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Dallas CVB 

Customer Advisory Board 
Fall 2014 Meeting 

Minutes 
  

  
Opening General 

Session  
 

 Welcome & Introductions  Terri Breining  

 Terri Breining, Managing Director, Global Marketing Services, Inc., welcomed Board 

members to the November 2014 Dallas CVB Customer Advisory Board meeting. Board 

members and the Dallas team introduced themselves with brief professional descriptions. 

  

  

 Dallas Overview   Ruben Perez  

 Session Objective: To receive an update on the Dallas hospitality community.  

  

 Ruben Perez, Vice President of Sales, Dallas CVB, gave updates on the progress on 

recommendations since the previous Advisory Board meeting and the city’s performance.  

  Actions taken from Board recommendations. Brand marketing ads now include 

more images of people. The investment in print ads has been reduced in favor of 

more video and digital advertisements. Bid books are customized and include 

images of things specific to the requirements of the RFP. More stories about Dallas, 

from both the CVB and residents’ perspectives, are shared in trade publications. 

Videos were created to showcase PR events, festivals and other events throughout 

Dallas. Website content addresses some of the negative perceptions about the city. 

The Facebook page is easier to locate. Within the convention center, Smart City 

has upgraded some Wi-Fi systems and will rewire/upgrade once their contract is 

renewed. Internet pricing has been reduced significantly. Flexible, comfortable 

furnishings were installed to create networking areas and charging stations were 

added. In the downtown area, a retail zone is under development in front of the 

center that will be completed by January 2015. Dallas continues to participate in 

major industry events. Educational components are only included in Dallas 

signature events when relevant. Networking dinners are hosted for new and 

existing clients. Sponsorship dollars once targeted to coffee breaks are now 

directed to elements that help customize the experience. The CVB is bringing more 

planners and decision makers to experience the city. Dallas is involved in PCMA’s 

Big Idea thought leadership campaign. Dallas now hosts client receptions as well 

as dinners, with plans to include afternoon events.  

  Performance. Dallas had a successful year and is currently 22% over the fiscal 

year goal at 1,564,000 room nights. The city hosted 32 citywide conventions at 

2500 rooms on peak or higher, exceeding the previous record. Conversion times 

are generally 1.5 to 2 years. Occupancy for the fiscal year was at 66.4%, the 

highest in two decades. The economic impact at $6.6 billion for the year, based on 

the DMAI Economic Impact Calculator and other measurements. Sports Marketing 

hosted over 50 events, including the NCAA Men’s Final Four, with $181 million in 

economic impact. The Dallas Sports Commission was created to attract larger 

events on a more frequent basis. In the leisure market, there was a 79% increase 
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over last year’s bookings, with over 1.3 million international visitors, an increase 

of 10%. Higher bookings are attributed to the increased marketing budget. There 

are more direct flights into Dallas from international destinations. The city has a 

vibrant following on social media sites and was the first American city to use the 

free planning platform “You Trip.” Membership has increased 24%, with 700 new 

members and partners and 7,000 new listings on VisitDallas.com. Dallas was 

nominated as a best city for meetings in 2014. No citywide events were cancelled 

during the Ebola crisis in October. The city’s mayor created effective videos about 

the issue, covering facts and statistics. 

  

 Board Feedback 

  Track the conversion rate of business for organizations whose planners have been 

brought to Dallas to experience the city.  

  Continue to host board meetings in Dallas.  

  Provide the DMAI economic impact information to customers. Work with each 

group to determine which information is included in the report in a format that is 

clear and meaningful. A dashboard format may be helpful. Minneapolis provided a 

video after one group’s event.  

  Share the economic impact data with Dallas’ service community.  

  Include individual hotel business in the economic impact calculation.  

  Create more self-servicing tools to mitigate staff shortage issues. Chicago and San 

Diego have good examples.  

  Determine whether increased meetings have affected customer satisfaction rates. 

If so, reassess staffing needs to avoid lost business.  

  Provide customized marketing pieces. Denver does this the best.  

  The Dallas Sports Commission will help enhance the Dallas brand.  

  

  

 Update From CAB Members  CAB Members  

 Session Objective: To hear updates from CAB members on their respective 

organizations and key issues.  

  

 Board Feedback: Summary of Key Issues 

 Board members identified the following key issues within their organizations:  

  Technology/apps/social media 

  Younger demographics 

  Different learning formats 

  The priority of experiential meetings 

  Increasing regulations 

  Looking for more diversity in both participants and leadership 

  Growing memberships 

  The need to prove value (ROI) 

  Greater public scrutiny 

  Large generational gaps 

  Resistance to the younger generation 

  Building loyalty 

  Building networks, which is essential to meetings 

  For some, family-friendly elements 

  Increased engagement with participants 

  A need for disruption in ideas/processes 

  Building tribes and communities 

  A focus on giving back 

  Shorter planning cycles 
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  Longer contracting processes 

  Global growth 

  Trade regulations 

  Crowdsourcing 

  Satellite events 

  A greater focus on safety and security 

  More regional meetings 

  Hotel ADR stable in spite of higher occupancy 

  Reliance on data 

  Considering different membership models 

  

 Board Feedback: Organizational Updates 

  A medical association is growing due to the popularity of the profession. The focus 

is on simplifying the educational process and keeping up with reporting 

requirements. The last show had record attendance. Demographics are younger, 

and these attendees want integrated mobile apps at every event, specifically the 

iBeacon tool. Education integrates audio tours, audio files and case-based learning 

delivered in shorter lectures. The event has social media components, including 

Double Dutch, a program similar to Facebook. All members are using the 

technology. Networking is a crucial component.  

  Members of a corporate financial firm are impacted by increased industry 

regulations. The year has been successful and incentives are larger. The challenge 

is finding more diverse, younger members. University partnerships are one 

solution. Meetings are technology-focused. Finding space farther out is a challenge 

due to the meeting’s size. Creating memorable experiences is the goal. Every 

meeting has a spouse/family component, so resorts with these options are 

important. Traditional learning delivery is changing to become more interactive 

and flexible. Destinations need to accommodate physical flexibility.  

  A law enforcement organization is working to create a career path for younger 

officers, yet the balance between appealing to younger and older audiences can 

be challenging. Public funding for the industry means that social media is 

restricted, and both social media and camera technology have widened the scope 

of public scrutiny. Flexibility is a crucial meeting component.  

  A solar energy organization has had increased membership and its new staff is 

sales-focused. Heavy regulation and an expiring tax credit have affected the 

industry. Show attendance is trending upward and attendees are extending their 

stays, resulting in increased engagement and interaction with the community. 

Educational format is geared toward smaller sessions and adult learning 

techniques. Success measurement is the goal. Demographics are young, 

California-centric and increasingly diverse. A trade case filed by the US against the 

Chinese has had an ongoing impact on the tradeshow floor, on which most 

exhibitors are China-based. The issue is resolving.  

  A produce marketing association has grown as family businesses transfer to the 

younger generation. The group is focused on food safety and increasing produce 

consumption among young people. Technology is an industry focus due to new 

drone technology and harvesting techniques. Social media and digital delivery are 

important components as the industry evolves.  

  A community of meeting professionals is challenged as it tries to meet the needs 

of all members. Membership is steady but demographics are changing. Partners 

are helping to address the membership model. Members are focused on learning 

and want new educational delivery methods. Social media is not an important 

component. Demographics change by market in the global community. Programs 
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are profession-specific. The size and layout of a destination’s convention center is 

crucial to ensure a good fit and a positive experience.  

  A meetings procurement company has seen record business. Meetings have 

increased but rate has not grown. This may change in 2015. The company has 

restructured to provide more consistency and has invested in associate training. 

The annual meeting in Dallas saw increased revenue. The shift to the seller’s 

market has meant longer processes and fewer concessions. Group business is 

strong. The company’s demographics are primarily female. There is also a focus 

on diversity and the younger generation.  

  Business is growing for a direct sales company. Working with independent 

contractors to mitigate negative social media is one focus. Incentives are planned 

but the meeting calendar changes regularly. Demographics are diversifying slowly. 

Social media strategy is focused, although meetings are not technology-driven. A 

new training website was developed; its effect on attendance is uncertain at this 

time. Younger people want education delivered in smaller increments.   

  A helicopter association is focused on safety issues. Regulations are a major factor; 

a trend toward shutting down tour operations in some cities is one concern. A pilot 

shortage is another issue; active military pilots are one target for the future civilian 

pilot base. The Asian market has experienced significant growth. The show has 

continued to grow in terms of attendance, exhibitors and floor space. Attendance 

is 25% international. Demographics are diverse and growing. Working more 

closely with the major exhibitors has become crucial, as is Wi-Fi and technology. 

Secret Service representatives must be accommodated on the exhibit floor. More 

educational sessions are needed, and regional education events will be added. The 

ability to land helicopters at the convention center is a must.  

  An IT service management company is moving to a service platform. Managing 

staff growth is a top concern. The largest meeting is the user conference, which 

almost doubles in size each year. Demographics are 80% men. Decision makers 

want interesting venues where they can create memorable experiences. Keeping 

things exciting each year is a challenge. Print materials will be eliminated. Social 

media, video streaming and networking are important factors. Managing the influx 

of information is challenging.  

  Demographics for a financial services association are white males in their 50’s. 

Regulatory burdens, succession planning and cyber security are top concerns for 

the members; the association has responded by forming relationships with 

Congress and regulators. Continuing to provide value to members as the 

organization grows is a challenge. A member benefits program has been 

successful. Universities and the military are sources for future members. 

Networking areas and Wi-Fi are crucial elements for the meetings. Members have 

their own events; these planners are influenced by the association. Space must be 

sufficient and flexible in order to accommodate small discussion groups.  

  A travel research/procurement company works with a multi-generational 

demographic. The top investment is experiential design. The company has created 

a formal structure for global business, which has expanded. The challenge is a lack 

of loyalty for registration and lead management from global customers. 

Technology is a top investment, and the company is focused on bringing in younger 

talent. Addressing the human trafficking issue is a focus. Employee performance 

reviews have been discontinued in favor of a Firms of Endearment model.  

  A spa industry organization is beginning to have much younger member 

demographics. The industry is growing. Technology is an important factor in the 

meetings. Videos of tips and quick take-aways from the meetings help extend the 

educational experience. Strengthening the industry is a top goal.  
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  A society of petroleum engineers has a global demographic and recently held the 

annual conference in Amsterdam. A global team has been formed. A drop in the 

price of oil is the industry’s largest concern. Constituents want the organization to 

provide more public education, which requires a different type of delivery than 

member education and can be challenging.  

  

  
General Session   

 Marketing Update  Noelle LeVeaux 

 Session Objective: To review current and future marketing initiatives for feedback.  

  

 Noelle LeVeaux, Chief Marketing Officer, Dallas CVB, gave an overview of the marketing 

initiatives. More branding videos were released on the website. The click-through rate 

was twice the average rate, with 85% of users watching the complete video. A television 

commercial was part of last year’s campaign. A new company has been hired to redesign 

the website. Consumer advertising is focused regionally. The Orange County/Los Angeles 

market is a new target this year. Major market budgets are tight. Trade advertising is a 

challenge; print advertising has been pulled in favor of industry association sponsorships, 

for which the ROI is unclear. Possible partnerships include M&C Magazine for a full-page 

advertisement every other month, as well as website campaigns. Men’s Health and Forbes 

are other target publications. Planned events include IPEC and a smaller, Texas-focused 

event. A five-month Cvent advertising test is under consideration. Possible partnerships 

include M&C Magazine. 

  

 Board Feedback 

  Establishing a destination as a thought leader requires messaging in print, digital 

and at events.  

  Most members identified Dallas as a tier-two city. No members thought that Dallas 

qualified as tier one. However, dominating the second tier is an advantage. 

Customers look for the right fit, not the tier number.  

  Find the right customer based on Dallas’ attributes and target that market.  

  Print advertisements are still needed to influence some decision makers. This is a 

crucial strategy.  

  Denver or Minneapolis may be better target markets than Los Angeles.  

  Some members’ staff attends the events listed, others had never heard of them. 

  Hosted buyer events may primarily be attended by non-decision makers.  

  Customize the messaging to showcase strengths pertinent to the group. 

Memorable campaigns must also make a business connection.  

  Positioning Dallas as “big” may be sending the wrong message. Even large groups 

are trying to create warmth, hospitality and inclusion. Also, the campaign 

reinforces perceptions that travel distances within Dallas are too far.  

  The campaign Dallas created for the RNC was impactful.  

  Showcase the local flavor of Dallas, i.e., local restaurants, unique experiences.  

  Cvent advertising may be effective, since fewer cities are advertising on the site. 

However, consider their conversion rates compared with competitors.   

  Reach decision makers through advertising in National Journal, The Washington 

Post and The Wall Street Journal. Be a speaker at ASAE.  

  Many associations use Smart Brief. This may be a channel for differentiating Dallas 

as a forward thinking destination. 

  Find a way to help groups feel like they “own the city” when they are in Dallas. 

This would be a competitive advantage.  

  Continue to target lower level-planners and non-decision makers, as they are still 

influential in the decision making process.  
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  Showcase things to do near the convention center.  

  Participate in social media meeting planner communities.  

  Dallas’ diversity officer is a competitive advantage. Showcase these services.  

  Ensure that the Customer Advisory Board is diverse in order to receive effective 

feedback about attracting diverse customers.  

  Enlist the help of people who can champion Dallas in advertising. Showcase the 

city’s art, museums, shopping, music and western hospitality.  

  Dallas lacks a distinct personality that can be showcased well in messaging.  

  Ask Advisory Board members why they chose Dallas.  

  

Action Item  Provide information about the marketing plans, targets and goals in advance of 

the Advisory Board meetings for more effective feedback. 

 

 

 

General Session   

 Convention Center Expansion  Ken Stockdell  

 Session Objective: To review the current plans for the expansion and get input from 

the CAB on possible options.  

  

 Ken Stockdell, Vice President, Convention Center Group Practice Leader, HKS Architects, 

gave an overview of convention center expansion options. The proposed “north option” 

would replace Ballroom C, close Ceremonial Street and add retail facilities, with additional 

meeting rooms and a new ballroom on the upper level. The “south option” would add 

additional meeting spaces and a larger ballroom on the second level, with an entry by 

Ballroom D. The north option would have a better view and is the easiest and quickest 

option. The south option adds more space but the expansion would be to the back side of 

the building. Both options create a completed center with natural light and column-free 

space. The net gains for the projects are 113,000 and 145,000 square feet for the north 

and south options, respectively. Project completion is estimated at 3.5 years. Funding 

options include an increase in the hotel occupancy tax by 2%.  

 

The Lamar Street development will add 350 parking spaces, with an expected completion 

by January 2015. Restaurants will be complete by March 2015, with the rest of the 

development finished by June. Members viewed a rendering of the completed project. The 

concept has an outdoor patio feel and includes a possible outdoor rooftop terrace in front 

of the Omni entrance. 

  

 Board Feedback: Center Expansion 

  Most Board members had a clear preference for the north option. 

  Create space that is free from pillars.  

  Avoid disrupting existing conventions during renovations and factor any customer 

disruption into the cost factor analysis, if applicable.  

  Support the addition of a new hotel near the convention center.  

  Determine how loading docks will be impacted by the redesign.  

  Include additional smaller breakout session rooms. However, some groups need 

larger rooms for breakout sessions. 

  Choose the design with more efficient accessibility and the highest ROI.  

  The south option allows for the creation of a balanced entertainment hub, while 

the north option would be more economical. The south option space may not be 

as useful. 

  Consider increasing the size of the north option addition.  

  Consider the visual impact of the redesign to the front of the building. Many cities 

have iconic convention center buildings.  
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  Many members agreed that a hotel would be a better use of the arena space. 

Others need the space for their group and prefer an arena renovation.  

  Some members were concerned that the build-up of facilities around the center 

would progress slowly.  

  Choose the fastest option for less disruption.  

  Consider the renovation’s impact on the cost of the convention center for 

customers. 

  Members agreed that the 2% increase in occupancy tax would not prevent them 

from choosing Dallas.  

  

 Board Feedback: Lamar Street Project 

  Create a name for the Lamar Street development to create a sense of place. 

Kansas City has a good example.  

  Clarify plans for a CVS or Walgreens in the development.  

  
Action Item  Provide a copy of the project renderings and construction pictures to Advisory 

Board members.  

  

  
General Session   

 Breakout Groups  Terri Breining and CAB Members  

 Session Objective: To discuss issues of relevance in small groups and provide specific 

solutions for DCVB consideration.  

  

 Board Feedback: Effective Site Inspections  

  Create a customized experience. Personalize the inspection to things the group 

might consider, i.e., lighting up the Omni.  

  Make the best use of time. Show customers “hidden gems” and unique stories that 

relate to the group.   

  Do the homework. Complete a needs assessment and know the group’s meeting 

objectives.  

  Walk the city as the group will experience it.  

  Orient the group within the destination, i.e., the convention center location in 

relation to North Dallas, the downtown, etc. San Francisco created a 3D display 

showcasing locational factors.  

  Bring vendors to the visit based on the customer needs, i.e., IT, the DMC, 

decorators, etc.  

  Be realistic and offer as many alternatives as possible.  

  Provide a wrap-up before the customer leaves.  

  Have a dedicated person to manage site inspections.  

  Have a professional turn-over before the site inspection.  

  Use expertise for bureau push-back at the hotel.  

  Have the venue/hotel GMs greet clients.  

  Give local gifts, not standard “chotchkies.”  

  For association customers, be sure the right team is onsite.  

  Use expertise to say “no” when appropriate. Manage expectations.  

  Include the service rep from the start of the process.  

  Engage the group’s local constituents.  

  Ask for the business and say thank you.  

  

 Board Feedback: Responding to the Changing Nature of Meetings  

  Share the DCVB’s strategic plan, including convention center development.  
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  Technology issues include sufficient high-quality Wi-Fi, costs integrated into the 

building rent, thought leadership opportunities, packaging that is expressed in 

layman’s terms, transparency in the pricing model and preferred vendor versus 

exclusive contracts. 

  Experience curation is an important element. Assist in profiling participants and be 

a consultative partner.  

  Share DMAI data reports that show the impact of groups similar to the customers.  

  Reach out to the community and know what the city can offer, i.e., 5K, speakers, 

assets.  

  Take a leadership role in addressing the issue of room piracy. The CIC has a group 

working on the issue but there is currently no CVB representation.  

  Create content that is targeted to tech companies and other vertical markets.  

  Show creative room sets, ideas from other clients in the same space. Also show 

customers what doesn’t work.  

  Integrate the Red Coat app with the events.  

  Share local speakers.  

  Give ideas for unique and exclusive experiences/access.  

  Connect clients with similar shows/events.  

  

 Board Feedback: How the DCVB Can Help Drive Attendance 

  Provide two to three years of marketing support at the destination and event 

through consumer ads and promotions.  

  Use key/iconic assets to sell the city, including the following:  

  Top 10 things to see in 1 hour/3 hours/1 day/3 days;  

  Hidden gems; 

  Insider’s tips; and/or  

  A “Welcome to Dallas” video with celebrities.  

  Customize/target assets to the group.  

  Use the existing sports event marketing tool for meetings.  

  Customize a communication plan for each group.  

  Use existing assets – video, social and digital.  

  Have a presence on the conference website.  

  Create a customized print asset to drive planning activities.  

  Provide an onsite booth.  

  Allow customers to contract with DCVB to increase attendance through 

SMART goals.  

  Identify co-location opportunities. Partner better with hotels to know who is 

coming for businesses not sourced through the CVB.  

  Use non-traditional sourcing, i.e., BLS job description.  

  Provide discount coupons.  

  Work directly with the PR team.  

  

 
General Session   

 Hotel Feedback  Terri Breining  

 Session Objective: To provide input to the Joule’s executive team on the experience 

of CAB members.  

  

 Board Feedback: Strengths  

  The hotel has a museum feel that encouraged the need to explore the facilities 

before going to the room.  

  The service and staff are excellent.  

  There is a welcoming feeling upon arrival.  
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  While pictures appeared too modern, the property is unique and interesting.  

  The mirrors in the rooms are a good addition.  

  The hotel’s art, detail, lighting, shops and hallway areas are all unique and visually 

appealing.  

  The breaks and food layout presentations are excellent.  

  The Joule is stylish; Dallas needs more of these types of properties.  

  The spa entrance is well-placed and the aroma is pleasant and calming.  

  There was no fruit basket; one member said this was good.  

  Power outlets on both sides of the bed are a great feature.  

  Technology in the room is impressive, particularly Apple TV and Wi-Fi. 

  The gym is small but makes good use of space.  

  Carpeting is thick and attractive.  

  The food is unique and presented in appropriate serving sizes for the group.  

  The driver from the airport did well pointing out attractions and talking about the 

positive attributes of the Joule.  

  The Joule would be a good place to host incentives.  

  

 Board Feedback: Challenges 

  The elevator in the new tower sometimes gets stuck.  

  Parking is a challenge for local residents. It is unclear how to turn out of the valet 

area.  

  The bar lacks recognizable brands.  

  Lighting in the bathrooms was insufficient. One member had to call down for a 

makeup mirror in order to see.  

  Provide guests with equipment to make coffee in their rooms.  

  Add more way finding features in the lobby. The size is overwhelming and it was 

difficult for some to find a restaurant.  

  Install darker sheers in the rooms facing the front and side terrace.  

  The video on the website gives the impression that the Joule is a “party hotel.” 

Create a video for the planner audience showcasing the exceptional culinary 

offerings, architecture, the museum and other attributes.  

  

 Board Feedback: Bringing in More Business  

  Exhibitors are looking for unique venues, and planners are looking for places to 

place VIPs. Continue to maintain a relationship between the Joule and the DCVB 

to encourage referrals for these instances.  

  Host more meetings to encourage word-of-mouth recommendations.  

  Create a bulleted list of positive characteristics such as catering.  

  Provide options that encourage more groups to use the Joule.  

  Hotels need to treat all customers as though their business is important and 

appreciated.  

  

  

 Wrap-Up  Ruben Perez, Brad Kent and Terri Breining 

 Elements of the Advisory Board meeting that were important to members included 

networking, hearing about challenges in other industries, the welcoming feel of the 

meeting and learning from everyone. The thought leadership initiative will pay off. 

 

Mr. Perez, Mr. Kent and Ms. Breining thanked Board members for their time and 

participation. The next Dallas CVB Customer Advisory Board meeting will likely be held in 

about 6-9 months’ time.  

 


