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Performance Metrics



YTD Actual YTD Budget Variance Annual Goal YTD % Achieved
% Annual Goal 

Achieved

Estimated Direct Visitor Spending $35,767,169 $36,294,860 $ (527,691) $111,738,615 98% 32%

Future Hotel Room Nights Booked (Citywide) 89,243 81,600 7,643 160,000 109% 56%

Theater Occupancy 102% 91% 11% 101% 112% 49%

Goss Operating Results $4,361,097 $3,949,406 $411,691 $10,467,487 110% 42%

Customer Satisfaction 100% 95% 5% 95% 105% 105%
  Response Rate 26%

Team San Jose
Convention Center and Facility

Performance Results
YTD December 31, 2018



Dashboard Metrics





Sales Dashboard

Future Citywides Booked FYTD % FYOY
Count 20            -4.8%
Rooms 47,230      -36.0%

Lead Generation FYTD % FYOY
Event Leads Entered 613          10.1%
Room Night Leads Entered 789,027    45.0%



Destination Marketing



New Website



Facebook & Instagram tactics:
• Utilize custom audiences including site retargeting as well as uploading eCRM data base from sales in order to reengage 

leads and reach those currently interested in planning for the destination. Also, geo target cities with specific conference 
messaging during conference dates; IMEX in Las Vegas 10/18-10/21

• Reach business travelers coming into San Jose in order to encourage an extended stay that will lead into a leisure trip as 
well. Utilize 1st party data from conference centers through email data bases in order to identify those who are planning 
to attend a conference in San Jose in the future. 



Pandora

January, October - December
39,303,504 Impressions
2,855 Total Inquiries

• Target Pandora listeners who listen to artists that will be coming into San Jose for concerts in order to 
encourage a trip into San Jose for the concert and extend their trip while in San Jose. 

• Utilize Pandora's lead generation product by targeting A25+ through mobile audio and mobile display in order 
to fluidly optimize. 

 Impression: Number of times the ad was displayed on website, or for email/e-newsletter represents the number of emails delivered

 Inquiry: A site visit, content visit, completed video view, and rich media engagement



LinkedIn

January – April, November – December
1,185,724 Impressions
2,398 Total Inquiries
51 Leads

• Target by job title as well as job description through placements such as Sponsored Content (native newsfeed) and 
lead generation

• Reach business travelers who are likely to come into San Jose based on the companies they work for. This would be 
to encourage an extended stay that will lead into a leisure trip as well. Utilize 1st party data from San Jose eCRM data 
base as well as San Jose's site retargeting. Also, utilize LinkedIn's company targeting that allows for targeting those 
who work for a tech company headquartered in San Jose but doesn't reside in San Jose. These people would be most 
likely traveling for business to San Jose.

 Impression: Number of times the ad was displayed on website, or for email/e-newsletter represents the number of emails delivered

 Inquiry: A site visit, content visit, completed video view, and rich media engagement



SITO

October – December 
12,302,235 Impressions
196,266 Total Inquiries

• Geofence meeting planner conferences (IMEX, PCMA, MPI WEC) in order to gather mobile device IDs and target 
those mobile devices at a later date. Also, target those mobile IDs while at the conference in order to promote the 
location of a Team San Jose booth.

• Target devices located in San Jose but do not live in San Jose during the week in order to identify business travelers. 
• Geofence conferences that are currently located in other cities in order to gather mobile device IDs and target those 

mobile devices at a later date. These conferences will be located in San Jose in the future so messaging will tie in 
conference visit.  

 Impression: Number of times the ad was displayed on website, or for email/e-newsletter represents the number of emails delivered

 Inquiry: A site visit, content visit, completed video view, and rich media engagement



International Marketing
Germany & Europe

• Lufthansa:
• Noah Tech Fair 2017 and 2018
• Lufthansa roadshows 
• Lufthansa website
• Lufthansa Newsletter communication
• Lufthansa Miles & More loyalty promotion 
• Lufthansa Student Innovation Competition

• Thomas Cook [one of the world’s largest travel groups supported by 22,000 colleagues, 
operating in 16 countries and 6.6 M customers in continental Europe]

• Featuring San Jose product for the first time, TC offers integrated marketing packages, covering all promotion. 
• Channels: online, instore, trade, direct mailings, on route, in resorts

• Myticc Platform: Travel Trade Newsletter 



• FTI [tour operator and travel agency in Germany. The company offers tours and holiday 
destinations worldwide]

• FTI has produced a new Silicon Valley tour, which will be featured in the upcoming North America 
catalogue. Valid for one year (season 17/18)

• IPW - Washington, DC [the travel industry's premier international marketplace and 
the largest generator of travel to the U.S.]

• Giveaway promoting Lufthansa flight connection to SJC

• Expedia: 69% increase in room night bookings generated via Expedia Intl.

• CanUSA: Consumer Newsletter –27,364 reach



• TravelZoo [Global media commerce company. With more than 28 million members in North 
America, Europe, and Asia Pacific and 25 offices worldwide]

• Newsletter, website, social media promotions – 14,155 impressions

• ASNM Media: Online banner – 87,683 impressions

• USA-reisen.de:
• E-Newsletter promotion (1,350 clicks, 31% opening rate)
• Home page banner – 843 clicks
• Facebook promotion – 22 posts - 73,664 reach 

• Fairflight:
• San Jose catalogue – 9,000 catalogues printed 
• Online promotion 161.2 million reach each month 



San Jose to Media & Trade:

• 11 Press Releases
• Press Trips: Seven media

representatives and five bloggers in Media FAM Trips 
• ITB Berlin 2017

• Media Breakfast: 236 media representatives and journalists participated
• Private radio channel Antenne Mainz with an audience of 4.6m in the catchment 

area of the Frankfurt airport and thus the Lufthansa flight. 



Advertising:

• America Journal: Print Ad – 145,000/issue 
• Luxus Insider: 

• Online HotSpot Ad – 16,067 clicks
• “Inspire Me” Ad – 19,356 clicks

• Collaboration Radio: Anteenne Mainz  In its service area, it can reach up to 4.6 
million listeners from 14 to 59 years who live close to the Frankfurt International 
Airport.

• Ads Coverage:  March 2017 – December 2017: 150,087,171 reach 



International Marketing
China

• Partnership with Hainan: 
• Promoting San Jose’s attractions on Hainan’s website
• Promoting discounted tickets for 
• the San Jose Museum of Art 

• Partnerships with AirChina:
• Christmas celebration at the Shanghai Pudong Airport
• 800 giveaways with Visit San Jose’s Weibo QR Code 

• USA Discovery program:
• Featuring San Jose for the first time
• Access in China, UK, Ireland, India, Australia, New Zealand and Brazil 



• Media Coverage:
• Producing a video about San Jose (only city featured in California)
• Airing on 13 channels in China – 24 M reach 

• FAMS:
• MICE FAM – Ten MICE Reps

• Social Media:
• Established San Jose’s own WeChat and Weibo channels 

• PR Coverage: 480,306 reach 
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