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First, Some Dialogue...
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+  Whatis :’_.t'#. | :é‘mt your role, relative to 2-3 years ago?
« Are yo'u‘B‘e ong more or less valued by your planners?
e What s yc)g-r»gfréatest challenge as a CVB sales professional in
today’s climate?
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DMO Sales Pro’s
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Figuring out how many will actually attend! Especially for new initiatives.

Findign the venue that meets all the specific regquirerments of a food show and entertainment and hotel needs.

Finding adequate meeting space at an affordable rate in a location that our attendees will like.

Finding a facility that has availability for my dates. WH_A]'_I_SlO_lJ_R_EAI_N_EQI_NJ’?

Finding a hotel that isdog friendly an i commodate the dog=sfor our annual dog show. Also, one that is close
to the airport or ea o and from the airport.

—
Finding a hotel that isreasonably pricedinterms of rooms as well as food cost=

finding a location that fits ourgroup, isinour price range, in a city that is easy to travel to

Finding an affordable, accesible, city that my attendeeswill be excited to come to that’will work with my booking
perameters Planners don’t associate

Finding appropriate space at affordable prices.

Finding a property that has enough meeting space with specific Squﬁtgﬂegj tl‘mmnﬂﬁve that

meeting spaceon 24-4our hold for an entire week.

Finding a space that fits our small -medium sized conference wy a ewrﬂipF IEUM tsrelative
to asmall sleeping room block, and my very limted budget {(airnW 0 O®or ent)

Finding attractive sites at low costs

Finding a venue

Finding a venue that fits my specscloserto hotels that fit my specs.

Finding a venue that presentsthe rigcht atrmosphere for our customers without costing us an arm & a leg. We have



Third Party Value : sends RFP to all Hotels
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The Continuum of Earned Trust
with Planners and Hotels

Transactional

empowerMINT.com

the personal meeting planning tool

Valued Partner




DMO Sales Professionals f8 &

Who Are Drivers

« Sell value of the DMO
partnership before selling the
destination

Build a better destination
specific RFP

Give valuable consultative
advice and opinions

Stay involved during and after &

the business is booked
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A

Local expertise.

Extensive in-market
relationships.

Comprehensive view of the
destination.

Free to you!



/ Ways Consultative Advice from DMO

Pros Serves Planners!

1) Perspective

2) Expertise and Specialized Knowledge
3) Best Practices and Proven Methodology
4) Strategic Mindset

5) Analytical Horsepower and Data Mining
6) Advocacy

7) Cost Savings and Extension of Staff

empéWeer N T.com



IF | didn't use a CVB, I'd be spending a lot more of my own

time on ’r|'u- Internet researchin 0. An ] even t||--r| | wo 'I| 4n’t
know everythin, ] th ey  kna '|'||---r understand the unic que
offerings 1rn| Jestination J-—-rmll ] factors better than anyone.”

- SANDI HALL, VICE PRESIDENT, MEETING MANAGEMENT,
AMERICAN BANKERS ASSOCIATION




KNOWLEDGE

can get quick and reliable answers.”

o “SUE - KAREN BRADLEY B F
B BURNETT, SENIOR 2

' DIRECTOR, CONFERENCE [l
= & MEETINGS, AMERICAN
——— ACADEMY OF PHYSICIAN |

ASSISTANTS
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Today the relationship be

a planner and a [:.

b ||| | a | |r'r|-r~:|"|f_| -a|r|'| YO

destination

:_:|| listening to -::I_l'-::|i$rr~:." ne anc : &'}
finding the right salutions. They are v ‘; :
resource that ¢ an be trustes .a.\ J

destinatio n-spe xpertise
take a lot of the burc |*—r' o h:l'l'ru||r|_1
the right fit for any size

meeting.”

- KATHLEEN HEDLUND,
SEMIOR DIRECTOR,
GLOBAL ACCOUNTS,
HELMSBRISCOE

" STRATEGIC MINDSET |



n '-::-|:|::|, i ||l-—’r envircnment, mesting p lanners must understand the
of SUP; '|. and demand in « any market where they are trrlr';
eting. . In the mo ||’r|" of January of 2015, for example, ci
ccupancies in the fop 25 markets in the 1.5 |r-|n~|| from 40 to 8(
percent occupancy. The | |_|-._-.~_-.’r|r-_1hn_.-|| mar |-.':=1'Ir'!._| ganization can be the
best source fo r lanners who want to understand the general seascnality
and/or ||||, of the week demand trends in any mar rket. Kne WIng W ‘hen ’r|"':"'&
are unigue patterns of avai -.||.|||1'.. for hotel rooms can he p
the planner better manage and negotiate their terms and costs
associated with a meeting.”
- ROBERT A. GILBERT, CHME, CHBA, PRESIDENT & CEO,

HOSPITALITY SALES & MARKETING AS50CIATION
INTERNATIOMNAL

ANALYTICAL HORSEPOWER &

DATA MINING
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X ¥ ADVOCACY

- GRETCHEM BLISS, CMP, DIRECTOR, MEETINGS AND
COMFERENCES, MEDICAL GROUP MAMNAGEMENT ASSOCIATION






Key Steps to Sustaining the

CVB Sales Professional Value

1. Across the industry; talk the same language & promise the same
thing

2. Take action and adopt new roles to support both planners &
destination stakeholders

3. Join the industry movement in educating planners about our value

empowerMINT.com

the personal meeting planning tool



Stay Connected
Be a DMO Champion

Tips & Tools LinkedIn

. . . DMAI's Network for CVBs
www.empowermint.com/insider stk

Website Blog Podcast

Meeting Planning Madness
blog.empowermint.com/podcast

empowermint.com blog.empowermint.com

empowerMINT.com

the personal meeting planning tool



