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SUB-REGIONAL MARKETING 



Top 25 Markets Performance 



Group and Transient Performance 
Among Competitive Set 

Source: STR ï Among Luxury/UpperUpscale Properties Only 



Lodging Performance by San Diego Area 
YOY Growth  - CY 2013 

Source: STR 



Lodging Performance by San Diego Area 
Actuals - CY 2013 



Sub-Regional Marketing Initiative 

ÅBenefit Category A2: programs to serve the needs of 

hotels (30 rooms or more) towards parts of the City other 

than Downtown 

ÅTMD to set aside dollars specifically to fund sub-regional 

sales and marketing 

ÅSDTA discussions with TMD Marketing Advisory Board 

and sub-regional hotel advisory members from Mission 

Valley, Mission Bay, La Jolla and UTC (to date) 

ÅProposed program is modeled after SDTAôs San Diego 

North, Coronado TID and East County program of work 

first developed in 2010 

 

 

 



SDTA Process for Sub-Market 
Development 

1. Consistent identity under San Diego brand umbrella, i.e.  

 

 

 

2. Deep dive into research to understand market 

segments, issues, opportunities and product 

differentiators 

3. Development of marketing plans and communication 

platforms by region and/or product 
Å Build off destination plan to create efficiency, synergy and 

capitalize on untapped opportunities 

 



Ex: Mission Valley Group Program 

Targeting SMERF Market 

 



Ex: Mission Bay Leisure Promotions 

synergized with SeaWorld Co-op 

 


