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CONvention sales
CONVENTION SALES OBJECTIVES

Increase convention sales - The top priority is to sell the destination as a place for conventions, 
tradeshows and meetings, while leveraging the group facility assets to book maximum lodging 
property room nights. 

2011-12 KEY MEASUREMENTS 
•	 Achieve or exceed annual convention sales department goals to book 285,600 definite room 

nights.
•	 Send a minimum of 700 leads. This is an increase of 165 leads or 30% over the FY 2010-11 goal.
•	 Contract a minimum of six citywide conventions in FY 2011-12.  Citywide Convention defined as:  

A group utilizing a minimum of 2,000 peak room nights that requires two or more hotels and 
utilizes an RSCVA facility.  This is an increase of six citywide conventions projected to book in 
FY 2010-11.

•	 Contract a minimum of ten mid-size conventions in FY 2011-12.  Mid-Size Convention defined 
as:  A group utilizing a minimum of 850 peak room nights that requires two or more hotels and 
utilizes an RSCVA facility.  This is an increase of eight mid-size conventions projected to book 
in FY 2010-11.

•	 Book a minimum of 65% or 185,640 room nights from new business. New business is defined as 
an event or meeting that has not met in the destination in the past four years. This represents 
an increase of 46,640 room nights over a two year average of 138,800 room nights.

•	 Achieve a minimum of 21% conversion percentage on lead room nights sent. This represents  
a 6% increase over December 31, 2010 TAP Report. Conversion Percentage defined as: The  
percentage of Total Demand Room Nights that the convention bureau converts to Definite 
Room Nights for each month and year at the time the report is published.
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CONvention sales
CONVENTION SALES STRATEGIES

Increase citywide group production 
•	 Create dedicated sales manager deployment 

directed at targeted citywide accounts. 
•	 Identify core base of citywide accounts that 

profile well for Reno. Develop customized 
account acquisition strategies.

•	 Improve marketing tools to better promote 
to citywide and mid-size groups.

•	 Increase tradeshows and industry visibility 
– IAEE, ASAE, SISO/Society of Independent 
Show Organizers, CESSE, etc.

•	 Better exploit RSCVA facilities “owner-man-
aged” business model. Leverage facilities to 
enhance the destination offering.

Grow Sports Market production 
•	 Create dedicated sales manager deployment 

against the Sports Market. 
•	 Develop a Sports Market task force consist-

ing of key destination stakeholders. Develop 
account expansion opportunities and service 
standards.

•	 Establish effective marketing and direct  
selling campaigns within the following sports 
organizations: Olympic Sports Governing 
Bodies, National Association of Sports  
Commissions (NASC), National Association 
of Collegiate Directors of Athletics (NACDA), 
Travel, Events And Management in Sports 
(TEAMS), Amateur Athletic Union (AAU), 
United States Specialty Sports Association 
(USSSA) and The Amateur Softball Associa-
tion (ASA). 

•	 Actively pursue non-traditional sports.
•	 Monitor competitive venues (i.e. Paso 

Robles) to the Reno-Sparks Livestock Events 
Center to identify events needing guest 
rooms. Provide proactive selling/marketing 
strategies and activities to book new sports 
business into the Reno-Sparks Livestock 
Events Center. 

•	 Develop a dedicated web page for the 
Sports Market segment. 

Increase short term production into  
2011 and 2012
•	 Create dedicated sales manager deployment 

against small meetings. “Small Meetings” is 
defined as a meeting needing less than 125 
peak rooms. 

•	 Increase visibility in northern and southern 
California meetings industry through marketing, 
monthly sales trips, active participation in 
MPI and PCMA chapter meetings, etc.

•	 Expand presence in regional tradeshows 
that focus on small meetings such as Smart 
Meetings, Affordable Meetings, etc.

•	 Exploit social media opportunities.
•	 E-blast “Come See Fly Free” promotion to 

small meetings database. Promote through 
third party booking channels, upcoming 
tradeshows and sales calls.

Grow third party production
•	 Fully leverage destination exposure as result 

of hosting the 2012 Annual Conferences for 
Helms Briscoe and Experient. 

•	 Identify third party reps within key third 
party companies that have the best desti-
nation booking potential. Create ongoing 
awareness, relationship building and sales 
activities to this select base of contacts. 
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Grow and improve destination brand recognition 
in meetings industry 
•	 Establish Customer Advisory Group that 

encompasses a spectrum of business  
sectors to gain customer insight on methods 
to improve destination products, services,  
marketing and advertising. 

•	 Build grass roots community support to 
bring affiliated organizations’ business to 
Reno Tahoe. 

•	 Augment direct selling activities with new 
creative, distinctive collateral, video and  
stationary. 

•	 Create richer, more user-friendly meeting 
planner online content.

•	 Better leverage resources at traditional in-
dustry events; including, ASAE, MPI, Afford-
able Meetings Destination Showcase, etc. 
Explore new events such as CESSE, SISO, 
Smart Meetings and Small Market Meetings. 

•	 Emphasize appointment-based tradeshows.

Increase productivity and capabilities of Con-
vention Sales team; stabilize staff turnover
•	 Reward and recognize sales excellence. 

Implement incentive program that motivates 
production achievement and fosters reten-
tion of top talent.

•	 Strengthen and improve execution of sales 
fundamentals. Align activity goals with pro-
duction achievement along with destination 
and hotel needs. Focus monthly metrics/
bonus on new business development, closing 
percentage, leads sent, short-term business 
needs, citywide and mid-size group  
production.

•	 Improve account and lead management 
prioritization relative to acquisition, reten-
tion and penetration strategies. Leverage 
recently completed account grading process 
to ensure priority accounts/markets have ef-
fective strategy plans.

CONvention sales
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Tourism sales

The Tourism Sales Department promotes Washoe 
County (Reno, Sparks and North Lake Tahoe) as a 
tourist destination to travel agents, international and 
domestic tour operators, motor coach operators, air-
lines and consumers. The department facilitates sales, 
marketing and promotional activities with the Reno 
Tahoe hospitality community to attract leisure visitors 
and groups to the area.

TOURISM SALES OBJECTIVES

Increase frequent independent traveler (FIT) 
visitation to the destination, as well as room 
night production through improved market  
penetration and market share.

2011-12 KEY MEASUREMENTS
•	 Achieve Tourism Sales (TS) team goal of 

527,000 room nights which represents a 5% 
increase over FY 2010-11 projected produc-
tion of 501,650 room nights.

•	 Generate a minimum of 115 leads which is a 
10% increase over projected FY 2010-11 year-
end results.

•	 Achieve a minimum of 5% room night 
growth over FY 2010-11 year-end production 
in 15 out of 18 identified core accounts.    

TOURISM SALES STRATEGIES

Increase visitation and room nights to Reno Tahoe
•	 Prioritize account focus, redeploy accounts 

and develop targeted account strategies. 
Strengthen and improve account knowledge 
and customer relations within key accounts.

•	 Identify top origin cities, demographics and 
socio-economic traveler profiles.

•	 Be proactive in positioning Reno Tahoe on 
key targeted wholesalers’ websites. Ensure 
content is current, relevant, timely, customized 
and highlightings seasonality messaging.

•	 Greatly expand focus, strategies and efforts 
directed at AAA. 

•	 Identify key regional agencies, set up  
ongoing communications, sales incentives, 
sales blitzes and FAMs. 

•	 Solicit ski and golf groups through ski coun-
cils and golf membership clubs.

•	 Grow Group Tour business through  
enhanced strategies directed at targeted 
tour companies and expanded focus within 
tour industry events; such as, National Tour 
Association, American Bus Associations and 
Bank Travel Conference.  

•	 Develop unique and appealing itineraries 
highlighting Reno Tahoe’s destination drivers. 

•	 Strengthen relations with partner loyalty 
programs, such as SWA Rapid Rewards, 
through more effective recognition and 
training of reservation agents. Enhance  
reservation agents’ destination sales skills.

•	 Continue to align the destination with 
strategic partners and leverage cooperative 
advertising opportunities.

•	 Key Holidays’ Reno Fun Train and Reno 
Snow Trains.

•	 Host golf and ski FAMS.
•	 Create and develop “packages” utilizing all 

product segments to extend length of stay 
and offer “hassle-free” vacation planning.  

•	 Sell a “buy-now-use-later” package with 
time restrictions similar to packages sold at 
golf and ski shows.

•	 Develop and maintain a dynamic list of 
activities and attractions which are willing to 
work with travel agents and wholesalers on a 
commissionable basis.  

•	 Fine tune international market focus and  
reduce previously committed financial  
resources. Develop drive itineraries and  
educate foreign tour operators who use  
Seattle, Los Angeles and San Francisco  
as international gateways.

•	 Attendance at key industry trade shows and 
wholesale product launches (POW WOW, 
Mountain Travel Symposium, etc.)

•	 Continue to fine tune and manage a true 
room night tracking mechanism for FIT  
(traditional tour operators/wholesalers,  
receptive operators and OTAs). 

•	 Identify new and emerging domestic and 
international markets with new air service 
(Houston and Minneapolis) that would bring 
new visitation to our area.  Work with tour 
operators, wholesalers and regional partners 
to establish a presence in these emerging 
markets.

•	 Continue to partner and be pro-active with 
Nevada Commission on Tourism, U.S. Travel 
Association, U.S. Tour Operators Association 
and other entities to promote our area. 


