[image: image1.jpg]



Cannery Row Company Strategic Marketing Guidelines

Cannery Row Company Marketing Department

Diane Mandeville, Vice President of Marketing

Erik Uppman, Director of Marketing

Laura Mahoney, Marketing Coordinator

Cannery Row Company is the primary entity marketing Cannery Row as a visitor destination. While the Monterey County Convention & Visitors Bureau does market Cannery Row in the context of its larger mission to market Monterey County as a visitor destination, Cannery Row’s sole objective is to capture the greatest market share possible of visitors to Monterey County from outside the area.

This objective is achieved through the use of a variety of tactics, all of which seek to make Cannery Row top of mind in the core feeder markets of Northern California and the Central Valley, as well as the expanded California, national and international markets.

The strategic underpinning of the Cannery Row marketing effort is a consistent, well-considered approach based on experience, market research and measurement.
Cannery Row's largest customer demographic is the visitor market. That market includes about 70%+ Northern California and Central Valley visitors, with the remaining 30% comprised of Southern California, other domestic and international. Marketing to this demographic is prohibitively expensive and closed to virtually every individual tenant with the exception of the Intercontinental Hotel and Monterey Plaza. There is a minimum threshold of expense necessary to even break into the Northern California media market, as well as the others. We have been able to meet that minimum threshold by maintaining a focused, disciplined approach to our marketing. This has allowed us to maintain a consistent presence utilizing print outlets such as Via magazine, which has over 2 million subscribers in Northern California, Sunset Magazine and the California State Visitors Guide.
A vibrant digital presence is achieved using canneryrow.com, paid search, display advertising and social media.

The Cannery Row media budget is used to gain exposure in necessary media outlets that individual tenants cannot afford. Strategically, individual tenants can afford to market in local media.

Additionally, our visitor marketing also does reach locals who are exposed to the print, broadcast and digital advertising. This is not the intended market, but does provide tertiary exposure to locals.
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In any given year, Cannery Row Company’s marketing budget will be comprised of a mix of programs, including:
Advertising

· Print—Annual visitor guides, travel publications, and media targeting specific demographic groups, i.e., women, families, etc.

· Broadcast—Radio and television. Radio is more typically used, given its effectiveness in the core markets. KGO radio is in the 2009 budget, and was in 2008’s.

· Outdoor—A 40x10-foot billboard on Highway 101 southbound just north of Aromas, and a 10x15 board at the 156 Highway exit off Highway 101 south.
Public Relations

· A comprehensive media relations program includes calendar of press releases, media events out of market (NYC, LA, SF) and press visits that include The Today Show, Budget Travel, San Francisco Chronicle, Diablo Magazine, National Geographic Traveler and Travel Therapy.
Digital Marketing
· A content-rich website that is consistently ranked 1-3 in organic listings is maintained daily.

· Paid search is being geo-targeted to core feeder markets to achieve saturation

· Stories on the site in the “Experience Cannery Row” tiles and section provide lifestyle and trend articles that create inspiration to visit Cannery Row and drive search
· Targeted online advertising, including re-targeting.

· Social Media—Facebook, Twitter, Instagram and Pinterest accounts are posted several times a week

Publications

· Visitors Guide—120,000 produced annually on contract for Cannery Row Company.

· Editorial content and distribution for both is handled by Cannery Row Company. Ad sales, design and printing are contracted to a local publisher.

Events

Cannery Row produces four events each year:

February:

AT&T Monterey Express Shuttle. Drives visitors to the golf tournament to




Cannery Row

July:


FIM Superbike Motorcycle Races at Laguna Seca—

“Race Night on the Row”
August:


Exotics on Cannery Row during Car Week. 200 of the most exclusive




hyper and super cars, including Konigseggs, Ferraris, Bugattis and Paganis




line Cannery Row in addition to performance displays
November:

Friday following Thanksgiving is the annual Holiday Tree

Lighting with entertainment, Santa, etc. Is always broadcast live by 

local CBS and NBC affiliates.
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