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the San Diego tourism Marketing District is a nonprofit, 
mutual-benefit corporation dedicated to improving tourism 
and hotel room night consumption in the City of San Diego. 

purpose

The San Diego Tourism Marketing District (SDTMD) provides a private, 
nonprofit funding vehicle to stimulate hotel room demand through 
tourism promotion, marketing and advertising programs. The judicious 
allocation of these resources creates a positive economic, fiscal and 
employment impact on lodging businesses in the City of San Diego.

Goals 

> Enhance destination marketing 

> Enhance tourism activity 

> Increase hotel room night consumption/occupancy

> Compete aggressively with major travel markets 

> Deliver $10.5 million in Transient Occupancy Tax annual savings 
to the City of San Diego General Fund (Estimated Total: $52.5 
million over five years)

> Raise approximately $25 million in assessments annually

San Diego toURiSM MaRketing DiStRiCt 
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The San Diego Tourism Marketing District enters into the fifth and final 
year of its initial trial period with the momentum of proven strategies 
and successful performance trends. Because the SDTMD was one 
of the first districts of its size in California, the learning curve was 
understandably steep; everything from the application process to final 
production audits had to be generated from “scratch.” However, under 
the stewardship of a volunteer board that comprised experienced 
tourism executives from assessed properties, the SDTMD created a solid 
foundation for growth. The original SDTMD contract and management 
plan mandated clear parameters for performance metrics based on 
hotel room night production, strict auditing guidelines, and transparent 
oversight to ensure an aggressive vetting process for the deployment of 
all TMD funds — a process that has produced impressive ROI numbers 
each year. 

In FY2009 ROI was approximately 16:1 and in FY2010 ROI exceeded 
18:1. In FY2011 ROI further increased to 20:1 and, though final third-
party audits are pending, the preliminary stated SDTMD contractor 
results for FY2012 are a healthy 18:1, with TMD funds directly 
supporting the production of more than $528 million in hotel room 
night revenue, an increase of more than $90 million from FY2011.

In FY2012 (July 1, 2011 to June 30, 2012), more than $25 million 
in TMD assessment fees were allocated through the public application 
review process at our Brown Act board meetings. The funds were 
disbursed to the San Diego Convention & Visitors Bureau (ConVis),     

the San Diego North Convention & Visitors Bureau (SDNCVB) and a 
variety of special event organizations that drove significant visitation 
to San Diego and produced hotel room night revenue for the TMD 
hotels.  Most awards were to the highest performing contractors from 
the SDTMD’s first three audited years, while newly funded programs 
demonstrated the promise of room night production and long-term 
growth potential. 

Additionally, to leverage economies of scale, brand equity, and regional 
TMD hotel ROI, the SDNCVB sales and marketing efforts were absorbed 
into ConVis’ existing structure. A subcontractor sales and marketing 
relationship is also in place between the CVBs and the San Diego Sports 
Commission. Such partnerships show great promise in maximizing 
economies of scale, solidifying and elevating San Diego’s tourism brand 
and increasing room night production within the District. 

As the third largest industry in the City — employing over 163,000 San 
Diegans — the stakes are high for San Diego tourism. Recent ConVis 
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studies show that 15.7 million overnight visits are generated annually from 
31 million visitors to San Diego each year. It is estimated that more than 
half of those overnight visits were in hotels and thus generated Transient 
Occupancy Tax (TOT) revenue for the City.  Those visitors to San Diego 
directly spent approximately $7.5 billion and created an overall annual 
economic impact of $17 billion to the San Diego economy. Without a 
successful tourism industry, San Diego faces a loss of jobs and a decline in 
economic health.        

In retrospect, the creation of San Diego’s TMD, formed just prior to the 
“Great Recession,” could not have come at a more critical time. By 
providing substantial funding to a variety of San Diego events and marketing 
campaigns, the TMD created opportunities for growth that would not have 
been there otherwise.  When compared to competing cities, the performance 
results for San Diego as a destination city have proven the TMD’s invaluable 
impact on hotel room night production for assessed hotels and TOT 
production for the City of San Diego. 

Now that the five-year trial period for the TMD has concluded, the ultimate 
question remains: Was it a success? According to audited data, the answer 
is yes. For the entire five-year trial period (January 1, 2008 - December 31, 
2012), it is estimated that more than $112 million in TMD funds will have 
been deployed to selected contractors, which will have directly supported the 
production of over 15 million TMD hotel room nights yielding approximately 
$2.18 billion in TMD hotel room night revenue.

Another key indicator that the SDTMD works is that the cities historically 
competing with San Diego to attract visitors have copied the innovative TMD 
model pioneered by San Diego. To date, there are now 70 TMDs in California 
alone, including Anaheim, Los Angeles and San Francisco. New TMDs 
continue to emerge, leveling the playing field, especially in regional markets. 
The competition for each visitor is fierce. 

C. terry Brown 
Chairman

lorin Stewart 
Executive Director

San Diego’s prosperity is directly tied to the tourism industry — the future  
of which depends on how effectively it can market, sell and promote the City. 
Our SDTMD has the experience, momentum, and proven strategy and tactics 
to build on the hard work and success of its foundation years. As our original 
TMD contract approaches renewal, final efforts are underway to incorporate 
the lessons learned from the initial trial period and modifications have been 
made to comply with the new California Proposition 26 legislation. Now and 
in the future, we must use these advantages to brand San Diego perpetually 
in the minds of the consumer as the best destination for any group or  
leisure traveler.

In closing, we thank the Mayor and City Council for their assistance in 
creating the SDTMD and ongoing support, which has put San Diego ahead  
of the curve when it implemented the TMD in 2008. With strong leadership 
and commitment from our staff, partners and Board, the SDTMD has grown 
into a powerful public-private partnership that makes vital contributions 
to our city’s economy. Collectively, we now welcome the opportunity to 
collaborate with new leadership in City Hall and City Council, sharing insights 
and ideas that will sustain San Diego’s tourism marketing momentum for 
many years to come.

43



the SDtMD is a nonprofit organization consisting of 183 lodging business 

owners and managers committed to maintaining San Diego’s 
leadership in the visitor industry. this collaborative effort is modeled 

after other successful tourism Business improvement Districts (tBiDs) — 

types of partnerships in which business owners self-assess fees and use them 

to create demand for tourism. SDtMD’s privately levied, mutual-benefit fee 

structure is an alternative to increasingly limited public funding resources 

for tourism, and is allocated for certain categories of expenditure and fixed 

funding. a minimum of 50% of SDtMD assessments are distributed to ConVis 

to support long-term marketing. 

additional funds are competitively awarded to local tourism groups and event 

organizers that demonstrate strategies and tactics designed to aggressively 

promote San Diego and capture overnight visitors. SDtMD’s creation as a 

funding engine for tourism marketing acknowledges tourism’s vital role in 

the local economy and reflects an ongoing, unified public-private 
effort to encourage and finance destination marketing. 

about
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MARCh 2010
FY2009 Roi audits 
completed

DeCeMBeR 2007
Hotels vote to 
participate in a 
tourism marketing 
district

JAnuARy 2008
Collection of 
assessments 
begins on 
January 1, 2008

ApRil 2008
SDtMD is approved 
for a five-year 
contract with the 
City of San Diego

ApRil 2008
SDtMD Board 
constituted and first 
Board meeting held 

July 2008
Programs 
implemented

ApRil 2009 
Studies show 
market share up

June 2009
FY2010 budget 
approved

Quick Facts: 
SDtmD timeline AuGuSt 31, 2011

FY2011 annual 
Performance Reports 
due from all contractors

oCtoBeR 2010 — FeBRuARy 2011
Public Presentation of FY2011 
applications

FeBRuARy 18, 2011 
FY2011 tMD Funding 
Recommendations 
made by SDtMD 
Board 

June 21, 2011
FY2011 tMD Funding 
Recommendations 
approved by City Council

July 1, 2011
FY2011 starts

JAnuARy 23, 2013
SDtMD annual 
Meeting

noveMBeR 2, 2011
SDtMD annual 
Meeting

FeBRuARy 10, 2012
FY2013 (Part 1) 
allocation 
Recommendations 
determined

MAy 2012 
San Diego Budget & Finance 
Committee approves FY2013 
(Part 1) Report of activity

June 19, 2012
San Diego City Council 
approves FY2013 (Part 1) 
Report of activity

AuGuSt 31, 2012
FY2012 annual 
Performance Reports 
due from all contractors
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how the SDtMD Works
in April 2008, the City of San Diego agreed to a five-year 
contract to implement the SDtMD. per the agreement, the 
SDtMD does not represent a marketing entity, but rather a 
funding engine that drives promotion of San Diego to enhance 
tourism and hotel room night consumption.

Benefits

Relieve the City of certain tourism support obligations
thus far, $5.3 million (Fy2008), $10.6 million (Fy2009),  

and for Fy2010 through Fy2012, projections of $10.5 million per year 
(five-year projected total of $52.5 million at FY2008 level of support)  

Raise approximately $25 million  
in assessments annually 

protect the San Diego transient occupancy tax
Maintain and increase San Diego’s market  

share against our regional and domestic competition

9 10



> 183 hotelS in the City of San Diego with approximately 
38,908 rooms 

> Only hotels with 70 or more rooms are assessed 

> Assessment equals 2% of gross hotel room rate in addition to the 10.5% 
Transient Occupancy Tax (TOT)

> Assessments may be passed on to guests 

> Hotel operators must remit assessments on a monthly basis  
(and separately from TOT collections)

SDtMD Contractors
> All contractors must undergo an application process that clearly articulates 

how they will benefit hotel occupancy in the City of San Diego 

> Successful applications must clearly describe the strategies and tactics for 
delivering room nights, as well as estimated projections for occupancy and 
gross room revenue

> All ROI results are subject to third-party audit

SDtMD hotels Assessments
Assessment fees are strictly dedicated to securing visitor traffic and room 
nights through a diverse mix of marketing programs, projects and activities, 
including:

> Advertising 

> Marketing promotion

> Direct sales 

> press and/or public relations

> new product development

> prospective marketing and visitor services

> Marketing research 

> eMarketing and Web strategies

> partnership marketing

> Special events promotion

11 12



market assessment 
in 2011, San Diego maintained prominence as a preferred travel 

destination with 31.1 million day and overnight visitors who spent nearly 

$7.5 billion at local businesses1 — figures slightly higher than one year 

earlier. Predictably, San Diego’s diversity of exciting special events and 

lifestyle activities, as well as its beautiful scenery and weather, elicits the 

envy of the nation and the attention of travelers. these are important 

points of pride for our unique coastal metropolis, as well as foundation 

elements upon which to advance tourism. 

Ultimately, tourism powers cities. an aggressive spirit of moving forward 

and not resting on reputation is vital. the SDtMD acknowledges this 

urgency and in cooperation with San Diego’s hospitality community is 

poised to attract even more tourism dollars. they, along with other local 

business and political leaders, recognize that the time is now to continue 

to harness the three-years-and-growing momentum of the SDtMD. 

FY2012 represented a fourth consecutive year of major economic 

challenges for the nation and competition for tourism dollars remains  

ever-intense throughout domestic and regional markets. With its prime 

focus on increasing hotel room night consumption, the SDtMD is 

dedicated to giving San Diego an advantage in the fight for business   

and leisure travelers. 

Domestically, in the tourism wars, San Diego squares off against Las Vegas 

and orlando, among other markets, as well as western region staples Los 

angeles, anaheim, San Francisco and Phoenix. informed by and inspired 

by the SDtMD, Los angeles voted in July 2011 to create its own tourism 

marketing district. Further north, in September 2011, the Seattle tourism 

improvement area was approved. imitation is a form of flattery, but as 

it pertains to the SDtMD, it has become other cities’ tool for chipping 

away at San Diego’s tourism market share. in fact, seven new tMDs were 

created in California alone in the past year. Fortunately, the SDtMD exists 

as a proven and still ever-evolving catalyst for growth and an economic 

engine that performs specifically to support the best interests of the city’s 

visitor industry.

13 14



the San Diego Convention & Visitors Bureau’s (ConVis), as SDtMD’s 

largest contractor, continues to play a significant role in attracting leisure 

and business travelers for overnight and extended visits. Year-round, with 

a seasonal focus, ConVis’ diversified advertising — television, radio, print, 

internet — in drive markets drew desirable demographic targets such as 

couples and families to San Diego for a variety of attractions. additionally, 

its group Sales and travel trade teams targeted corporate clients and 

large membership organizations, securing new room nights for 2012, 

2013 and potentially, beyond. For FY2012 ConVis Roi was 22:1.

SDtMD not only supplements ConVis marketing efforts, but unique to 

many of California’s 68 tourism marketing districts, it also allocates funds 

to another local CVB and carefully vetted organizations. Below are the 

funding percentages as outlined in the SDtMD Management Plan:

Minimum assessment amount to Convis - 50%

variable Funding by Competitive Application - 32% 

San Diego north CvB - 10% 

opportunity/Catastrophe Reserve - 5% 

SDtMD and City Administration - 3% 
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tourism is San Diego’s third largest industry. the SDtMD continued to work 
closely with ConVis and other contractors to promote the City of San Diego 
as a prime travel destination. as of FY2012, this winning strategy delivered 
a steady 68.9%occupancy rate for SDtMD hoteliers, with an increased 
average daily rate (aDR) of $124.96.  

according to the U.S. travel association, travel volume and spending is up 
across the nation, despite substantially increased travel and fuel costs and a 
continued inflation.2  For the year-to-date through July 2012, room demand 
in San Diego (3.7%) has outpaced California (3.5%) and the national 
average (3.2%). San Diego’s hotels are outperforming the national average 
in all key industry metrics.3  this July assessment was joined in September 
by a PkF Hospitality’s Hotel Horizons® research report, which forecast that 
room revenue will rise 6.7% in 2012.  as consumers continue to gradually 
spend more travel dollars, the SDtMD will continue to support San Diego’s 
lodging market against regional competition. SDtMD’s focus is the delivery 
of tMD hotel room nights, which in turn, generate local sales tax revenues 
and increase both direct and indirect visitor spending. Such sustained 
and increased momentum in the vital area of tourism also creates an 
environment able to sustain and even increase employment in San Diego’s 

tourism industry workforce of approximately 163,000.4

1  San Diego Convention & Visitors Bureau, 2012 Visitor Industry General Facts
2  U.S. travel association, Forecast Summary, november 2012, www.ustravel.org
3  San Diego convention & Visitors Bureau, Quarterly travel Forecast, September 2012
4  San Diego Convention & Visitors Bureau, annual Meeting Presentation, March 2012 

hotel performance and Impact 

68.9%
average occupancy Rate 

$124.96
average Daily Rate
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500 West Broadway 
Andaz San Diego 
Bahia Resort Hotel 
Bay Club Hotel & Marina 
Beach Cottages, The 
Best Western Americana Inn 
Best Western Bayside Inn 
Best Western Blue Sea Lodge 
Best Western Golden Triangle 
Best Western Hacienda Hotel 
Best Western Inn By The Sea 
Best Western Inn Miramar 
Best Western Island Palms Hotel
Best Western Mission Bay 
Best Western Posada@The Yacht Harbor
Best Western Seven Seas Lodge 
Bristol Hotel 
California Suites Hotel 
Catamaran Resort Hotel 
Comfort Inn & Suites Hotel Circle 
Comfort Inn & Suites Zoo/SeaWorld 
Comfort Inn Airport Old Town 
Comfort Inn Gaslamp 
Comfort Inn Mission Bay 
Comfort Suite Miramar 
Country Inn & Suites 
Courtyard By Marriott 
Courtyard By Marriott San Diego Old Town
Courtyard By Marriott Liberty Station
Courtyard Rancho Bernardo 
Courtyard San Diego Downtown 
Crowne Plaza Hanalei 
Crowne Plaza San Diego
Dana Inn On Mission Bay
Days Hotel Circle by SeaWorld
Days Inn & Suites 
Days Inn Suites Point Loma 
Del Mar Hilton 
DoubleTree Carmel Highland Golf & Tennis Resort 
DoubleTree Club Hotel 
DoubleTree Golf Resort San Diego
DoubleTree Hotel Del Mar 

DoubleTree Hotel San Diego Mission Valley 
DoubleTree San Diego Downtown 
Economy Inn 
Embassy Hotel 
Embassy Suites 
Embassy Suites Hotel 
Empress Hotel 
Estancia La Jolla Hotel & Spa 
Extended Stay America - M.V. - Stadium 
Extended Stay America Hotel Circle 
E-Z 8 Motel Of Old Town 
E-Z 8 Motel South Bay 
Four Points Hotel Sheraton 
Good Nite Inn Seaworld Partner 
Hampton Inn Kearny Mesa 
Hampton Inn Downtown
Hampton Inn Del Mar 
Hampton Inn SeaWorld/Airport 
Handlery Hotel & Resort 
Hard Rock Hotel 
Heritage Inn 
Hilton Garden Inn 
Hilton Garden Inn San Diego Rancho Bernardo 
Hilton Harbor Island 
Hilton Hotel-San Diego 
Hilton La Jolla Torrey Pines 
Hilton San Diego Bayfront
Hilton San Diego Gaslamp Qtr 
Hilton San Diego Mission Valley 
Holiday Inn Bayside 
Holiday Inn Express S.D. - SeaWorld 
Holiday Inn Express S.D. - Mira Mesa 
Holiday Inn Express S.D. - Otway Mesa 
Holiday Inn Express Downtown 
Holiday Inn Express Old Town 
Holiday Inn Express & Suites Sorrento Valley 
Holiday Inn Express Mission Bay 
Holiday Inn Harbor View 
Holiday Inn Mission Bay/Seaworld 
Holiday Inn Mission Valley/Stadium 
Holiday Inn Rancho Bernardo 
Holiday Inn San Diego Downtown

Holiday Inn San Diego North Miramar
Holiday Inn-S.D. On The Bay 
Homestead Village 
Homestead Village Mission Valley 
Homewood Suites 
Homewood Suites By Hilton Liberty Station 
Horton Grand Hotel 
Hotel La Jolla At The Shores 
Hotel Palomar San Diego  
Hotel Solamar 
Howard Johnson Hotel Circle 
Howard Johnson Inn 
Humphrey's Half Moon Inn & Suites
Hyatt Regency La Jolla 
Hyatt Regency Mission Bay Spa And Marina 
Kings Inn 
Kona Kai Resort
La Jolla Beach & Tennis Club 
La Jolla Cove Suites 
La Jolla Marriott 
La Jolla Residence Inn 
La Jolla Shores Hotel 
La Pensione 
La Quinta Inn Old Town 
La Quinta Inn San Diego Mission Valley 
La Quinta Inn Scripps Poway 
La Valencia Hotel 
Lafayette Hotel & Suites 
Manchester Grand Hyatt San Diego 
Mission Valley Resort 
Mission Valley Travelodge 
Motel 6 - Airport 
Motel 6 Downtown 
Motel 6 San Ysidro 
Motel 6 Hotel Circle 
Ocean Park Inn 
Old Town Inn 
Omni San Diego Hotel 
Otay Mesa Comfort Suites 
Pacific Terrace Hotel
Padre Trail Inn 
Palms Hotel 
Park Manor Suites 
Porto Vista Hotel
Quality Inn 
Radisson Suite Hotel 
Ramada Inn & Suites 
Ramada Inn Mission Valley/SDSU 

Ramada Inn San Diego North 
Ramada Limited 
Ramada Plaza Hotel 
Rancho Bernardo Inn 
Residence Inn By Marriott R.B.-Carmel Mtn. Rch 
Residence Inn By Marriott R.B.-Scripps-Poway 
Residence Inn Kearny Mesa 
Residence Inn San Diego Downtown 
Residence Inn San Diego La Jolla
San Diego Marriott Courtyard 
San Diego Marriott Del Mar 
San Diego Marriott Gaslamp Qtr 
San Diego Marriott Marina 
San Diego Old Town Courtyard 
San Diego Paradise Point Resort 
San Diego/M.V. Residence Inn 
San Diego Marriott Mission Valley 
Shelter Pointe Hotel & Marina 
Sheraton La Jolla Hotel 
Sheraton San Diego Mission Valley 
Sheraton San Diego Hotel & Marina 
Sheraton Suites San Diego 
Sofia Hotel 
Sommerset Hotel 
Sorrento Mesa Residence Inn 
Springhill Suites By Marriott 
Staybridge Suites Carmel Mtn 
Staybridge Suites Sorrento 
Super 8 Motel 
The Friendship Hotel 
The Grand Del Mar 
The Grande Colonial Hotel 
The Lodge At Torrey Pines
Town & Country Hotel 
U.S. Suites Of San Diego 
University Towers 
US Grant, The 
Vagabond Inn 
Valli Hi Motel 
Vantaggio Suites 
W San Diego 
West Park Inn 
Westgate Hotel 
Westin Hotel Horton Plaza
Westin San Diego 
Woodfin Suite Hotel Sorrento Mesa 

SDtmD hotels
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Since the SDTMD’s inception, the dynamic between the organization and 
its contractors has had a positive impact on lodging businesses in the City 
of San Diego. The SDTMD’s judicious allocation of funding from assessed 
properties to competitively chosen, local contractors has resulted in growth 
in hotel room nights and revenue that strengthen the local economy and its 
vitally important tourism industry.

By design, at least 50% of the SDTMD’s funding goes to ConVis. In 
addition to dedicated funding to ConVis, the SDTMD utilizes an innovative 
and vigorous vetting progress to select new contractors or renew previous 
ones. The selected contractors have either proven promotional track records 
and/or long-range potential. All must have clearly defined marketing 
strategies and tactics that complement and enhance San Diego’s tourism 
brand through unique attractions and events that fill hotel rooms.

The SDTMD’s performance over the first four years reflects positively 
on its participating contractors and hotels. Consistently, the program of 
assessments support and aid the development of measurable tourism 
promotion and marketing programs. Specifically:

Fy2009. Among the successful programs made possible with TMD funds, 
ConVis was able to launch an unprecedented national cable advertising 
campaign in tandem with a substantial online travel agency campaign. 
That year, Smith Travel Research reported that San Diego had outpaced the 
percentage of total market share when compared to other cities in the region, 
including Anaheim, Seattle, Phoenix and Los Angeles. San Diego was second 
only to San Francisco, an international gateway/airline hub. The overall 
audited ROI for the SDTMD’s inaugural year was approximately 16:1.

Fy2010. Despite the global recession and overall hotel occupancy being 
down in San Diego, SDTMD assessed hotels performed well against 
all competitive sets. Specifically, SDTMD hotels had an occupancy of 
67.6%, which was 2.6% higher than San Diego County overall. Also, quite 
significantly, SDTMD properties’ Revenue Per Available Room (RevPAR) 
ended the fiscal year at $88.56 — an impressive figure that ranked San 
Diego seventh among the top 25 U.S. markets, behind only New York, 
Oahu, Miami, San Francisco, Washington, D.C. and Boston. The overall 
audited ROI for the SDTMD in FY2010 increased to 18:1.

Fy2011. Cumulative ROI (pending final audit) for all SDTMD contractors 
in FY2011 is 20:1. The average contractor ROI is 11:1 with some 
contractors achieving ROIs over 20:1. For example, Competitor Group, 
the organizers of the Rock ‘n’ Roll Marathon, leveraged their $145,510 of 
TMD funds into more than 27,200 room nights and over $3.6 million in 
revenue, a 25:1 ROI.

Fy2012. Cumulative ROI (pending final audit) for all SDTMD contractors 
in FY2012 is 18:1. The average contractor ROI is 17:1 with some 
contractors achieving ROIs over 20:1. For example, the California State 
Games, the organizers of the State Games of America, leveraged their 
$125,000 of TMD funds into more than 25,800 room nights and over 
$3.2 million in revenue, a 26:1 ROI.

Many contractors, such as the San Diego Sports Commission and the 
San Diego Crew Classic received funding throughout the SDTMD’s 
existence. Each exemplifies how SDTMD funding supports year-over-year 
growth, and ultimately, guides contractors to a level of success where   
they become established, self-sustaining San Diego traditions.

SDtmD and Contractors
Innovation & Impact 
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ROI results as reported by TMD contractors. All results are subject to third party audit to be completed by March 2013.

SAn DieGo Convention & viSitoRS BuReAu

The San Diego Convention & Visitors Bureau (ConVis) is the sales and marketing engine 
for the San Diego region. The organization is charged with monitoring the health of 
the tourism industry, promoting all areas of the region, and stimulating inbound travel. 
Despite the impact of the global economic downturn, and a rapidly changing marketplace, 
ConVis has been nimble and aggressive. Program of work shifts and new marketing 
funds from the SDTMD have helped ConVis in its efforts to win market share and tout 
San Diego as a diverse tourism market, appealing to leisure and group travelers, and 
international, domestic and drive market visitors. Additionally, ConVis has integrated the 
specialized sales team of San Diego North CVB into its overall Sales Division, meaning 
that the totality of its efforts support the north hotels (see marketing highlights for San 
Diego North CVB).

Sales highlights: 

•	 Booked	740,096	Definite	Room	Nights,	achieving	95%	of	the	Sales	Division’s	goal.

•	 Generated	2,738	leads,	an	increase	from	2,411	in	FY2011.	

•	 Tripled	the	number	of	in-market	customer	events	from	FY2011,	hosting	33	events	in	
cities throughout the country, including Portland, Seattle, Austin, Dallas and Denver. 

•	 Represented	San	Diego	at	various	industry	trade	shows	throughout	the	year,	including	
the Incentive Travel Exchange in Las Vegas, a premier event for the incentive industry 
that generated four leads worth 4,625 potential room nights.

•	Hosted	a	San	Diego	Signature	Spa	event	in	Washington	DC,	which	generated	nine	
leads totaling 7,352 room nights.

•	 The	Travel	Trade	Development	Team	continued	 their	 focus	on	global	promotion	of			
San Diego through participation in 37 tradeshows and sales missions. They also host-
ed 34 customer familiarization tours in FY2012.

Marketing highlights:

•	 The	FY2012	base	program	of	work	included	advertising,	promotions,	public	relations,	
Web, interactive and travel trade.  

•	 The	FY2012	base	program	generated	more	than	$20	million	in	unpaid	media	value:	
$15.4 million was through unpaid editorial, $2.93 million was through unpaid media 
promotions and the remainder was through co-operative advertising.

•	 All	marketing	efforts,	including	e-mail	marketing,	social	media	and	search	engine	ini-
tiatives generated nearly seven million visitor inquiries, bringing the results to 118% 
(unpaid media) and 131% (visitor inquiries) of the overall FY2012, respectively.

•	 FY2012	 launched	San	Diego’s	new	advertising	campaign,	“Happiness	 is	Calling,”	
which ran from spring through fall and leveraged San Diego’s unique ability to inspire 
optimism and positivity in every visitor and motivates travel through its inherent call 
to action.

•	 Promotions	generated	nearly	$3	million	in	unpaid	media	exposure	in	FY2012.	ConVis	
organized a “San Diego is Calling” viral video contest, which broadened the context 
of the “Happiness is Calling” campaign by collecting video content generated by San 
Diego’s social media fans and followers. ConVis also partnered with Paramount Pic-
tures and the opening of Madagascar 3 to promote a San Diego getaway, which had a 
promotional value of $200,000.

•	 Launched	the	new	ConVis	website	in	June	2012	and	partnered	with	Pandora	Radio	to	
launch a San Diego branded mix-tape station, featuring the original song “Happiness 
is Calling.”

•	 As	part	of	the	larger	initiative	to	boost	its	presence	and	visibility	in	the	social	media	
space, ConVis launched a dedicated San Diego YouTube Channel. 

•	 In	FY2012,	the	ConVis	PR	team	generated	nearly	$15.4	in	unpaid	media	coverage	in	
print, radio and television, almost $2 million more than FY2011. Notable domestic 
coverage include Austin Chronicle, Esquire, GQ, The Los Angeles Times, Minneapolis 
Star-Tribune, The New York Post, The New York Times, Passport, Sunset Magazine, 
Westways and in-flight video for Alaska Airlines.

ConvISroI
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Well hello, 
           sunshine.

sandiego.orgMake your happy happen at

22:1roIConvIS
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•	 International	PR	coverage	continued	to	leverage	the	new	British	Airways	London-San	
Diego direct flight, including prominent U.K. publications The Daily Mail and The Sun-
day Telegraph, as well as U.S.-based Conde Nast Traveler. The PR team also hosted a 
Volaris Airlines media tour celebrating its inaugural flights from Mexico City and Gua-
dalajara. Other notable international PR coverage included The Economic Times (Asia’s 
largest economic daily), Abche.de (leading German travel site) and Vancouver Sun.

•	 The	Online	Travel	Agency	Campaign	was	created	to	generate	year-over-year	growth	in	
room nights through advertising on three major online travel agency sites: Travelocity, 
Expedia and Orbitz. In FY2012, the OTAs grew room nights sold in the TMD area by 
16% and the average daily rate by 4%.

Seasonal progam highlights:

•	 The	“Happiness	is	Calling”	fall	campaign	launched	in	September	2011	and	featured	
four weeks of TV spots that ran in Los Angeles, Phoenix, San Francisco and Dallas, 
promotional billboards, six weeks of a Clear Channel corporate radio partnership, and 
western region and national online programs with key travel sites.

•	 In	October	and	November	2011,	the	UK’s	Daily Telegraph newspaper featured a “Best 
of San Diego” promotion in conjunction with a San Diego advertorial. The $280,000 
promotion included partnerships with the U.S. Grant Hotel, La Jolla Beach & Tennis 
Club, Hornblower Cruises, Balboa Park and Surf Diva, an all-ages surfing school for 
women. 

•	 The	“Happiness	is	Calling”	spring	advertising	campaign	rolled	out	on	March	1,	2011	
in five markets: San Francisco, Salt Lake City, Sacramento, Denver and Dallas. The 
four-month campaign included television spots, outdoor billboards, print advertising 
in western region and national publications and targeted online ads and interactive 
programs, including a “Happiness is Calling Memory Game” sweepstakes.

•	 ConVis	and	SeaWorld	partnered	for	a	joint	co-op	spring	advertising	campaign	targeted	
to the Los Angeles, Phoenix, Tucson and Las Vegas markets. The March campaign in-
cluded traffic radio spots, television ads, partnerships with Los Angeles and Phoenix 
TV stations and a western region online campaign.

•	 San	Diego	hosted	PCMA’s	2012	Convening	Leaders	conference	January	8-11,	2012.	
Record attendance at the event of nearly 4,000 attendees provided the opportunity to 
showcase San Diego’s features to influential meeting planners and industry professionals.

22:1 Total FY2012 Return on Investment  

FY2012 Funding Amount    $23,761,168

Hotel Room Nights  3,754,123

x Average Daily Rate:  ADR $140.89

Total Room Night Revenue $528,918,442

Marketing highlights (continued):
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ROI results as reported by TMD contractors. All results are subject to third party audit to be completed by March 2013.

SAn DieGo noRth Convention & viSitoRS BuReAu

The San Diego North Convention & Visitors Bureau (SDNCVB) provides visitor information 
for the 2,000 square mile San Diego North region from the coastal communities of 
La Jolla to Oceanside and east to the valley, mountain and desert communities of 
Escondido, Julian and the Anza-Borrego Desert. SDNCVB works closely with its members 
to promote San Diego North as a premier, year-round resort destination. Sales and 
marketing efforts for SDNCVB are carried out by the San Diego CVB (ConVis). This 
partnership results in improved efficiencies and produces stronger return on investment 
and economic benefit.

Marketing highlights:

•	 San	Diego	North	was	featured	in	the	ConVis	“Happiness	is	Calling”	umbrella	ad	campaign	
through television, online and out-of-home media buys that ran March 1 through June 
25 with specific calls-to-actions to drive visitors directly to sandiego.org/north. Specific 
footage of the Del Mar Racetrack, The Lodge at Torrey Pines, and the Torrey Pines glider 
port are included in 15-second TV spots dedicated to San Diego North.

•	 Full-page	print	ads	placed	in	western	region	issues	of	several	publications,	including	
Bon Appétit, Sunset, Men’s Journal and Outside Magazine. San Diego North was 
featured in the April issue of Conde Nast Traveler adjacent to the full-page print ad 
and the Rancho Bernardo Inn was featured in Family Fun, a removable insert piece 
designed by the publication. 

•	 A	half-page	San	Diego	North	section	was	included	in	a	ConVis	spring,	free-standing	
newspaper insert included in 400,000 targeted households of the Los Angeles Times, 
OC Register, San Francisco Chronicle, Salt Lake City Tribune, Arizona Republic, 
Denver Post, Las Vegas Review Journal and Dallas Morning News.

roI

11:1  Total FY2012 Return on Investment  

FY2012 Funding Amount    $2,758,443

Hotel Room Nights (Group & Leisure) 209,292

x Average Daily Rate:  ADR $155.24

Total Room Night Revenue $32,491,190

ContraCtor
•	 San	Diego	North	was	 included	 in	 the	 rotation	of	 the	ConVis	 fall	online	campaign,	

which included rich media expandable video ads on Yahoo, About, Trip Advisor and 
Tribal Fusion.

•	 San	Diego	North	used	TMD	funds	to	continue	its	online	travel	agency	(OTA)	campaign.	
The program produced 105,762 room nights with an average daily rate of $142.80.

Marketing highlights (continued):
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SAn DieGo SpoRtS CoMMiSSion (BASe FunDinG)

The San Diego Sports Commission (SDSC) promotes its home region as the preferred 
destination for sports events and activities, and fosters economic development and 
quality of life through sports. The organization has upgraded its capabilities by success-
fully adding sports expertise from within and beyond the region and has transitioned its 
focus toward becoming San Diego’s Sports Marketing Agency. 

Marketing highlights:

•	 SDSC	served	as	or	in	support	of	local	organizing	for	several	major	events,	including:

∙  USA Triathlon Junior & Youth National Championships
∙  San Diego Class (basketball)
∙  San Diego Old Aztecs Rugby
∙  American Bicycle Association (ABA) BMX US Open Nationals
∙  Adrenaline Lacrosse High Rollers Tournament
∙  Surf College Cup (soccer)
∙  Savvy Cycling Tour
∙  Future Champions Golf Junior Amateur Championship
∙  Foot Locker Cross Country National Championships
∙  Major League Baseball RBI Institute
∙  International Tennis Federation (ITF) Seniors World Championships 
∙  Fullout Cheer Challenge
∙  United State Police & Fire Championships (various sporting events)
∙  Red Dress Run 

•	 SDSC	surpassed	its	2012	goals,	generating	nearly	1,000	more	room	nights	and	over	
$1.8 million in additional revenue for San Diego hotels than originally targeted. 

•	 The	Amateur	Softball	Association's	(ASA)	most	prestigious	youth	girls’	softball	tour-
nament brought 64 teams from across the nation to the Sportsplex Stadiums in 
Santee and Poway for the 18U Gold National Championships. The San Diego Hall 
of Champions hosted the ASA’s Managers Meeting and Draw in conjunction with the 
tournament, attracting nearly 300 managers, staff, officials and coaches. Between 
teams and staff, the event produced 6,357 room nights. 

•	 The	Surf	College	Cup	has	earned	a	reputation	as	the	nation’s	premiere	fall	season	
college showcase of competitive youth soccer for boys and girls. This year’s event 
brought together upwards of 300 teams and 50 college scouts and coaches over 
Thanksgiving weekend and garnered 3,515 hotel nights.

•	 SDSC	hosted	1,400	of	the	world’s	top	tennis	athletes	aged	35	through	60	in	the	
International Tennis Federation’s 2012 Seniors World Championships. This 16-day 
event, which draws participants from 30 different countries, is held in a different in-
ternational location each year. Spread across seven venues in San Diego county, the 
event produced 5,062 hotel room nights.

•	 SDSC	assisted	in	hosting	the	International	Triathlon	Union	(ITU)	World	Triathlon	San	
Diego, the second stop in the 2012 ITU World Triathlon Series, an innovative series 
that allows the world’s top athletes to compete head-to-head on an ongoing basis. The 
event garnered 1,361 hotel room nights.

Marketing highlights (continued):

11:1  Total FY2012 Return on Investment  

FY2012 Funding Amount    $561,800

Hotel Room Nights 48,972

x Average Daily Rate:  ADR $133.37

Total Room Night Revenue $6,384,480
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11:1roISan Diego Sports Commission
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SAn DieGo SpoRtS CoMMiSSion (SeASD AMeRiCA’S Cup)  

Organized by Sailing Events Association San Diego (SEASD), the America’s Cup World 
Series (ACWS) San Diego events took place on San Diego’s waters in November 2011. 
The America’s Cup is a solidly international event with other host cities in Europe, 
South America and the Middle East. The event brought eight America’s Cup teams from 
seven countries to San Diego. The racing was conducted “stadium style” on San Diego 
Bay, close to shore, to maximize viewing by the nearly 120,000 spectators.

Marketing highlights:

•	 The	ACWS	event	created	significant	media	exposure	for	San	Diego,	including	exciting	
video images of the races transmitted to more than 680 media outlets in 45 coun-
tries. According to the America’s Cup Event Authority statistics, more than 1,800 
news clippings mentioned the ACWS San Diego — more than 500 of those being 
headline stories.

•	 SDSEA	participated	in	a	Clear	Channel	campaign	underwritten	by	ConVis	that	lever-
aged San Francisco and Los Angeles outlets. It provided exposure to the general pub-
lic and to business and community leaders, encouraging people to travel to the event. 
This fully-integrated campaign customized messaging within a three-week window on 
Clear Channel’s terrestrial radio and digital assets.

SAn DieGo SpoRtS CoMMiSSion – eCnl SoCCeR

The San Diego Sport Commission (SDSC) brought hundreds of the top teenage female 
soccer players on 158 teams from 38 different clubs to the San Diego Polo Fields for 
the Elite Clubs National League (ECNL) fourth National Showcase Event of 2011-
2012.  The ECNL was founded in 2009 to enhance the developmental experience of 
female youth soccer players in the United States. One way it has done this is by creat-
ing a competitive national league for top girls’ teams at the U-14 through U-18 levels, 
with a series of regional competitions and National Showcase Events leading up to the 
National Championships. Locally, multiple levels of the San Diego Surf girls teams com-
peted in the event, and with only one match per day, visiting teams had plenty of time 
to explore the beauty of San Diego.  

Marketing highlights:

•	 SDSC	promoted	the	ECNL	event	on	its	website	four	months	prior	to	the	event.		In	
addition to the banner ads on the site, a hotline number was provided to answer any 
questions from teams that wanted to attend.

•	 Created	an	additional	website	link	from	Surf	Cup	to	an	ECNL	hotel	reservation	sys-
tem. This system helped generate more than $500,000 (approximate) worth of direct 
accountable hotel business. 

•	 Set	 up	 a	 10x30	 exhibition	 booth	 at	 the	 NSCAA	 Soccer	 Convention	 promoting															
San Diego Surf Cup and also the new event ECNL San Diego. Six people worked the 
booth over the three days of the convention and spoke to many team managers and 
coaches regarding the ECNL event.

•	 SDSC	used	social	media	to	promote	the	ECNL	event	both	on	its	website	and	its	individual	
Facebook and Twitter accounts through the Surf Cup database.

4:1   Total FY2012 Return on Investment  

FY2012 Funding Amount    $300,000

Hotel Room Nights 9,785

x Average Daily Rate:  ADR $129.93

Total Room Night Revenue $1,271,321 18:1   Total FY2012 Return on Investment 
 

FY2012 Funding Amount    $32,000

Hotel Room Nights 4,242

x Average Daily Rate:  ADR $139.23

Total Room Night Revenue $590,614
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SAn DieGo BoWl GAMe ASSoCiAtion 

The San Diego Bowl Game Association produces two college football bowl games played 
at Qualcomm Stadium: the Holiday Bowl and the San Diego County Credit Union Poin-
settia Bowl. The 34th annual Bridgepoint Education Holiday Bowl featured the Univer-
sity of California at Berkeley from the Pac-12 Conference and the University of Texas 
from the Big 12 Conference. The 8th annual Poinsettia Bowl featured Texas Christian 
University from the Mountain West Conference and Louisiana Tech University from the 
Western Athletic Conference. In addition to the influx of room nights during the off-peak 
season, the games were nationally televised on ESPN and featured San Diego’s sunny 
winter weather.  

Marketing highlights:

•	 During	the	games’	respective	telecasts	on	ESPN,	the	on-air	talent	frequently	men-
tioned the city. Plus, the network featured a minimum of seven San Diego “beauty 
shots” to the combined eight million-plus viewing audience, showcasing San Diego 
as a “destination city.”

•	 The	 Holiday	 Bowl	 and	 The	 Poinsettia	 Bowl	 worked	 closely	 with	 the	 participating	
schools to maximize promotion of game tickets they are required to sell.

•	 Both	games	worked	with	 fellow	SDTMD	contractors	—	specifically,	 the	San	Diego	
Convention and Visitors Bureau — to promote San Diego as a travel destination. 

CAliFoRniA StAte GAMeS

The 2011 State Games of America, organized and managed by the State Games of 
California, were held August 4 through August 7 and hosted 9,297 athletes, who com-
peted in 23 sports, including archery, badminton, baseball, basketball, BMX, bowling, 
figure skating, gymnastics, judo, junior lifeguards, karate, powerlifting, skateboarding, 
soccer, softball, surfing, swimming, synchronized swimming, table tennis, taekwondo, 
track and field, water polo, weightlifting and wrestling. The 2012 California Winter 
Games held ice hockey, figure skating and roller skating events in February and March 
and hosted 1,520 athletes. 

For the State Games of America, the California State Games was expanded from a 
statewide to a national focus this year. It is an Olympics-style event held each year and 
has become a major event on many coaches’ calendars.  Athletes come from around 
the country to compete for medals in these premier amateur events. It appeals to youth 
athletes and their families, which prompts many to take a family vacation in conjunc-
tion with the Games. 

Marketing highlights: 

•	 In	efforts	to	expand	nationally,	the	Games	hired	a	part-time	marketing	manager	who	
worked with each individual sport to determine the best ways to inform and entice 
coaches and athletes to attend the Games. The Games also utilized Sports MBA can-
didates from SDSU to help develop marketing plans.

•	 To	achieve	its	goal	of	increased	athlete	participation,	the	Games	offered	each	athlete	
a $5 rebate to each of the State Games programs around the country and discounted 
tickets to the San Diego Zoo and Safari Park, Sea World, Padres games and Belmont 
Park. Athlete participation increased by 1,750 individuals and many stayed in San 
Diego for a week rather than only the weekend of the event.

•	 The	 Games	 continued	 a	 successful	 policy	 implemented	 last	 year	mandating	 that	
out-of-town ice hockey teams had to stay at one of the pre-designated hotels located 
throughout the city.

•	 For	the	third	consecutive	year,	the	Games	used	in-house	staff	to	reserve	and	block	
rooms, and this year, worked only with SDTMD hotels. It also provided convenience 
for the athletes by placing them in accommodations throughout the Assessment Dis-
trict, including North County, Central San Diego and the South Bay.

9:1 Total FY2012 Return on Investment  

FY2012 Funding Amount    $450,000

Hotel Room Nights  36,393

x Average Daily Rate:  ADR $116.27

Total Room Night Revenue $4,231,414
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SAn DieGo CReW ClASSiC 

The mission of the San Diego Crew Classic (SDCC) is to produce the premier rowing 
regatta in the United States. The event seeks to promote the highest ideals of amateur 
athletics and host a signature event that is a source of pride for the citizens of San 
Diego. The 2012 Crew Classic attracted several powerhouse collegiate teams to partici-
pate in the Copley Cup (men) and the Jessop-Whittier Cup (women).

Marketing highlights:

•	 SDCC	enjoyed	a	10%	increase	in	rower	registration	and	a	19%	increase	in	attendance	
(of participants and spectators combined) over the previous year.

•	 SDCC	continued	 its	 team	payout	policy,	a	cornerstone	of	 the	Crew	Classic	growth	
initiative. The payout to the top-tier collegiate crews ensures a competitive field for 
these races, which is paramount to the success of the regatta. 

•	 SDCC	hired	MJE	Marketing	Services	to	develop	a	more	polished	and	professional	ad-
vertising campaign which included several full-page, four-color ads in Rowing News 
Magazine, as well as banner ads on rowing websites and mailings to 2,500 rowing 
coaches and administrators around the country. 

•	 SDCC	contracted	with	Gravitate	Sports	Marketing	to	identify	new	revenue	opportuni-
ties, develop assets, and create a new sponsorship model. These efforts resulted in a 
significant increase in media exposure and paid attendance.  

•	 SDCC	continued	to	enhance	its	video	programming,	including	a	one-hour	feature	of	
the premier races that is shown seven times on ESPNU with viewership of more than 
100,000 households. The broadcast prominently featured San Diego and has pro-
vided ConVis, the Zoo and other San Diego entities with free commercial spots upon 
each airing. The video is also streamed live on the Crew Classic website during the 
event and is viewed in more than 1,700 cities and 50 countries around the world.

6:1   Total FY2012 Return on Investment  

FY2012 Funding Amount    $215,000

Hotel Room Nights 10,015

x Average Daily Rate:  ADR $139.54

Total Room Night Revenue $1,397,508

26:1 Total FY2012 Return on Investment  

FY2012 Funding Amount    $125,000

Hotel Room Nights  25,823

x Average Daily Rate:  ADR $127.05

Total Room Night Revenue $3,280,765

Marketing highlights (continued):
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SAn DieGo BAy Wine AnD FooD FeStivAl 

In its eighth year, the San Diego Bay Wine & Food Festival grew into the largest wine 
and culinary extravaganza on the West Coast and has become a signature for the city 
of San Diego. The five-day festival is an international showcase of the world's premier 
wine and spirits producers, chefs and culinary personalities. It includes wine tasting 
seminars and cooking classes by James Beard award-winning chefs. The festival cul-
minates with the star-studded Grand Tasting Event held on magnificent San Diego Bay 
featuring a silent auction that benefits the American Institute of Wine & Food’s culinary 
arts scholarship program. 

Marketing highlights:

•	 Ranked	by	Biz Bash Magazine as one of the top culinary events in the region, the 
Festival has quickly become a “must do” event for gourmands, attracting more than 
10,000 wine and food aficionados from across the nation in 2011.

•	 Participation	from	60	of	San	Diego's	top	award-winning	fine	dining	restaurants	and	chefs.	

•	 Participation	from	more	than	170	wineries	from	wine	growing	regions	around	the	world.

•	 A	line-up	of	exciting	and	informative	cooking	and	wine	demonstrations	was	led	by	
celebrity and award-winning chefs such as Top Chef judge Gale Simmons and con-
testants Kenny Gilbert, Brian Malarkey, and Eli Kirshtein; Cooking Light Magazine’s 
Chef Billy Strynkowski; Sam The Cooking Guy; and Food Network’s The Hearty Boys. 

•	Major	U.S.	brands	used	this	year’s	Festival	to	expand	their	Southern	California	mar-
ket reach. They included Celebrity Cruises, Coach America, Cooking Light Magazine, 
Infiniti, Southwest Airlines and Stella Artois.

CoMpetitoR GRoup 
(RoCk ‘n’ Roll SAn DieGo MARAthon & ½ MARAthon)

A Competitor Group Inc. event, the 15th annual Rock 'n' Roll San Diego Marathon & ½ 
Marathon took place on June 3, 2012. The race benefitted the Leukemia & Lymphoma 
Society and had live bands interspersed along each mile of the scenic course. A two-day 
Health and Fitness Expo at the San Diego Convention Center kicked off the race weekend 
and featured more than one hundred fitness retailers, exhibits and interactive clinics. 

Marketing highlights:

•	 The	marathon	had	30,097	registered	participants	and	brought	approximately	8,000	
more visitors to San Diego above and beyond those running in the race. According to 
an economic study executed by the SDSU Sports MBA program, the event brought 
42,000 visitors to San Diego for a total economic impact of over $72 million.

•	 According	to	post-race	surveys,	more	than	10,800	people	registered	for	 the	event	
based on the marketing campaigns put in place using SDTMD funding. Of those, 
over 75% stayed in hotels, which accounted for more than 11,625 room nights, far 
exceeding the target estimate of just 5,857 new room nights. 

•	Numerous	print	ads	ran	throughout	the	year,	including	one	full-page,	full-color	ad	in	
one issue of Runner’s World magazine (circulation 660,000) and another in Runner’s 
World UK (circulation 96,000). According to a post-race participant survey these ads 
garnered over 2,100 (7%) of the registered participants.

•	 Produced	a	six-panel	event	brochure,	33%	larger	than	previous	years.	The	two	extra	
panels focused on quintessential San Diego images and included verbiage provided 
by the San Diego Convention & Visitor’s Bureau. The brochure was utilized in several 
race “goodie” bags across the country and distributed widely in key markets. Addi-
tionally, a promotional postcard was distributed at the Olympic Trials in Houston, TX.

•	 Implemented	a	vastly	expanded	web	advertising	campaign,	including	space	on	Run-
nersWorld.com, MapMyRun.com, MyFitness.com, Pandora.com and Active.com. The 
post-race survey revealed that more than 28.5% of participants (over 8,500) learned 
about the race online.

13:1 Total FY2012 Return on Investment  

FY2012 Funding Amount    $75,000

Hotel Room Nights              6,108

x Average Daily Rate:  ADR $170.00

Total Room Night Revenue $1,038,360     
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•	 SDTMD	funding	allowed	the	race	to	produce	and	air	national	and	regional	commercials	
during the New York City Marathon week. The campaign generated 1,757,000 impressions.

•	 Competitor	Group	 secured	Olympic	 runners	Meb	Keflezighi	 and	Ryan	Hall	 and	TV	
personality Kate Gosselin to generate a buzz before the race and to help gain national 
publicity for race weekend.  

CRAFt BReWeRS GuilD: BeeR Week

San Diego Beer Week (SDBW) promotes San Diego's thriving craft beer culture by spon-
soring a 10-day, countywide festival that attracts beer tourism, fosters knowledge of 
San Diego’s regional brewing heritage, and serves as a showcase for local breweries, 
restaurants, pubs, and other businesses with ties to the craft beer community. The 3rd 
Annual San Diego Beer Week consisted of over 500 independent events and attracted 
guests from 27 states and six countries. 

25:1 Total FY2012 Return on Investment  

FY2012 Funding Amount    $350,000

Hotel Room Nights  53,401

x Average Daily Rate:  ADR $168.05

Total Room Night Revenue $8,834,111

6:1   Total FY2012 Return on Investment  

FY2012 Funding Amount    $74,900

Hotel Room Nights 3,612

x Average Daily Rate:  ADR $129.93

Total Room Night Revenue $469,307

Marketing highlights (continued): Marketing highlights: 

•	 SDBW	showcased	San	Diego’s	international	reputation	for	brewing	inspired	beers	and	
leveraged the popularity of craft beer, an industry that generated nearly $3 billion in 
economic activity in California as a whole.  

•	Marketing	campaign	promoted	SDBW	as	an	“all-welcome”	event	 that	appealed	 to	
both novice and seasoned craft brew drinkers, hosting brewery tours as well as so-
phisticated gourmet beer pairing events. Beer Week culminated with a sell-out culi-
nary event at the Lodge at Torrey Pines.

•	 SDBW	leveraged	the	momentum	of	Breast	Cancer	Awareness	month,	which	ended	
just as Beer Week began. "Drink PINK" became the theme of fundraising dinners, 
special release locally brewed hibiscus beers of a beautiful pink hue, and a booth at 
the Festival, all pink and manned by a San Diego craft beer walking team that fund-
raised for breast cancer research. 

•	 SDBW	offered	exclusive	rates	with	SDTMD	hotels	via	the	SDBW.org	website.

•	 San	Diego-based	breweries	won	17	medals	at	the	Great	American	Beer	Festival,	the	
largest commercial beer competition in the world, as well as another 16 medals in 
the unofficially dubbed “Olympics of Beer” World Beer International Competition. In 
addition San Diego-based breweries won more medals at the 2012 World Beer Cup 
than any other location. San Diego is poised to be the capital of beer tourism in the 
United States.
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MARitiMe MuSeuM oF SAn DieGo (Three Voyages To Paradise)  

The Maritime Museum presented Three Voyages to Paradise: Cook, Melville, and Gauguin 
from May 25, 2011 through July 31, 2012. This exclusive, world-class exhibit featured 
18th and 19th century paintings, sculptures and artifacts from the South Pacific travels 
of three adventurers — Captain James Cook, Herman Melville and Paul Gauguin — in-
cluding a collection of  52 of Gauguin's original oil and watercolor paintings, woodblock 
prints, engravings and sculptures.

Marketing highlights: 

•	Marketing	media	included	the	magazine	of	Southwest	Airlines	and	the	Southern	Cali-
fornia AAA’s magazine Westways, as well as arts and culture publications and online 
media targeting Los Angeles, San Francisco, and the Phoenix/Scottsdale metro area 
in Arizona.

•	 The	Maritime	Museum	worked	with	ConVis	to	broaden	the	exhibit’s	exposure	through	
complementary activities and also to employ cross-marketing opportunities, such as 
with the San Diego Opera and its hosting of Moby Dick in winter 2012.

5:1    Total FY2012 Return on Investment 
 

FY2012 Funding Amount    $100,000

Hotel Room Nights  4,583

x Average Daily Rate:  ADR $123.99

Total Room Night Revenue $568,242

thunDeRBoAtS unliMiteD – SAn DieGo BAyFAiR   

San Diego Bayfair is San Diego’s largest annual family beach festival and sports com-
petition and has been a San Diego tradition since 1964 and has grown well beyond 
its regional attendance base. The three-day beach festival and powerboat racing event, 
considered the “World Series of Powerboat Racing,” occurred September 16-18, 2011 
on Mission Bay. More than 150 powerboat racing teams from every region of the nation 
competed in over a dozen professional and amateur powerboat racing classes, includ-
ing Unlimited Lights, G Boats, American Power Boat Racing Association Classes, Off-
shores, and Jet Skis. 

Marketing highlights: 

•	 The	2011	San	Diego	Bayfair	generated	3.7	million	out-of-market	print	and	online	im-
pressions. Stories were published in Seattle and Indianapolis regions, Detroit, Doha, 
Qatar and Dubai.  

•	 Internet	live	streaming	of	the	race	generated	1.1	million	unique	visitors	from	around	
the world. 

•	 The	hydroplane	races	were	broadcast	on	NBC	Sports	and	had	an	estimated	audience	
of 493,000 viewers. 

•	 Segments	of	the	Lucas	Oil	Drag	Boat	Series	race	from	San	Diego	were	televised	on	
CBS Sports, Speed TV and MAV TV.

•	More	than	900	active	military/reservists	and	their	families	took	advantage	of	free	ad-
mission to Bayfair.

•	 Out-of-town	 visitors	 for	 Bayfair	 were	 from	 Arizona,	 Nevada,	Washington,	 Indiana,	
Michigan, Canada and Qatar.
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33:1  Total FY2012 Return on Investment 
 

FY2012 Funding Amount    $50,000

Hotel Room Nights  13,060

x Average Daily Rate:  ADR $129.93

Total Room Night Revenue $1,696,943

SAn DieGo nAtuRAl hiStoRy MuSeuM
TiTanic: The arTifacT exhibiTion    

The San Diego Natural History Museum opened Titanic: The Artifact Exhibition in February 
2012, which corresponded with the 100th anniversary of the ship’s sinking. The only 
exhibition of its kind on the West Coast, Titanic comprised authentic artifacts and exacting 
recreations of the ship’s interior that tell the compelling human stories of those whose 
lives were ended or transformed by one of the world’s greatest maritime tragedies. 

Marketing highlights: 

•	 A	report	prepared	by	SDSU’s	L.	Robert	Payne	School	of	Hospitality	and	Tourism	Man-
agement shows that Titanic: The Artifact Exhibition generated $1.2 million in city 
hotel revenue. In addition, 180,521 admissions to Titanic helped increase museum 
total admissions to 312,405 — 52% over last year.

•	 Out-of-market	 billboard	 advertisements	 of	Titanic were posted along key freeways 
in Long Beach, San Gabriel Valley, Santa Ana, Torrance, Riverside, San Bernardino, 
Palm Springs and Imperial Valley. The number of impressions each month reached 
approximately 32.5 million.

•	Titanic was featured in Sunset and Westways magazines. Rack cards promoting         
Titanic were posted at the San Diego International Airport and visitors centers. 

•	 Online	advertising	for	Titanic was posted on websites designed to reach out-of-town 
visitors, such as BalboaPark.org, SDMuseumCouncil.org and SanDiego.org. In addi-
tion, UltraStar Cinemas throughout San Diego and Orange counties posted informa-
tion about the exhibition during the showing of the re-released 3D Titanic film.

Marketing highlights (continued):

5:1  Total FY2012 Return on Investment 
 

FY2012 Funding Amount    $187,500

Hotel Room Nights  7,238

x Average Daily Rate:  ADR $150.34

Total Room Night Revenue $1,088,161

•	 Advertising	outreach	beyond	San	Diego	for	2011	included	the	Phoenix	market	(Com-
cast) and Las Vegas (radio stations). The race sanctioning had their own marketing 
efforts to promote the race series, which included San Diego.

•	 Bayfair	had	27	musical	acts	play	over	three	days	on	Ski	Beach.	Bands	from	Santa	
Barbara, Orange and Riverside counties played the concert stage.
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CONVIS Base + Integrated Incremental $23,761,168 
CONVIS PCMA $550,000 
CONVIS British Air Promo $185,520 
SD North CVB $2,758,443 
California State Games $125,000 
Competitor Group - R&R Marathon $350,000 
San Diego Brewers Guild - Beer Week $74,900 
SD Maritime Museum - Three Voyages to Paradise $100,000 
SD Bay Wine & Food Festival $75,000 
SD Bowl Game Association $450,000 
SD Crew Classic $215,000 
SD Sports Commission - Base $561,800 
SD Sports Commission - SDSEA America Cup $300,000 
SD Sports Commission - ECNL Soccer $32,000 
SD Bayfair - Thunderboats $50,000 
SD Natural History Museum - Titanic Artifact Exhibit $187,500 
Total FY12 Funding $29,776,331

Variable Distributions for FY 2012
Based on Competitive Annual Funding Recommendations

FY 2012 Contractors Board of Directors
C. terry Brown, Chairman
President, Atlas Hotels
 

Richard Bartell, Vice Chairman
President, Bartell Hotels
 

luis Barrios, Secretary
General Manager, Best Western Hacienda Hotel Old Town
 

William l. evans, Treasurer
Vice President and Managing Director of Hotel Operations, Evans Hotels
 

John Schafer
Vice President and Managing Director, Manchester Grand Hyatt San Diego
 

patrick Duffy
General Manager, Hilton La Jolla Torrey Pines
 

Mohsen khaleghi
General Manager, Hyatt Regency La Jolla at Aventine
 

Robert A. Rauch, CHA
General Manager/Partner, Hilton Garden Inn – San Diego/Del Mar
 

keri A. Robinson
Area Managing Director, Starwood Hotels & Resorts – San Diego
 

lorin Stewart
Executive Director
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