
#LACC50



WELCOME 
TO THE

CTD COMMISSION MEETING

September 15, 2021
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Item 3a 
Approval of the minutes
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Item 4a 
9ȄŜŎǳǘƛǾŜ 5ƛǊŜŎǘƻǊΩǎ wŜǇƻǊǘ
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Item 4b
ASM Update
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ELLEN SCHWARTZ

LOS ANGELES CONVENTION CENTER
MONTHLY UPDATE FOR

JULY 2021
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LACC CELEBRATES 50 YEARS



LACC HALL OF FAME INDUCTEES

SKI DAZZLE LA AUTO SHOW ANIME EXPO
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LACC JULY 2021 EVENTS

Society for Brain Mapping Therapeutics
July 17 ς19
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LACC JULY 2021 EVENTS

July 29 ςAugust 1



LACC JULY 2021 FILMING

DATES NAME LOCATION AMOUNT

June 30 ςJuly 3                        Westworld South Lobby, Kentia, Pico, Fig. Dr., $69,650
South Garage, Bond Lot

July 1 ςJuly 15 LA Sparks West Hall B $64,496 (partial)

July 6 ς12 Noisy South Lobby, Kentia, Pico, Fig Dr., $141,990
Conv. Ctr. Dr., Bond Lot

July 12 - 17 Dollface South Lobby, Kentia, Pico, Fig Dr. . $50,661

July 17 - 18 Lexus Commercial South Hall K, Kentia, Venice Garage, $21,181
Pico Dr., Conv. Ctr. Dr. 

July 19 - 21      JBL Speaker Testing West Hall B $18,429 

July 21 ς27 Someone Out There Bond Lot, South Garage $18,250

July 22 ς24 HBO Untitled Lakers Project South Lobby, Kentia, Pico, Fig Dr., $101,714
Conv. Ctr. Dr.

July 30 ς31 WellcareCommercial South Lobby, Hall G, Fig Dr. $37,185

TOTAL:         $523,55612
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BRIDE WORLD
3,000

LACC JULY 2021 FINANCIALS

OPERATING SURPLUS (LOSS):

Å ($0.2) million (before approved City Reimbursements, A & I and Capital Projects)

Å $0.9 million above budget 

Å $0.3 million below prior year

REVENUES:

Å $1.4 million gross revenue (before discounts and service provider share)
Å $0.9 million net revenue
Å $0.8 million above budget and $0.3 million below prior year
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BRIDE WORLD
3,000

LACC JULY 2021 FINANCIALS

OPERATING EXPENSES:

Å $1.1 million (before approved A & I, Capital Projects, and City reimbursement)
Å $0.1 million below budget. Consistent with prior year

CITY REIMBURSEMENT - $0.1 million

Capital and Alterations & Improvements
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BRIDE WORLD
3,000

LACC JULY 2021 OCCUPANCY

16%

29%

75%
71%

21.22 20.21 19.20 18.19

0%

20%

40%

60%

80%

100%

Exhibit Hall Occupancy

15



Item 4c
LATCB Update
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Los Angeles Tourism & Convention Board

CTD Board of Commissioners
September 15, 2021



SALES UPDATE

Darren K Green

Chief Sales Officer
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CITYWIDE CONVENTION SALES

YTD FY21/22 PRODUCTION RESULTS

LeadProduction
Leads
Actual

FY 21/22 Goal 176

FY 21/22 YTD 21
FY 20/21 STLY 16

BookedRoom Nights 
Produced

RNs
Actual

FY 21/22 Goal 225,000

FY 21/22 YTD 8,599
FY 20/21 STLY 63,635

Dated September 8, 2021

*Pipeline: 
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CITYWIDE CONVENTION PIPELINE

Dated September 8, 2021

YEAR RNs

2022 99,391

2023 96,653

2024 168,809

YEAR RNs

2025 161,254

2026 85,500

2027 181,743
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C I T Y W I D E  C O N V E N T I O N  B O O K E D  R O O M  N I G H T S

2 0 1 5- 2 0 2 5  C A L E N D A R  Y E A R  A R R I V A L  D A T E

Dated September 8, 2021
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PROFESSIONAL MEETINGS 
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PME OBJECTIVES

ÅDevelop a strategic campaign targeting meeting and events professionals 
that showcases California is open for business.

ÅIncrease business travel by reintroducing California to key event 
professionals as a leading destination for meeting, conventions and 
incentives.

ÅIntegrate and extend destination sales messaging.

ÅGenerate immediate demand and booking for California meetings, to 
stimulate the economy and job recovery now and in the future. 
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PROFESSIONAL MEETING AND EVENTS -

KEY POINTS

ÅState of California allocating $95m to support and drive tourism

ÅVisit California has historically focused on the consumer segment

ÅKey areas for focus have been leisure and international

ÅGroup business was challenging to support based on the competitive nature of major 
destinations

ÅThe Pandemic has fostered collaboration amongst these destinations as we emerged to 
welcome back meetings and events.

Å$5m of the $95m for the 1st time has been earmarked to support efforts to drive meetings, 
events and conventions
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PME GUIDEING 
PRINCIPLES

1. 5ƻ ǿƘŀǘ ǘƘŜ ƛƴŘǳǎǘǊȅ ŎŀƴΩǘ Řƻ ŦƻǊ 
itself

2. Support product education and 
brand health.

3. Guide statewide California presence. 

4. Extend California sustainability 
messaging. 
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WORKING GROUPS
Brand and Advertising WorkingGroup

Name Title Company

Misti Kerns President & CEO Santa Monica Travel &Tourism

RobO'Keefe President andCEO Monterey Convention & VisitorsBureau

SteveGoodling President andCEO Long Beach Convention & VisitorsBureau

JuniorTauvaa Chief SalesOfficer VisitAnaheim

Trade Show/ Industry Events WorkingGroup

Name Title Company

DarrenGreen Chief Sales Officer Los Angeles Tourism & ConventionBoard

JuniorTauvaa Chief SalesOfficer VisitAnaheim

SteveGoodling President andCEO Long Beach Convention & VisitorsBureau

KathyJanega-Dykes President & Chief ExecutiveOfficer Visit SantaBarbara

LinseyGallagher President Visit NapaValley

MatthewMartinucci VP Sales & DestinationServices Team SanJose

Road Shows/ Site Visits WorkingGroups

Name Title Company

DarrenGreen Sr. Vice President ofSales Los Angeles Tourism & ConventionBoard

Misti Kerns President & CEO Santa Monica Travel &Tourism

SteveGoodling President andCEO Long Beach Convention & VisitorsBureau

NicoleRogers Executive VP & Chief Sales Officer San Francisco TravelAssociation

ColleenPace Chief Sales & MarketingOfficer Visit Greater PalmSprings

MargieSitton Sr. Vice President of Sales & Services San Diego TourismAuthority
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IMEX
Nov. 9-11, 2021

Las Vegas,NV

PCMA-
Convene  
Leaders
Jan. 9-12, 2022

Las Vegas,NV

Dest inat ion  
California
Oct. 7-9, 2021
Coronado,CA

Northstar  
Leadership  
Forum
Dec. 12-15, 2021

Pebble Beach,CA

2021 2022

Taste of CA
Receptions -
Roadshows
Nov./Dec. 2021

EastCoast

SuperBowl  
VIPEvents
Feb.13,2022
Los Angeles,CA

SiteVisits
Oct 2021-June

2022

PCMA-
Destination  
Showcase&  
Visionary  Awards
Spring2022

WashingtonDC

2022

PROPOSED PME PROGRAM
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Celebrates diversity, champions  being
open-minded

Inclusivity & Collaboration  
Abundance / ProductChoices

Exploring ǿƘŀǘΩǎnext
Innovation & Entrepreneurship  Safety 

/ Tech

Creative Inspiration & FreshPerspective

Anything is possiblevibe
Optimism; engagement towards  ƻƴŜΩǎ 
work and with colleagues

Dream BigPlatform MeetingsTranslation

28



MEETINGS BRAND 
LAUNCH

Å IMEX Press Conference and 
Media Availability (Tentative)

Å Road Show Integrations

Å IMM USA: NYC Media Mission 
(January)

Å Super Bowl LVI (February

29

29



STRATEGIC 

OVERVIEW

Adam Burke
President & CEO 
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CURRENT STATE

ÅFinancial health

Å Conservative financial management

Å LATMD Reserve

Å City Grant

Å Visit California State Grant

Å EDA Grant under ARP

ÅRight message at right time

Å Consumer sentiment

Å Ability to expand advertising

Å LA ; Inside Out; Comeback

Å New logo & branding
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CURRENT STATE

ÅDestination Evolution

Å Tourism Master Plan

Å Exciting new product

Å Decade of major events

Å LAX modernization

Å LACC expansion

Å Hotel development pipeline

ÅPace of Recovery

Å Occupancy and demand

Å Citywide retention rate

Å International presence vs. reopening

Å Delta variant32



#EVERYONE IS  WELCOME



Seek 

community 

input

1

LOS ANGELES TOURISM

DEI COMMITMENTS

Broaden 

applicant 

pool

2

Maintain

executive 

diversity

3

Increase 

Board  

diversity
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Continue 

inclusive 

branding
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Diversify 

purchasing

process

6

LOS ANGELES TOURISM

DEI COMMITMENTS

Enhance 

CSR 

programs

7

Increase 

community 

service

8

Expand 

Member 

outreach

9

Promote 

industry 

careers

10
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SOUTH LA
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PINNACLE PARTNER

ÅHolistic, collaborative, industry-
wide approach

Å Centralized resource for DEI 
expertise and programming

Å Four primary pillars include:

ʒ Apprenticeship Program

ʒ Workforce Development

ʒ Diversity, Equity & Inclusion

ʒ Research & Data
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ÅMacroeconomic data and forecasts (e.g. ïGDP, 

unemployment rate, consumer consumption)

Å Industry-specific, macro-level data and forecasts

ÅMajor external factors impacting the industry as a 

whole (positive and/or negative)

ÅExternal forces impacting cost of organizationôs 

products/services and pricing

ÅSignificant addition/loss of key customer segment

ÅDisruptions to industryôs supply chain and the 

anticipated duration of that impact

CLIMATE

ÅOverview of key customer segments by geography, 

business category, demographics, etc.

ÅAnalysis of significant shifts in customer sentiment/ 

behavior and whether change is short or long-term

ÅAssessment of relative value of customer segments 

based on ROI, acquisition cost, lifetime value, etc.

Å Identification of emerging customer segments and 

value potential relative to existing customers

ÅQuantifiable evaluation of customer response to 

marketing/sales efforts by segment

CUSTOMER

ÅClarity around organizational culture and values

ÅReview of key areas of strategic focus, including 

ongoing relevance/importance

ÅAnalysis of organizational resources including funding, 

staffing, technology, etc.

ÅEvaluation of key internal factors impacting 

performance (positive and/or negative)

ÅSummary of internal best practices and scalability/ 

applicability to rest of the organization

ÅñMiningò for untapped talent within the organization

COMPANY

ÅOverview of direct competitive set including any 

significant shift in market share/ranking

ÅAnalysis of available, quantifiable competitive data

ÅSummary of competitive best practices and applicability 

to the organization

ÅAssessment of organizationôs strengths and 

weaknesses relative to each key competitor

ÅEvaluation of organizationôs unique selling propositions 

and sustainability of that positioning

Å Identification of key threats and opportunities

COMPETITION

ANNUAL BUSINESS REVIEW

Sources: Gartner, Harvard Business Review, MIT Sloan Management Review
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Los Angeles Tourism & Convention Board

FY21-22 Business Plan Highlights



MARKETING

Å Establish and extend national advertising
campaign

Å Leverage LAôs reopening and Super Bowl as 
platforms to launch integrated marketing
plans

Å Maximize opportunities and synergies with 
Brand USA and Visit California

Å Maintain base presence internationally and 
ramp up based on pace of recovery in key 
feeder markets

Å Capitalize on evolving LA experience and 
major events

Å Leverage industry-leading social media
position to complement paid media
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SALES & SERVICES

Å Shift primary focus from retention/account 
management to proactive selling

Å Respond to evolving customer 
expectations (health & safety, CSR, DEI) 

Å Utilize group analytics as strategic 
foundation, with focus on data hygiene

Å Leverage industry partnerships to amplify 
value proposition and drive lead volume

Å Shift from primary focus on print media to 
social/digital marketing channels

Å Employ data-driven strategy to rebuilding/ 
redeploying Sales & Services team

Å Continue collaboration with LASEC to secure 
signature sporting events

Å Support LACC expansion plan
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