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Introduction

The Destination & Travel Foundation partnered with Red 7 Media Research & Consulting to
conduct a study of destination marketing organization and convention center executives
focusing on their marketing budgets, strategies and initiatives. The goal of this study is to
provide DMOs and convention centers with a unique and informative information tool to
guide their convention, trade show and group meeting marketing budgeting and planning.

In March 2011, an online survey was sent to 670 DMO and convention center executives. A
total of 111 responded for a 16.5% response rate.

The report covers the following key areas and themes:
Budgets and how they are deployed

B Traditional and digital marketing mediums and initiatives
B Attendance marketing support

B [ncentive funds
[
[

Sales force management
Challenges and opportunities

The data is broken out separately for DMOs and convention centers. Some of the budget,
incentive and social media survey results are compared to a similar study conducted by

Tradeshow Week Research in 2009.

The Destination & Travel Foundation and Red 7 Media Research & Consulting thank all of
the respondents for their invaluable contributions to this study.
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This complimentary Respondent Reportis provided by the Destination & Travel Foundation
in appreciation for your participation in the 2011 Convention Sales Practices Study. The
full results (available at DMAIl's Product Store, www.destinationmarketing.org) include
detailed analyses on key topics such as sales and marketing efforts and key lead producing
activities, digital marketing activities, sales force size and management trends, event
attendance marketing support, and incentive funds and discounts/room rebates practices.
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Key Findings
About the Respondents

B Over 70% of the survey respondents are DMOs and the remainder convention centers.

B More than 5% of the responding DMOs are in the largest gateway markets, those with
more than 500,000 square feet of convention center space, while 20% of the convention
centers that responded are in these types of cities.

Marketing Budgets

B The average DMO marketing budget, excluding personnel costs for the convention, trade
show and group meetings function is $1,236,921. The average budget for convention
centers is smaller at $508,091 according to the respondents.

The average DMO marketing budget for the current fiscal year increased 7%.This is over
twice the rate of the average convention center’s budget growth.

“People-based” marketing, including the sales force and participating at industry trade
shows and conferences, account for a total of 44% of the average DMQO's total marketing
expenditure. At convention centers, the amount spent on sales staff and participating in
industry events is 54%.

How the Average DMO Marketing Budget is Spent — Top Three Budget Items

Internal sales force (employees) 24%
Industry trade shows, conventions, conferences 21%
Trade magazine advertising 10%

How the Average Convention Center Marketing Budget is Spent — Top Three

Budget Items
Marketing Budget Items % of Budget
Internal sales force (employees) 36%
Industry trade shows, conventions, conferences 19%
Website(s), online activity (including social media) 1%
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B The marketing mediums and activities that drive the highest quality leads for DMOs are
attending industry trade shows and events, the sales force and website. For convention
centers, the top three marketing mediums are industry trade shows, the sale force and
fam trips.

B The top three most common online and digital marketing activities used by DMOs to
reach event producer and group clients are, in order, social media (including Facebook,
Twitter, blogs), email blasts, and e-newsletters.

B The online and digital marketing activities considered the most effective by DMOs are
their dedicated website, banner ads on other websites, email blasts and social media.

B The most common online and digital marketing activities used by Convention Centers
are the venue website, e-newsletters, email blasts and social media.

B The online and digital marketing activities considered the most effective by Convention
Centers are their website, e-newsletters, banner ads on other websites and email blasts.

Attendance Marketing Support

B A considerable 85% of DMOs and 67% convention centers provide event organizers with
attendance marketing support or assistance.

B The most common types of attendance marketing support from DMOs are:
® Public relations support, according to 91% of DMOs
® Liaison with city, state or regional affiliated groups or government agencies, 88%
® Adding event information to the DMO and/or venue website(s), 74%
B The most common types of attendance marketing support from Convention Centers are also:
® Public relations support, according to 71% of convention centers
® Liaison with city, state or regional affiliated groups or government agencies, 64%
® Adding event information to the DMO and/or venue website(s), 64%

B DMOs on average have 4.4 salespeople in their organization for convention and group
marketing compared to 3.7 at convention centers.

B The primary measure of success at both DMOs and convention centers is total number
of hotel rooms booked by the DMO. The second criteria at DMOs are related to hotel
community occupancy levels. The second criteria at Convention Centers are total event
spending at the venue (i.e., attendees, exhibitors, events and groups).
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Incentive Funds

B Thirty-seven percent of DMOs and 71% of convention centers maintain a separate fund
to cover discounts and incentives for qualified events and groups that book local hotels.

B The average incentive fund size is $156,000 at DMOs and $466,111 at venues.

B These incentives and discounts are mainly used to cover convention center rent and
provide transportation for attendees.

B Twenty-five percent of DMOs plan to revise incentive criteria over the next year.

B According to the survey results, 48% of DMOs say they do not discount, while only 15%
of venues say they do not offer discounts to event and group clients.

B Overall both DMOs and convention centers feel that discounting and inventive funds are
“very” to “extremely important” in booking major conventions, exhibitions and events.

B When offered, the typical hotel room rebate is $5 to $10 to offset convention center rent.
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About the Destination & Travel Foundation

The Destination & Travel Foundation is a combined effort between the Destination
Marketing Association International and the U.S. Travel Association to serve the interests
of destination marketing professionals and highlight the impact of travel around the world.

The mission of the Destination & Travel Foundation is to enhance the destination marketing
and travel professions through research, education, visioning and development of resources
and partnerships for those efforts.
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Destination & Travel Foundation Red 7 Media Research & Consulting
2025 M Street, NW, Suite 500 14809 N. 73rd Street, Suite 203
Washington, DC 20036 Scottsdale, AZ 85260
www.destinationtravel.org www.red7media.com/researchandconsulting
1.202.296.7888 1.480.241.9405
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