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HFC Board Room

Partnership Tower

Tuesday, September 12, 2023

10:00  a.m.



September 12, 2023

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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Hermann Park
M U SEU M  DIS TR ICT



June 6, 2023

MINUTES

September 12, 2023

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING
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Bethel Bapt ist  Church
FOU RTHWARD



PRESIDENT & CEO
REPORT

HOUSTON FIRST

September 12, 2023

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

MICHAEL HECKMAN
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Buffa lo Bayou Park
RICE M ILI TARY/WASH INGTON AVE.
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UPDATE
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September 12, 2023

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

Market Report
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NASA Rocket  Pa rk
SOU THEAST  HOU STON

Vice President , Cit ywide Convent ion Sales

NATHAN TOLLETT



Source: Tourism Economics

+2.3%
+4.3%

TX CONTINUES TO OUTPERFORM THE NATIONAL AVERAGE
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AIR PASSENGER RECOVERY
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HOUSTON ROOM REVENUE COMPARISON

Source: STR, Inc
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HOUSTON OCCUPANCY COMPARISON

Source: STR, Inc
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HOUSTON MARKET COMPSET

Segment Name Occ Var 2019

Nashville CBD/Downtown, TN 76.2 -4.6%

Dallas CBD/Market Center, TX 66.1 -5.1%

Orlando International Drive, FL 77.3 -6.1%

Disneyland, CA 76.2 -7.2%

Houston CBD, TX 61.1 -11.0%

San Antonio CBD, TX 65.3 -12.3%

Chicago CBD, IL 62.5 -12.8%

Austin CBD, TX 69.8 -12.9%

Atlanta CBD, GA 65.2 -15.4%

New Orleans CBD/French Quarter, LA 64.1 -15.9%

Segment Name RevPar Var 2019

Nashville CBD/Downtown, TN $225 25.4%

Disneyland, CA $185 18.2%

Dallas CBD/Market Center, TX $125 11.0%

Orlando International Drive, FL $126 6.9%

San Antonio CBD, TX $117 2.7%

Houston CBD, TX $131 1.5%

Chicago CBD, IL $138 -2.1%

Austin CBD, TX $179 -4.0%

New Orleans CBD/French Quarter, LA $133 -7.0%

Atlanta CBD, GA $128 -8.2%
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HFC SALES, TOURISM, AND MARKETING 
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Sales Report
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Giant  Leap Coffee
U PTOWN

Senior Vice President , Sales & Client  Serv ices

JOHN SOLIS



SALES PRODUCTION JULY 2023
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DEFINITE PRODUCTION YTD
JANUARY – JULY 
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Meetings Room Nights



DEFINITE PRODUCTION YTD
JANUARY – JULY 
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TENTATIVE PRODUCTION YTD
JANUARY – JULY 
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Third Party Planner
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Meetings Room Nights



TENTATIVE PRODUCTION YTD
JANUARY – JULY
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KEY TENTATIVE MEETINGS
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CATEGORY MEETINGS

Corporate 7

Association 7

State 4

International 2
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FULL YEAR

MEETINGS HOSTED 2023

FULL YEAR FULL YEAR FULL YEAR JAN – JULY 



2023 Key MeetingsKEY DEFINITE MEETINGS

MEETING YEAR MEETINGS TOTAL ROOM NIGHTS AVERAGE PEAK

2023 29 368,241 3,481

2024 28 327,156 3,391
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COMMITTEE 
UPDATE

HOUSTON FIRST

September 12, 2023

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

Marketing Report
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Glassell School of Art
M U SEU M  DIS TR ICT

Chief Market ing Officer

HOLLY CLAPHAM



2023 
STRATEGY

In 2022 the marketing department assumed 

responsibility for marketing in Mexico as well as 

the United States giving us the opportunity to align 

brand positioning and drive occupancy.

In 2023  we will generate direct economic impact 

for hotels and attractions via a diverse mix of retail 

campaigns.

• REVENUE GENERATION

• EXCEPTIONAL VISITOR CUSTOMER EXPERIENCE

• DESTINATION BRAND/IMAGE ENHANCEMENT
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DOMESTIC
PAID 
MEDIA

DIGITAL DISPLAY –
HOTEL CONVERSION

PRINT - BRAND

DIGITAL DISPLAY

DIGITAL VIDEO - BRAND

66,800,000+

87,800,000+

44,900,000+

30,550,000+

ADVERTORIAL

23,194,000+

Amadeus/Travel Click
Expedia
Sojern

Texas Monthly
Wall Street Journal
Meeting Trades
Local Outlets

Sojern
Washington POST

MIQ
Tremor

Pixability
Gamut

SOCIAL DISPLAY

7,400,000+META
TikTok

Local Outlets

23
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Digital Display - Hotel Conversion (Amadeus) TOTALS

Booked Flights 945,480

Hotel Bookings 20,400

Booked Room Nights 57,344

Revenue $10,839,790

ADR $191

Cost Per Hotel Booking $1

Digital Display - Hotel Conversion (Expedia) TOTALS

Booked Flights 4148

Booked Room Nights  45,000

Gross Bookings $8,055,000

Cost Per Hotel Booking $3

RESULTS
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RESULTS

Digital Display - Hotel Conversion (Sojern) TOTALS

Booked Flights 16,493

Booked Room Nights 13,825

Gross Bookings $2,765,000

Cost Per Hotel Booking $23
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MEXICO
PAID 
MEDIA

DIGITAL DISPLAY –MEXICO

54,042,399
Food & Wine
In Style
Conde Nast Americas

DIGITAL VIDEO - MEXICO

714,285 Conde Nast Americas

PRINT - BRAND

27,690,265
Food & Wine
GQ
In Style
Robb Report

Forbes
El Universal
Reforma

Food & Wine
Robb Report

SOCIAL DISPLAY

6,700,000+
In Style
Forbes

Sojern
Near
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DESIGN SUPPORT:

Presentations

• 214 hours /180 files

Signage

• 289 hours / 1039 files

Promo Items

• 156 hours / 250 files

Maps

• 21 hours / 35 files

*YTD JANUARY - SEPTEMBER

INTEGRATED MEETINGS SUPPORT

AD BUY SPEND

OVER $1M

• MNI – Food & Wine

• MNI – Travel + Leisure

• MPI

• PCMA Convene

• Smart Meetings
• USAE

• Connect

• CVENT

• IMEX Frankfurt

• LinkedIn

• Meetings Today
• Meeting Mentor

TRADE PUBS: 20+ ADS
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INTEGRATED MEETINGS SUPPORT

LINKEDIN-CAMPAIGN:

• 10,000 Top Client Targets

• .79% Click Thru Rate (CTR) – 
3X average benchmark

• 73.77 Video View Rate 

(VVR)  - 2X average 

benchmark
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STRATEGY cont’d

We will invest more in social and influencer content for 

conversions.  

In an effort to further maximize the investment beyond 

conversions, content created by social influencers will be 

used as advertising content also editorially across our 
website network.  

2023 
STRATEGY
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SOCIAL 

CONTENT 

STRATEGY

LOCAL INFLUENCERS

• Support Campaigns v ia their channels

*Generat e Cont ent that HFC Owns
5-7 Influencers

EDITORIAL CONTRIBUTORS

• Generate content for blogs 

on HFC channels
• Photography and v ideography for 

articles and social promotion

*Generat e Cont ent that HFC Owns
80 stories per month

DOMESTIC & INTERNATIONAL FAMS

• Support Campaigns v ia their channels

*Generat e Cont ent that HFC Owns
35 Hosted Social FAMS 

ORGANIC (BOOSTED) POSTS

• Support Campaigns on HFC 

Channels

• Evergreen content

50 posts per month

PAID CAMPAIGN

• Supports Fan Acquisition

• Supports Ad Campaigns

Campaign refreshed every two weeks 
with new creative

SOCIAL CONTENT STRATEGY
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SOCIAL
@VISITHOUSTON 
(META)

2023 FAN ENGAGEMENT & 
ACQUISITION

CHANNEL FOLLOWERS

IMPRESSIONS

POST ENGAGEMENT

REACH

151,153

4,200,000+

1,600,000+

5,660,000+

PAGE FOLLOWERS

IMPRESSIONS

POST ENGAGEMENT

REACH

842,733

2,040,000+

93,900+

8,300,000+
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SOCIAL
@HOLAHOUSTON 
(META)

2023 FAN ENGAGEMENT & 
ACQUISITION

PAGE FOLLOWERS

AD IMPRESSIONS

REACH

226,500+

9,345,900+

5,200,000+

CHANNEL FOLLOWERS

14,200+

POST ENGAGEMENT

261,000+
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STRATEGY

Strengthen Houston’s brand position via, proactive 

pitching, responsive media assists and hosting media.  All 

are necessary for maximum results.

1. Proactive pitching introduces and inspires media to 

think Houston and produces more volume of articles 

(Quantity).

2. Responsive media assists lead to strong media 

relations.  This leads directly back to the proactive 

pitching in the communications cycle.

3. Hosted media tend to produce multiple stories with 

more destination value (Quality).

2023 
STRATEGY
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EARNED
MEDIASecured Media 

Coverage Reach

Media Activity - 

Custom 
FAMS -

1,116,627,497

95

420
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COMMITTEE 
UPDATE

HOUSTON FIRST

September 12, 2023

HFC SALES, TOURISM, AND MARKETING 
COMMITTEE MEETING

Tourism Report
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Gera ld  D. H ines Waterw a ll Pa rk
GALLERIA

Senior Vice President , Tourism & I ndust ry Relat ions

JORGE FRANZ



• Tourism Summit being rebranded to Collabor8te.

• November 8, 2023 at the GRB from 9am - 5pm.

• Keynote by PCMA President and CEO, Sherrif Karamat. 

• Three tracks with focus on the following:

1. How to work with HFC.

2. Promoting your hotel or attraction to potential 

visitors.

3. Updates from top attractions in Houston.

COLLABOR8TE
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• Five Houston Insider trainings 
scheduled for September:

• Moxy Hotel

• Four Seasons

• Hilton Americas

• Marriott Marquis

• Westin Galleria

• New bi-monthly Houston Mixers for the 
Hospitality industry to start October 5th

IMPROVING VISITOR EXPERIENCE
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UK CAMPAIGNS

British Airways Holidays

• 69% increase in sales YOY

• Currently includes hotel and air

• This year, we will include experiences in 
Houston  
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UK CAMPAIGNS

Singapore Airlines Campaign

• Total impressions delivered 6,248,231  (vs 
5,420,000 target)

• The campaign generated a total of 
18,450 SQ.com arrivals (total of 7,443 
clicks and 11,007 view-throughs) 

• The campaign reached a total of 
1,145,517 users (vs 700,000 target) 
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https://cargo.traveldesk.io/sq/2022/houston/index.html
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