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Background & Objectives 

The Monterey County Convention & Visitors Bureau (MCCVB) 
launched a brand and advertising effort in October 2013 (FY13/14 
Q2).  This “Grab Life by the Moments” campaign included print, 
digital, Facebook, Twitter and Pandora Radio advertising.  

The core target audience is leisure travelers in drive and direct-flight 
markets (regional markets). The creative is designed to 
encourage/compel/dare travelers to make the most of a 
getaway/vacation experience by taking advantage of the 
unique/varied/life-enhancing experiences found in Monterey 
County.  

While ongoing tracking every six months is important, the impact of 
advertising & communications takes time to develop and therefore 
the total impact of a campaign is better measured over a longer 
period.  

We will evaluate two periods in this report: FY14/15 YTD, during 
which MCCVB spent $363,000, and calendar year 2014, during which 
MCCVB spent $1.38 million.  

 

Media Spending FY13/14 FY14/15 

Q1 (July – Sept.) $45,758 $167,629 

Q2 (Oct. – Dec.) $388,066 $195,686 

Q3 (Jan. - Mar) $348,409 $235,333 

Q4 (April - June) $671,768 $106,745 

Total $1,454,000 $705,393 

FY14/15 YTD $363,315 

Calendar Year 2014 $1,383,492 



Strategic Marketing & Research Insights (SMARInsights) conducted pre-brand launch 
research in April 2013. SMARInsights has since conducted three research waves to 
measure the effectiveness of the advertising. Another wave will be conducted at the 
end of FY14/15 to measure the overall FY14/15 ROI. MCCVB has maintained its 
partnership with SMARInsights to gauge and guide the success of the brand.   

The following report details the findings from the December 2014 research. This 
includes a mid-term review of FY14/15 performance and a summary of calendar year 
2014 performance.  The focus of this report is on the regional markets, as this is 
where MCCVB invested the majority of its advertising dollars.  

The specific objectives of this research are: 

• Reviewing the results relative to established benchmarks; 

• Evaluating the impact of the advertising campaign on generating  
Monterey travel that would otherwise not have occurred (incremental 
trips); 

• Reviewing visitor/trip specifics and related marketing implications; 

• Estimating economic impact and ROI generated by the incremental trips; 

• Quantifying any additional impact from the PR efforts; and 

• Providing conclusions and recommendations to guide MCCVB’s marketing 
efforts. 
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Background & Objectives 

Date Research Wave 

April 2013 Pre-Brand Launch 

Dec. 2013 FY13/14 Mid-Term 

June 2014 FY13/14 End of Year 

Dec. 2014 FY14/15 Mid-Term 

June 2015 FY14/15 End of Year 



• Advertising/communication impact is assessed by 
measuring the differences in perceptions and behaviors 
between those who have been exposed to the various 
marketing channels and those who have not.   

• The survey is administered online so that respondents 
can see and hear the marketing materials, resulting in a 
representative awareness assessment.  

• This current research wave’s data was collected from 
November 24th to December 8th, 2014. 

• A total of 1,383 interviews were completed in the target 
markets of interest.  

• The sample size was larger in the nearby markets, 
where resources were concentrated. The nearby and 
direct flight markets are referred to as “regional 
markets.”  Again, the research focuses on the 
advertising impact in these markets.  

• Upon completion of data collection, a dataset was 
compiled, cleaned and coded for analysis.  

• The following is a summary of the study’s key findings. 
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Methodology 

Market 
Completed 

Surveys 

San Francisco 326 

Sacramento 254 

Los Angeles 172 

San Diego 127 

Remaining CA 152 

*Fly markets –  
Denver/Phoenix/Vegas 

134 

Remaining National 264 

Total 1,429 

Regional 
Markets 

*Denver was removed as a fly market in FY14/15. 
This market is included in the calendar year results, 
and is omitted from the FY14/15 YTD results.  
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FY14/15 Mid-Term Review 



• The paid advertising reached about one-fifth of the regional target audience in the first half of FY14/15 
(about 2.8 million households). 

• Public relations is helping to increase overall FY14/15 communications awareness, as one-third of the 
regional audience recalls seeing the paid advertising or earned media.  

• The advertising has maintained the goal level for the scorecard measure relating to generating interest in 
Monterey travel.  

• The paid advertising is generating Monterey travel. When accounting for the first half of FY14/15, about 
93,000 Monterey trips and $97 million in visitor spending are attributable to the advertising. When 
accounting for calendar year 2014, about 195,000 Monterey trips and $216 million in visitor spending are 
attributable to the advertising.  

• Paid advertising is having a greater impact on Millennials than among the older generations. Millennials 
account for only about 30% of the adult population but they generated 57% of ad-influenced overnight 
Monterey travel revenue.  

• Monterey travel is fairly evenly distributed by season. Visitors’ travel planning periods also vary, which 
means that there is no clear “best time” to advertise and that an always-on strategy is advised if possible. 

• Only about one-quarter of Monterey travel parties include children. The current ads are on target with their 
focus on adult travelers, but with some kid-friendly ads. 

• The attractions and activities that hold the greatest marketing potential due to their large audience and 
strong motivating power are Monterey Bay Aquarium, Fisherman’s Wharf, 17 Mile Drive, wineries and 
scenery/sightseeing. 
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Insights 



2% 
3% 4% 

12% 

18% 

21% 

Twitter Facebook Pandora Print Online Any ad 

Regional Advertising Awareness 
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About 2.8 million households are aware of the 
MCCVB regional advertising in the first half of 
FY14/15. 

• The paid advertising reached 21% of the regional 
audience in the first half of FY14/15.   

• This equates to about 2.8 million aware households.  

Column1 Regional Markets 

Traveling HHs 13,046,922 

Awareness 21% 

Aware HHs 2,774,049 
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The FY14/15 PR efforts help to increase 
total marketing awareness. 

• A notable portion (23%) of the 
regional audience recalled seeing 
MCCVB public relations efforts.   

• Many of those who recalled the 
earned media did not recall the 
paid efforts – increasing the net 
reach of the campaign.   

• This implies that the paid media 
might reach a distinct/different 
audience from the earned efforts. 
This is true, as the oldest travelers 
are more likely to be aware of “PR 
only” and PR in general. The 
youngest group is the most likely 
to be aware of the paid 
advertising.  

Total Marketing 
Awareness = 33% 

Unaware 
67% 

Ads Only 
9% 

PR Only 
11% 

Ads & PR 
12% 

8% 9% 12% 

32% 17% 13% 9% 

8% 
13% 

7% 7% 

5% 
38% 

30% 
28% 

45% 

Millenials  
(18-33) 

Generation X  
(34-49) 

Boomers  
(50-68) 

Silent  
(69+) 

Generation 

Ads Only 

Ads & PR 

PR Only 

Millennials  
(18-33) 



3.75 

4.1 4.1 

2.5 
2.6 
2.7 
2.8 
2.9 
3.0 
3.1 
3.2 
3.3 
3.4 
3.5 
3.6 
3.7 
3.8 
3.9 
4.0 
4.1 
4.2 
4.3 
4.4 
4.5 
4.6 
4.7 
4.8 
4.9 
5.0 

FY12/13 FY 13/14 FY14/15 Mid-Term 

Advertising Effectiveness Goal Measure 
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The scorecard goal measure relating to generating 
interest was maintained.  

Goal = 3.8 
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The advertising influenced overnight Monterey 
travel during the first half of FY14/15. 

7.1% 

10.5% 

Unaware Travel Aware Travel 

Incremental Travel 

3.4% Increment 
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About 93,000 July 2014 – December 2014 
overnight Monterey trips from the regional 
markets are attributable to the advertising.  

• These visitors spent $1,038 on average while in Monterey.  

Total  
Regional 

Traveling HHs 13,046,922 

Awareness 21% 

Aware HHs 2,774,049 

Incremental Overnight Travel % 3.4% 

Incremental Overnight Traveling HHs 93,263 

Spending Category 
Avg. Monterey 
Trip Spending 

Lodging/accommodations $369 

Meals/food/groceries $205 

Attractions $104 

Shopping $127 

Entertainment $32 

Transportation $134 

Other $66 

Total $1,038 
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The advertising generated about $97 million in 
regional overnight  visitor spending during the 
first half of FY14/15. 

Total  
Regional 

Incremental Overnight 
Traveling HHs 

93,263 

Average Trip Spending $1,038 

Economic Impact $96,786,586 
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The advertising generated about 230K room 
nights from the regional markets during the first 
half of FY14/15. 

Total Regional 

Incremental Traveling HHs 93,263 

% staying in hotel, motel, inn, 
lodge, B&B or resort 

88% 

Incremental trips staying in hotel, 
motel, inn, lodge, B&B or resort 

82,264 

Avg. # nights on trip 2.8 

Ad-influenced room nights 230,345 
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Calendar Year 2014 Review  
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When accounting for advertising throughout calendar 
year 2014, the MCCVB advertising reached about  
3.6 million regional households.  

2% 

5% 6% 

15% 

20% 

25% 

Twitter Pandora Facebook Print Online Any ad 

Regional Advertising Awareness 

Column1 Regional Markets 

*Traveling HHs 14,382,392 

Awareness 25% 

Aware HHs 3,557,895 

*The calendar year calculation 
includes Denver, so the household 
base is larger.  
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The advertising influenced overnight Monterey 
travel from the regional markets during calendar 
year 2014.  

• This level of ad-influenced 
travel is about average 
compared to SMARInsights’ 
benchmarks. 

15.0% 

20.4% 

Unaware Travel Aware Travel 

Incremental   
Monterey Travel 

5.5% Increment 



smarinsights.com 18 

About 195,000 calendar year 2014 overnight 
Monterey trips from the regional markets are 
attributable to the advertising.  

• These visitors spent $1,111 on average while in Monterey.  

Total  
Regional 

Traveling HHs 14,382,392 

Awareness 25% 

Aware HHs 3,557,895 

Incremental Overnight Travel % 5.5% 

Incremental Overnight Traveling HHs 194,655 

Spending Category 
Avg. Monterey 
Trip Spending 

Lodging/accommodations $361 

Meals/food/groceries $203 

Attractions $108 

Shopping $147 

Entertainment $37 

Transportation $179 

Other $76 

Total $1,111 
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The advertising generated about $216 million in 
regional overnight visitor spending during 
calendar year 2014. 

• The calendar year Monterey ROI is above average compared to what SMARInsights has 
recently measured for CVBs.  

Total  
Regional 

Incremental Overnight 
Traveling HHs 

194,655 

Average Trip Spending $1,111 

Economic Impact $216,258,111 

Regional Media Spend $1,383,492 

ROI $156 $8 

$62 

$85 

$100 

$136 

$151 

$156 

$178 

$225 

$234 

I 

H 

G 

F 

E 

D 

Monterey 

C 

B 

A 

*Recent CVB ROI Comparison 

*See the Appendix for a list of recent SMARInsights 
CVB clients.  
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The advertising generated about 422K room 
nights from the regional markets during calendar 
year 2014. 

Total Regional 

Incremental Traveling HHs 194,655 

% staying in hotel, motel, inn, 
lodge, B&B or resort 

85% 

Incremental trips staying in hotel, 
motel, inn, lodge, B&B or resort 

166,087 

Avg. # nights on trip 2.5 

Ad-influenced room nights 421,868 
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The advertising had a greater impact on 
Millennials than among the other age groups 
during calendar year 2014.  

• Millennials account for only about 30% of the 
adult population, but generated 57% of ad-
influenced overnight Monterey travel revenue.  

12%  
Increment 

3%  
Increment 

Millennials Other Ages 

HHs 4.3M 10.1M 

Ad Awareness 28% 23% 

Incremental Travel % 12% 3% 

Avg. Trip Spending $967 $1,356 

30% 

57% 

70% 

43% 

100% 100% 

% of adult population % of ad-influenced 
travel revenue 

Other Ages 

Millenials 

11% 
15% 

23% 
18% 

Millennials  
(18-33) 

Other  
Ages 

Visited Monterey for an Overnight Trip 

Unaware Aware Other ages 
 

Millennials 



smarinsights.com 22 

PR is helping to influence travel, but there is no 
additional lift when combined with the paid 
advertising.  

• This is a relatively unusual result, and probably speaks more to the strength of the traditional 
advertising than to a lack of PR influence. The result is also to some degree due to the fact that those 
aware of the PR skew older – and we know that the marketing is working better among the younger 
audience.  

15% 

26% 
22% 21% 

Unaware Ads Only PR Only Ads & PR 

Visited Monterey 

25% 

41% 

20% 

38% 

28% 

23% 

22% 

28% 

42% 

32% 

41% 

30% 

5% 4% 

18% 

4% 

Unaware Ads Only PR Only Ads & PR 

Silent (69+) 

Boomers (50-68) 

Generation X (34-49) 

Millenials (18-33) Millennials (18-33) 
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The advertising has a positive impact on intent to 
visit Monterey in the next 24 months.  

Not at all likely 
7% 

Not very likely 
16% Somewhat likely 

33% 

Very likely 
35% 

Already planning 
a trip 

8% 

Likelihood to Visit Monterey in Next 24 Months 

6% 
14% 

34% 

39% 

33% 

35% 

19% 

10% 
8% 3% 

0% 

10% 

20% 

30% 

40% 

50% 

60% 

70% 

80% 

90% 

100% 

Unaware Aware 

Likelihood to Visit Monterey in Next 24 Months  
by Ad Awareness 

Not at all likely 

Not very likely 

Somewhat likely 

Very likely 

Already planning a trip 
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Monterey Trip Specifics & Marketing Implications  
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Monterey could be marketed as both a 
destination and a stop on a CA road trip.  

A getaway trip 
53% 

A vacation 
19% 

A visit to friends 
or relatives 

11% 

A visit to a 
specific activity 

or event 
17% 

Monterey Trip was... 

Monterey was 
my main 

destination 
62% 

I was ultimately 
headed 

somewhere 
else, but 

included a visit 
to Monterey 

19% 

Monterey was 
one of several 
places visited 

19% 

Best Describes Monterey Trip 
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There is no clear “best” time to advertise given 
fairly even distribution of travel by season and 
trip planning periods.  

• The FY14 ads ran primarily from October – June. A nearly always-on media plan is 
a sound approach.  

Spring 
23% 

Summer 
28% 

Fall 
30% 

Winter 
20% 

Monterey Travel by Season 

Less than 2 
weeks 
29% 2 weeks to a 

month 
28% 

1 to 2 
months 

24% 

3 or more 
months 

18% 

Monterey Travel Planning Period 
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The current ads are on target with their focus on 
adult travelers, but with some kid-friendly ads. 

Couple 
48% 

Family traveling 
with children 

20% 

Extended family 
11% 

Women-only trip 
7% 

Male-only trip 
5% 

Other 
8% 

Monterey Travel Party 

 Average party size 2.8 

 % of trips including children 25% 
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It makes sense to market Monterey as a place for 
an overnight trip to the regional audience. 

An overnight 
trip 
73% 

A day trip 
27% 

Overnight or Day Trip 

Average = 2.6 nights 
2% 

2% 

3% 

6% 

10% 

15% 

70% 

Rental home, condominium or time 
share 

Campground or RV park 

Homesharing such as  Airbnb or 
Homeaway 

Resort 

With friends or family 

Inn, lodge or bed & breakfast 

Hotel or motel 

Monterey Lodging 
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Monterey and Carmel hold the most marketing 
potential in terms of broad appeal. 

14% 

16% 

16% 

20% 

27% 

27% 

35% 

49% 

72% 

Marina 

Moss Landing 

Seaside 

Salinas 

Pebble Beach 

Pacific Grove 

Big Sur 

Carmel 

Monterey 

Monterey Town Visited 
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Visitors from the regional markets indicate being motivated by 
the aquarium, scenery, Fisherman’s Wharf, Cannery Row, 17 
Mile Drive, wineries and dining.  

• MCCVB should continue 
to feature these 
attractions and activities 
in the advertising.   

Monterey Activity/Attraction 
% participated/ 

visited 

% of these 
motivated by 

activity/ 
attraction 

% of total trips 
motivated by 

activity/ 
attraction 

Monterey Bay Aquarium 45% 73% 33% 

Scenic sightseeing 38% 57% 22% 

Fisherman’s Wharf 41% 36% 15% 

Cannery Row 44% 30% 13% 

17 Mile Drive 26% 40% 10% 

Wineries/wine tasting 17% 60% 10% 

Dining at a unique restaurant 35% 27% 9% 

Shopping 35% 16% 6% 

Outdoor adventure activities 9% 53% 5% 

Golfing 6% 78% 4% 

Point Lobos 7% 46% 3% 

Tours, attractions or concerts 7% 37% 3% 

Carmel Mission 10% 25% 3% 
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Attraction/Activity Classification 

• A different way to think about Monterey’s leisure 
travel activities and attractions is to classify them 
based on the volume of people participating/visiting 
and their motivating power.  

• Those activities with a large audience and strong 
motivating power are those that should be featured 
in the paid media advertising. The current 
advertising is right on target with its promotion of 
scenery, wineries and the aquarium.  

• Activities with a large audience but lower motivating 
power such as shopping are best promoted at the 
destination by the specific attraction.  

• The activities with a small audience but strong 
motivating power such as Point Lobos should be 
promoted by partners to the niche audience.  

• Some activities are better suited to in-destination 
niche marketing due to the small audience and 
below average motivating power.  

In-Destination Marketing  

Large Audience/Low Motivation 

Cannery Row 

Dining at a unique restaurant 

Shopping 

Visiting Carmel Valley 

 

 

Paid Media Marketing 

Large Audience/High Motivation 

Monterey Bay Aquarium 

Fisherman’s Wharf 

17 Mile Drive 

Wineries/wine tasting 

Scenic sightseeing 

 

 

In-Destination Niche  

Small Audience/Low Motivation 

National Steinbeck Center 

Wild Things 

Monarch Grove Sanctuary 

P.G. Museum of Natural History 

Carmel Mission 

Museum of Monterey 

Rural Life Museum 

Visiting a spa 

Elkhorn Slough 

 

Paid (Partner) Niche 
Marketing 

Small Audience/High Motivation 

Mazda Raceway Laguna Seca 

My Museum 

Point Lobos 

Monterey Bay tour 

Tours, attractions or concerts 

Outdoor adventure activities 

Golfing 

Large scale special event or festival 

A
u

d
ie

n
ce

 

Motivation Low High 

Small 

Large 
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Appendix – SMARInsights Clients 
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Other SMARInsights CVB Clients 

• Choose Chicago 

• Los Angeles Tourism & Convention 
Board 

• Greater Palm Springs Convention & 
Visitors Bureau 

• Breckenridge, Colorado 

• Dallas Convention & Visitors Bureau 

• Gatlinburg Convention & Visitors 
Bureau 

• Visit Indy 

• Hamilton County Tourism, Indiana 

• Asheville Convention & Visitors 
Bureau 

• San Diego Tourism Authority 

• Branson/Lakes Area Convention & 
Visitors Bureau  

• Phoenix Convention & Visitors 
Bureau 

• Kissimmee, Florida, Convention & 
Visitors Bureau 

• Ocala/Marion County, Florida, 
Convention & Visitors Bureau 

• Park City, Utah, Chamber/Bureau 

• San Antonio Convention & Visitors 
Bureau 

• St. Louis Convention & Visitors 
Commission  

• Visit Orlando 
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Appendix – Questionnaire 
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Questionnaire 
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Questionnaire 
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Questionnaire 
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Questionnaire 
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Questionnaire 
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Appendix – Ads 
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Ads 
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Ads 
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Ads 


