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VisitGrandJunction.com

Sincere thanks to the GJVCB Board of Directors and to all of our 
tourism partners for your continued commitment and support. We live 
in a destination unlike anywhere else in the world! We challenge you 
to prove that Grand Junction is the place to visit in 2017 by sharing 
your experiences on social media using the hashtag #shareGJ.

A total of $55,156 was allocated to support local special events in 2016. Large events assisted include the Colorado Mountain Winefest,  
GJ Off-Road Endurance Mountain Bike Event, JUCO (Junior College World Series) and the Special Olympics Colorado Summer Games.

Over $29,000 of the above total investment was granted as part of the Grand Junction Visitor & Convention Bureau Board of Directors 
special event marketing grants. This on-going program assists events with marketing outside of Mesa County to drive overnight visitation 
to Grand Junction. Events funded include:

• Colorado Lavender Festival

• Colorado Canyons Color Classic Paint 
Horse Show

• Colorado’s Grand Valley Marathon

• Desert RATS Trailrunning Festival

• Downtown Music Festival

• Downtown Car Show

• Dreamcatcher Half Marathon

• Gear Up Festival

• GJ Enduro

• Gypsy Fest 2016 Horse Show

• High Desert Duathlon

• HITS Triathlon

• Palisade Peach Festival

• Rim Rock Marathon

• Rumble at 18 Road

• Tour de Vineyards

• Tour of the Moon

• Urban Tread Adventures

Special Event Funding

International
The international market continued to increase in 2016 in Grand Junction as a result of direct sales efforts by the Grand Junction Visitor & 
Convention Bureau (GJVCB) in partnership with the Colorado Tourism Office (CTO). With the CTO’s help, the GJVCB is able to pursue 
new markets, such as Japan, resulting in new group tour programs for 2017 and beyond featuring wildflower hikes on Grand Mesa and 
dinosaur expeditions. Additional international flights into DIA, such as Iceland Air and Lufthansa are also bringing more international 
visitors into Colorado. The Grand Junction Regional Airport was one of the top 10 connecting airports from the new Munich to Denver 
flight. Other 2016 highlights include:

• The GJVCB sent out over 900 Grand Junction Visitor Guides  
to international tour companies.

• The Grand Junction Visitor Center welcomed visitors from  
40 different countries in 2016. The top 5 countries represented 
were: Canada, Germany, UK, France and Australia. 

• The GJVCB now has Grand Junction information translated  
into 6 different languages, available at the Visitor Center.  
The languages are French, German, Spanish, Italian,  
Japanese, and Chinese.

• GJVCB participates in 3 annual US based tradeshows/missions 
targeting international tour companies: IPW (Pow Wow),  
Go West Summit and the Japanese Sales Seminar.

How does Destination Marketing Benefit Grand Junction?

Promoting Grand Junction as a destination creates many positive benefits for both local citizens 
and out-of-town visitors. According to the U.S. Travel Association’s report titled The Power of Travel 

Promotion, “travel has the potential to not only create loyal visitors but also to attract future businesses, 
residents and students-all contributing substantially to the local economy.” Destination promotion 

creates a positive “halo effect” for our community. Increased visitors bring further demand for amenities, 
attractions, restaurants and services that improve the livability of a community and the overall quality of 
life in Grand Junction. The community becomes a better place to live and invest in, to operate a business 

and to attend higher education. Several examples of current and future local developments related to 
tourism include a new unique attraction, 3 new downtown restaurants, new hotel development, increased 

attendance at local events and direct air service to LAX. Your Grand Junction Visitor &  
Convention Bureau will continue the 2016 destination marketing momentum into 2017,  

bringing new visitor dollars from outside of the area into our community which benefits us all! 

Grand Junction Visitor & Convention Bureau,  
a Department of the City of Grand Junction

2016 Annual Report



•  Sales Leads: 113 •  Familiarization Tours: 21 •  Site Inspections: 8

•  Industry Tradeshows/Events: 22 (major only) •  Contacts: 4,660

Groups receive 
extraordinary 
customer service 
and assistance from 
GJVCB’s Convention 
Services Department. 
From weddings and 
reunions to major 

events, groups visiting Grand Junction leave 
with a positive experience. In 2016, 126 groups 
were served utilizing complimentary event 
services offered by the GJVCB including 
welcome packets, planning resources, 
attendance builders, visitor information and 
volunteers. We also supported major events 
such as JUCO, Special Olympics and Tour  
of the Moon. The GJVCB was an integral part 
of the 400 person combined CGFOA/CMCA 
Annual Conference held in our off-season in 
November. Even though this position was 
vacated in August 2016 and will remain  
open in 2017, the GJVCB will still provide 
limited servicing.

2016 was a year of significant technology upgrades 
with a totally new, responsive website that launched 
in February 2016, by Miles Partnership. The improved 
digital platform ensures that Grand Junction remains 
among leading destinations that are adapting to 
rapid changes in consumer behavior with expanding 
mobile connectivity. Whether accessed from a large-
format computer screen or pocket-sized phone, 
VisitGrandJunction.com is now easier than ever for 
visitors to find and read about what to do and where 
to stay. The new website was awarded an Adrian 
Award by HSMAI and a Magellan Award by Travel 
Weekly, which recognize VisitGrandJunction.com  
as a top-of-industry destination site. 

The website saw more than 440 thousand unique 
visitors in 2016, which accounts for 1,589,884 

pageviews. The number of 
people who found the site 
via search engine more than 
doubled over the previous year, 
which represents 70 percent 
of all visits. Additional online 
marketing upgrades included a 
new mobile-friendly enewsletter 
as well as custom website pages 
for advertising campaigns and 
press trips. With these changes, 
the GJVCB can meet consumer 
expectations and improve 
audience engagement for the 50 
percent of online visitors whose 
first experience with Grand 
Junction is via smart phone.

The Grand Junction Visitor & Convention Bureau 
reached more than 45,850,000 people through paid 
advertising in 2016.

Hill Aevium was awarded the account in 2015 and has 
since taken an integrated media approach by layering 
buys with social, digital, print, meeting planner, 
outdoor & broadcast platforms. With the upgrade to 
a responsive website at the start of 2016, all ads were 
optimized primarily for mobile and tablet as that 
drives over 60% of all website traffic.

In 2016, the Dramatically Different campaign was 
expanded to include specific adventure activities,  
such as: golfing, road biking, mountain biking,  
off highway vehicles, rafting, skiing and hiking. 

This year’s meeting planner direct mail campaign 
won a Bronze Adrian Award by seeing over a 10.42% 
response rate from selected meeting planners. If all 
leads are confirmed this has a potential of $23.74 for 
every dollar-spent ROI (return on investment).

Showcasing local photography and 
videography with a strategically 
planned delivery schedule was the 
goal of social media marketing 
in 2016 for the GJVCB. A 
weekly calendar keeps the pages 
interactive, while organic posts 
serve content that is relevant and 
fresh. The GJVCB participated in 
another Colorado Tourism Office 
co-op campaign on the state’s 

channels, resulting in our top 
post in terms of reach in 2016. 
This post ran April 14 – 16, 
2016 titled, “Don’t wait for 
summer, 3 things you should 
do and see in Grand Junction 
right now!” and reached 
304,884 people, gained 7,978 
likes, 352 comments, 864 
shares, 4,676 website clicks 
with a 3.24% click thru rate.

Year July Aug Sept Oct Nov Dec 
‘16  179,067   160,265   153,061   164,705   117,055   75,042  
‘15 167,188 152,477  154,543  155,527 119,713 78,623

Year Jan Feb March April May June 
‘16  67,569   62,697   72,009   96,295   108,199   159,673  
‘15 64,253 60,367 67,390 87,996 101,206 159,366

Often, the Group Sales Department of the Grand Junction Visitor 
& Convention Bureau is the first point of contact for conventions, 
motorcoaches, tournaments, weddings, reunions, meetings and events 
considering Grand Junction. The expertise of the VCB staff assists 
these groups with information on lodging properties, meeting space, 
activities, attractions, restaurants and airlines to entice them to bring 
their event to Grand Junction. 

Marketing Highlights

Lodging Tax Collection

Group Sales

Public Relations Visitor Center  
& Volunteers

$4,005,950 
IN ECONOMIC 

IMPACT

TOTAL 
COLLECTIONS 
‘16: $1,415,637 
‘15: $1,368,648 

+3.4% 

80 VOLUNTEERS 
GIVE OVER  

8,800 HOURS  
OF SERVICE

ADVERTISING

SOCIAL MEDIA

INTERNET & WEBSITE

3.5 BILLION 
IMPRESSIONS

The interactive Visitor 
Center, located at 
740 Horizon Drive, 
provides a rest 
area, assistance, 
information, and 
services to visitors, 
plus Grand Valley 
residents and 

businesses. The Visitor Center is open 7 days 
a week and is staffed by 80 volunteers who 
donated over 8,800 service hours at the Visitor 
Center and Grand Junction Regional Airport in 
2016. The volunteers are also vital in providing 
services to special events and group business. 

The construction of the two roundabouts 
on Horizon Drive, near the entrance to the 
Visitor Center, made it difficult for travelers 
to reach the center for most of 2016; however, 
when construction was completed in early 
September, the Visitor Center experienced an 
immediate increase in visitation. Domestically 
we received the highest number of visitors 
from Colorado, California, and Texas and 
internationally the top three visiting countries 
were Canada, Germany, and England.

In 2016, Public Relations produced a 10% increase in impressions 
and a $1,397,000.00 estimated ad value for earned media. 
Coverage highlights included Yahoo, Sports Guide, Dallas 
Morning News, Colorado Parent, St. Louis Home and Lifestyle, 
U.S. News, Arizona Golfer, Huffington Post, Forbes, The Denver 
Post, Fox 21 News, Fox 31 News, CW2, plus many more.

The GJVCB team, with the assistance of Ore Communications 
and the Colorado Tourism Office, hosted 72 members of 

media with 23 guests for a total of 95 people, both domestic and international, on FAM 
(familiarization) tours in the Grand Valley.

• PR Return on investment (ROI) of $35/$1

• Deskside meetings locations included: Salt Lake City, Seattle, Portland, Denver  
and Colorado Springs. 

• Breakdown of coverage placements: Web 40%, Broadcast 20%, Magazine 20%, 
Newspaper 10%, Blog 10%.

15,027 Fans  
(42% increase over 2015) 

2,675 Followers

68 Subscribers

633 Followers

2,701 Followers

OVER 1.5 
MILLION 

PAGEVIEWS

MORE THAN 
45,850,000 

MEDIA 
IMPRESSIONS

126 GROUPS 
ASSISTED

Convention and 
Event Services


