
























SALES, TOURISM, AND 
MARKETING COMMITTEE MEETING

HOUSTON FIRST CORPORATION

HFC Board Room

Partnership Tower

Thursday, September 29, 2022

10:00 a.m.

Whi te  Oak Bayou Path
BUFFALO BAYOU
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September 29, 2022

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

Anyone who wishes to address 

the committee during the Public 

Comment session may do so by signing 

up on the Public Comment sheet at 

the front of the room.

PUBLIC 
COMMENTS
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POST  Houston
NORTH DOWNTOWN



April 8, 2021 & 

November 10, 2021

MINUTES

September 29, 2022

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING
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M cGovern Centenn i a l  Gardens
M USEUM  DI STR ICT



PRESIDENT & CEO
UPDATE

HOUSTON FIRST

September 29, 2022

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

MICHAEL HECKMAN
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Zi g Zag Scu l pture ,  T rue North  I ns ta l l at i on
THE HE I GHTS



COMMITTEE 
UPDATE

HOUSTON FIRST

September 29, 2022

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

Sales, Tourism, Marketing & Film

5 H F C  S A L E S ,  T O U R I S M ,  A N D  M A R K E T I N G  C O M M I T T E E  M E E T I N G

Gragg Park
SOUTHEAST  HOUSTON



HOUSTON ROOM REVENUE COMPARISON
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HOUSTON ROOM REVENUE COMPARISON
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TITLE ?

Business RN % Change

-17.7%
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COMPETITIVE MARKET ADR



HOUSTON MARKET SUPPLY
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HOUSTON MARKET ADR
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2022 CAMPAIGN RECAP

Top Chef/Taste Houston

Paid Social 
Digital/Smart Targeting
Connected TV

Marketplace

Paid Social Spring
Paid Social Summer
Social Influencer report
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Summer Travel

Domestic US, Print Mexico, Print
Domestic US, Paid Social Mexico, Paid Social
Domestic US, Digital/Smart Targeting Mexico, Digital
Domestic US, Expedia/Hotels Mexico, Expedia/Hotels
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National Business  & Meetings

Wall Street Journal

Hotel Deals

Paid Social
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2022 CAMPAIGN PRODUCTION

ALL Campaigns Combined
Media & Website 

Impact
Social Media Post 

Engagement Impact
Expedia Campaign 

Results Total 2022 Total 2021

Pixeled Room Nights
50,634 2,230 132,469 183,103 146,861

Pixeled Room Revenue
$7,210,856 $318,115 $18,656,058 $25,866,914 $15,544,751

Estimated HOT Revenue
$407,413 $17,974 $1,054,067 $1,461,481 $878,278

Estimated Economic Impact
$31,720,800 $5,178,944 $82,988,163 $114,708,963 $34,541,944
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• In late March we launched the first annual 

Houston Week in Mexico, a multi-tiered 

economic development strategy to 

reinforce Houston’s position as the top city 

for global trade, tourism, business, and 

leisure travel from Mexico.

• On April 1st we launched an integrated 

marketing campaign in Mexico featuring a 

mix of both brand (awareness) and retail 

(hotel conversion).  

HOUSTON WEEK 2022

Our strategy was to pair a large-scale activation 

with an integrated campaign to maximize impact.
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• Earned Media – 260+ million impressions 

• 500 attendees experienced ‘Hola Houston’ branded client 

events
• Top Travel Agencies

• Wholesalers and Tour Operators

• Online Travel Agencies

• Media

• Influencers

• Special Guests (US Commercial Service, Travel Associations, 

Brand USA and Strategic Partners)

• Diplomatic Meetings: 
• Monterrey Mayor Luis Donaldo Colosio Riojas

• Mexico’s Minister of Economy Tatiana Clouthier

• Mexico’s Vice-Minister of Foreign Affairs Roberto Velasco

• Mexico’s Secretary of Tourism Minister Miguel Torruco

• Mayor of Mexico City Claudia Shienbaum

Houston Week kicked-off integrated campaign

1ST ANNUAL HOUSTON WEEK RESULTS
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Integrated Campaign
Paid Campaign - 200 Million Impressions

Print | Advertorial  | Paid Social | Digital/Smart Targeting | Expedia/Hotels
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Integrated Campaign
Expedia Group (Expedia/Hotels/Orbitz)

First native content campaign deployed 

via Expedia social + digital display.  

17,000+ room nights

$3.7 million in hotel revenue
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Integrated Campaign
Public Relations / Earned Media

Audience Impressions 

260+ million in print and digital
160+ million in broadcast
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Integrated Campaign

Social Influencer Campaigns

29+ million views

9+ million in audience reach
2+ million engagement
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Traditional Trades

• Convene

• Collinson

• MPI

• Meeting Mentor

• Smart Meetings

• Meetings Today

• Tradeshow Executive

Traditional Targets

• PCMA

• IMEX America

• IMEX Frankfurt

Meeting Professionals 
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Geographic Target

• Washington D.C. WAMU, 

WashingtonPost.com, and 

Wall Street Journal

Direct to Client

• MNI Wrap

Meeting Professionals 
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Campaign began 8/17

2 Week Performance

• 2,355 Room Nights

• 426,000+ Revenue 

BUSINESS TRAVEL (NEW)
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APRIL 1ST - AUGUST IMPRESSIONS (BRAND)

Integrated Campaign (Paid) 200,000,000

Public Relation (Earned) 420,000,000

Social Display 44,000,000

Social Influencer 29,000,000

TOTAL 693,000,000

BRAND IMPRESSIONS
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Nielsen Brand Impact shows how campaigns 

influence consumer mindsets. 

• They use survey methodology, robust sample size and 

advanced modeling to uncover how people are 

engaging with brands. They separate control and 

exposed groups to reveal impact. 

• Brand Impact will help us understand if our media 

strategy is working to drive short and long term success.

HOUSTON’S 1ST BRAND LIFT STUDY
JANUARY 2023
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CONVENTION ATTENDANCE

September – December

Month Conventions Historical Attendance Projected Attendance % of Attendees

September 3 22,500 11,500 51%

October 3 58,500 45,500 78%

November 1 2,200 2,000 91%

December 1 1,900 2,500 132%

January – August

Month Conventions Historical Attendance Actual Attendance % of Attendees

Jan-Aug 17 262,200 218,650 84%
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2023 HIGHLIGHTS
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• Lead volume is 91% of 2019 
production – room nights are at 64%

• Lead volume is 1.8M
(8% increase YOY)

• 281 bookings for 178,000 room nights 
(34% increase YOY)

• 48 new business site visits 
and 40 planning visits

• Client Events/Tradeshows/Sales Calls

CONVENTION SALES UPDATE
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DNC/RNC UPDATE
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2022 INITIATIVES, PRIORITIES AND OUTCOMES
SALES AND CLIENT SERVICES

Leads Generated (Jan-Sept):

• Leads – 1,463

• Room Nights – 2,031,597

75%

4%
21%

LEAD SOURCE

Cvent Web RFPs Direct/Other

Maximize Lead Volume 

LEADS ROOM NIGHTS

IN-HOUSE

10-900
1,248 811,003

MINI-WIDE

900-1,499
68 266,487

CITYWIDE

1,500+
84 822,591

INTERNATIONAL 63 131,516
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2022 INITIATIVES, PRIORITIES AND OUTCOMES
SALES AND CLIENT SERVICES

Definite Business (Jan - Sept)

• Meetings Booked – 321

• Room Nights Booked – 189,945

12 mos

24 mos

36 mos >36 months

DEFINITES

12 mos 24 mos 36 mos >36 months

Definite Room Nights Booked

LEADS ROOM NIGHTS

IN-HOUSE

10-900
302 128,098

MINI-WIDE

900-1,499
3 12,396

CITYWIDE

1,500+
5 29,713

INTERNATIONAL 11 19,738
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2022 INITIATIVES, PRIORITIES AND OUTCOMES
SALES AND CLIENT SERVICES

JAN – SEPT 2022

• Hosted – 27

• Remaining – 50
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JAN – SEPT 2019

• Hosted – 24

• Remaining – 6

Tradeshows, Conferences and Client Events
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2022 INITIATIVES, PRIORITIES AND OUTCOMES
SALES AND CLIENT SERVICES

Maximize Support for Scheduled Conventions/Conferences

• Customized videos from our Mayor, marketing support, boost local and regional attendance

4
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2022 INITIATIVES, PRIORITIES AND OUTCOMES
SALES AND CLIENT SERVICES
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• Mexico agencies focused
on MICE will visit Houston in 
October for meeting space site 
inspections, hotel and 
attractions visits.

• FAM attendees include five (5) 
meeting planners.

• Three (3) from Mexico City, one 
(1) from Monterrey, one (1) from 
Guadalajara.

MEXICO MICE FAM

BCD Travel 

Sevilla Sol Touring Plus

Villatours

El Corte Ingles

Participating Agencies
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• Top Mexico Operators are currently 
promoting Houston’s leisure travel product 
through digital and print advertising.

• The highest selling Travel Agents will win a 
trip to Houston in December to participate in 
a familiarization tour.

MEXICO TRAVEL TRADE FAM 

Mega Travel

NAO Travel Collection

Price Travel

Petra Operadora

Sierra Madre

Participating Tour Operators
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• Brand USA India, in partnership with 
Turkish Airlines, invited India’s top 
tour operators to experience 
Houston.

• The operators’ Senior Product 
Development Team will attend the 
FAM and learn how to build and sell 
Houston product.

• India ranks #4 in overseas arrivals to 
the USA, and Houston

TURKISH AIRLINES TRAVEL TRADE FAM 

Thomas Cook India Ltd.

Participating Agencies

Flamingo Transworld

Travel Boutique OnlineVeena World Pvt Ltd.

Make My Trip Ease My Trip
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IMPROVE VISITOR EXPERIENCE
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• Consumer Complaint - After Billy Joel Concert a 
leisure visitor was told there was nothing to do by 
front desk agent then sent to questionable bar

• Frontline training – starting next year, we will start 
to focus on training frontline personnel

• Selling Houston – We will also focus on training 
Directors of Sales and others in top positions on 
how to sell Houston as a destination 

• Certification – We are working with HCC to 
create a Houston Certification

• Houston Insider Program - We will bring this 
successful initiative as a hospitality focused 
training initiative



TV & FILM UPDATE

MO

• Comedian Mo Amer 

Netflix project 

• 8 episode series

• Filmed at 35 locations in Houston 

October-December 2021

• Projected economic impact: $24m

• Discussions for a second season
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HIP HOP FAMILY CHRISTMAS PART 2

• Executive Produced by Jamie Foxx

• VH1 / MTV Original Movie

• Filmed in Houston August - September 2022

• Projected economic impact: $12M

• VH1 / MTV Premiere on December 11, 2022

• Discussions for another in the series

TV & FILM UPDATE
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