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Customer Advisory Board 
February 8-10, 2017  

Minutes 
  

  
Opening General 

Session  
 

 Welcome & Introductions  Terri Breining  

 Terri Breining, Managing Partner, Global Marketing Services, Inc., welcomed members to 

the February 2017 VisitDallas Customer Advisory Board meeting. Board members and the 

VisitDallas team introduced themselves with brief professional descriptions.  

  

  

 Dallas Overview  Brad Kent 

 Session Objective: To hear an update on the Dallas hospitality community and actions 

since the last CAB meeting.  

  

 Brad Kent, Sr. Vice President/Chief Sales Officer, VisitDallas, gave an update on the Dallas 

hospitality community.  

  Overview. VisitDallas opposes Senate Bill 6, the “Bathroom Bill,” due to its negative 

economic impact and is working actively with local partners on the Texas 

Welcomes All initiative. Performance metrics for 2016 were outstanding, with 

increases of 3.9%, 11%, and 2.7% in room demand, hotel revenues, and 

occupancy, respectively. ADR was at $199.43 and RevPAR at $84.26, with 

increases of 6.8% and 10.9%, respectively. Thirty-six citywide events were booked 

and 1,493 groups were serviced last year, for a total economic impact of over $1.5 

billion. Dallas hosted 25 million visitors, with over 50 million people visiting the 

Metroplex. According to the NTTO and TripAdvisor, Dallas ranked second and 

fourth, respectively, for international visitors. Dallas received a top destination 

ranking from the Michelin Green Guide, had a 25% increase in bookings, and sold 

611,268 room nights last year. The Dallas Fort Worth Airport has daily, non-stop 

flights from 56 source cities. Over 45,000 people have taken advantage of the City 

Pass benefits, up 26% year-over-year. Thirty-five new hotels will open in Dallas 

by 2018, adding 5,000 rooms to the inventory. Downtown residency is at an all-

time high, and hotel projects planned for the area will include a mix of high-end 

residential development. Streets will be redesigned to allow two-way access 

throughout the downtown area.  

  Kay Bailey Hutchison Convention Center. The main kitchen remodel is complete. 

The Smart City contract agreement is in its final phase and will include new Cisco-

branded equipment for Wi-Fi and cell phone coverage. The HVS Feasibility study 

is underway. New flooring has been installed in the A Building meeting spaces. 

Upcoming renovations include the restrooms in exhibit halls and a flooring 

replacement in F Hall. Four new restaurants have been added. High-speed rail 

service leading to the center is under consideration.  
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  VisitDallas updates. Frank Librio is the new Chief Marketing Officer. VisitDallas 

branding has been updated. Renee McKenney is the new Chief Experience Officer. 

The Regional Director of Sales – Western Region has been relocated to San 

Francisco. The Dallas Delivers newsletter will now be a quarterly publication. New 

initiatives target the customer’s CEO without alienating the meeting professional 

and includes Association Forum and ASAE partnerships. TPID funds are available 

to support large conventions in Dallas. The city’s favorable tax climate is attracting 

new companies to the city.  

   

 Board Feedback 

  Address parking challenges that may arise with new development.  

  Leverage the benefits of improvements in San Antonio and Austin to encourage 

city managers to consider center expansions.  

  

  
General Session   

 Update from CAB Members  Terri Breining 

 Session Objective: To hear updates from CAB members about their organizations. CAB 

members were given three topics to serve as the foundation of their update.  Each 

chose one of the three topics. 

  

 Board Feedback  

 Safety and Security 

  Communication, internal services, and security were all increased in response to 

the Dallas shooting last year for one group. Protests in the area required 

transportation rerouting. Contingency plans are in place for the future.  

  Continue to have a significant visual police presence for events.  

  Avoiding confrontations between protesters and attendees is a challenge. Help 

groups decide whether they will need additional security.  

  Training both staff and attendees is a challenge for a group that has concurrent 

sessions at multiple properties.  

  Exhibitors are prohibited from carrying weapons or flying drones at events for one 

organization.  

  For one large, high-end outdoor event, security is already in place. Attendees are 

flexible with expectations and are not concerned about terrorism.  

  One group has partnered with United against Human Trafficking in Houston to build 

awareness about the topic. An anonymous hotline is available. 

 Experiential  

  The focus is on creating an individual experience for each attendee. Connecting 

with the attendee in the first few years is important to ensure retention.  

  Hands-on, intimate classroom designs appeal to younger attendees.  

  A “hack-a-thon” at PCMA allowed attendees to solve issues in one hour at the tech 

design labs.  

  Strategies for one group include changing to different days of the week and 

analyzing different segments to determine how to improve the experience.  

  One group with an international event has staff members assigned by attendee 

country of origin to help engage those groups.  

  Networking opportunities can be created through receptions, roundtable 

discussions, show floor tours with breakfast, and panel discussions with a peer-to-

peer focus on pain points.  

  Attendees are dividing into groups of like-minded participants on their own through 

social media conversations. Behavioral analytics will allow show organizers to 

facilitate more of these interactions. 
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  Networking occurred naturally at a silent disco held at a direct selling association 

event. Different music was played in each color-coded area.  

 “Bathroom Bill” Effects  

  The bill would be a deal-breaker for some groups. 

  Groups will pay attention and consider the bill when making destination decisions. 

  Three Texas customers were surveyed by one Board member in advance of this 

meeting. One would continue to meet in Austin because their tech overrides the 

bathroom bill effects. Another said that they don’t meet in Texas often enough for 

it to affect them, and the third has not yet had internal discussions about the issue.  

  Because the bathroom bills are introduced at a state level, groups may still choose 

a Texas destination based on the welcoming behavior of the individual city. Work 

with customers to accommodate their transgender attendees.  

  Groups may not hold an event in Texas while the topic of bathroom bills is top-of-

mind in the news.  

 Immigration/Travel Ban 

  International events are affected by the ban.  

  The ban has angered some international attendees and presenters.  

  Some groups have had a small number of attendee cancellations.  

  Finding a balance is a challenge. Some attendees are upset that organizations 

aren’t doing enough about the ban, while others think there has been overreaction. 

  One group considered publicly denouncing President Trump, but decided to 

research the actual language of the ban. The misinformation that it was a Muslim 

ban was damaging in the beginning.  

  Survey CEO-level customers as well as planners about the ban’s effects. 

 

 

 

General Session   

 Branding & Marketing  Frank Librio 

 Session Objective: To hear an overview of new branding for CAB input on new or 

revised messaging elements.  

  

 Frank Librio, Chief Marketing Officer, VisitDallas, gave an update on the city’s branding.  

  Overview. The Big Things Happen Here branding will be redeveloped into separate 

marketing for tourism and trade media. Strategies include gathering information 

from focus groups in multiple cities as well as Advisory Board feedback. The bureau 

changed its name to VisitDallas in December, 2016. Dallas Delivers is the meeting 

planner campaign, which was suggested at the last CAB meeting. The digital 

campaign will include videos.   

  Website. The new website and planner site have been launched. Key insights from 

previous Advisory Board feedback include the following:  a need for experiential 

content; a Dallas video and more imagery, which have been added; less 

prominence of the online RFP feature; simplified navigation to maps. Additionally, 

a single-click format is under consideration for access to maps, videos, logos and 

photos. 

  

 Board Feedback: Brochure/Handout 

  Showcase the staff and service levels of VisitDallas, the city’s hotels, and the 

convention center. The people are authentic, knowledgeable, and helpful.  

  Use the back side of the first page of the handout, which tells most of the story. 

  The handout is mostly for leisure travelers. Convention attendees will not have 

time to do most of the things on the brochure. 

  Include restaurants on the maps.  

  Provide a version of the brochure that is focused on the convention district.  
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  Provide a customized version with information important to each client, i.e., a map 

of universities in the area for educational groups. 

  Allow customers to choose marketing pieces that are relevant to them from a 

collateral library. This would differentiate Dallas.  

  Work with customers to create customized marketing. Nashville provides custom 

videos for citywide customers and New Orleans customizes their campaign.  

  Shorten the descriptions for a more concise piece.  

  The phrase “western heritage Dallas” may not resonate with all groups. However, 

capitalize on the cowboy theme for groups that expect it from Dallas.  

  Determine how each customer defines a successful meeting and work with them 

throughout the journey to reaching that goal.  

  Include a page about the convention center.  

  Include things for spouses and families to do for attendees who extend their stays 

for family vacations. This is an increasing trend.  

  

 Board Feedback: Website  

  Members prefer the single-click access to collateral materials. 

  The online RFP is more appropriate for smaller, independent planners. Most 

planners copy their partners and reach out to contacts at the bureau personally 

before submitting an RFP. 

  Replace “Why Dallas” verbiage with “Dallas Delivers.” Focus content on the Dallas 

Delivers message.  

  Emulate Houston’s compelling landing page video, which has upbeat music and 

highlights key concepts like affordability, entertainment, and hotel growth.  

  Keep the menu bar in place when users scroll down.  

  Include both written copy and videos. Some users will not watch videos.  

  Provide a convenient “contact us” feature.  

  Ensure that convention center floorplan information is accurate.  

  Eliminate any need for users to scroll. Use an arrow for the mobile-enabled site for 

access to the next page.  

  Promote big festivals and events on the site.  

  Allow customers to view other events booked at the center at the same time. 

Customers want to avoid conflicts and/or seek partnerships with other groups.  

  

  
General Session   

 Convention Center District  CAB Members  

 Session Objective: To obtain feedback on possible elements and attractions in the 

Convention Center District that would be necessary/appealing to meeting attendees.  

   

 Catherine Sarrett, HVS, gave an overview of the feasibility study focus group results. 

Participants agreed that the industry is changing, particularly with regard to generational 

differences and technology. To ensure candor, all members of the VisitDallas team left 

the room for this discussion. 

  

 Board Feedback: Convention Center District 

  Make the changes that have been promised in Dallas. Messaging has been 

misleading over the past two decades.  

  Add more transportation options. Interesting attractions and hotels are scattered 

throughout downtown Dallas.  

  Remove the homeless camp from the Dallas convention district.  

  Address the lack of connectivity.  

  The McDonald’s restaurant is an eyesore.  
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  Accessibility and airport convenience are positive factors for Dallas. 

  Boston has a good mix of authentic history, restaurants, museums, and hotels all 

within walking distance in the heart of the city. High pricing and the outdated 

center building are challenges.  

  Anaheim has a good campus, but needs more restaurants within walking distance 

of the center.  

  Washington, DC has made good improvements in the past ten years by bringing 

in new retail and residential development and increasing safety. 

  San Diego, Indianapolis and Vancouver have good convention districts.  

  Phoenix has no residents in the district, so the area feels empty. 

  Denver is in its third phase of expansion. With three universities within walking 

distance of the district, there are plenty of residents to frequent its businesses. 

Safety is an issue for some groups.  

  LA Live is a vibrant area. Residential development drives its growth.  

  Austin is focused on creating a district where people feel safe while walking.  

  Nashville has a fantastic center. A complete housing package, more retail, and 

lower rates will make it a great district.  

  

 Board Feedback: Types of Businesses 

  Within the district, provide:  

  Small “grab-and-go” shops 

  Any retail that is unique to the destination 

  Stores that carry items that can be easily shipped or carried on flights 

  Pharmacies and urgent care centers  

  Green space for walking (Klyde Warren Park is a good example). 

  Consider hosting a farmer’s market or music festival in the district.  

  Encourage local restaurants to serve their food at booths for events.  

  Ensure that retail shops are within walking distance of the center and hotels. 

  Offer a wide variety of restaurant options.  

  Consider providing a “pop-up” concession like a beer garden with food trucks, 

hammocks, and tables. Companies provide this service for other destinations.   

  Relocate the bus station and cattle farms and do some general cleanup in the 

convention district.  

  Consider relocating the cemetery.  

  

 Board Feedback: Accessibility  

  Light-rail is effective for travel from the airport but transportation around the city 

needs to be smaller and less intimidating. 

  Build skywalks between the center and nearby hotels that have meeting space.  

  

 Board Feedback: Convention Center Spaces 

  Provide small alcoves where people can sit and charge devices. Include a variety 

of furniture with different heights and types of seating.  

  Provide a restaurant-like experience within the center.  

  Do more with lighting and color. Flash some scenery against a blank wall to change 

the mood of a room.  

  Provide flexible furnishings for educational sessions.  

  Allow customers the flexibility of changing rooms without additional charges. This 

would be a competitive advantage for Dallas.  

  Eliminate high union labor and Wi-Fi costs.  

  Make the options scalable to fit the different needs of all customers.  

  Do not charge extra for water.  
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  San Antonio created a space with unique furniture where visitors can write on the 

walls. The area is constantly occupied. 

  Some centers provide a video screen/whiteboard area.  

  Flexible options are a destination decision factor. 

  

 Board Feedback: Technology  

  Provide bandwidth that can manage two devices per person. 

  Use a fixed, all-inclusive cost rate system. Most centers do not offer a complete 

package. This would be a competitive advantage for Dallas. However, break down 

the costs to allow customers to negotiate individual elements.  

  Eliminate exclusives and allow customers to bring in private vendors.  

  Boston is starting to promote free Wi-Fi. Connectivity is a necessity for events and 

should be included with the building.  

  The wearables trend will continue. Wristbands are used for staff and attendee 

access and tracking.  

  Cyber security is an important issue. 

  Use the same type of meeting app as Marriott.  

  

 Board Feedback: Other Concerns 

  Address the homeless issue, which continues to be a concern.  

  Cancel the partnership with Ace Parking and have VisitDallas manage parking. This 

would be a competitive advantage for Dallas.  

  Provide sponsorship opportunities for VIP parking.  

  F&B taxes can be a significant expense.  

  Local hotel tax rates can be a decision factor for some price-sensitive groups.  

  Most attendees stay in the block. A small number of attendees stay at an Airbnb 

property, particularly when the city is full or rates are high. The legal implications 

of having attendees at Airbnb properties are significant.  

  Help customers whose Dallas hotels will not give sufficient blocks if they are not 

using space or F&B at those properties.  

  

 
General Session   

 To begin the session, team members from the Renaissance Dallas Hotel were recognized 

for their efforts. The host hotel has recently undergone a $35 million, 35,000-square foot 

expansion. Members viewed a video about the property. 

  

 Dallas Delivers the Experience  Renee McKenney  

 Session Objective: To discuss the responsibilities and opportunities for the VisitDallas 

new Chief Experience Officer.  

  

 Renee McKenney, Chief Experience Officer, VisitDallas, then described the job 

responsibilities and opportunities for her position. 

  Overview. VisitDallas is the only bureau in the country with the position, which is 

cross-functional across all departments and works with all partners. Everything 

done considers the visitor perspective to help create unique experiences. The 

visitor center has been refurbished, with plans for a more innovative center in the 

future. Goals for the position include eliminating frustrating processes and creating 

positive outcomes like individualizing the experience to the attendee, creating an 

individualized concierge-type experience, utilizing local talent and products, 

connecting customers to solution strategies, developing a welcome program that 

involves the entire community, developing design labs that tell the customer story, 
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and creating innovative technology experiences. Strategies include training 

frontline staff members in the community.  

  

 Board Feedback 

  Dallas has one of the best services team in the nation.  

  Improve the turnover process between sales and service.  

  Work with both member and non-member venues in the community.  

  Promote the value of meetings and groups to Dallas residents.  

  Promote local events and festivals to groups.  

  Provide convention banners. Encourage local businesses to post convention ads. 

  Add downtown signage directing visitors to different neighborhoods.  

  Encourage local businesses to offer transportation. Texas Land & Cattle provided 

free transportation to the restaurant for one group.  

  Share best practices by other groups meeting in the city.  

  Make it easy for attendees to know about Dallas.  

  Focus on the experience of the planner after the sale. Ensure that the CSM is 

involved much earlier in the process.  

  Have a single point of contact for the CSM that acts as part of the customer’s team.  

  Ensure that the CSM understands the customer’s client base.  

  Simplify the processes involved when meeting in Dallas, i.e., facilitate speaking 

engagements with the mayor to avoid paperwork for the customer.  

  Ensure that the repeat customer experience is different than that of a new 

customer. Have the CSM ready to address any challenges experienced previously.  

  In general, be proactive, not reactive.  

  Brand a section of the Dallas website for each customer and describe festivals and 

other activities happening in the city during their event.  

  Create a Dallas Delivers button on the website that leads to area activities. Include 

distances from the center to these events.  

  Create a personalized Dallas experience tool for attendees and exhibitors.  

  Create a personalized product tied to the group, i.e., a special 7-11 slurpee with a 

description of the chemistry of the slurpee “brain freeze” for science groups. Share 

examples of successful ideas with other customers.  

  

  

 Wrap-Up  Terri Breining  

 Before the group experienced a brief tour of some of the areas in development in Dallas, 

board members shared the most valuable elements of the meeting, including the 

discussion about the convention district, updates on Dallas, networking, and the 

collaborative atmosphere. Ms. Breining and the VisitDallas team thanked Board members 

for their time and participation. The next VisitDallas Customer Advisory Board meeting 

will be held November 8 - 10, 2017.   

 


