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destination attractin

unforgettable experiences.
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The Irving Convention and Visitors Bureau markets e i
'd
Irving as a premier travel R - CITY OF IRVING
e
destination, enhancing the ,° V | S | O N
/
community’s economy and i
/
quality of life. /) Irving will be the model for safe and
/’ beautiful neighborhoods, a vibrant
/

" economy, and exceptional recreational,

,' cultural and educational opportunities.
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PEOPLE

303

MILLION

Total Irving Visitors in 2013

239495

Number of Visitors in Irving
on an Average Day in 2013

DOLLARS

1.8

BILLION

Total Direct Visitor
Spending in Irving in 2013

8,065

Annual Visitor Spending
per Irving Resident

b MILLION
4.3PER DAY

Visitor Spending in Irving
on an Average Day in 2013

540 406

MILLION MILLION

Spending by Visitors  Spending by Visitors
on Lodging in Irving in Irving Restaurants

Source: Destination Analysts, Inc.
Irving Visitor Industry 2013 Economic Impact Report
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Total Jobs
Supported by Irving Total Payroll
Visitor Industry for Irving Visitor
Industry
. Taxes Generated Tax Revenues
. by the Visitor Industry for G‘?nerated
" theCityofIrvingin 2013  PerIrving Household









sitor feedback,

market researc

The ICVB expands exis ew market opportunities; the
ICVB also continually looks for 2 , to better capitalize on new market

opportunities when possible.

The ICVB accepts a leadership role in pursuit of its mission.

The ICVB adheres to the highest quality standards in all its actions, adopting the DMAI Standards of
Conduct.

The ICVB’s primary responsibility is to generate overnight visitation to the Irving area by attracting
meetings, events and leisure travelers to the city.

The ICVB provides marketing and support for events that are consistent with the mission and brand.
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" Per Person Expenditur:

" Attractions Attendance

PERFORMANCE MEASURES

" Return on Tourism Investment (ROI)

® Irving CVB-booked Room Nights

" Convention Center Revenues

" Media Visits/Media Value/Social Media Analytics
" Customer Satisfaction

® Destination Awareness

® Advertising Inquiries Generated
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using his p

from The Ra

a deposit down ¢
new guitar.

waitress stops at
Encanto Cake Shop after
work to pick up a cake for
her daughter’s birthday.
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The manager of Paragon

Cleaners then has dinner

at the The Ranch at Las

Colinas because hernew,,....... eee
favorite local musician,

who she saw outside of

Kroger in west Irving last . The cake decorator has to take
week, is now performing On her way home from work, her children in for vaccinations
on The Ranch'’s patio. the Baylor nurse drops off at Baylor Medical Center.

her dirty scrubs at Paragon

Cleaners in Valley Ranch.



The top four Texas
primary competitor fo Austin, San
Antonio and Houston were

Top Competition - U.S. Cities:
Chicago and Orlando are the top two cities perceived as c ion with Irving followed by Oklahoma City,
Miami and New York.

Threats to the Irving Hospitality Industry in 2014-15:
Alack of entertainment and leisure activities in Irving and fear that planned projects such as the entertainment
venue and Water Street development might not move forward are the top perceived threats.

Reasons Irving Loses Business:
A lack of entertainment was almost unanimously listed as the reason Irving hotels lose business. Availability
and rate were listed as distant second and third reasons.

How the City of Irving and the CVB can Improve Irving Business:
Entertainment-related suggestions were the top priority for respondents followed by public transportation. Top
priorities for the CVB were noted as corporate, conventions, weekend and association groups.
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KEY MANAGEMENT GOALS OVERVIEW

Increase total room night productivity by two percent over 2013-2014, with continued emphasis on
weekend room nights by implementing targeted, focused sales and marketing initiatives that create
awareness of the destination, its hotel properties and other venues.

Remain focused on the performance measures that translate into the best return-on-investment for the
City of Irving, in the short-term and long-term.

Market and sell the convention center by focusing on our high-value points of distinction: location,
aesthetics, food quality and attendance-building support. As the headquarter hotel and entertainment
complex come out of the ground, incorporate immediately into all aspects of sales, marketing and

communications.

Continue to adapt the Business Development Incentive Program (BizDIP) to best meet the needs of

Irving hotels and/or customers, especially in key need times, and as budget allows.

Utilize public relations and social media initiatives to generate positive destination coverage to increase
awareness of Irving, and to further extend the reach of traditional advertising.

Capitalize on the completion of the DART Orange Line connection to DFW Airport, Irving and downtown
Dallas as well as the lifting of the Wright Amendment at Love Field by emphasizing the benefits to

group travel through sales, marketing and communications efforts.

Continue to expand ways the Irving CVB and Irving Convention Center websites can be best utilized
to promote Irving, and to offer hospitality industry partners an effective and affordable promotional

vehicle.

Use unique Irving and DFW-area events and assets to showcase the city in a variety of targeted
familiarization tours, destination reviews and promotional opportunities, as well as leverage convention

center events as “product” to generate weekend consumer demand.

Enhance summer and weekend business through advertising, marketing, social media and sales

initiatives developed in cooperation with our industry partners.
Capitalize on community and industry partnerships to generate visitor revenues and awareness.

Provide relevant and challenging educational opportunities for all staff for professional and personal

development, and for the industry, to best deliver our wide range of customer services.
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business” clie

Continue empha
meeting planners as re

Continue to build and enhance
HelmsBriscoe, ConferenceDirect and Ame

Work with the hotel community in their budgeting cycles to provide rebate support for group bookings.
Prioritize the BizDip program’s limited resources for highest-value return.
Utilize the AT&T Byron Nelson Championship as the backdrop for client appreciation and prospect

development, as budget allows.

Continue staff involvement in leadership of key industry trade associations to gain better customer
access.

Utilize Texas Events Trust Fund for sporting and other events that generate weekend room nights.

Educate customers and the industry on the DART Orange Line’s connectivity to DFW and Love Field.
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Concentrate o s to top-producing
and high-potential su ue sales trips to key
markets.

Host two destination reviews and/or local customer events capitalizing on significant in-market events,

such as the AT&T Byron Nelson Championship and the success of the Texas Rangers, Dallas Stars or

Dallas Mavericks in post-season.

Protect and defend Irving’s market share with key local accounts by involving targeted community
leaders as needed; solicit City of Irving and other community contacts to help identify new prospects
for meetings and conventions.

Stage two local blitzes to north Dallas and Fort Worth.

Attend market-specific trade shows such as those of the Society of Government Meeting Professionals
and Collaborate.

Orient corporate users to DART Orange Line access.




Convention Center

Emphasize the value o
as a future meeting and e
trade show and event prospects whose

Focus on sales to planners of sporting events that can be housed in the convention center’s exhibit
space.

Continue to assess the deployment of ICVB Sales and Services team to effectively book and provide
services to meetings/events in the facility.

Utilize rebates paid by hotels to help offset convention center rental for groups, as well as Texas Events
Trust Fund.

Educate consumer event organizers on DART Orange Line opportunities.

Use convention services staff to solicit event attendee research when permitted.
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National Foo

HelmsBriscoe
Naional Association o
Dallas-Fort Worth Associs

May

Society of Government Meeting Profe
Austin Quarterly Customer Event

AT&T Byron Nelson Championship
American Express Travel

Christian Meetings & Conventions Assoc.

June

Collinson Publishing

American Society of Executives

Society of Government Meeting Professionals
Texas Society of Association Executives

July
Austin Quarterly Customer Event
Fraternity Executives Association

Familiarization Tour
Familiarization Tour
Tradeshow

Collaborate Tradeshow

Springtime Tradeshow

Regional Conference & Tradeshow
Summer Break

Luncheon
Tradeshow

oA

Government
State Association
All

Corporate
SMERF

Corporate
Association
Government
State Association

State Assocation
SMERF

Y




Professiona

October
American Express
International Assoc. o

US Olympic & Paralympi
Tour Connection
National Panhellenic Conference

November

Austin Quarterly Customer Event

National Coalition of Black Meeting Planners
Plan Your Meetings

Collinson Publishing

International Assoc. of Exhibitions & Events

December

Association Forum

State of Texas Washington DC Client Event
Rendezvous South

Texas Society of Association Executives
Smart Meetings

Luncheon

Tradeshow
Tradeshow
Rejuvenate

Expo Expo Tradeshow

Annual Meeting & Tradeshow
Holiday Party

Tradeshow

Holiday Luncheon

SmartMart Tradeshow

ports
Entertainment
SMERF

State Association
Ethnic

Corp. Assocation
SMERF Association
All

Association

Gov. Association
All

State Association
Corporate
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Continue tc
ad exposure.

Utilize research for b opportunities with
media buys.

Incorporate headquarter hotel and e y and messaging as information

becomes confirmed.

Cooperative Efforts:

Further participate in partnerships with area CVBs in cooperative advertising campaigns for leisure

market messaging. Supplement this partnership with Irving-specific ad buys and marketing programs

when appropriate.

Use inquiries for more frequent and specific message follow-up through a variety of customer-directed

mediums.

Continue cooperative efforts with Dallas, Fort Worth and Grapevine in the meetings market, when

appropriate.

Utilize partnerships with the Greater Irving-Las Colinas Chamber of Commerce, TIF, DART and DCURD

to generate new and incremental business opportunities for Irving.

eHE W




Digital Marketing Prog

Launch new version s to project a positive and
professional image to bo 3 hile also improving the end-user

experience.

Launch new search engine marketing (SEM) programs to increase the number of electronic leads and
requests for proposals (RFPs) as well as room nights booked by individual business travelers.

Launch a new digital media platform to organize and distribute images, videos and electronic documents.

Update the bureau’s customer relationship and content management systems (CRM and CMS) to
improve accuracy of queries, reporting and ensure the most accurate, complete and updated content

for our listings on the ICVB and Irving Convention Center websites.

Utilize new technology to measure the success of digital (and non-digital) initiatives as well as expanding
marketing analytics reporting.

Create additional electronic prospecting campaigns, utilizing digital marketing center and tracking
systems, and continue to integrate these campaigns with the bureau’s social media outreach.




New Client Acquisit

Develop and imple cts as clients,

including those for group

Utilize announcement of headqt ot to previous “lost business”

clients.

Expand partnership/sponsorship agreements with third-party clients such as HelmsBriscoe,

ConferenceDirect and American Express.

Develop additional ICC lead-generation programs to target specific market segments.

Research Programs:

Utilize research programs to identify economic impact and traveler profiles for Irving visitors, in order to

effectively make decisions regarding the advertising buy, sales efforts and other initiatives.

Use convention services staff to solicit event attendee profile information and further develop opt-in
database at public/consumer events.
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COMMUNICATIONS - EXTERNAL AUDIENCES

DIRECTIVE

To promote and create awareness of Irving as a destination: directly to all aspects of the media, including
trade, lifestyle and business, and indirectly to business and leisure travelers; and to achieve the highest

levels of customer satisfaction.

INITIATIVES AND STRATEGIES

Utilize public relations efforts to promote Irving as a meeting and visitor destination at local, regional and

national levels, support sales efforts and best leverage advertising.

Conduct press tours (independently or in conjunction with local or state partners) targeting key media market
segments for editorial coverage. Host travel journalists on specific assignments for individual press visits.

Use unique Irving and area events and assets (convention center exhibits and shows, headquarter hotel and
updates, major hotel renovations/openings, AT&T Byron Nelson Championship, North Texas LPGA Shootout,
Texas Wild Team Tennis, etc.) to showcase the city in targeted press tours, media events, releases, social

media pushes and calendar of event listings.
Utilize key convention center events to keep the building’s awareness at a high level.

Incorporate headquarter hotel and entertainment center messaging where appropriate; incorporate
groundbreakings and key construction milestones into media pitches and journalist visits.

Utilize large public-interest events, such as the upcoming Peruvian Gold: Ancient Treasures Unearthed
Exhibition organized by the National Geographic Society and the 30th Anniversary of the Mustangs of Las

Colinas to generate regional coverage in key feeder markets.

Work with convention center clients on event-specific social and traditional media relations efforts for attendance
building.
Utilize public relations (PR) firm(s) on a project basis to drive additional exposure for high-profile events and

visitor-related openings to attract specialty network and blogger coverage.

Participate in outbound media missions/blitzes, independently or in conjunction with regional partners, Texas

state tourism department, hotels or destination partners.
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COMMUNICATIONS - INTERNAL AUDIENCES

DIRECTIVE

To promote the importance, value and impact of the hospitality industry and the role of the Convention

and Visitors Bureau to the local community; to represent the Bureau and the city as the local liaison

to various community and industry organizations and efforts; and to achieve the highest levels of

customer satisfaction.

INITIATIVES AND STRATEGIES

Gain public awareness and support for ICVB efforts and the convention center, particularly as they
relate to securing additional sources of revenue for the City, via presentations, forums and updates to

the community and its organizations.

Capitalize on community and local media opportunities and outlets for discussions, features and
profiles.

Utilize public relations/social media efforts to generate greater awareness of Irving CVB activities in
“selling” Irving, such as press releases and photo submissions targeted toward local media regarding

bureau activities.

Support City of Irving media initiatives (e.g. headquarter hotel development, stadium site redevelopment,

entertainment center development, DART, etc.) to ensure the success of these efforts.

Continue the Irving Hospitality Awards program, with recognition to occur during the Irving Hospitality
Industry Annual Meeting.

Utilize National Tourism Week to promote the economic importance of the hospitality industry to the

local community.
Leverage Board Community Relations Committee for greater outreach into the community.

Provide outreach to local media on regular basis; provide assistance to local media with segments,

remotes and promotions in Irving when appropriate.

Provide educational media opportunities for destination partners on basic public relations efforts,
including primers on generating media coverage, navigating social media and promotional opportunities

available through the bureau.
Utilize social media sites to help generate awareness of key events, initiatives and activities.

Continue to advance cooperative partnerships with the Greater Irving/Las Colinas Chamber of
Commerce, Irving Arts Center, City of Irving Corporate Communications and other community

organizations where appropriate and relevant.






bureau or the co

Issue no false or deli our bureau or
community, any other burea

public or any other persons, either a vention and visitor industry.

Actively encourage diversity through the inclusion of qualified people from diverse backgrounds
including but not limited to women, ethnic, racial minorities, and refuse to engage in and/or sanction
discrimination on the basis of race, gender, age, religion, national origin, sexual orientation, physical

appearance, or disability.
Refuse to engage in and/or sanction activities for personal gain at the expense of the bureau.

Build collaborative relationships with other bureau industry professionals and others for the advancement
of the profession of destination management.

Acceptance as a member of DMAI implies that we fully understand and agree to the terms of the
Code of Professional Conduct. Adherence to this Code assures those associated with the convention
and visitor industry that DMAI members and their staff constantly strive to achieve and maintain the
highest standards of professionalism and integrity. Deliberate and intentional violation could subject us

to censure and possible suspension.
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