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2016 REVIEW & 2017 OUTLOOK 

 

Letter from Barbara J. Bowman, GJVCB Division Manager 

 

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 marketing provides a better 

quality of life for local residents and opens the door for many economic development opportunities which 

will allow our community to thrive through boom and bust economies.  

 

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, a better place 

to invest in, to operate a business and 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.  

 

In retrospect, several businesses are reporting a positive outcome from 2016 and state that tourism 

unquestionably contributed their increased revenues. A local brewery posted an increase of 7 to 9.5% in 

business in 2016, and noted tourism as part of their success. Two hotel properties reported increases in 

occupancy and revenue of 5 to 10% in 2016. A major bike ride sold out with a record 2,200 registrations 

during a time that is typically considered a shoulder season for Grand Junction. Colorado Mountain 

Winefest attendance was up 3%. A local farm reported an increase of 5% in revenues and record sales in 

October. Lodging tax revenues were up 3.4% for the year.  

 

The GJVCB reported the highest lodging tax collections in its 26-year history for the collection month of 

July! September, October and November welcomed an increase in visitor numbers at the Grand Junction 

Visitor Center thanks to the beautiful completion of the new roundabouts and signs on Horizon Drive. 

Requests for Visitor Guides are up 16.6% to date. Print is not dead! The VCB set a goal of sending 97 leads 

for group business to the local lodging properties and ended the year 106% to goal. This business represents 

a potential of over 30,000 room nights for Grand Junction. Bids for convention business are being 

completed for as far out as 2020-2025. See our GJVCB highlights for more successes in 2016 by our 

marketing and sales teams.  

 

In January 2017, the completion of an almost 2-year research study was presented at the GJVCB’s Annual 

Travel and Tourism Annual Meeting. Dr. Tucker Hart Adams with Summit Economics, LLC further 

cemented the importance of tourism and destination marketing to our economy. The travel industry in Mesa 

County provides more than 5,566 total jobs, $139.88 million in wages and salaries, $12.8 million in sales 

tax revenues and $1.416 million in lodging tax collections. Dr. Adams stated that tourism is BIG 

BUSINESS, one of Colorado’s largest basic industries (bringing new dollars into a community). She also 

stated that a healthy tourist economy helps make the inner-city function and if not for tourism 64 of Mesa 

County’s 254 food service and drinking establishments would close. Without the tourist industry, Mesa 

County would have a far less diverse, more parochial economy.  

 

“Destinations must be memorable, authentic and live up to expectations to maintain relevancy and inspire 

potential travelers,” The Power of Travel Promotion. Your Grand Junction Visitor & Convention Bureau 

takes this statement sincerely – so, onwards and upwards into 2017!  
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2016 VCB HIGHLIGHTS 

 

 Lodging tax collections in 2016 were +3.4% over 2015 collections and +13% over 2014 collections at 

a total of $1,415,636 in 2016 over $1,368,648 in 2015. 

 

 The average daily rate in Grand Junction in 2016 was $80.93 compared to $80.75 in 2015.  
(figures taken from the STR Trend Report, a publication of STR, Inc. and STR Global, Ltd. The GJVCB now refers to this 

report in place of the Rocky Mountain Lodging Report for a more reliable and accurate average daily rate as it reflects a 

broader range of lodging properties within the Grand Junction city limits.) 

 

 On February 3, 2016 the GJVCB launched a completed redesigned and responsive website, 

www.visitgrandjunction.com. It provided over 1.5 million page views, 490,000 unique visitors with a 

total of 621,246 visits. The site won two awards, a HSMAI Adrian Award and a Travel Weekly 

Magellan Award. 

 

 Organic website traffic, or the number of people who found the site via search engines, more than 

doubled in 2016 vs 2015, which represents 70% of all visits to the site. 

 Fun website facts: 50% of all site visitors came via mobile in 2016, 60% of visits to the site come from 

Colorado, and the top international visits come from the UK, Canada and Germany, about 1 in 4 website 

visitors is between the ages of 25 and 34 years old. 

 Paid advertising reached over 45 million impressions in 2016.  

 

 Public Relations reached an all-time record of over 3.5 Billion earned media impressions from 

publications including as YAHOO!, Huffington Post, Forbes, Denver Post, Arizona Golfer, St. Louis 

Home and Lifestyle Magazine, Dallas Morning News, Colorado Parent and many more.  

 

 For every $1 spent in Public Relations, there was a return on investment of $35 in ad value resulting 

in numerous positive articles and video segments that the VCB could never afford, if we had to directly 

pay for this publicity.  

 

 In 2016, the GJVCB won two Hospitality Sales and Marketing Association International (HSMAI) 

Adrian Awards: A Bronze for the sales direct mailer and a bronze for the redesigned website.  

 

 The Sales Team conducted 29 individual familiarization tours and site inspections for Tour 

Operators and Meeting Planners in 2016; this was an increase of 4 from 25 in 2015 (this includes 

the Denver Contract Sales).   

 

 The Marketing Team hosted 37 media familiarization trips (up from 26 in 2015) with 72 members of 

the media and 26 guests for a total hosting of 95 people in 2016, as compared to 77 writers in 2015, 

55 writers in 2014 and 53 writers in 2013. 

 

 The GJVCB began an 18-month intercept research study in July 2015; final results were presented 

in January 2017 and can be found here: http://www.visitgrandjunction.com/2017-annual-meeting-

economic-impact-tourism-mesa-county  

 

 In 2016, the Visitor Center experienced visitations from NEW countries and regions including:  

India, Wales, Ukraine, Vietnam, Iran, Romania, Croatia, Saudi Arabia, Portugal and the Dominican 

Republic. 

http://www.visitgrandjunction.com/
http://www.visitgrandjunction.com/2017-annual-meeting-economic-impact-tourism-mesa-county
http://www.visitgrandjunction.com/2017-annual-meeting-economic-impact-tourism-mesa-county
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 In 2016, the Sales Department issued 113 leads, up 16%* from 2015.  This number also includes the 

Front Range Sales Representative’s (*this number includes leads received from CVENT, which Is 

changing the region Grand Junction will be included in 2017, so these numbers most likely be less in 

2017).   The number of group contacts made by the Sales Department was 4,660 (includes Front Range 

Sales Representative) in 2016 – up from 3,568 (includes Front Range Sales Representative) in 2015.  

There are 2 factors for this increase:  1) The staff person hired in 2015 is now proficient in traces and 

2) the VCB started using Outlook in August 2016, which is integrated with traces (tasks) to our CRM 

system, IDSS. 

 

 The number of group contacts made by the Sales Department was 3,521, a 68% increase from 

2,408 in 2015 (this number does not include the Contract Sales of 1139.  There are 2 factors for this 

increase:  1) The staff person hired in 2015 is proficient in traces and 2) the VCB started using Outlook 

in August 2016, which is integrated with Idss (the VCB’s CRM system). 

 

 The group sales and marketing department coordinated a direct mail piece that was sent to over 780 

meeting planners on the Front Range, resulting in over 52 attendees. In 2016, the piece was an 

invitation to the annual Peach Give-Away, with a perforated scratch off element for a bottle of wine if 

invitee attended one of 2 locations in Denver.  With the popularity of the “farm to table” movement, 

the VCB staff produced a “Sip to Seed” video and released it at this event.  To encourage retention of 

the video contents, each attendee was given a “bingo” card, which showcased video highlights and 

other Grand Junction tourism information.  Prizes were given for bingo winners! The goal was 8% 

attendance, which was exceeded with 10.4% attendance. If all leads are confirmed, the ROI would be 

$23.74 to every $1. 

 

 Convention Services staff worked with 126 groups and events in 2016. Welcome packets, 

information tables, registration support, name tags and customized spouse and/or social programs 

continue to be well-received services.  Convention Services also continued to offer the popular 

“attendance builder” services such as “Save the Date” postcard mailings to the client’s list; electronic 

“Save the Date” messages and customized group web pages that are housed on the VCB’s website have 

become very popular as well.  This position was vacated in August and will remain open in 2017. 

 

 The average group size of confirmed business (these reflect not only meetings, but sporting events, 

reunions, weddings, etc.) in 2016 was 294 attendees compared to 260 in 2015, with an average stay 

of 2.24 days, which was slightly more than 3.1 nights in 2015. 

 

 In 2016, the Smerf (Social, Military, Education, Religious and Fraternal) market generated the 

largest number of sales leads issued, followed by Association, and then the Corporate market. In 

2016, our Membership (i.e. lead generator organizations such as CVENT) remained the top source of 

sales leads generated, followed by the local community.   

 

 Did you know that Collette Tours, one of the largest tour companies in North America, had over 

20 tours come to Grand Junction and stay 3 nights in 2016, which is approximately $720,000 in 

positive economic impact to the community? The VCB was able to obtain this tour as a result of 

successfully selling the opportunities that the Grand Valley can offer at the National Tour Association 

tradeshow. 

 

 The Grand Junction Visitor Center welcomed 12,120 visitors in 2016 with a high satisfaction rating. 

Assisting those visitors, the Visitor Services Specialist manages over 80 volunteers who give over 

8,800 hours of service on behalf of the GJVCB!  
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GRAND JUNCTION VCB 2015-2017 GOAL REVIEW 
 

 

Category 2015 

Goals 

2015 

Actual 

2016 

Goals 

2016 

Actual 

2017 

Goals 

Lodging 

Tax 

$1,337,460 $1,365,332 1,404,772 1,415,636 1,508,924 

Brochure  

Fulfillment 

8,500 9,069 9,200 10,152 10,500 

Visitor  

Center Visits 

15,000 13,840 14,000 12,120 13,000 

Sales  

Leads 

94 97 101 113 115 

Convention 

Groups 

120 125 130 126 100 

Unique Web Site 

Visits 

622,708 535,204 550,000 493,652 520,000 

Economic  

Impact of 

Sales/Convention 

Groups 

$2,840,848 $2,485,181 $2,584,588 $4,005,950 $2,584,588* 

 
*Due to the vacancy in the Convention and Events Coordinator position, the 2017 goal will remain flat to 2016. 
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2017 MARKETING COMMUNICATIONS  

 
Overview: Grand Junction VCB Marketing and Public Relations team works to create awareness regarding 

Grand Junction and surrounding area as a sought-after destination for leisure and group travelers through 

positive earned media, creative advertising campaigns, innovative collateral and creative, driving digital 

and social campaigns, and community partnerships all while maintaining brand integrity.  

 

Objective: To follow the GJVCB’s mission and strategic plan to attract overnight visitors to the 

community, bringing new dollars into the local economy.  

 

Goals:  

1. Support and manage the three marketing contractor companies with constant open communication 

and analysis 

2. Engage and retain 20,000 social network subscribers 

3. Re-evaluate the GJVCB’s brand and creative assets in 2017 

4. Create a local public relations/community relations campaign to engage community leaders and 

local citizens 

5. Concentrate on creating a stronger video library for marketing distribution 

6. Review and analyze the International Marketing direction 

7. Monitor and manage all marketing communications budget line items and P.O.’s to ensure financial 

transparency and accuracy  

8. Support the sales department with their marketing needs 

9. Create co-op marketing opportunities for the region and beyond 

10. Continue to drive destination awareness in-state 

11. Work to successfully meet all goals published under Advertising & Media, Website and Public 

Relations.  

 

Key Strategies or Tactics:  

 Focus on paid social media campaigns, maintaining the #shareGJ, to grow all social media channels 

branded by Visit Grand Junction. Add exposure by participating in the Colorado Tourism Office co-op 

program for Facebook in March 2017 

 Keep the weekly schedule of Monumental Mondays, Travel Tuesdays, Wine Wednesdays, 

Funny Friday; continue with adding organic content as relevant 

 Transition focus to be proactive on a daily basis to encourage discussions with consumers. 

 Look to add adventure and events on a regular, weekly basis in content.  

 Place a large emphasis on video content creation based on b-roll collected in 2016  

 Niche marketing, general marketing, PR support, group support 

 Coordinate a new photography shoot to support group sales efforts 

 Work together with local agritourism partners 

(restaurants, farmers, producers) to create web, video and content 

to better promote this segment of the market, specifically directed 

to group marketing to prepare for a 2018 agritourism strategic 

plan 

 Regionally promote overnight stays through VCB Board 

of Director Special Events funding grant management 
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 Maintain resources for public and media relations efforts to 

achieve more recognition of Grand Junction in-state, 

regionally, and in Utah markets 

 Send six consumer e-zines to drive traffic to website and build awareness for events and attractions 

 Manage design and content of the official Grand Junction Visitor Guide 

 Distribute 90,000 Visitor Guides throughout Colorado and Colorado State Welcome Centers, visitor 

information centers, area attractions, area hotels, and trade shows, and advertising inquiries. 

 Continue niche promotions and packages which will focus on “mud season” biking and golf promotions 

in the mountain regions and a unique ski package. Utilize co-ops with partners as much as possible to 

expand the budget and thus the reach of each campaign 

 Continue to use the Colorado Tourism Office PR Team, Heritage and Agriculture Team and 

Digital/Social Media Team as resources 

 Continue the print and free distribution of the color version of the Visitor Guide (Rip-n-Read) map for 

use by the visitor center, lodging properties, retail shops, and restaurants to direct tourists around Grand 

Junction 

 Coordinate and attend the Denver Golf Expo in February with area golf and lodging partners and the 

Colorado Bike Expo in Denver in May, inviting biking partners to participate as well 

 Coordinate and attend the Winter Wine Festival in Denver in February, reaching consumers and media 

 Coordinate all media FAM (familiarization) trips – work with all three contractors to better target 

earned media audiences 

 Continue to extend cooperation and support regional and destination marketing efforts to the Greater 

Grand Junction Sports Commission, Colorado Mesa University, Grand Junction Outdoor Recreation 

Coalition, Event Promoters, State and Federal Land Managers including Colorado National Monument, 

Bureau of Land Management, U.S. Forest Service and Colorado Parks and Wildlife and others who 

have an interest in tourism 

 

Budget: The Marketing Communications Budget encompasses internal marketing and the three external 

marketing contracts. For a detailed breakdown, refer to: Advertising & Media, Website and Public 

Relations. 

 

 

Advertising & Media 
Contract, $340,000 , 

46%

PR & Media 
Contract, $45,000 , 

6% Website & 
Internet Marketing 

Contract, 
$170,000 , 23%

Media Fams, 
$15,000 , 2%

Photography, 
Videography & 
CleanPix Asset 

Management, …

Social 
Media, …

Research, 
$3,000 , …

Outdoor 
Marketing 

Campaigns, 
$10,000 , 

1%

Internationa
l , …

Misc 
Advertising & 
Marketing …

Internal 
Marketing 
Programs, 

$178,927 , 25%

Marketing Communications Budget - $733,927
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2017 ADVERTISING & MEDIA 
 
*Contract with Hill Aevium 

 

Objective: 

The primary objective of advertising and media buying is to show potential visitors the wonderful 

experiences of Grand Junction, encouraging them to make Grand Junction their destination for travel. The 

focus is both leisure and group travel.  

 

Goals:  

1. Increase visitor length of stay, lodging occupancy and average daily rate (ADR) through marketing and 

advertising efforts 

2. Develop an integrated media plan to layer touch points with the consumer, to keep Grand Junction top 

of mind 

3. Continue to evolve and expand the Dramatically Different campaign established in 2015 as the overall 

brand is evaluated  

4. Increase paid advertising impressions by 5%*** 

5. Increase web visits by 5% 

6. Conduct quantitative and qualitative research to evaluate the current brand of “Colorado’s Wine 

Country” - present findings to city, community and business leaders  

7. Create a local community relations campaign 

8. Report on direct return from advertising efforts of lodging purchases made via the online booking 

engine 

9. Continue to focus on building shoulder and winter season growth  

10. Continue building and developing partnerships that are mutually beneficial—such as the Grand 

Junction Economic Partnership, Grand Junction Regional Airport and Downtown Grand Junction and 

others 

11. Fully support the Marketing Communications team, Website team and Public Relations team 

*** In 2017, Hill Aevium is recommending a barometer shift of qualifying engagement success beyond only 

impressions to the quality of the impression. The research completed in 2016 and 2017 provides the opportunity to 

strategically better target high quality customers due to the compiled data. The GJVCB will focus on attracting the 

person who is more likely to convert. This may result in reduced impression numbers year-over-year, resulting in a 

higher conversion rate. 

 

Key Strategies or Tactics:  

Use visitor data collected in 2015 and 2016 to 

strategically reach our target audience as well as 

identify future market potential. 

 Strategically track and optimize all media in 

market place—determine goals and conversions 

based on call to actions and report on return on 

investment  

 Utilize Hill Aevium’s media buying clout to 

leverage all buys, centralizing contracts for more 

efficiency and reach  

 Working in conjunction with Miles Partnership, use existing website and research data to drive more 

quality visitors to the VCB website and convert to visitation  
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$180,000 , 
62%

$23,000 , 
8%

$11,000 , 
4%

$44,400 , 
15%

$6,600 , 
2%

$25,000 , 
9%

Advertising Contract Budget - $340,000

Net Media Spend

Research

Printing

Account Management &
Servicing

Media Research & Strategy
Development

Collateral & Direct Mail

 Working in conjunction with Miles Partnership to set up website tracking to follow the visitor through 

the conversion funnel, all the way to booking on the aRes 

platform 

 Continue to build upon the economic impact study presented 

in January 2017 to educate local media, residents and 

community businesses and tourism partners with the local 

community relations campaign, relying heavily upon the 

GJVCB Board of Director members to assist 

 Target Audience: Primarily, the GJVCB and Hill Aevium are 

targeting drive market Colorado residents from the Front 

Range as well as regional state efforts in partnership with the 

Colorado Tourism Office. Based on research findings via the 

visitor intercept study, it is known that the current visitor 

skews female, between the ages of 55-65, highly educated, 

employed, and with a propensity towards wine, the Monument 

and outdoor/Colorado lifestyle. In 2017, we are shifting efforts to focus on attracting the Millennial 

Generation (18-35). All of our messaging is cross-generational, with the knowledge that aging Boomers 

and 30-somethings are the fastest growing segments 

The complete breakdown is below:  

 Primarily Female (58% female, 42% male)  

 Decision maker in the house  

 Couples 

 Educated & employed 

 HHI of $75,000 - $150,000 

 Age:  

i. PRIMARY:  18-35 Millennials  

ii. SECONDARY: 55-64 low hanging fruit (28%) with message extension to the 45-54 

& 65+  

 Geo:  

i. Primary: Colorado Front Range and Mountain Regions in Summer  

ii. Secondary: Salt Lake City, I-70 resort communities, Dallas, Las Vegas  

iii. National Colorado Tourism Office efforts  

 Active/adventure: National Parks, Public Land, Mountain Biking, Rafting  

 Planning: 1-3 months in advance  
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2017 WEBSITE & INTERNET MARKETING 
 
*Contract with Miles Partnership 

 

Overview:  

The 2017 online marketing strategy will focus on driving increased organic and paid traffic the award-

winning responsive website that was created last year. Consumer research shows that travel-planners are 

increasingly turning to their smart phones to get quick answers to “I want to know,” “I want to do,” and “I 

want to go” questions. That means we need to make VisitGrandJunction.com the go-to resource to answer 

those queries with high-quality content formatted in a way that’s easy-to-access on all devices.   

 

Objective:  

Expand the digital reach of the Grand Junction Visitor & Convention Bureau by attracting new online 

audiences and re-engaging previous customers to ultimately convert more website users to destination 

visitors.  

 

Goals:  

1. Increase annual website sessions by five percent, or to 652,000, over the previous year during 2017. 

2. Double the total video views on the Grand Junction Visitor Center YouTube channel to 135,000 total 

by adding new content and improving organic distribution. 

3. Add 5,000 new subscribers to the enewsletters distribution list, an increase of 13% 

4. Fully support the Marketing Communications team, Advertising and Media team and Public Relations 

team 

 

Key Strategies or Tactics:  

 Website Improvements: The key to a powerfully successful website is 

iterative improvements. Once a new site is launched, it’s just the 

beginning of an ongoing consumer engagement process that involves 

a series of testing, learning, improving, measuring then evolving. 

Integration of video on the homepage and contextually, conversion 

optimization, data integration and topic landing pages will all be 

targets for website improvements in 2017.   

 Email Marketing: Enewsletter subscribers are considered one of the 

most valuable audiences because they opt-in to receive destination 

updates now and in the future. We also have crucial data about where 

they live and what their interests are. That allows us to segment into 

highly qualified groups for deployments about golf or skiing that will 

have greater engagement.  

 Search Engine Marketing: A holistic search engine marketing strategy 

is a two-tiered approach. The first involves making sure competitors 

are not buying branded search terms to out-rank the VCB. Secondly, 

we want to purchase important keywords that have a high-level of 

competition where we might not appear organically — examples might 

include ‘places to stay’ and ‘Colorado attractions.’ 
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$28,600 , 
17%

$57,750 , 
34%

$16,400 , 
10%

$19,750 , 
11%

$32,500 , 
19%

$15,000 , 
9%

Website & Internet Marketing Contract Budget - $170,000

Website Improvements

SEO & Content Development

Email Marketing

Search Engine Marketing

Site Hosting, Maintenance & Analytics

Strategic Services

 Content Marketing & Search Engine 

Optimization: More than 70 percent of online 

visitors come to VisitGrandJunction.com from a 

search engine, and these people tend to view more 

pages per session and show higher engagement 

than any other group. Constant work on 

refreshing and new content creation is needed to 

maintain the high rankings for a wide variety of 

keywords. A focus for 2017 will be video content 

because Youtube is the second largest search 

engine, and it’s important to invest in the right 

content to reach that audience who is searching 

for inspiration.  

 Technology Partnerships: The integration with GetSmart Content provides 

dynamic personalized content on the site that is proven to increase the time spent on site and the number 

of pages viewed when compared to visitors who did not see a customized message. GJVCB and Miles 

will continue to seek opportunities to further segment and target website visitors within regions, 

interests and seasons to drive KPIs such as event views, guide orders/downloads, and email sign-ups. 

The use of augmented reality software via Layar in the visitor guide provides actionable and measurable 

ways to guide readers to extend their travel-planning from print to digital.  
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2017 PUBLIC RELATIONS & MEDIA MARKETING 
 
*Contract with Ore Communications 

 

Overview:  

Engage in a proactive Public Relations plan that concentrates on pitching and developing story angles 

correlating to key areas of focus, awareness of Grand Junction and its distinct assets amongst targeted 

media and demographics.  

 

Objective:  

To support and promote media coverage for Grand Junction 

VCB through cost-effective and results-oriented programs. 

  
 

Goals:  

1. Host 15 travel media/journalists under the Ore 

Communications Contract (70 travel media in total 

during 2017) 

2. 5% increase impression from 2016 

3. 5% ad value from 2016 

 

Public Relations Key Strategies or Tactics:  

 Develop and implement a strategic public relations work 

plan that integrates with GJ’s marketing, branding, and 

overall business plan.  

 Build brand awareness and credibility through local, 

regional, national and international media exposure. 

Focus on Colorado, Missouri (KC and St. Louis), Texas (Dallas/Ft. Worth), Illinois (Chicago) and 

California (San Francisco and LA) 

 Create and implement effective key messages.   

 Develop and implement results-oriented media relations programs by:  

 Creating and enhancing working relationships between GJVCB and the news media in 

identified targeted markets that work toward the organization’s business objectives.   

 Identifying newsworthy, workable story angles in each market.   
 Writing and distributing newsworthy news releases (as dictated by GJVCB PR work plan).  

 Plan and host two media and individual press trips. 

 Plan desk-side in Chicago. 

 Recommend, develop and implement, as needed, appropriate programs for additional publics (e.g., 

members, customers, investors, employees, vendors/suppliers).   

 Attend media marketplace events through SATW, CTO, and TMAC 

 

Crisis Communication: 

 Ore Communications will continue to support GJVCB in crisis communications initiatives. 
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$39,000 , 87%

$1,000 , 2%

$3,000 , 7%

$2,000 , 4%

Public Relations & Media Marketing Contract Budget - $45,000

Account Management &
Servicing

PR Web

Regional Trips

 

 

 

 

 

News Bureau and Account Service: 

Ore Communications will provide ongoing strategic public relations and communications consultation.  

 

The GJVCB with Ore Communications will:  

 Evaluate all media opportunities and respond accordingly 

 Distribute photo and video assets per the needs of journalists 

 Write and distribute news announcement press releases that correspond with key campaigns 

 Update the online press room with key placements and press information 

 Participate in on-going brainstorm sessions with the GJVCB team and its marketing/advertising 

partners as needed 

 Monitor editorial for opportunities 

 Send hit announcements and clips ensuring that outlet’s social channel information is included for easy 

sharing and tagging 
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2017 GROUP MEETINGS & CONVENTIONS MARKETING  
 
*Includes Front Range Sales Contract with Marci Kurronen, Inc. 

 

Overview:  

The meetings and convention groups the VCB targets are primarily from Colorado and the surrounding 

region.  Grand Junction’s competition continues to be other Colorado cities, resorts, and regional states.  

Group lead time varies from one day to five years.   

  
Objective:  

The Group Sales Department focuses on attracting groups reflecting the following profile of market 

segments: SMERF (Social, Military, Educational, Religious, Fraternal); Corporate; Government; 

Association; Incentive; Sports; Events.  

 

Goals:  

Group Sales is a combination of Meetings & Conventions and Tour and Travel, so therefore the goals are 

a compilation of both market segments 

1. The specific goal of Meetings and Conventions is to influence potential meeting and event planners to 

consider Grand Junction for their next meeting or event 

2. Leads: 115 (combined with Tour & Travel) 

3. With CVENT changing the region we will be tied to, and they being in the category of Membership 

(our highest lead generator), we are conservatively predicting an increase of 2% in 2017 

 

Key Strategies or Tactics: 

 Use a combination of telemarketing, mailings, and email to make “direct contacts” with meeting 

planners, primarily in Colorado and the Rocky Mountain region.  In 2017, four contacts will be made 

to the meetings and conventions market 

segment 

 Maintain memberships in selected 

organizations related to meetings and 

conventions 

 Attend and participate in tradeshows, 

sales missions and sales events to 

increase the awareness of Grand 

Junction as a meetings destination 

 Continue to promote Grand Junction on 

the internet by updating content and 

responding to inquiries made through the 

GJVCB website.  Advertise in selected 

publications to reach target markets 

 Continue the increased emphasis on 

telemarketing prospective clients in the GJVCB database (over 3,000 records represent all markets) 

 Attend at least 2-3 state and regional tradeshows targeting meeting planners.  Local lodging properties 

will be invited to attend with the GJVCB when possible.  Enhance the partnership with Colorado Mesa 

University’s Greater Grand Junction Sports Commission 

 Retain membership in the Colorado Meetings Christian Association to continue expanding the faith-

based market segment 

 Design 1-2 events in Denver for a selection of qualified meeting planners.  Again in 2017, a Peach 

Give-Away will be held 
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Travel
4%

Trade Shows
19%

FAM Tours
4%Contract 

Services
73%

Group Meetings & Conventions Budget

Total Budget:
$62,650

 The Front Range Sales Representative proposes to attend 15 luncheons per year at various meetings 

oriented associations such as Destination Colorado, Colorado Society of Association Executives, 

Society of Government Meeting Planners, and Meeting Planners International, with the goal of 

increasing awareness about Grand Junction as a meetings destination.  The Front Range Sales 

Representative made 1,139 contacts to potential meeting and event planners encouraging them to 

consider Grand Junction for their next meeting or event (this number is included in the sales department 

contacts on the “Highlights” page). Continue to work to attract the interest of additional affinity groups 

(i.e. car and motorcycle touring clubs, biking clubs, equestrian groups, and religious groups) 

 Continue to work with lodging properties that have meeting facilities and Pinnacle (the new 

management company for Two Rivers Convention Center and the Avalon Theatre) to target larger 

groups who will use the Convention Center, along with the renovated Avalon Theatre and multi-lodging 

properties 

 Coordinate meeting planner site visits with local lodging properties with the goal of persuading two to 

four qualified meeting planners to visit Grand Junction throughout 2017 

 Coordinate a meeting planner direct-mail campaign that will be sent to the GJVCB database (this is the 

third quarter contact to the meetings database) 

 Continue advertising in Colorado Meetings and Events Magazine. Continue online marketing on the 

Destination Colorado website 

 Work with publications for free listings and editorial in major meetings publications, directories, and 

websites 

 Hold quarterly coffees and sales meetings with local lodging properties to enhance open-ended 

communication in order to work effectively together 

 Mail the 2017 Grand Junction Official Visitors Guide to all meeting clients in the GJVCB database (as 

the first quarter contact) 

 Develop public relations strategies for obtaining print coverage in meetings-related publications. 

 Due to the fact that CVENT has become one of the foremost cloud-based event management platforms 

on the market, the VCB will continue with the upgrade, enhanced listing on the CVENT website 

 The VCB has purchased the lead generator ConventionPlanit.com, which is similar to CVENT, but 

targets independent meeting planners 

 The GJVCB will continue to investigate the meeting opportunities in the Salt Lake City, Utah market. 

 Advertise in the Denver Metro CVB Planner 

 Continue the “Taste of Two Cities” incentive program partnership with Fort Collins 
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2017 GROUP TOUR & TRAVEL MARKETING 

 
Overview: 

The group sales department focuses on working with tour operators, wholesalers, receptive/incentive 

operators, and travel agents to bring domestic and international group travelers through motorcoach, FIT 

(foreign independent traveler), fly/drive, special interest and student travel.  The competition for this 

business is the WORLD!  Group market planning lead time typically runs one month to a year-and-a-half.   

 

Objective: 

To be included on new itineraries both domestically and internationally and expand the number of nights 

existing tours currently spend in Grand Junction. 

 

Goals:  

1. Leads: See combined total in Meetings and Conventions posted above in the Group Meeting section. 

 

Key Strategies or Tactics: 

 Use a combination of telemarketing, mailings, and email to make “direct contacts” to tour operators. 

 Attend and participate in tradeshows and sales missions (both domestic and international) to increase 

the awareness of Grand Junction as a tour destination. Continue to promote Grand Junction on the 

internet by updating content and responding to 

inquiries made through the GJVCB website. 

 Retain memberships in National Tour Association, 

U.S. Travel Association, Tour Colorado, and Grand 

Circle Association 

 Coordinate two to four domestic and international 

familiarization tours with the Colorado Tourism 

Office, and the Grand Circle Association, with the goal 

of obtaining two to four new tour programs. 

 Mail the 2017 Visitor Guide to all tour and travel 

contacts in database 

 Place advertisements in Colorado International 

Destination Travel Guides coordinated by the CTO in 

the UK, France, Japan, Mexico, China and Germany, 

including a special international promotion with Brand USA.   Develop an email that will target primary 

international contacts to encourage new product development and appointments at IPW (International 

Pow Wow). 

 Advertise in the Denver Metro CVB Planner 

 Develop PR strategies for obtaining media in tour and travel publications 

 Work with publications to promote free listings and editorial in major tour publications, directories, 

and websites 

 Continue to participate in the international promotions committee through the CTO to further develop 

the international tour and travel market segment 

 Direct tour operators to the translated profiles available on VisitGrandJunction.com. 

 In 2017 the GJVCB will attend 2 new shows: Mid Atlantic Tradeshow in Iceland and the Travel 

Adventure Show in Denver 

 New sponsorship at Go West with Fort Collins and our “Taste of Two Cities” partnership 
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Trade Shows
55%

Travel
39%

FAM Tours
6%

Group Tour & Travel Budget

Total Budget:
$31,150

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

Motorcoach for AAA Tours 



20 

 

2017 CONVENTION & EVENT SERVICES MARKETING 

 
This position was vacated in August 2016 and will remain open in 2017, however, the GJVCB staff will 

provide limited servicing based on staff capacity. 

 

Overview: 

Convention & Event Services (CES) is part of the Sales Team.  At the GJVCB, the position encompasses 

a broad range of sales, visitor services and event planning components.  CES is a VCB team effort that 

benefits from the creative and organizational talents of the entire staff, including the visitor center 

volunteers. 

For the purposes of this document, the definition of events, as supported by Convention Services, can 

include meetings, conferences, conventions, reunions, festivals, car or motorcycle rallies, sports and many 

others that do not fit into a specific category. 

 

Objective: 

To enhance the experience of the meeting/event attendee and assist the meeting/event planner in the process 

that makes this happen, so the meeting or event will return year-after-year. 

 

Goals: 

1. Groups Assisted: 100 (this number was not increased from 2016 actual of 126, but will be 

decreased, due to the position’s vacancy) 

 

Key Strategies and Tactics: These strategies have been adjusted to accommodate the vacancy of this 

position. 

 Initiate early contact with organizers to begin relationship building.  Make sure event organizers know 

they are welcomed and valued.   

 Fulfill the client’s requests/needs within the limitations of staff capacity 

 Mentor event planners, if needed, to ensure they are successful based on the appropriateness of the 

event for our target markets and the anticipated return 

on investment (time and money) 

 Build a repeat client base of events to bring in more 

economic impact (new dollars) for Grand Junction.  In 

Sales, it is acknowledged that the best client is the one 

you already have.  CES works first to keep those 

clients and then to attract new ones in niche markets 

not already handled by other members of the Sales 

Team.   Each event is unique, especially to its 

organizer, so customized attention, although time 

consuming, is warranted. 

 Capture a larger portion of the event production costs 

for the local businesses. Examples of services an event 

planner might need that local businesses can provide 

include meeting sites, catering, audio-visual equipment, printing, transportation, t-shirts, trophies, and 

local event organizers. 

 Attract new events, either by working with local planners or by talking with established event 

organizers to move an existing event to Grand Junction or to add another one in Grand Junction 

 During an event, increase the visits to local businesses for shopping or dining by event attendees 

 Build beneficial relationships with service and attraction providers (i.e. rafting companies, museums, 

etc.) to increase the ‘inventory’ of what Grand Junction has to attract event organizers 
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Welcome Bags
59%

Misc
4%

Attendance 
Builders

37%

Convention & Event Services Budget

Total Budget: 
$2,700 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
GJVCB Volunteers Working a Local Event 
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2017 GJVCB TRADESHOW SCHEDULE 
 

Market Segment:  Meetings and Conventions 

 

Denver Monthly Meeting Organizations                             Monthly - Denver, CO 

 Description:  The Grand Junction Front Range Sales Representative attends monthly meetings of the 

Colorado Society of Association Executives (CSAE), Society of Government Meeting Planners (SGMP), 

Christian Meetings & Conventions Association (CMCA) and Meeting Planners International (MPI). 

 

Denver Events with Meeting Planners/Tour Operators     2017 - Denver, CO 

 Description:  The Front Range Sales Representative and the VCB will be coordinating one to two 

events for qualified meeting planners and tour operators which could include a meal or fun activity.  Dates 

and locations are to be determined. Cost: Travel expenses and possible fee. 

 

Tourism Day at the Capitol & Legislative Reception                     January 23 - Denver, CO

 Description:  Hosted by the Tourism Industry of Colorado, TIAC, the event includes briefings from 

the CTO on state-wide issues, information on upcoming legislation that could impact the industry, and 

provides an opportunity to meet with Colorado legislators.  

 

Meetings Industry Council                   March 14-15 - Denver, CO

 Description:  This is an annual show that targets meeting planners and corporate travel planners from 

several Denver associations such as CSAE (Colorado Society of Association Executives), PCMA 

(Professional Conference Management Association), and MPI (Meeting Planners International), RMBTA 

(Rocky Mountain Business Travel Association). 

 

CSAE Annual Conference             June 25-27 – Crested Butte, CO 

 Description:  CSAE holds an annual conference for its membership, which includes association 

executives and suppliers. 

 

Governor’s Conference on Tourism         October 25-27, Grand Junction!

 Description:  The annual Governor’s Tourism Conference offers an ideal environment for tourism 

experts and industry leaders to explore avenues to build upon past successes and discuss future directions.  

 

SGMP Educational Conference      October 20-22 – Colorado Springs, CO 

 Description:  SGMP (Society of Government Meeting Planners) is a non-profit professional 

organization of persons involved in planning government meetings – either on a full or part time basis.  This 

is an annual educational conference for both suppliers and meeting planners of the Rocky Mountain 

Chapter. 

 

Destination Colorado Front Range Tradeshow                  December 2017 - Denver, CO 

 Description:  Destination Colorado produces its own Front Range trade show, targeting meeting 

planners across the Front Range.  This trade show provides the perfect opportunity to meet with planners 

interested in booking business in-state.  Website is desinationcolorado.com   *You must be a member to 

attend this show. 
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Market Segment:  Domestic Motor coach/Packages Travel 

 

National Tour Association         February 26-March 2 St Louis, MO 

          December 14-18, San Antonio, TX* 

 Description:  NTA is the largest packaged travel association in the world with nearly 4,000 members 

made up of tour operators, receptive operators, and suppliers.  *You must be a member to attend this 

tradeshow.  *In 2017 there will be 2 Travel Exchanges (will return to 1 Exchange in 2018). 

 

Market Segment:  International Tour and Travel 

 

Go West Summit                            February 20-23, Reno, NV 
 Description:  The Go West Summit is a marketplace that brings together unique suppliers from the 

Western U.S. with international tour operators looking to expand their group tours and individual leisure 

travel in the American West region. 

 

IPW (POW WOW)                       June 3-7 Washington, DC 

 Descriptions:  IPW (Pow Wow) is the largest international travel tradeshow in North America with 

approximately 4,000 attendees representing over 75 international countries.  

 

Market Segment:  Consumer Tradeshows 

 

AAA Vacations Showcase                         February 4, Denver, CO 
 Description:  Consumer traveler show with seminars and vendors, hosted by AAA Colorado, but open 

to the general public 

 

Winter Winefest                       February 10, Denver, CO 
 Description: The GJVCB is sponsoring this 2nd year event held at the McNichols Civic Center Building, 

where wineries from across the state will pour and sell wines straight from the cellars to over 800 

consumers. Winter Wine Fest will combine wine tastings, gourmet bites, local vendors, and great music 

into an approachable and delicious night for all. 

 

Denver Golf Expo                 February 10-12 - Denver, CO 
 Description:  This annual show provides an opportunity to meet over 11,000 consumers interested in 

Colorado golf destinations.  Booth representatives from area properties must have a golf package on the 

VCB website to participate and each participant works two shifts at the tradeshow booth. 

 

Travel Adventure Show                       March 18-19, Denver, CO 
 Description:  This consumer show is the longest running, number one travel adventure show in the 

United States.  This is the first time that this show will be in Denver (it has been held in Chicago, Los 

Angeles, Dallas, etc.).   

 

Colorado Bike Expo                               May 14 - Denver, CO 

       Description: This event is an official kick-off to cycling season in the State of Colorado. The event 

will be held at the Colorado Convention Center with over 50 prospective vendors ranging from retail, 

tourism, cycling clubs, media. 
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2017 VISITOR SERVICES & VISITOR CENTER 

 
Overview:  

The Grand Junction Visitor Center, located at 740 

Horizon Drive, provides professional and friendly 

assistance, information, and services to national 

and international visitors as well as to Grand 

Valley residents.  The Visitor Center is open 

seven days a week and is staffed by 80 volunteers 

who donate approximately 9,000 service hours 

each year.  The volunteers are recruited, trained, 

scheduled and supervised by a full time Visitor 

Coordinator.  The Coordinator manages the retail 

sales as well as the informational brochure 

inventory and is also responsible for the upkeep of 

the center.   

 

 

 

 

Objective:   

To create a warm Western Colorado welcome to every visitor walking through our doors by offering 

professional and enhanced customer service encouraging visitors to extend their stay in Grand Junction 

and motivate them to return in the near future. 

 

Goals: 

1. Achieve 13,000 visits to the Visitor Center 

2. Establish relationships with K-8 teachers and education professionals 

3. Recruit four new volunteers to fill permanent shifts at the Visitor Center and at the  

GJT Airport 

4. Participate in one local Volunteer Recruitment Fair 

5. Work with the VCB’s marketing coordinator to develop local advertising campaign for the 

Visitor Center to promote the value of the Visitor Center as a vital community resource 

6. Collaborate with the State Welcome Center in Fruita and visitor centers in adjacent communities 

7. Develop and provide nine educational FAM (familiarization) opportunities for the volunteers 

 

Key Strategies or Tactics:  

 

 Enhance relationships with front-line hotel staff and local attractions to broaden awareness of the 

Visitor center as a premier location for regional information and collateral materials 

 Contact four public and/or private schools to encourage field trips to the Visitor Center 

 Distribute maps and visitor guides to hotels, attractions, and the airport and check inventory on a 

regular basis 

 Advertise the Visitor Center in three different media publications and through social media 

outlets during the months of May through September. 
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Cost of Goods 
Sold
11%

Operating Supply
27%

Vounteer 
Recognition

36%

Volunteer 
Fams
23%

Advertising
3%

Visitor Services & Visitor Center Budget

Total Budget: 
$8,800 

 Visit two visitor centers on the West 

Slope 

 Research attractions and amenities that 

have not been visited recently. 

 Attend nine Volunteer Association 

meetings to network and learn about best 

practice for volunteer management 

 Maintain seven days per week 

scheduling at the visitor center. 

 Designate one experienced volunteer to 

assist with the re-ordering of maps and 

brochures 
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2017 FINANCE & ADMINISTRATION 
 

Overview:  

The Grand Junction Visitor and Convention Bureau’s (GJVCB) budget supports the marketing and sales 

efforts to elevate Grand Junction as a premier destination for meetings and leisure travelers. The GJVCB 

is primarily funded by a 3% lodging tax (People’s Ordinance No. 34) paid by visitors staying in lodging 

establishments within the Grand Junction City limits. Other operating revenue includes a portion of the 

collection fee permitted to retailers (aka Vendor’s Fee) for the collection of the City’s Sales Tax 

(Ordinance No. 2131).   

 

Lodging tax collections generated nearly $1.42 million in 2016, a 3.4% increase over 2015. Collections 

for the months of June, July, August and November reported the highest collection amount for those 

particular months in the history of the GJVCB. Since 2012, collections have increased at an average 

annual rate of 4.3% and are gradually reaching pre-recession numbers. Collections for 2017 are projected 

to increase at least 5% - 6% over 2016 to $1.5 million, which will be the highest amount collected in a 

single year. This is based on a number of factors including moderate increases in the average daily rate 

and occupancy, state and national indicators, and the return of a large popular event in September. The 

GJVCB Staff and Board of Directors will continue its’ strategic focus on identifying and developing new 

revenue options to increase the positive economic impact of lodging tax and visitors spending.  

 

The adopted operating budget for 2017 will be similar to the 2016 amended budget with no increases. 

Labor and benefits will be lower due to a position vacancy. Capital expenses for 2017 include an 

investment in a travel trailer to be converted into a mobile visitor center. This investment will enhance the 

services provided to visitors to meet their needs wherever they stay and play.  

Objective:  

To maintain and improve fiscal and administrative efficiency, accountability, and transparency while 

wisely investing in programs and infrastructure that directly impacts the positive economic impact of 

visitor spending and hotel occupancy. 

 

Goals:  

1. Continue compliance with the 

City of Grand Junction’s 

financial policies and best 

practices that guide budget, 

revenue, investments, 

procurement, risk management 

and reserves. 

2. Develop a transparent budget and 

financial plan for each fiscal year 

that moves toward achievement 

of the GJVCB’s marketing and 

sales goals, while working within the constraints of available resources.  

3. Maintain accountability by regularly evaluating and measuring the performance of the budget; make 

necessary adjustments to accommodate change so as to quickly respond to opportunities and/or 

challenges. 

4. Exceed 2016 Lodging Tax collections by at least 5% in 2017. 

5. Identify and begin the development of new revenue options in 2017 that will increase the positive 

economic impact of lodging tax and visitors spending.  
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Lodging Tax
$1,508,934 

69%

Vendor's 
Fee

$673,113 
31%

Marketing 
Services

$7,500 0%

Merchandise 
Sales $2,500 

0%

2017 Revenue Budget - $2,192,047

Marketing 
Communications

$733,927 
37%

Group Sales & 
Convention 

Services
$95,500 

5%

Special Events & 
Sponsorships

$86,000 
4%

Trade Shows, 
Sales & Training 

Travel
$24,000 

1%

Labor & Benefits
$761,309 

38%

Interfund
$219,881 

11% Visitor 
Center / 
Services
$8,800 

0%

Utilities
$13,706 

1%

Operating
$16,500 

1%
Dues

$16,830 
1%

Capital
$20,000 

1%

2017 Operating Budget - $1,996,453

Key Strategies or Tactics:  

 Measure and assess the GJVCB’s revenue and operating budget daily for operational efficiency. 

Review weekly with the Budget and Operations team and make appropriate adjustments as 

needed. 

 Reconcile the budgets of the advertising, website marketing and public relations contractors on a 

monthly basis and meet with each of the account representatives to ensure adequate pacing of the 

contract amounts. 

 Review travel and hotel analytics to examine industry trends as well as the current state of the 

economy and travel that may impact the current and future revenue and operating budgets. 

Reports and periodicals include:  

o Smith Travel Research / STR Trend Report – report on average daily rates and occupancy 

in the Grand Junction area   

o U.S. Travel Association Outlook 

o Skift Research 

o Hotel News Resource 

 Determine appropriate amendments to the 2017 budget during the 3rd quarter, based on the 

present and future state of the budget, in accordance with the direction of the City of Grand 

Junction’s Finance Department. 

 Begin the 2018 budget process at the end of the 2nd quarter 2017. Submit the requested budget in 

accordance with the direction of the City of Grand Junction’s Finance Department.  

 Provide bi-annual 5-year and 10-year budget projections to assess future strengths, weaknesses, 

opportunities and threats. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



28 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

Grand Junction Visitor & Convention Bureau 

740 Horizon Drive 

Grand Junction, CO  81506 

 

970-244-1480 

visitgj@gjcity.org  

 

www.VisitGrandJunction.com 

 

Pinterest.com/VisitGJ 

Instagram.com/VisitGrandJunction 

Twitter.com/VisitGJ 

YouTube.com/VisitGJ 

Facebook.com/VisitGrandJunction   

 

 

 

 

 

 

mailto:visitgj@gjcity.org
http://www.visitgrandjunction.com/

