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Visit Mississippi Gulf Coast Board Members FY 2016
Rich Westfall, President Jeff Descher, Vice President Clay Wagner, Secretary
Pam Meinzinger, Treasurer John Carter Richard Chenoweth
Kim Fritz Danny Hansen Chett Harrison
Bill Holmes Jimmie Ladner CeCe Shabazz
Duncan McKenzie Myron Webb Carla Todd
Hugh Keating, Legal Counsel

EXECUTIVE DIRECTOR
Reneée Areng

MARKETING
DEPARTMENT

FINANCE
DEPARTMENT

SALES
DEPARTMENT

ADMINISTRATION

Exec Admin Asst.
Traci Dauro

Director of Sales
Janice Jefferson

Director of Marketing
Karen Conner

Finance Manager
Lisa Yockey Jones

CRM/CMS Manager
Janice Jones

National Sales Manager
LindaStewart

Receptionist
Peyton Readman

Reaional SalesManager
Crystal Johnson Glover

Leisure Group Sales
Manager Sports SalesManager

Public/Media Relations Janet Harrington Craig MacKay

Erin Kenna

Intl Sales Manager

A Pate R Admin Research Asst.

Social Media Manager Lori Muller

Kelsey King

Dastination Services Manager
Jessica Knesal
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Marketing Pillars and initiatives

* Mid-week and off-peak in Harrison County

* Efforts for weekend groups in Jackson and
Hancock Counties

* Golt

* Gaming

* Outdoor and recreation

* Culinary
* Culture
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* 5% growth in number of hotel rooms over 2014
* 5% growth in Visit Mississippi Gult Coast revenues
* 5% growth in gaming revenue

5% Growth in 2015
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Key Performance Indicators
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VISITORS
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SOURCE: MISSISSIPPI DEVELOPMENT AUTHORITY

Key Performance Indicators
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Key Performance Indicators
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There will be an app for that!
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Mississippi Gult Coast National Heritage Area
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Visit Mississippi Gult Coast!
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Social media engagement - more than 2 million impressions!



More than 20 partners actively participated in #MSCoastLife

throughout November
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Social media engagement - more than 2 million impressions!
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* 83% surveyed visited the Coast
Rated experience on the Coast 8.5 out of 10!
Experiences while here:
o Dining
o Gaming
o Beaches
o Golt
o Culinary
o Shopping

Visitor Survey



“What is the first thing that comes to mind when you think of the Mississippi Gulf Coast?”
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* Total spend per trip $1,608

» Stayed an average of 4.46 days
* Average number of travel party is 2.9
* $124.32 spent per day per person

Visitor Spending
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WELGOME TO THE MISSISSIPPI GULF GOAST
Come visit the Mississippi Gulf Coast and see for yourself what the fuss is about. Whether you want to relax at the beach

play a few rounds of golf, eat fresh Gulf seafood or explore world-class casinos, our 62 miles of scenic shoreline has what

you’re |ooking FOF. SO gO on, get p|annin" and we’“ see YOU when YOU get here.

GultCoast.org Re-launch
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* 5% growth in number of hotel rooms over 2014
* 5% growth in Visit Mississippi Gult Coast revenues

* 5% growth in gaming revenue

5% Growth in 2015
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* Filmed at more than 40 locations
* Worked with more than 20 partners in
all three counties

* WLOX and Sun Herald joined on treks §#
and will be publishing stories

Google Trekker!
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Huddle Up Group

FY 2016



BEING BETTER

ON THE GLOBAL STAGE.

Front line Training in partnership with USM



?
J Uy
& e

; e

2 o B
I mEmLARRRRRERR ALAAAALLLL ]
=

—_— @ . |







TRAVEL

ISTHE WORLD'S
LARGEST INDUSTRY,

LETS START ACTING LIKE IT.
SKIFT sscrT200




e e e s e W e o e e g

j STIY AWRILE. YOII’I-IA EE'I‘ IT.

-

2 VISIT MISSISSIPPI ?

l;js GULF COAST O ,a

-
2 qm- o-_ i vad g.,‘s‘

A Respondents expect inCrease over previous yeor

¥ Respondents expect docrease F DrOVIOUS Yoo

Number of Meetings Planned

IN( )JAH LURO‘L CE 1Tr \l/
!U‘L » l: -nh(».‘

l.;\

Sales/Marketing 12.2 A 20.1 & 11.7 &
Training 15.7 & 219 12.1

Internal Team Meeting 14.7 22.7 11.0
Product Launch (Internal/External) 5.1 8.3 11.8
Conferences/Trade shows 10.0 20.2 11.8
Senior Leadership Meeting/Board Meeting 8.1 12.9 10.9
Advisory Board 76 11.3 8.1
Incentive/Special events 6.2 8.2 9.7

Meetings Trends






DESTINATION

A STRATEGIC ROAD MAP FOR THE NEXT GENERATION
OF GLOBAL DESTINATION MARKETING

Destination Next



i STRATEGIC ROAD MAP FOR THE NEXT GENER
OF GLOBAL DESTINATION MARKETING

Destination Next Phase 2



Effective DMO
Governance Model

Workforce

Community Support & Engagement
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Membership Strength Industry Support
& Support

Hospitality Culture Regional Cooperation

Destination Next Phase 2

Local Community
Support

/o

Funding Support &
Certainty

A

Effective Advocacy
Program

Economic Development



Destination Strength
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Destination Next Phase 2



Thank you tor joining us!




