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Insights
• The current content marketing strategy continues to work well for Monterey County 

Convention & Visitors Bureau (MCCVB), with more than half of regional travelers aware 
of some element of the paid or earned media. Awareness continues to grow on the 
national scene as well. 

• The marketing influenced significant gains in both market groups in terms of familiarity 
with the destination, its brand identity, visit interest, and actual visitation.

• The paid advertising continues to pay dividends to the community. Q1 and Q2 advertising 
investment brought $113 million in visitor spending to the county. While this is lower than 
last midyear, it was accomplished with less ad investment. The weather-related temporary 
closures to some parts of the county likely impacted public perceptions of what was still 
open to visitors. 

• The data indicate that a brand refresh might be in order. While awareness continues to be 
strong, in both regional and national markets the creative ratings continued to slide, 
which suggests wear-out.
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Background & Objectives
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• This research is the midyear tracking measure of MCCVB’s marketing efforts, which reflect 
the reach and impact of the Grab Life by the Moments campaign, initiated in fall 2013 as a 
traditional paid advertising campaign. In recent years, MCCVB has been transitioning to 
“content marketing,” a cutting-edge effort to integrate and synergize paid media, earned 
media, and owned channels such as social media properties and the website.

• The survey research conducted here provides an important contextual component to the 
myriad real-time digital data points. Specific objectives of this research are to:

 Compare current results to established benchmarks

 Measure strength of the creative

 Evaluate the campaign’s effectiveness at generating visits

 Review visitor/trip specifics and related marketing implications

 Estimate ad-influenced travel and associated travel revenue

 Explore the overlap between paid ads and PR

 Provide conclusions and recommendations to help inform MCCVB’s marketing 
efforts



• Launched in 2013, MCCVB’s brand campaign, Grab Life By the Moments, has successfully leveraged beautiful images of 
Monterey County assets in its print, email, digital banner, and social media advertisements. 

• Each seasonal campaign introduced refreshed creative – and the most recent campaign included “Fall Speed Ahead” 
executions – but the brand campaign’s general layout has been the same and many of the images have been used multiple 
times and across media, as shown below in the examples of creative executions. 

• This helps build awareness – the familiar images cut through the clutter with travelers, and consistency over time helps the 
messaging permeate the target markets. However, this strategy also means it can be difficult to isolate the impacts of the 
current campaign from the impacts of those that came before.

Grab Life By the Moments Campaign

Fall 2013 Spring 2014                   Fall 2015                     Spring 2016                       Fall 2016    Spring 2017                          Fall 2017
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The effectiveness of MCCVB’s Content Marketing strategy 
shows in continued high awareness of both paid ads and PR.
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12% 12% 12%

9%

18%
19%

31%
29%

12%

17%

11%
10%

13%

11%

12%

20%
16%

14%

12%
9%

19%

12%
16%

9%
7% 8%

Midyear Year-end Midyear Year-end Midyear Year-end Midyear Year-end Midyear

FY13-14 FY14-15 FY15-16 FY16-17 FY17-18

Regional Ad + PR Awareness

Ads & PR

PR only

Ads only

• Advertising awareness = aided recall of: 

o Print

o Email

o Digital banners 

o Social media

• PR awareness = aided recall of:

o Native ads 

o Influencer blogs

o Unaided recall of news stories, articles or 
feature stories about Monterey County 
destinations

Unaware
58%

PR aware only
15%

Ad aware only
5%

PR & Ad aware
22%

Awareness in National Markets



This is MCCVB’s most efficient campaign to date. Regional 
recall remained high despite half the spending of last year-end. 
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$372,005 

$769,442 

$301,344 
$245,028 $224,734 $238,416 

$138,200 $214,052 
$102,629 

25%
24%

21%

31%

21%

33%

29%

38%
37%

Midyear Year-end Midyear Year-end Midyear Year-end Midyear Year-end Midyear

FY13-14 FY14-15 FY15-16 FY16-17 FY17-18

Regional Paid Advertising Awareness & Spending

Media Spending Total Recall

Aware HH 3.5 M 3.3 M 3.0 M 4.5 M 3.0 M 4.8 M 4.1 M 5.4 M 4.6 M

Cost per aware HH $0.11 $0.23 $0.10 $0.05 $0.07 $0.05 $0.03 $0.04 $0.02 
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The higher investment in national markets is keeping ad 
awareness above 25% in these farther markets.

$61,819 

$190,735 

$121,971 $97,050 
$153,500 

$110,500 

$197,595 

$95,740 
$150,186 

15% 14% 14%

24%

18% 18% 19%

28% 27%

Midyear Year-end Midyear Year-end Midyear Year-end Midyear Year-end Midyear

FY13-14 FY14-15 FY15-16 FY16-17 FY17-18

National Paid Advertising Awareness & Spending

Media Spending Total Awareness

• In support of its goal to reach out to new, more distant markets to expand visit potential to the county, 
MCCVB invested more in the national markets than regional. With this level of reach, the paid advertising is 
laying the groundwork for future visits.



The ads are strongest at showing Monterey County as a 
desirable destination with a variety of sights + activities.
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3.4

3.5

3.5

3.6

4.0

4.0

Make me want to go to the website and learn more about the destination and the packages/deals offered

Portray Monterey County as a nearby destination

Make me want to get more information on Monterey County

Make me more interested in visiting Monterey County

Show that there is a wide variety of sights & activities in Monterey County

Portray Monterey County as a desirable destination

These ads and articles…
Regional Weakness

(bottom 15%)
Average Good

(top 25%)
Excellent
(top 10%)

3.2

2.7

3.2

3.3

3.7

3.7

Make me want to go to the website and learn more about the destination and the packages/deals offered

Portray Monterey County as a nearby destination

Make me want to get more information on Monterey County

Make me more interested in visiting Monterey County

Show that there is a wide variety of sights & activities in Monterey County

Portray Monterey County as a desirable destination

These ads and articles... National Weakness
(bottom 15%)

Average Good
(top 25%)

Excellent
(top 10%)
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In both market groups, creative ratings have slowly declined 
over time, indicating wear-out of the creative.

3.0

3.2

3.4

3.6

3.8

4.0

4.2

4.4

Midyear Year-end Midyear Year-end Midyear

FY15-16 FY16-17 FY17-18

Regional

Make me want to go to the website and learn more
about the destination and the packages/deals offered

Portray Monterey County as a nearby destination

Make me want to get more information on Monterey
County

Make me more interested in visiting Monterey County

Show that there is a wide variety of sights & activities in
Monterey County

Portray Monterey County as a desirable destination

3.0

3.2

3.4

3.6

3.8

4.0

4.2

4.4
National

(This attribute was not asked in National markets)



• In addition to rating key messaging, travelers were asked to rate the ads on how much they made them want 
to visit Monterey County. Like ad ratings, it was asked of all respondents whether they had seen the ads 
before or not. The question was asked by medium.
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45% of regional travelers and 36% of national travelers agree 
that the campaign makes them want to visit Monterey County

45%

55%

48%
44% 43%

38%
36%

43%

38%
33%

38%

30%

Campaign average Social Digital Native Print Email

How much do you agree that these ads make you want to visit 
Monterey County?

Regional National

Goal: 44%



Impact of the Advertising
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MCCVB’s ads again boost the brand measure above the goal in 
regional markets. National markets are at the baseline. 
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4.2
4.2

4.2

4.3 4.3

3.9 3.9

4.0

3.8 3.8

Midyear Year-end Midyear Year-end Midyear

FY15-16 FY16-17 FY17-18

Ad-Aware Brand Goal Measure
Regional

National

Baseline: 3.8

3.9

3.3

4.3

3.8

Regional National

Ad Impact on Brand Goal Measure

Unaware Aware

Goal: 4.1

• The brand measure is derived from travelers’ ratings of Monterey County’s amazing scenery and its image as a charming 
place and a good weekend getaway destination. The latter attribute contributes to national markets’ lower measure, as 
travelers typically view farther away destinations as places to go for longer trips. 



The ads lift unaided brand awareness more than 20 points 
regionally and nearly 30 points among national travelers.
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63%

38%

84%

64%

Regional National

Ad Impact on Unaided Brand Awareness

Unaware Aware

Goal: 83%

87%

74%

87% 86% 84%

66% 69%
64% 62% 64%

Midyear Year-end Midyear Year-end Midyear

FY15-16 FY16-17 FY17-18

Unaided Brand Awareness Among Ad-Aware

Regional

National

• Unaided brand awareness is the share of 
consumers who say they are very or somewhat 
familiar with Monterey County, which includes a 
number of towns: Big Sur, Carmel, Monterey and 
Pebble Beach among others.



The campaign boosts likelihood to travel, both in the coming 
year and in the next two years.
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24%

8%

40%

21%

Regional National

Ad Impact on Monterey Likelihood to 
Travel

Unaware Aware

31%

38%
44% 44%

40%

26%
23%

27% 26%
21%

Midyear Year-end Midyear Year-end Midyear

FY15-16 FY16-17 FY17-18

Ad-Aware Likelihood to Travel to Monterey

Regional

National

7% 7% 5% 5%

26% 23%

6% 10%

26% 31%

17%

23%

12 months 24 months 12 months 24 months

Regional National

Likelihood to Travel in Next 12 vs. 24 
months

Somewhat likely

Very likely

Already planning a trip

• Weather-related interruptions to some destinations within the county, and 
much news coverage of these events, may have created confusion about 
whether the county is fully open for visitors. This is also true of Napa Valley, as 
the data on the following page illustrates.

• Since 2013, travelers have been asked about their likelihood to travel in the 
coming two years. This year there was interest among MCCVB stakeholders in 
gauging travel interest in the next 12 months. As expected, there is a slightly 
higher level of likelihood to travel over the longer period. 
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Monterey’s share of total visit intent within the competitive set remains at 
14% behind San Diego + San Francisco; Lake Tahoe captured a greater 
share as of this midyear measure

11%

13%

14%
14%

14% 14%

9%

11%

13%

15%

17%

19%

21%

23%

Jul-15 Dec-15 Jul-16 Dec-16 Jul-17 Dec-17

Intent Shares - Regional

Monterey County Sonoma/Napa Valley Santa Barbara Palm Springs San Francisco San Diego Lake Tahoe



The ads boost Monterey County’s competitiveness as a 
vacation/getaway trip in both market groups.
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11 10 8

-4 -21 -22 -26 -36 -36 -38

San Diego Monterey -
aware

San Francisco Lake Tahoe Napa Valley Santa Barbara Monterey -
unaware

Palm Springs San Jose/Santa
Cruz

Sonoma Valley

-33 -26 -15 -41 -39 -56 -54 -54 -61 -50

• The desirability index, which is analogous to a Net Promoter Score (NPS), is a way to compare traveler perceptions of Monterey County as a 
leisure destination to other destinations in the competitive set. The overall scores themselves are useful only as a measure of relative 
desirability, and should not be interpreted as positive or negative in their own right.

Desirability Index: Place to Go for a Vacation/Getaway Trip

REGIONAL

NATIONAL



Regionally and nationally, among the competitive set, Monterey 
County is 2nd only to San Diego as a place to go with kids.
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14

-9 -13 -16 -42 -46 -51 -53 -59 -64

San Diego Monterey -
aware

Lake Tahoe San Francisco San Jose/Santa
Cruz

Santa Barbara Monterey -
unaware

Palm Springs Napa Valley Sonoma Valley

-34 -51 -57 -42 -72 -72 -75 -70 -75 -73

• The desirability index, which is analogous to a Net Promoter Score (NPS), is a way to compare traveler perceptions of Monterey County as a 
leisure destination to other destinations in the competitive set. The overall scores themselves are useful only as a measure of relative 
desirability, and should not be interpreted as positive or negative in their own right.

Desirability Index: Place to Visit with Children

REGIONAL

NATIONAL



The ads continue to grow incremental travel from regional 
markets. 

• Visit = overnight stay in paid lodging

• The ad-influenced boost in visits is incremental 
travel. As baseline (unaware) visitation from a 
region grows, additional growth in incremental 
travel is harder to attain. Therefore, MCCVB’s result 
among the regional markets is very positive.
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3.5%

0.4%

9.0%

3.3%

Regional National

Ad Impact on Monterey Visits

Unaware Aware

Regional 
travel 
increment 
5.5 pts

2.9 pts

2.4%
2.9%

4.8%

5.6%

5.5%

0.0%
0.7%

3.0%

6.7%

2.9%

Midyear Year-end Midyear Year-end Midyear

FY15-16 FY16-17 FY17-18

Incremental Travel

Regional

National
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MCCVB spent 26% less this midyear period than last year, 
and trip spending decreased just 5% regionally. 

Midyear Trip Spending
Regional National

FY16-17 FY17-18 FY17-18

Lodging/accommodations $378 $348 $447 

Meals/food/groceries $226 $217 $319 

Attractions $127 $134 $191 

Shopping $119 $109 $141 

Entertainment $42 $20 $79 

Transportation $92 $123 $204 

Other $42 $22 $84 

Total $1,028 $973 $1,465 
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• Regionally, average spending increased for attractions and transportation. 

• National markets have a small sample size relative to the traveling population. Therefore, while there 
is clearly a positive impact on visitation from these markets, which tend to stay longer and spend 
more than nearby markets, we do not continue the calculations for ROI beyond this point. 
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The GLBM campaign generated a 20% higher ROI and 
brought $113M in visitor spending to the community.
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REGIONAL Midyear Metrics FY16-17 FY17-18
Year-over-year 

change

Aware HHs 4,160,944 4,572,515 10%

Incremental travel % 4.8% 5.5% 15%

Incremental traveling HHs 201,500 252,020 25%

% overnight 77% 77% 0%

% paid accommodations 79% 60% -24%

Total incremental overnights 122,572 116,317 -5%

Average trip spending $1,028 $973 -5%

Economic impact $ 126,004,479 $113,146,253 -10%

Media spending $138,200 $102,629 -26%

Traditional ROI calculation $912 $1,102 21%

The calculation relies only on paid advertising awareness, to ensure the most conservative ROI calculation possible.

In prior reporting, incremental overnights were counted whether they involved stays in paid accommodations or not. The previously reported FY16-17 has been amended to reflect the 
new methodology.

• Compared to last midyear, the 
FY17-18 campaign generated 
higher awareness and higher 
incremental travel.

• With a lower share of stays in 
paid accommodations, this 
means slightly fewer incremental 
overnights.

• Lower advertising investment 
applied to the $113 million 
economic impact means a higher 
ROI.

• For every $1 MCCVB spent on 
paid advertising, more than 
$1,000 came back to the 
community.
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Compared to last year, the current advertising brought 2% 
more paid room nights to the county due to longer trips.

Regional Midyear Measures FY16-17 FY17-18

Incremental trips staying in 
paid accommodations

122,572 116,317

Avg. # nights on trip 2.7 2.9

Ad-influenced room nights 330,944 338,209
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Strategic Considerations
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The ads insulate the Big Sur area somewhat against news 
reports about weather events.

9%

6%

25%

14%

49%

47%

17%

32%

Regional

National

How does the recent closure of Highway 1, along the Big Sur Coast, and area mudslides 
affect your likelihood to visit in the next 12 months? 

Makes me want to visit more

Makes me want to visit less

Has no impact on my travel plans

I didn't know Highway 1 had been closed

6% 12%
3%

11%

49%
49%

45%

51%

22%

27%

10%

20%

Unaware Aware Unaware Aware

Regional National

Visit Interest by Marketing Awareness

Makes me want to visit less

Has no impact on my travel plans

Makes me want to visit more
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The campaign influences website visits, used by most to plan a 
Monterey County visit, and social media engagement.
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3% 0%

22% 22%

Regional National

Website Visitation by Campaign Awareness
Unaware Campaign Aware

Of those who visited the MCCVB website. 
Both Regional and National traveler results are similar.

Yes
76%

No
24%

Had you already decided to visit Monterey 
County when you went to the website?

Have you visited 
MCCVB's sites 
on…?

Regional National

Unaware Aware Unaware Aware

Facebook 4% 27% 1% 32%

YouTube 3% 19% 1% 18%

Google+ 1% 16% 1% 16%

Instagram 2% 15% 0% 15%

Pinterest 2% 9% 0% 18%

Twitter 1% 8% 0% 14%

Snapchat 1% 8% 0% 12%

Blog Monterey 0% 6% 0% 9%

Flickr 0% 3% 1% 7%



Content Marketing – PR  
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31%

24%

Regional National

Recall any PR (unaided)

14%

11%

9%
8%

6%
5% 5%

5% 4% 4% 4% 4%

2% 2%
1%

9%

4%

8% 8%
7%

5%

3%

5% 5%

4%
2%

4% 4%

2%

1%

Big Sur Aquarium Scenic Beaches Wine Golf Fisherman’s 
Wharf

Hiking Adventure Family Cannery
Row

Restaurants
with a view

Spas Wellness Parenting

PR Topics Recalled

Regional National

6%

6%

7%

8%

9%

9%

10%

10%

11%

12%

12%

8%

7%

9%

8%

8%

10%

9%

9%

8%

8%

10%

Today’s Bride 

Calgary Sun: “Food, fun and family on father-
daughter California road trip” 

San Francisco Chronicle: “Exploring enchanting 
alternatives to Big Sur” 

Glamour: “How to do Monterey like the girls 
from Big Little Lies” 

Forbes: “A Weekend In Monterey County” 

“Better Than Burning Man: A Glam Yurt, 
Treehouse or Dome” 

Out: “Hiking the NorCal Coast” 

The Culture Trip: “21 Photos That Will Make 
Monterey Your Next Californian Vacation” 

Bloomberg Pursuits: “Big Sur Is Back in Business 
– and Better Than Ever” 

Mic: “Visiting Big Sur after the landslide? Here’s 
what to know before your trip” 

Fathom: “Big Sur: The Time To Go Is Now” 

Specific Articles Recalled

National

Regional
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Methodology

• To measure the success of the seasonal efforts, MCCVB partnered with Strategic 
Marketing & Research Insights (SMARInsights) to conduct a baseline measure in 
April 2013, with subsequent measures every six months. A midyear measure is 
completed in December each year, and a year-end measure is completed in June. 

• Advertising/communication impact is assessed by measuring the differences in 
perceptions and behaviors between those who recall having been exposed to the 
various marketing channels and those who have no recall.  

• Data is collected via an online survey so that respondents can see and hear the 
marketing materials, resulting in a representative awareness assessment. 

• This current research wave’s data were collected in December 2017.

• A total of 1,405 interviews were completed in the target markets as shown.

• The sample size was larger in the nearby markets, where resources have historically 
been concentrated. The nearby and direct flight markets are referred to as 
“Regional markets.” 

• Upon completion of data collection, a dataset was compiled, cleaned and coded for 
analysis. Data were weighted to be representative of the household populations in 
the geographic markets.
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Market Completed Surveys

San Francisco 262

Sacramento 252

Los Angeles 138

San Diego 131

Remaining CA 127

Phoenix/Las Vegas 130

Remaining National 365

Total 1,405



Campaign spending
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FY13-14 FY14-15 FY15-16 FY16-17 FY16-17

National Regional Total National Regional Total National Regional Total National Regional Total National Regional Total

Q1 (July-Sept.) $0 $45,758 $45,758 $50,624 $177,005 $227,629 $72,250 $119,696 $191,946 $29,547 $69,100 $98,647 $13,643 $37,249 $50,892 

Q2 (Oct.-Dec.) $61,819 $326,247 $388,066 $71,347 $124,339 $195,686 $81,250 $105,038 $186,288 $168,048 $69,100 $237,148 $88,986 $112,937 $201,923 

Q1-Q2 Total $61,819 $372,005 $433,824 $121,971 $301,344 $423,315 $153,500 $224,734 $378,234 $197,595 $138,200 $335,795 $102,629 $150,186 $252,815 

Q3 (Jan.-March) $52,888 $295,521 $348,409 $71,965 $163,368 $235,333 $57,750 $111,266 $169,016 $39,740 $46,334 $86,074 

Q4 (April-June) $137,847 $473,921 $611,768 $25,085 $81,660 $106,745 $52,750 $127,150 $179,900 $56,000 $167,718 $223,718 

Q3-Q4 Total $190,735 $769,442 $960,177 $97,050 $245,028 $342,078 $110,500 $238,416 $348,916 $95,740 $214,052 $309,792 

FY Total $252,554 $1,141,447 $1,394,001 $219,021 $546,372 $765,393 $264,000 $463,150 $727,150 $293,335 $352,252 $645,587 
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Questionnaire



MCCVB Ad & Communications Research — FY17-18 Midyear www.smarinsights.com 31

Questionnaire
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Questionnaire
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Questionnaire
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Questionnaire


