


BAHCVB Board of Directors

◉ City of Kemah
○ Mayor Carl Joiner, City Administrator Wendy Ellis, Boardwalk Inn Dalia Pena

◉ City of League City
○ Mayor Pat Hallisey, CVB Administrator Bryan Roller, South Shore Harbor Resort 

Bridget Bear

◉ City of Nassau Bay
○ Mayor Mark Denman, City Manager Jason Reynolds, Hilton Melinda Mintz

◉ City of Seabrook
○ Mayor Thom Kolupski, Director of Communications LeaAnn Dearman

Chairman: LeaAnn Petersen | Vice Chair: Wendy Ellis | Treasurer: Jason Reynolds | Secretary Bryan Roller



Why this presentation is BETTER!

◉ The Ghosts of 
Baycations Past

◉ The Ghosts of 
Baycations Present

◉ The Ghosts of 
Baycations Future

THERE WILL BE A QUIZ DURING THE PRESENTATION, PRESENTED BY OUR MAYORS



The Ghosts of Baycations Pasts

◉ 1492 Columbus sailed the Ocean Blue
○ The BAHCVB was established in 2001 - 17 Years

◉ Partner Cities
○ Kemah, Houston, La Porte, League City, Nassau Bay, Seabrook, Webster

◉ Business Model
○ Print heavy marketing concept, cooperative advertising, events/trade 

shows/meetings, visitor services. 

◉ Partners Began to Dwindle  
○ 2012 Webster left, 2014 La Porte left, 2016 Houston left followed by LC.



Crying, over you...

https://docs.google.com/file/d/1x3cdlVte3DoGRw0lixd811DR7s9m9WfE/preview


QUIZ TIME
Seabrook Mayor Thom Kolupski

◉ How old is Facebook?

https://docs.google.com/file/d/1FytY9MAFlUHH50OluEg_3o1FYFDxiAVD/preview


and the answer is...

◉ 14 years old
Launched in February 
2004 in Cambridge, MA



The Ghosts of Baycations Present

◉ Changed our Business Model 
○ Moved staff driven model to marketing driven model with a heavy 

digital presence

◉ Marketing Firm
○ Hired Mindecology in April 2017

◉ Hired Marketing & VC Manager
○ Downsized staff dramatically with staff focus on VC Operations

◉ Partners Rejoined
○ League City came back on board during the summer of 2017



Creating a Brand...



Creating a Brand...



◉ Texas Highways Magazine
○ 8x Insertion Placement.  
○ Each City Version Shown Twice
○ Gross Impression 3.92 million 

Limited Print Ads



◉ Changed our Social Strategy
○ Posted content consistently & purposefully 
○ Content became “Less salesy” 

■ Visitors do not see City Limits. The Bay Area is a “place” 
on the map. 

■ More points-of-view. Highlight variety of things to do. 

◉ Social Success 
○ Increased FB Likes from 8,465 to 18,741 = 121% increase

Social Media



◉ Heavy Emphasis on Digital
○ Display  Banner Ads
○ Google Adwords “Text Ads”
○ Re-Targeting Display Ads
○ Facebook Ads 
○ Search Engine Optimization (SEO)

Going Digital 



◉ Digital Advertising/SEM Success
○ 3,097 typical monthly visits driven to the site with text ads, 

display banner ads, retargeting banner ads, and FB ads
○ Average cost per click: 67 cents per click

◉ Search Engine Optimization (SEO) Success
○ Organic search results* are up 113% year on year

■ June 18, 2016 to June 17, 2017: 17,212 sessions
■ June 18, 2017 to June 17, 2018: 36,696 sessions

* organic = excludes “paid ad” visits

Going Digital 



◉ Social Register to Win Contest
○ RTW Contest. Free Trip to the Bay Area. 532 entrants
○ Video, Facebook Ads, Posts on Facebook and Instagram 

Creating Engagement



◉ Social Video
○ BayCation Video Featuring the Daytripper, Chet Garner

■ Two versions: 3-minute & 30 second video

○ Video stats: 
■ Reached 256K people
■ 107k views (88K unique)
■ 1.6K shares

Video Performs Better

�



http://www.youtube.com/watch?v=LGUrrTfAscQ


Oh Happy Day!

https://docs.google.com/file/d/1fSDXArT3TtFbkWyH60mrndrVkOFyTU9z/preview


QUIZ TIME
League City Mayor Pat Hallisey 

◉ How many ads does the 
average American see 
every day? 

https://docs.google.com/file/d/1FytY9MAFlUHH50OluEg_3o1FYFDxiAVD/preview


and the answer is...

◉ 3,000 Ads
But they only notice 54 
and remember 4 by the 
next day!



But that’s not all...

◉ Marketing and VC Manager
○ TTIA Tourism College & TACVB TDM Certification
○ Clear Lake Chamber Tourism Liaison, League City Chamber Tourism 

Committee, Houston and Beyond Member, BAHEP Networking
○ New Visitor’s Guide: Available now & being distributed regionally
○ Website Updates: Continuously updating businesses & events

◉ VC Upgrades
○ New Signage, Visitor Information Kiosk & Historical Displays, Parking

◉ Hospitality Training
○ Scheduled for August 28th, 2018 



Our cities are taking it a step further

◉ Sharing Social Content
○ Cities take content from social and share across their own networks

◉ Promoting Baycations are Better
○ Cities purchasing ads and other promotional items with Baycations 

theme

◉ Spin off ads
○ Each city has developed internal ad-spinoffs from “Baycations are 

Better”



Our cities are taking it a step further



QUIZ TIME
Kemah Mayor Carl Joiner 

◉ How often does the 
average person check 
their phone each day? 

https://docs.google.com/file/d/1FytY9MAFlUHH50OluEg_3o1FYFDxiAVD/preview


and the answer is...

◉ 80 times per day
That is every 12 minutes and 
most get anxious when 
separated from their phone!



Wait..  let’s discuss



◉ Houston is invested in our partnership
○ Leisure Destination Marketing
○ Goal to host 25 million visitors by 2020
○ Houston and Beyond partners will help us be successful

Our Partnership



Changing Direction

◉ VisitHoustonandBeyond.com
○ May 5, 2017

◉ VisitHouston.com/DayTrips
○ June 2, 2017
○ 2 Blogs

◉ Experiential Content
○ January 1, 2018
○ 15 Blogs



Changing Direction



Generating Leads



Rebranding



The Ghosts of Baycations Future

◉ Photography 
○ 12 photos per city over 12 months

◉ Event Marketing
○ Use digital ad funds to promote events

◉ More Video… Vlogging… FB Live...
○ Video does great, we plan to increase our video presence 

◉ Increase our Partners 
○ We plan to explore options on how to include our neighboring cities?

Working together to navigate SH 146 Expansion and additional challenges



QUIZ TIME
Nassau Bay Mayor Mark Denman 

◉ Each partner gives 15% of 
their HOT funds to the CVB. 
What percentage of that 
used for marketing? 

https://docs.google.com/file/d/1FytY9MAFlUHH50OluEg_3o1FYFDxiAVD/preview


and the answer is...

◉ 49% Marketing
30% Salaries
4% VC Operations
Unallocated into reserves
We will continue to increase the percentage towards marketing!  



The bottomline...

HOT Revenue is Increasing
Projected 15.5% this year

Fiscal Year HOT % Change
2014/15 $2,192,841 n/a
2015/16 $2,269,628 3.50%
2016/17 $2,502,056 10.20%
2017/18 $2,889,191 15.50%

Numbers increased even with Harvey!




