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Item 3a

Approval of the 

August 3, 2022 Minutes
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Item 3b

Approval of the August 31, 2022 

Special Meeting Minutes
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Item 4a

Executive Directorôs Report
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Item 4b

ASM Update
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BEN ZARHOUD

LOS ANGELES CONVENTION CENTER
MONTHLY UPDATE FOR

JULY 2022

10



BRIDE WORLD
3,000

LACC JULY 2022 EVENTS

312,215TOTAL
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LACC JULY 2022 EVENTS



LACC JULY 2022 FILMING & PARKING

DATES NAME LOCATION AMOUNT         

July 30                    Lexus Commercial Kentia Hall, Dock, Bond Lot $13,560

TOTAL:         $13,560
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BRIDE WORLD
3,000

LACC JULY 2022 FINANCIALS

OPERATING SURPLUS (LOSS):

Å $0.9 million (before approved City Reimbursements, A & I and Capital Projects)

Å $1.1 million above budget 

Å $1.1 million above prior year

REVENUES:

Å $6.6 million gross revenue (before discounts and service provider share)
Å $2.7 million net revenue
Å $0.3 million above budget and $1.8 million above prior year
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BRIDE WORLD
3,000

LACC JULY 2022 FINANCIALS

OPERATING EXPENSES:

Å $1.7 million (before approved A & I, Capital Projects, and City reimbursement)
Å $0.8 million below budget and $0.7 million above prior year

CITY REIMBURSEMENT ς$0.1 million

Capital and Alterations & Improvements
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Item 4.c.i

LATCB Sales Update
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Los Angeles Tourism & Convention Board

CTD Board of Commissioners
September 21, 2022



SALES UPDATES

Kathy McAdams

Senior Vice President
Convention Sales
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CITYWIDE CONVENTION SALES

YTD FY22/23 PRODUCTION RESULTS

LeadProduction Leads
Actual

FY 22/23 Goal 160

FY 22/23 YTD 16
FY 21/22 STLY 9

BookedRoom Nights 
Produced

RNs
Actual

FY 22/23 Goal 221,801

FY 22/23 YTD 47,360
FY 21/22 STLY 8,013

Dated September 15, 2022
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CITYWIDE CONVENTION BOOKED ROOM NIGHTS 
2016-2027 CALENDAR YEAR ARRIVAL DATE
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CITYWIDE CONVENTION PIPELINE

YEAR RNs Last Update 
Variance

2026 81,111 3,717

2027 147,511 -4,550

2028 22,074 0

YEAR RNs Last Update 
Variance

2023 69,976 12,181

2024 184,440 -51,322

2025 122,167 -76,961

Dated August 29, 2022
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ASAE Annual Meeting, August 20-23, 2022

ÅApproximately 4900 total attendees

ÅAssociation professionals from across the country

Å104 clients stopped by our booth

ÅCitywide team confirmed (7) one-on-one appointments with citywide clients

Å(6) new citywide leads to be processed with approximately 75,000 total room nights and 
$2.4 Million economic impact

ÅLos Angeles will be hosting ASAE Annual Meeting in 2025
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Item 4.c.ii

Convention Center Safety
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At Los Angeles Tourism we care deeply for the community we 
serve. 

Homelessness is a humanitarian crisis ςan urgent and very 
ŎƻƳǇƭŜȄ ŎƘŀƭƭŜƴƎŜ ǘƘŀǘ ǿŜΩǊŜ ŦŀŎƛƴƎ ŀŎǊƻǎǎ ƻǳǊ ŎƛǘȅΣ ǎǘŀǘŜ ŀƴŘ 
country. 

Here in Los Angeles, our city and county officials are working 
hand-in-hand, deploying a comprehensive strategy with 
unprecedented resources to end homelessness in Los Angeles. 

At Los Angeles Tourism, we continue to stay in close touch with 
our partners on this important issue. 

Los Angeles 
Tourism 

Homelessness Fact 
Sheet
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Recovery in Action 

State of California

ς$12 billion to tackle homelessness throughout the State 
acting in partnership with local authorities. 

ς$1.1 billion sanitation and restoration plan to erase trash 
and graffiti from highways, roadways and State-owned 
public spaces throughout California.  

Los Angeles 
Tourism 

Homelessness Fact 
Sheet (continued)
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Los Angeles 
Tourism 

Homelessness Fact 
Sheet (continued)

Recovery in Action continued

Los Angeles 

ς$800 million to address homeless issues in Los Angeles, 
effective July 2021. 

ςDeployment of Los Angeles Homeless Services Authority 
Homeless Engagement Teams 

ςDeployment of Cleaning and Rapid Engagement Teams 

ςSupport for a Committee for Greater LA, a new public/private 
organization to address long term solutions to homelessness 
involving both the County of LA and City of LA.   

ςCitywide measure to address homeless issues and 
encampments, which prohibits sitting or sleeping or storing 
personal property on sidewalks that obstruct access on 
sidewalks, streets or right of ways. 
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Item 4.c.iii

New Marketing Campaign
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Los Angeles Tourism & Convention Board

NEW BRAND CAMPAIGN
Bill Karz, Vice President, Brand & Digital Marketing



BRAND TASKFORCE

Los Angeles Tourism
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CAMPAIGN EVOLUTION

LOS ANGELES TOURISM
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Å The Comeback campaign generated $2+ billion 
in direct tourism spending

Å Yielding $349 : $1 Return on Ad Spend

Å One of the highest rated ads ever tested by LA 
Tourism

Å The same creative and messaging was 
consistently used as international markets are 
recovering

THE COMEBACK CAMPAIGN
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THE EVOLUTION OF THE COMEBACK

Los Angeles is back and better. 

LA is now rolling out the red carpet to some of the biggest events in the 
world. 

This is an opportunity for LA to make an indelible impression on the 
world stage, and for visitors and meeting planners to experience a 
destination unlike any other.

²ŜΩǾŜ ŎǊŀŦǘŜŘ ŀ ŎŀƳǇŀƛƎƴ ǘƘŀǘ ƛǎ ŀǎ ƳǳŎƘ ŀƴ ƛƴǾƛǘŀǘƛƻƴ ŀǎ ŀ Ŏŀƭƭ ǘƻ ŀŎǘƛƻƴΦ 

An invitation to center stage where everyone is welcome, and anything is 
possible. 
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CAMPAIGN MESSAGE OBJECTIVES

Å Increase interest in LA

Å Be inclusive, imaginative, optimistic and audacious 

Å Have a strong call to action

Å Be ownable and authentic to LA

Å Be a natural progression from Comeback 

Å Convey the idea that everyone is welcome

Å Work for our meetings audience

Å Translate well for our international audiences
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Global phenoms that start in a garage.

Culinary empires that begin with a food truck.

From music to sports to fashion and food ςLA is on the vanguard of 
practically everything.

In pop-up galleries, busy kitchens and eclectic neighborhoods, the next 
generation of dreamers are emerging. 

To find them, just let your curiosity guide you.

Go a few exits past your comfort zone, and be ready to lose yourself in 
the sights, sounds and tastes that provide inspiration to so many.

¢ƘŜ ƴŜȄǘΣ άƴŜȄǘ ōƛƎ ǘƘƛƴƎέ ƛǎ ǿŀƛǘƛƴƎ ŦƻǊ ȅƻǳΦ

You just have to know where to look.

Los Angeles. Now Playing.
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CAMPAIGN EVOLUTION

Los Angeles Tourism Campaign Lockups
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2 commercials

10 locations

30 scenes

3 days
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NOW PLAYING

Å Starring Jenifer Lewis - VO Artist, 
Actress, Author & Singer

Å Also featuring Steve Aoki, Paul 
George & Mister Cartoon

Å Tested nationally and in focus 
groups in Canada

Å Adjustments were made to pacing, 
cast demo and inclusion of more LA 
icons
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https://cityclerk.lacity.org/lacityclerkconnect/index.cfm?fa=ccon.viewrecord&contractnum=C-123199



















































































