service Route Map 2016

PVR)

Mexixo City (MEX)

s
onto (YYZ)
neapoli Pa
London (LHR)
ukee (MKE]
oit (D'
Boston
D) (MOW)
lew York (JFK) (EWR)
. Pjiladelphia (PHL)
Louis (ST} 3 ore (BWI)
W. on, DC (IAD)
Nashville (
Charlotte (CLT)
Atldgta (ATL)
FW) (DA)
ew Orleans (MSY)
lando (MCO)

Fort Lauderdale (FLL)
iami (MIA)

—— 0O Year-round service

——— O Winter seasonal service

——————0O Summer seasonal service



New Tijuana Airport Cross Border
Xpress

The first bi-national airport in North America

« Land in Tijuana, clear customs, and immigration, and walk across the
bridge into San Diego

e A 30 minute drive from Downtown San Diego
8 Investment.
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Single Property Group Sales
A shift in conversation....

Led by Margie Sitton
SVP of Hotel Sales

PARTNERSHIP
AND
ACCOUNTABILITY
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Single Property Group Sales

Five Key Initiatives

1.
2.
3.

Shift to NEW Business GOAL for SDTA Team
Revamping the Site Inspection Experience

Meetings Certified to educate and train on
Destination and Hotel Sales

Know the Facts - Accountability Based on Data
Branding the Business Side of San Diego
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Directional Strategy Change for
SDTA Sales Team

Emphasis is on finding NEW business for San Diego and ensuring
our sales team is properly focused and deployed

Never been to
San Diego...

Haven’t been
here in five
years...

Site experience team
handles ALL sites
Multiple lead sources
(not initiated by
SDTA)

Site Assist requests

USMC

graduations

Surf Cup/Nomads
Farmers

Insurance

Bowl Games N/

TOURISM AUTHORITY
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Destination commitment to
we Kl do create the right experience:
to mess up our site inspections * know the planner
« know the meeting
« know the competition
e customize the conversation to be

relevant and worth the
customer’s time so they see their
program coming to life in San
Diego, and at your hotel




Meetings Certified for consistent
destination and sales education
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Destination Selling

Objectives:

SDTA and Hotel Sales teams...

* how to sell the destination against the competition

« know the meetings venues and options outside the hotel
« know how to deliver a consistent site experience

* know the roles of all the people the planner will meet

» specific sessions for General Managers m{\/\c
(SDiet,"

TOURISM AUTHORITY



Data Driving Conversation with Hotels

Meeting Planner Feedback to Hotel on Sites — GM in days

. Y
Hotel San Diego Sﬁh’_"\f
Site Inspection History from January 11, 2016 to December 22, 2016 DTE
Surveys fromsiie inspechons hosted by he San Dege TourismA uthority
TOURISM AUTHORITY
Summary Average Rating Rating Distribution Hotel %
g . 5 Survey Date Range
outoef 10 Previous year -
-
1 2 3 4 5 & 7 8 @ 10
Hover to se¢ Group name
No Yes
survey Responses HE B

Was s s ite inspection a res peciful and efficient use of your time?

I—
18
Did this site heve s logical sens e offlow? Was it well thoughtout? _ “!?'
) - 25% 5%
Did the General Manager or & member ofthe management ieam greet you? 4 -

Did you mest the addiionals taff members, s uch as AY catering, or others you 13%
epedead to meet during the vis 17 * 2

fitat their property, and demons rate that hey

—
Did e Sales Manager fake the opporunityto®show” you how your program would 6% _g,n.
1 5

*3 responded that theyy did not expect to mest other s during the wsit

Comments

August 018  Rachel was amazing and so welcoming!

Janice wae great!Not onlydid s he s how ma how both programs could work, s he was res pons ive o my ques ions
Decerber and made propos ed sdius tments slong the wey We dos ed with s discuss ion sbout the fact that “they had some
2016 changes come up allowing new poential |atitude with room rates , date availability and, maybe catering. She ook
“my confes sionwish lef on e spol This B a new and hopeful developrment

N -
March 2016 Bestsite | have experienced in my 25years in the indus try a.\ﬁ‘
Dic

August 2018 Grestvibe Rachel, Thark you for fhe last minuie scommodation. TOURISM AUTHORITY



Data Driving Conversation with Hotels

Answers what have you done for me lately — Hotel Report Card

3, w~. Hotel Lead History for FY 2017
_ LLast refreshed Tuesday. January 31, 2047 3ATAM

Distributed Leads through December YOY Comparison

Lead Count e sponded Mot Re sponded
FY 2016 106 72 34
FY 2017 100 66 34
-6% -8% 0%
Requested Rooms  Responded Rooms ot e oPonded
Fy 2016 49 337 33,782 15,555
Fy 2017 42 474 33,473 9 001
-14% -1% -42%

Lead Type
NEW

Fiscal Year Date Range
Current =

Through Previous Month -

Selected Hotel

Response Rate ws. All Other Hotels

Fursued Declined Response Fate
38 34 68%
30 36 66% 57%
-21 % B% Pursuit Rate vs. All Other Hotels
Pursued Rooms  [Ceclined Rooms Response Rate
19517 14 265 68%
29%
12 448 21,025 66%
-36% 47%

TOURISM AUTHORITY



Data Driving Conversation with Hotels

Hotel Sales Team Response Accountability

3 Leads by Hotel Contact Distributed in FY 2016
m 313 AM
Lead Count Responded Mot Responded
109 93 16
1,336 room nights 1,386 room nights 0 room nights

Member Contact Mame

Unassigned
Grand Total

Member Contact Role

Director of National Accounts
Director of National Accounts
Mational Sales Manager
Sales Coordinator

MN/A

Director of Sales

Executive Meeting Manager
Associate Director of Sales
Director of National Accounts
Mational Sales Manager
Director of National Accounts
Executive Meeting Manager
Sales Coordinator

M

Lead Count
1

4
10
3
2
3
10
9
13
12
9
4
3
21
109

Lead Type Selected Hotel
[ nEW ~|[1 -
Pursued Dieclined Response Rate
76 17 85%
1,386 room night= 0 room mights
Responded Mot Responded Pursued Deeclined Pursuit Rate =
1 0 1 0 100%
4 0 4 0 100%
10 0 10 0 100%
3 0 3 0 100%
2 0 2 a 100%
3 0 3 o 100%
10 0 g 1 90%
9 0 8 1 89%
13 0 11 2 85%
12 0 10 2 83%
9 0 T 2 T8%
4 0 3 1 5%
8 0 5 3 63%
5 16 0 5 0%
93 16 76 17 T0%

Spep

TOURISM AUTHORITY



Data Driving Conversation with Hotels
| am not getting business, WHY?

Report View — Who is hotel losing to so you can better sell against them in future

- Definite Leads Lost to Another SD Hotel

FY 2017

Lead Status Distributed Month Sales Account Meeting Name Arrial 1 Date r;pﬂnded R.;x.::!d “!?:::::Ed Selected Hotel

Deinite  Jul 2016 3517 ‘es 210 65 Ly Do MamotMssion o
Deinite  Jul 2016 121216 s 80 A5 e Loy Staton | A%8
Defnite  Jul2016 IBMAT s 30 20 MamoltMamuis SanDiego &
Defnite  Jul 2016 a2BHT s 850 175 g;tam SanDiegoResod& @

TOURISM AUTHORITY



Data Driving Conversation with Hotels
| am not getting business, WHY?

Report View — All current ACTIVE Leads you can work on now

o . . . -
wy-. All Active Leads 1At Distribut=e
e Lead Type Contact
Last refreshed Tue sday, January 31, 2047 317 AM
TOUREM AUTHORITY HEW - (Al
Lead Count Responded Mot Responded Pursued Decline d Response Rate
%
/8 62 16 14 48 719%
21,422 roomnights 19, 289 roomnights 2,133 roomnights 1,366 roomnights 17,923 roomnights
Distributed . . Has em ber . Requested Requested Peak Definite
Lead ID Manth Sales Account Lead Status Meeting Name Arrival Date Responded Contact ! Pursuing Aooms Peak Rooms RN
1204553 Mar 2016 12602017 Mo MiA 270 120 o o
1204675 Apr2016 912017 Yes No 160 120 0 0
4252018 es s 799 203 o o
1204703 Apr2016
522013 s No 799 203 0 0
1204718 Apr2016 B21/2017 es s 500 100 o o

TOURISM AUTHORITY



BUILDING BUSINESS IDENTITY

2015 National Geographic 2016 Worth Magazine
Documentary “Extraordinary Destination”
« Aired in over 60 countries + Media group crosses
reaching 270m+ print, digital and events
households  Reaches ultra high-end
» Tells the San Diego affluent audience of
“Smart City” story wealth advisors, investors

* Focus on lifestyle, and travelers

Innovation and
community

NATIONAL
GEOGRAPHIC




B SPEAKING OF
; SAN DIEGO...



Tha{ﬁk You!

sbruinzeel@sandiego.org




