
  
OFFICE OF THE CITY CLERK             
 
 

COUNCIL MINUTES 
 
 
October 25, 2012 
 
 
The City Council of the City of Mesa met in a Study Session in the lower level meeting room of the 
Council Chambers, 57 East 1st Street, on October 25, 2012 at 7:30 a.m. 
 
 
COUNCIL PRESENT 

 
 
COUNCIL ABSENT 

 
 
OFFICERS PRESENT 

   
Scott Smith None Christopher Brady 
Alex Finter  Debbie Spinner 
Christopher Glover  Linda Crocker 
Dina Higgins*   
Dennis Kavanaugh   
Dave Richins   
Scott Somers   
 

(*Councilwoman Higgins participated in the entire meeting via electronic equipment.) 
 
1-a. Hear a presentation, discuss and provide direction on the Barry and Peggy Goldwater Library 

and  Archives. 
 
 Mayor Smith announced that downtown Mesa will become the home of the Barry and Peggy 

Goldwater Library and Archives (BPGLA). 
 
 Director of Economic Development Bill Jabjiniak introduced Michael Goldwater and Peggy 

Goldwater Clay, who are the children of Barry and Peggy Goldwater. He also introduced Judy 
Eisenhower, who served as the Senator’s Chief of Staff, and Doug Sydnor, the architect for the 
Library. 

 
 Ms. Eisenhower provided brief background information regarding the project and said that the 

Library will preserve the Goldwater papers, the papers of other Congressional leaders, and the 
history of Arizona. She noted that Senator Goldwater was an Arizona history buff who enjoyed 
sharing his slides from around the State with schoolchildren. She concluded her comments by 
saying that the Library will be a non-partisan, non-profit organization that will require the 
assistance of others to get started. 
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 Mr. Sydnor reported that the southeast corner of Macdonald and 1st Avenue is the proposed site 

for the Library. He stated that the design of the building will be respectful of the newly adopted 
Form-Based Code and that the first phase of the project will be a three-story structure with 
40,000 square feet of space. He added that in Phase Two, the square footage of the property 
will be increased by 20%. (See Page 3 of Attachment 1) 

 
Mr. Sydnor displayed a series of architectural renderings that illustrate what the building is 
anticipated to look like when completed. He said that the building will be designed to reflect 
some of the character of Senator Goldwater’s photography. He discussed the different types of 
materials that will be used to construct the Library and the active streetscape, which will include 
a café, main lobby, gift shop and gallery. (See Pages 4, 5 and 6 of Attachment 1) 
 
Mr. Sydnor indicated that a Leader in Environmental Energy and Design (LEED) certification at 
either a silver or gold level would be sought in order to demonstrate “green building” practices. 
In addition, he said that many state-of-the-art technologies will be used throughout the building, 
including an Automated Archival Retrieval System (AARS). He explained that the AARS will pull 
information that has been preordered and have it ready for individuals to view when they arrive 
at the Library. 
 
Responding to a question from Mayor Smith, Mr. Sydnor explained that the exterior finish of the 
building will consist of a warm colored, horizontal board-form concrete that is designed to last 
100 plus years. He also said that the building will have a dignified and sophisticated type of 
finish suitable for an archival type of structure.  
 
Mr. Sydnor briefly reviewed the floor plans for all three levels of the BPGLA and pointed out 
some of its features as follows: the parking area; the entrance to the building; the reading room; 
exhibition areas; the archival storage and Archival Retrieval System; meeting rooms; courtyard; 
Taiwanese Cultural Center; administrative suite; multi-use space; and lecture hall. 

 
 Mr. Goldwater stated that in order to achieve their vision, it will be necessary to raise 

approximately $30 million. He said that in addition to fundraising, the committee will be 
requesting that current and former politicians commit their papers to the Library. 

 
 Ms. Clay advised that a Capital Campaign will be launched and individuals will be selected to 

help raise money that will be used to begin construction of the building. She added that 
contributions will continue to be received over the course of the four-year construction period.  

 
 In response to a question from Mayor Smith, Ms. Eisenhower explained that information related 

to the project can be found by visiting the project’s Website at barrygoldwaterlibrary.org. 
 
 Mr. Jabjiniak provided an overview of the proposed timeline of the project and said that staff is 

currently working on a Memorandum of Understanding and a Development Agreement. He said 
that fundraising efforts would be ongoing and that construction was slated to begin in February 
of 2014. He noted that the building would become operational in late 2015 or early 2016. He 
added that a formalized agreement would be brought back for the Council’s approval. (See 
Pages 8 and 9 of Attachment 1) 

 
 Councilmember Finter commented that the announcement of the BPGLA in downtown Mesa 

has been positively received by the community. 

http://www.barrygoldwaterlibrary.org/
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 Councilmember Kavanaugh remarked that he is a “Political Science junkie” and that he would 

need to help with fundraising so that he could reserve a study carrel in the Library. 
 
 Responding to a question from Vice Mayor Somers, Planning Director John Wesley explained 

that construction of the Library will follow the Form-Based Code. He added that parking and the 
shared parking arrangements are provided for within that zoning. 

 
 Mr. Sydnor noted that the parking ratio is one parking space per 1,000 square feet and is a 

significant improvement from an earlier draft. 
 
 Mayor Smith remarked that the street scene on 1st Avenue will be spectacular. He said that it is 

not always easy to coordinate projects, but eventually the street scene on 1st Avenue will serve 
as an incentive for other developers.  

 
 Mr. Jabjinak advised that Mr. Syndor would be coordinating construction efforts with neighboring 

development and solidify a vision that will work for everyone. 
 
 Mayor Smith stated that developers should look at how their specific parcel fits in with 

neighboring development and the entire block. He said that he looked forward to seeing how the 
projects will look after they are completed. 

 
 It was moved by Councilmember Glover, seconded by Vice Mayor Somers, that staff proceed 

with the negotiations for a Memorandum of Understanding. 
      
           Carried unanimously. 
 
 Mayor Smith thanked the BPGLA Corporation for their trust and confidence in the City of Mesa. 
               
1-b. Hear a presentation and discuss changes with the Mesa Convention and Visitors Bureau 

(MCVB). 
 
 Marc Garcia, President and CEO of the Mesa Convention and Visitor’s Bureau, introduced 

Kimberly Freer, Vice President of Sales and Marketing for the MCVB who was prepared to 
address the Council. 

 
 Mr. Garcia explained that marketing the MCVB begins with the logo used on all printed material 

and advertisements. He displayed some examples of the new logo promoting the “Visit Mesa” 
Website and pointed out that references to the Mesa Convention and Visitor’s Bureau have 
been eliminated. (See Page 2 of Attachment 2) 

 
 Mr. Garcia briefly highlighted the new vision for the MCVB, its revised mission statement and 

new organizational chart. He also described a new advertising strategy called “Guerrilla 
Marketing” and explained how this type of marking is being used to display the “Visit Mesa” 
advertisement on the Denver light rail and is seen by 400,000 riders each month. He said that 
currently, the “Visit Mesa” Website has only received 200 click-throughs (online navigation 
searches), however, it is anticipated that once the election is over, the website will see more 
activity. (See Pages 3 and 4 of Attachment 2) 
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 Mayor Smith indicated that he has seen the “Visit Mesa” signs on the light rail cars in Denver 

and heard people comment on the advertisement. 
 
 Mr. Garcia remarked that advertising with online travel companies such as Orbitz, Travelocity 

and Expedia will begin after the election. He added that the “Visit Mesa” Website will have 
several Uniform Resource Locators (URL) that will provide staff with the ability to track ad 
performance. 

 
 Mr. Garcia briefly touched upon some of the communication objectives (See Page 6 of 

Attachment 2) that “Visit Mesa” will focus on as follows: 
 

• Business Development Plan to assist Mesa’s destination partners (See Attachment 3) 
• Newsletters (“Visit Mesa” Insider, MVP: Mesa Visitor Profile) 
• Educate Mesa partners on the importance of visitor industry and visitor dollars 
• Have a “voice” and be represented on local and national levels (Tourism, Lobbyist 

Meetings) 
• Seek new markets (Denver and the Pacific Northwest) 
• Attend International Pow Wow: Media Marketplace 

 
Mr. Garcia indicated that the current database management system that is being used to 
generate reports is not reliable. He said that a new system should be in place by January and 
noted that staff is currently in the process of transferring all of the data over to the new system. 
 
Mr. Garcia further reported that the 2014 Small Market Meetings Conference will be held in 
Mesa. He stated that the conference will bring 200 people into the City and many of those 
people will be staying in area hotels. He stressed the importance of strengthening Mesa’s 
partnerships with key tour operators, such as US Airways Vacations, Southwest Vacations, 
Allegiant Airlines and British Airways Holidays. He noted that securing a presence at the 
International Pow Wow and developing vacation packages for Mesa will help to strengthen 
travel sales. Mr. Garcia invited the Mayor to attend Mayor’s Day, which is the first day of the 
International Pow Wow in Las Vegas. 
 
Ms. Freer advised that “Visit Mesa” is partnering with tour operators that have Mesa hotels listed 
on their websites. She said that with a call-to-action, the community will be able to see the 
benefits of the advertising programs and have the ability to book a holiday in Mesa. 
 
Mr. Garcia highlighted some of the sporting events (See Page 8 of Attachment 3) that staff is 
attempting to secure for the City of Mesa as follows: 
 

• Ladies Professional Golf Association (LPGA) “VisitMesa.com Gateway Classic” in 
February 2013  

• U.S. Swimming Grand Prix (more than 800 swimmers) for the next four years 
• Tough Mudder competition has a five-year contract and will provide exposure to the 

Eastmark area 
• USA Boxing and USA Weightlifting 
• Develop a strong relationship with the City of Mesa’s Parks and Recreation Department 
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Responding to a question from Councilmember Kavanaugh, Mr. Garcia explained that the 
swimmers participating in the U.S. Swimming Grand Prix in Mesa are the future Michael Phelps 
and will be competing for entry into the Olympics.  
 
Mr. Garcia reported that two Strategic Planning Sessions were held and the following points 
were determined to be a priority: 
 

• Re-branding the destination 
• Changing the name of the Mesa Convention Center and Visitor’s Bureau to “Visit Mesa.” 

 
Mr. Garcia advised that staff is currently working through the re-branding process and have 
contracted with a destination-marketing expert to conduct an audit and obtain feedback. He 
added that changing the name of the organization to Visit Mesa will help to clearly identify the 
brand for consumers. 
 
Mayor Smith remarked that changing the name to “Visit Mesa” is a good move. 
 
Mr. Garcia concluded his presentation by providing a brief update on the renovations taking 
place at the Visitor’s Center. He said that it is anticipated that the boardroom and meeting room 
will be completed within the next month and that work will begin on the lobby. He added that 
now that digital brochures are available, the old printed brochures will gradually be phased out. 
 
Mayor Smith pointed out that all of the places pictured in the “Visit Mesa” brochure are right in 
our backyard. 
 
In response to a question from Mayor Smith, Mr. Garcia explained that there have not been any 
discussions regarding the possibility of coordinating destinations with the Towns of Gilbert or 
Queen Creek. 
 
Mayor Smith requested that some type of joint efforts with neighboring cities be explored. 
 
Jeff Miraglia, a Brand Audit Consultant with Mindset, addressed the Council and said that he 
has had an opportunity to meet with many of the stakeholders regarding the re-branding. He 
explained that the brand should be about what provides energy to Mesa and turn that energy 
into a message that visitors will see when they look at Mesa from the outside. He added that he 
has built brands all over the country and that now is the time to tell the rest of the world about 
Mesa and what it has to offer as a community.  
 
Mayor Smith thanked the MCVB for taking Mesa to the next level.  

 
1-c. Hear a presentation and discuss the Fire and Medical Services Department dispatch agencies 

Valley-Wide Automatic Aid System. 
 
 Fire Chief Harry Beck displayed a PowerPoint presentation (See Attachment 4) and provided 

an update on the Automatic Aid Agreement that will help prepare for and manage Fire 
Department assets. He displayed a list of the agencies and associate members that are 
currently participating in Automatic Aid. He briefly outlined the differences between automatic 
aid and mutual aid as follows: 
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• Automatic Aid: automatically dispatched to any jurisdiction for any need (typically 
bordering communities) 

• Mutual Aid: Requires a phone call to a mutual aid community to request specific 
resources (not automatic) 
 

Chief Beck explained that Automatic Aid allows for the closest, most appropriate units in the 
region to be consistently dispatched as needed. He noted that Mesa and Phoenix are the only 
dispatch entities in this region. He stated that the Automatic Aid Agreement will identify the 
dedicated resources available for reciprocal response and ensure the delivery of service and the 
safety of firefighters. (See Page 4 of Attachment 4) 
 
Chief Beck said that the Automatic Aid Agreement encourages the development and 
standardization of procedures, protocols, training and education in order for fire departments to 
consistently operate as one emergency response system. He pointed out that the agreement 
includes a provision that requires a community to provide 120 days’ notice if, for some reason, it 
can no longer participate in Automatic Aid as agreed. 
 
Responding to a question from Mayor Smith, Chief Beck explained that the fire service operates 
under a mutual aid situation so that if Rural Metro needs assistance they can call Mesa Fire and 
Medical Department (MFMD). He indicated that Rural Metro many times does not have the 
resources or has increased response times and, therefore MFMD will respond. He noted that 
citizens should receive the services they pay taxes for, however, many do not understand 
jurisdictional boundaries. 
 
Councilmember Finter remarked that District 2 borders the County islands of Leisure World and 
Dreamland Villa and noted that these are areas where MFMD has provided assistance. He 
suggested that there be discussions in the future regarding how mutual aid is provided in these 
areas. 
 
In response to a question from Councilmember Kavanaugh, Chief Beck explained that State 
Statute was recently changed to allow non-contiguous County islands to form a Fire District. He 
indicated that Rural Metro would assist in the development of a Fire District for the County 
islands in the event they could no longer provide service to those areas. He stated that if the 
County islands were annexed, MFMD would provide service in those areas.  
 
Chief Beck stated that staff is currently researching different models that will allow for the same 
level of service to be maintained in the County islands. He explained that if a 911 call is 
received from a County island, MFMD will respond if it is appropriate. He added that staff will 
attempt to contact the most appropriate agency in the area, but stressed that public safety is 
always a priority.  
 
Chief Beck remarked that Rural Metro is the largest private fire protection and emergency 
medical company in the country. He said that MFMD has to be careful that they do not subsidize 
Rural Metro with public money. He described the mutual disengagement procedures that are 
used if MFMD responds to an incident before Rural Metro. 
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Responding to a question from City Manager Christopher Brady, Chief Beck explained that 
Rural Metro provides fire protection under the three approach model: 
 

• Contracts with a community or Fire District to provide fire service 
• Sells fire protection subscriptions to residents 
• Responds to calls where there is no contract and bill the occupant for the cost of the 

response 
 

Mr. Brady explained that if MFMD responds to an incident within an area covered by Rural 
Metro and later turns the situation over to Rural Metro, Rural Metro could bill the resident for 
services that were actually provided by the MFMD. He remarked that this is a public safety issue 
that becomes a business issue and puts the City of Mesa in an awkward position. 
 
Mayor Smith commented that there could come a time when Rural Metro decides that they will 
no longer provide services. He expressed his appreciation for the efforts of the Fire Department 
and said that in reality, the City should not be subsidizing those who do not live within the City 
limits. He said that there are some new laws in place that may assist with the transition in the 
event Rural Metro can no longer provide services to areas outside of the City limits.  
 
Vice Mayor Somers commented that the problem goes beyond the ability to provide services. 
He pointed out that there are issues with the infrastructure of the County islands that impact the 
City’s ability to provide service, such as the lack of water or fire hydrants and roads with culverts 
that are unable to support fire apparatus. He added that rural fire protection is very different 
from urban fire protection. 
 
Mr. Brady noted that conversations with the County would need to take place. He said that if the 
County is going to allow development within the County islands, then it should set the standards 
regarding fire protection. He expressed concern for the safety of the City’s Fire personnel 
responding to incidents where there are no water resources. 
 
Mayor Smith stated that the City will do its best to provide services to the County islands if Rural 
Metro no longer covers those areas. He said that Rural Metro would provide plenty of notice and 
will assist with the transition. He noted that there have not been any discussions regarding Rural 
Metro leaving, however, this is something that the City should consider. 
 
Chief Beck remarked that there is a “good faith agreement” between MFMD and Rural Metro.  
He said the agreement indicates that Rural Metro will help MFMD with the transition before 
pulling out of an area. 
 
Mayor Smith commented that the City has a great relationship with Rural Metro and a long-term 
relationship with Southwest Ambulance. He said that he has full confidence that the City will be 
prepared to handle the situation in the event Rural Metro can no longer cover the County 
islands. 
 
Mayor Smith thanked Chief Beck for his efforts. 
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1-d. Hear a presentation and discuss THINKspot at Red Mountain Library. 
 
 Library Director Heather Wolf displayed a PowerPoint presentation (See Attachment 5) and 

provided an update on the THINKspot project at Red Mountain Library. She said that this iMesa 
project was originally called iMesaLINCS and was envisioned to be a place where residents of 
all ages could go to learn, create, innovate and collaborate. She reported that as a result of the 
feedback received from residents, staff decided to submit the idea as an Innovation with Impact 
Project that would be funded within the FY 2012/13 budget process. (See Page 2 of Attachment 
5) 

 
 Ms. Wolf advised that while the name of the project has changed, the goals of providing a 

flexible, multipurpose space that will encourage creativity, critical thinking and hands-on learning 
remained the same. She said that the THINKspot will provide residents access to the following: 

 
• Collaborative workspaces 
• Meeting space 
• Technology 
• Community education/instruction 

 
Ms. Wolf displayed a series of artist renderings that illustrate the renovations that will be taking 
place at the Red Mountain Library. She briefly described the meeting rooms, hacker space, 
video production lab and the collaboration areas that will be located within the Library and the 
flexibility of those spaces. (See Pages 4, 5 and 6 of Attachment 5) 
 
In response to a question from Mayor Smith, Ms. Wolf explained that the term “hacker space” is 
another term for “maker space.” She said that this is an area where individuals can use 3-D 
printers, laser cutters, and other equipment to create things. 
 
Ms. Wolf stated that the goal of the project is to create a space in which students can work 
individually or as a group on projects using the same technologies found at school. She said 
that this space could also serve as a place for business people to meet with clients. She added 
that the community can let the Library know what their needs are and the program can grow and 
develop organically. 
 
City Manager Christopher Brady commented that technology has provided the ability for many 
people to work from their homes. He noted, however, that maintaining a human connection is 
important and said that this center will provide a way to bridge that gap. 
 
Mayor Smith commented that the THINKspot is an innovative idea that will help bring people 
together. 
 
Councilwoman Higgins expressed her appreciation to Ms. Wolf and her staff for continually 
involving the community and providing innovative services using fewer resources. 
 
Mayor Smith thanked Ms. Wolf for her efforts and for using a community-driven iMesa idea to 
create an innovative project. 
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1-e. Report of upcoming Job Order Contracts. 
 
 City Engineer Beth Huning briefly highlighted the projects listed in the November Job Order 

Contracts report. (See Attachment 6) She explained that one of the City’s playground 
equipment vendors offered to install new playground equipment at half the cost, if the project 
can be expedited so that it can take pictures of the equipment for its brochures. She noted that 
the City will receive $200,000 worth of equipment for approximately $88,000. 

 
 Discussion ensued regarding the playground equipment that will be removed from Red 

Mountain Park, painted and replaced in Rotary Park. 
 
 Councilmember Richins commented that in order to provide more transparency, he would like to 

see which contractor and subcontractors were selected for the projects listed in the report. 
 
 City Manager Christopher Brady stated that after the Job Order Contracts are approved and the 

contractors are selected, staff can report which local companies were selected and identify the 
contractor assigned to the projects. 

 
 Councilmember Finter expressed his appreciation for the openness of this process. 
 
 Ms. Huning added that the equipment that will be installed at Red Mountain Park will be unique. 
 
 Mayor Smith thanked Ms. Huning for her efforts. 
 
2. Acknowledge receipt of minutes of various boards and committees. 
 
 2-a. Transportation Advisory Board meeting held September 18, 2012. 
 

2-b. Independent Commission on Compensation for Elected Officials meeting held October 
9, 2012. 

 
 It was moved by Vice Mayor Somers, seconded by Councilmember Glover, that the above-listed 

minutes of various boards and committees be acknowledged. 
 
           Carried unanimously. 
  
3. Hear reports on meetings and/or conferences attended. 
 
 Councilwoman Higgins:   Grand Opening of Fire Station 220, 
       Celebrate Mesa at Red Mountain Park 
 
 Vice Mayor Somers:    Bus Route 277 Launch Event and Route Tour 
 

Mayor Smith: Capital Chapter of the National Institute of 
Governmental Purchasing 

 
 Councilmember Kavanaugh discussed upcoming events, such as the Webster Recreation 

Center Halloween Carnival that will be held on Friday, October 26, 2012, and the Dobson 
Library Film Series that will be held on Saturday, October 27, 2012. 
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 Councilmember Richins discussed the upcoming Make a Difference Day on Saturday, October 

27, 2012, and recognized Volunteer Coordinator Michelle Alvis for her efforts.  
  
4. Scheduling of meetings and general information. 
 

City Manager Christopher Brady stated that the meeting schedule is as follows: 
 
Thursday, October 25, 2012, 6:30 p.m. – Neighborhood Outreach Meeting  
 
Saturday, October 27, 2012, 7:00 a.m. – National Make a Difference Day 
 
Saturday, October 27, 2012 – Household Hazardous Waste Event , East Mesa Service Center 
 
Saturday, October 27, 2012, 10:00 a.m. – Dia de Los Muertos, Mesa Arts Center   
 
Thursday, November 1, 2012, 7:30 a.m. – Study Session      
  

5. Items from citizens present. 
 
 There were no items from citizens present. 
 
6. Adjournment. 
 

Without objection, the Study Session adjourned at 9:11 a.m.   
 
 

________________________________ 
                  SCOTT SMITH, MAYOR 

 
ATTEST: 
 
______________________________________ 
DEE ANN MICKELSEN, INTERIM CITY CLERK 
 
 
I hereby certify that the foregoing minutes are a true and correct copy of the minutes of the Study 
Session of the City Council of Mesa, Arizona, held on the 25th day of October, 2012. I further certify that 
the meeting was duly called and held and that a quorum was present.      
 
          ______________________________________ 
          DEE ANN MICKELSEN, INTERIM CITY CLERK 
 
bdw 
(attachments 6) 
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M
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P
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e
s
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•
A

d
v
o
c
a
c
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–
E

d
u
c
a
te

 M
e

s
a
 p

a
rtn

e
rs
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b
o
u
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p
o
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n
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d
u

s
try
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s
u
e
s
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n
d
 n

a
tio

n
a
l 

tre
n

d
s
 (v

a
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e
 o

f v
is

ito
r d

o
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rs
) 

–
E

n
c
o
u
ra

g
e
 M

e
s
a
 to

 h
a
v
e
 a

n
 in

d
u
s
try

 “v
o
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e
” a

n
d
 b

e
 re

p
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s
e
n
te

d
 o

n
 lo

c
a
l a

n
d
 

n
a
tio

n
a
l le

v
e
ls

  

•
N

e
w

 M
a

rk
e
ts

:  

–
D

e
n
v
e
r, P

a
c
ific

 N
W

 

•
In

te
rn

a
tio

n
a
l P

o
w

 W
o
w

: M
e
d
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 M
a
rk

e
tp
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c
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W
h
a
t’s

 N
e
w

  

S
a

le
s

  
•

C
R

M
/S

im
p
le

v
ie

w
 (D

a
ta

b
a
s
e
 M

a
n
a
g
e
m

e
n
t) 

•
N

e
w

 B
o
o
k
in

g
 E

n
g
in

e
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 V
is

itM
e
s
a
.c

o
m

 

 N
a
tio

n
a
l G

ro
u
p
 S

a
le

s
  

•
C

o
llin

s
o
n
 M

e
d
ia

 p
rin

t a
d
v
e
rtis

in
g

 

•
S

e
c
u
re

d
 S

M
M

C
 –

 S
m

a
ll M

a
rk

e
t M

e
e
tin

g
s
  

C
o
n
fe

re
n
c
e
 2

0
1
4
  

 
 

T
ra

v
e
l In

d
u
s
try

 S
a
le

s
 

•
S

tre
n
g
th

e
n
 p

a
rtn

e
rs

h
ip

s
: U

S
 A

irw
a

y
s
 V

a
c
a
tio

n
s
, S

o
u
th

w
e
s
t 

V
a
c
a
tio

n
s
, A

lle
g
ia

n
t, a

n
d
 B

ritis
h
 A

irw
a

y
s
 H

o
lid

a
y
s
  

•
S

e
c
u
re

 p
re

s
e
n
c
e
 a

t In
te

rn
a
tio

n
a
l P

o
w

 W
o
w

 

•
D

e
v
e
lo

p
 v

a
c
a
tio

n
 p

a
c
k
a
g
e
s
 w

ith
 M

e
s
a
 a

n
d
 re

g
io

n
a
l 

a
ttra

c
tio

n
s
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W
h
a
t's

 N
e
w

  

S
p

o
rts

 
•

E
v
e
n

t D
e
v
e
lo

p
m

e
n
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P

G
A
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is
itM

e
s
a
.c

o
m

 G
a
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w
a
y
 C

la
s
s
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a
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F

e
b
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a
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•
U

S
 S

w
im

m
in

g
 G

ra
n

d
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 (8

0
0
+

 
s
w

im
m

e
rs
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 S

k
y
lin

e
 fo

r n
e
x
t 4

 y
rs

 

•
T

o
u
g

h
 M

u
d
d
e
r: E

x
p

o
s
u
re

 to
 E

a
s
tm

a
rk

, 5
 

y
e

a
r c

o
n
tra

c
t 

•
T

a
rg

e
tin

g
 U

S
A

 B
o
x
in

g
, U

S
A

 W
e
ig

h
tliftin

g
 

•
D

e
v
e

lo
p
in

g
 s

tro
n

g
 re

la
tio

n
s
h

ip
 w

ith
 C

O
M

 
P

a
rk

s
 

•
W

is
h

 L
is

t:  D
e
v
e
lo

p
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e
g
a
 c

o
m

p
le

x
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W
h

a
t’s

 N
e

w
 

S
tra

te
g
ic

 P
la

n
n
in

g
 S

e
s
s
io

n
s
  

(2
 N

G
T

’s
): 

•
R

e
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ra
n
d

 th
e
 D

e
s
tin

a
tio

n
 

–
A

u
d
it c

o
m

p
le

te
d

 b
y
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2
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–
R

F
Q
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F

P
 p

ro
c
e

s
s
 fo

r 

s
e

le
c
tio

n
 o

f c
re

a
tiv

e
 a

g
e
n

c
y
 

•
O

ffic
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l N
a

m
e

 C
h

a
n
g

e
 fro

m
 

M
C

V
B
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 V

is
it M

e
s
a
 

–
N

o
v
e
m

b
e
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o
a
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W
h
a
t’s

 N
e
w

 

V
is

ito
r C

e
n
te
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•
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e
n
o
v
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n
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b
b
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o
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rd
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o
m

, p
u
b
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 m
e
e
tin

g
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o
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•
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o
n

s
c
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e
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y
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h

u
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s
 a

n
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u

s
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VISION








M
esa 

and 
its 

surrounding 
regional 

partners 
are 

globally 

recognized as the preem
inent visitor destination in A

rizona. 

MISSION









 

STATEMENT












Visit M

esa im
pacts the C

ity of M
esa, A

rizona and its partnering 

East Valley com
m

unities’ econom
ies by m

arketing the region as a 

prem
ier travel destination. The dynam

ic Visit M
esa team

 of sales, 

m
arketing 

and 
com

m
unications 

professionals 
accom

plishes 

this by prom
oting M

esa’s core destination drivers, attracting 

distinctive m
eetings business, inspiring leisure and corporate 

travel, and show
casing opportunities that position The C

ity of 

M
esa as an elite sports, cultural, and event destination —

 all 

w
hile delivering com

prehensive services that enhance the M
esa 

guest experience.

M
ESA

 C
V

B
 B

U
SIN

ESS D
EV

ELO
PM

EN
T

 PLA
N

 20
12-20

13  |  1
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EX
EC

UTIVE



 C

OMMITTEE








G
a

ry
 Levin

e (C
hairperson), H

ilton Phoenix East/
M

esa
Jo

h
n

 Bersc
h

 (Vice C
hairperson), H

yatt Place Phoenix/
M

esa
W

ay
n

e Ba
lm

er (Secretary), Tow
n of Q

ueen C
reek

D
ave W

ier (Treasurer), W
ells Fargo Bank

Steve W
est (Past C

hairperson), U
dall Shum

w
ay

MEM


B
ERS


 o

f t
h

e B
OAR




D
Ric

h
 Ad


a

m
s, Southw

est Business C
redit Services

N
ea

l D
h

a
n

a
n

i, Q
uality Inn &

 Suites
Rex G

risw
o

ld
, C

PI-C
om

m
ercial Properties Inc.

Jeff H
a

m
m

erm
eister

, A
rizona G

olf Resort
D

in
a

 H
igg


in

s, M
esa C

ity C
ouncil

Jay
 La

rsc
h

ied
, Longbow

 G
olf C

lub
M

at Lebert, M
esa Spirit RV Resort

To
m

 Rh
o

d
es, A

rque C
apital, Ltd.

M
ike Ro

c
k, Phoenix M

arriott 
M

esa H
otel &

 C
onvention C

enter
Ra

n
d

y
 Vo

g
el, M

esa A
rts C

enter
Cl

a
u

d
ia

 W
a

lters, M
esa U

nited W
ay

M
a

rty
 W

h
a

len
, G

atew
ay Bank

M
ike W

h
a

len
, C

enturion C
ustom

 Security
M

elissa
 W

yatt, C
ountry Inn &

 Suites

B
OAR




D
 OF

 D
IRE

C
TORS





 20

12-20
13

2
  |  M

ESA
 C

V
B

 B
U

SIN
ESS D

EV
ELO

PM
EN

T
 PLA

N
 20

12-20
13
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Director of
Adm

inistration

Sales & Services
Assistant

M
arketing &

Com
m

unications 
Assistant

National
Sales 

M
anager

Director
of Sales

Board of Directors

President & CEO

Visitor Services
Coordinator/

Concierge

V
ice President of

Sales & M
arketing

Travel 
Industry Sales 

M
anager

Sports
Sales 

M
anager

Director of
M

arketing
Director of

Com
m

unications

M
ESA

 C
V

B
 B

U
SIN

ESS D
EV

ELO
PM

EN
T

 PLA
N

 20
12-20

13  |  3

STAFF
 C

ONTA



C

T
s

M
a

rc
 G

a
rc

ia
, President &

 C
EO

(480) 682-3636, M
arc@

VisitM
esa.com

 @
VisitM

esaC
EO

Kim
berly

 Freer
, Vice President of Sales &

 M
arketing

(480) 682-3646, Kim
berly@

VisitM
esa.com

A
D

MINISTRATION











 &
 VISITORS





 C

ENTER



G

ay
le Savo

, D
irector of A

dm
inistration 

(480) 682-3682, G
ayle@

VisitM
esa.com

G
in

g
er St. Pierre, Visitor Services C

oordinator/C
oncierge

(480) 682-3666, G
inger@

VisitM
esa.com

SALES



Ja

m
es Teva

u
lt, D

irector of Sales

(480) 682-3635, Jam
es@

VisitM
esa.com

Pa
m

 W
illia

m
s, N

ational Sales M
anager

(480) 682-3664, Pam
@

VisitM
esa.com

 @
M

eetInM
esaA

Z

Jo
sh

 To
dd


, Sports Sales M

anager

(480) 682-3650, Josh@
VisitM

esa.com
 @

M
esaSportsG

uy

Terrie G
a

rd
n

er
, Sales &

 Services A
ssistant

(480) 682-3660, Terrie@
VisitM

esa.com

MAR



K

ETIN


G
 &

 C
OMMUNI







C
ATIONS







M
ilt Fo

rt, D
irector of M

arketing

(480) 682-3639, M
ilt@

VisitM
esa.com

M
ic

h
elle Streeter

, D
irector of C

om
m

unications

(480) 682-3638, M
ichelle@

VisitM
esa.com

 @
VisitM

esaPR

Ka
ra

 Eva
n

s, M
arketing &

 C
om

m
unications A

ssistant

(480) 682-3642, Kara@
VisitM

esa.com
 

 @
VisitM

esa

M
esa

 C
o

n
ven

tio
n

 &
 Visito

rs Bu
rea

u
   

120 N
. C

enter, M
esa, A

rizona 85201
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THE



 

VISIT






 

MESA





 
B

RAN



D

O
ver th

e n
ext fisc

a
l y

ea
r

, the M
esa C

onvention &
 Visitors 

Bureau (M
esa C

VB) w
ill be undergoing an intensive brand audit 

guided by our President &
 C

EO
 M

arc G
arcia and our Board 

of D
irectors. C

ity of M
esa officials and our visitor industry 

partners w
ill play an integral role throughout this process as 

w
e identify M

esa’s strengths as a prem
ier travel destination and 

m
ine for new

 opportunities to prom
ote M

esa on a national and 
international level.  A

ll facets of our com
m

unity w
ill be w

oven 
into this process and their feedback and perceptions of M

esa 
w

ill be captured and analyzed as w
e forge ahead on establishing 

the Visit M
esa brand. 

This Business D
evelopm

ent Plan w
ill often m

ake reference 
to our organization as Visit M

esa. This intentional positioning 
of M

esa C
VB is one of the first essential steps necessary to 

begin establishing the Visit M
esa brand and identity w

ith you, 
our stakeholders.  A

 m
ove in this direction w

ill m
irror tactics 

already in place by our organization: the VisitM
esa.com

 w
ebsite, 

our staff e-m
ail addresses, and all calls to action in our national 

advertisem
ents have long been identified w

ith Visit M
esa.  

W
e are excited to share our program

 of w
ork w

ith you. Your 
Visit M

esa team
 has crafted an aggressive, strategic plan for 

selling M
esa and w

e encourage your participation in all the 
efforts outlined in this docum

ent. W
e know

 that the strength 
of the Visit M

esa brand going forw
ard relies on the support of 

M
esa’s visitor industry and w

e w
ill tap into your passions often 

as w
e design our destination together. 

M
es

a
’s

 C
o

r
e 

D
est

in
a

t
io

n
 D

r
iv

er
S 

n  A
ccessibility

n  A
rts &

 Entertainm
ent

n  C
actus League Spring Training

n  C
lim

ate
n  C

ulture
n  G

olf
n  H

otels &
 Resorts

n  O
utdoor Recreation

n  Scenic Beauty
n  Shopping
n  Sports Venues

4
  |  M

ESA
 C

V
B

 B
U

SIN
ESS D

EV
ELO

PM
EN

T
 PLA

N
 20

12-20
13
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O
B

JEC
TIVES




NEXT
 STO

P: ASSOCIATION






 CENTRA




L
Visit 

M
esa 

w
ill 

target 
sm

all 
to 

m
edium

-sized 
associations 

in 
the 

D
.C

. 
area. 

M
ore 

than 
400+ 

associations are anchored in the D
.C

./
Virginia region, 

an 
untapped 

m
arket 

for 
M

esa. 
A

long 
w

ith 
other 

statew
ide D

M
O

s, w
e w

ill pool our list of contacts and 
hold a lunch m

eeting and evening reception as w
ell 

as individual sales calls over a three day period.  Visit 
M

esa w
ill identify associations w

hose m
eeting space 

and room
 requirem

ents m
atch our offerings, as w

ell 
as connect w

ith the planners and executive directors 
from

 associations w
ho have history of m

eeting in 
the Southw

est. Research using our existing database 
of contacts and inform

ation gathered from
 sources 

like D
estination M

arketing A
ssociation International 

(D
M

A
I) w

ill help us clearly target these associations. 

SMA


LL MARKET


 MEETIN


G
S CONFERENCE








A

fter participating in several Sm
all M

arket M
eetings 

(SM
M

C
) H

osted Buyer C
onferences, Visit M

esa has 
secured the 2014 conference.  A

s w
ith other H

osted 
Buyer 

events, 
this 

conference 
organizes 

m
eetings 

betw
een suppliers and planners. U

nlike others, this 
conference is intended for planners that have a high 
propensity to book business in second- and third-tier 
destinations. These planners typically hold sm

all to 
m

id-range m
eetings that are a strong m

atch for M
esa’s 

product. A
dditionally, those planners attending are 

pre-screened and have been identified as decision 
m

akers or em
ployees that have strong influence on the 

destination selection process. A
lthough the conference 

is new
, they are grow

ing in influence and attendance.  
M

ore than 100 planners are expected to attend the 
2014 conference and pre-m

arketing opportunities. In 
preparation, Visit M

esa w
ill attend and participate in 

m
eetings for both the 2012 (Jacksonville, FL) and 2013 

(Sioux Falls, SD
) conferences.  

NATIONAL











 
G

ROUP





 
SALES







OVERVIE





W
Visit M

esa’s N
ational G

roup Sales efforts w
ill reach out to local, regional and national corporations and 

associations to keep M
esa at the forefront w

ith planners and organizations holding m
eetings in the Southw

est.  
O

ur continued participation w
ith M

eeting Professionals International (M
PI), Society of G

overnm
ent M

eeting 
Professionals (SG

M
P) and the A

rizona Society of A
ssociation Executives (A

zSA
E) is to further build upon our 

reputation as the official travel planning resource for hotels and venues in M
esa, A

rizona specializing in sm
all to 

m
id-size m

eetings and conferences.  Through our activities w
ith these organizations and others, our priority is 

to secure leads and inform
ation that encourages return groups and new

 organizations to book business w
ith our 

industry partners.  The N
ational Sales team

 w
ill attend leading appointm

ent-based and hosted buyer/reverse 
trade show

s and keep up-to-date w
ith leading trends and issues that assist our partners in developing their 

strategies for their individual sales and m
arketing efforts.  

N
A

T
IO

N
A

L G
R

O
U

P SA
LES  |  5

THE


 TREN



D

 C
ONTINUES








:  

SHORT






 LEA

D
 TIMES


 

A
ccording to M

eeting Professionals 
International, the decision to hold 
m

eetings continues to be short-term
 

- an average of 45 days.  Businesses 
are sensitive to econom

ic conditions 
and are w

aiting to m
ake com

m
itm

ents 
on spending to reducing liability and 
risk.  W

ith rising travel costs (up 5%
) 

and m
oderate increases in attendance 

(up 1%
) both factors w

ill keep lead 
tim

es short over the next 12 m
onths 

and beyond. Source: M
PI Business 

Barom
eter, A

pril 2012
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AMERICAN






 TRAI

LS
Through Visit M

esa’s sponsorship and participation 
in prom

oting the A
m

erican Trails Sym
posium

 (A
pril 

2013), the N
ational G

roup Sales team
 has tapped 

into a new
 and prom

ising m
arket.  W

e are w
orking 

to identify future potential m
eetings and conference 

business w
ith 120+ potential exhibiting organizations 

that support the A
m

erican Trails m
ission and their 

annual sym
posium

 –
 including m

ore than 30 Trails 
A

ssociations throughout the country.  Visit M
esa w

ill 
continue to reach out to these groups throughout the 
m

onths leading to spring 2013.  In addition to attending 
and exhibiting at next A

pril’s Sym
posium

, w
e are also 

using this opportunity to learn m
ore about these 

organizations’ future m
eeting opportunities and m

ake 
connections w

ith their contacts. 

TAR
G

ET NATIVE
 AMERICAN







 OR
G

ANI


ZATIONS



N

ative 
A

m
erican 

organizations 
have 

a 
strong 

history of m
eeting in M

esa.  The size and m
eeting 

space 
requirem

ents 
w

ork 
w

ell 
for 

M
esa 

hotels, 
our room

 inventory and exhibit/event space.  O
ur 

initial research indicates there are m
ore than 130 

N
ative 

A
m

erican 
and 

First 
N

ations 
organizations 

throughout 
the 

U
.S. 

and 
C

anada. 
 

O
f 

these, 
40 

organizations are located in regions w
ith a history of 

holding m
eetings in the W

est and Southw
est.  M

any 
of these hold num

erous m
eetings annually.  M

ost 
organized gatherings range betw

een 10 and 100 peak 
room

 nights.  The N
ational G

roup Sales team
 w

ill 
be participating w

ith Tem
pe Tourism

, Flagstaff C
V

B 
and Scottsdale C

V
B in a m

ission to W
ashington, D

.C
. 

to m
eet w

ith N
ative A

m
erican associations.  O

ne 
D

.C
.-based N

ative A
m

erican organization, N
ational 

A
m

erican Indian H
ousing C

ouncil, has four to five 
m

eetings on average each m
onth.  

MAINTAIN






 KEY

 LEA
D

ERSHI
P RO

LES  
W

ITH
 LOCA




L IN
D

USTRY


 ASSOCIATIONS








N
ational Sales M

anager Pam
 W

illiam
s w

ill em
bark 

on 
her 

second 
year 

of 
a 

tw
o-year 

term
 

as 
the 

V
ice President of the local chapter for Society of 

G
overnm

ent 
M

eeting 
Professionals 

(SG
M

P). 
 

This 
group continues to direct leads to M

esa C
V

B and 
share 

m
eeting/conference opportunities. W

illiam
s 

w
ill also continue to play an active role w

ith the 
A

rizona M
eetings Professionals International (M

PI) 
chapter for 2012-2013.  O

n average, N
ational Sales 

has obtained up to four leads each year, direct and 
through referrals, during our involvem

ent on the 
boards of M

PI and SG
M

P.  

STRATE





G
IES

SITE VISITS
A

 top priority for N
ational G

roup Sales is to actively 
encourage site inspections to M

esa.  A
ll m

issions 
and outreach efforts w

ill highlight new
 renovation 

and 
developm

ent 
projects 

occurring 
in 

M
esa 

and 
encourage decision m

akers to schedule site visits to 
see the new

 changes.  D
evelopm

ents such as the M
etro 

Light Rail expansion and the new
 C

ubs Stadium
 are 

guaranteed to secure added interest in our destination 
from

 
all 

m
arket 

segm
ents: 

associations, 
religious 

groups,  corporate m
eetings and conferences.  

E-COMMUNICATION












The use of e-m

ail new
sletters w

ill play an integral role 
in connecting to and reaching potential attendees and 
planners for future m

eetings opportunities. Scheduled 
pre- and post-com

m
unications w

ill be utilized w
ith 

every trade show
 and sales m

ission.  The purpose of 
these com

m
unications is to encourage planners to 

contact Visit M
esa to set up site inspections, provide 

Requests 
for 

Proposals, 
and 

to 
receive 

additional 
inform

ation on the destination.
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NET
W

ORKIN


G
Through our involvem

ent w
ith local chapters of 

M
eeting Professionals International (A

zM
PI), Society 

of G
overnm

ent M
eeting Professions (SG

M
P A

rizona) 
and A

rizona Society of A
ssociation Executives (A

zSA
E) 

Visit 
M

esa 
w

ill 
attend 

m
onthly 

netw
orking 

and 
educational events as w

ell as com
m

ittee m
eetings 

w
here N

ational Sales M
anager Pam

 W
illiam

s has the 
opportunity to connect w

ith 5 to 10 planners each 
m

onth.  These efforts provide opportunities to stay 
connected locally w

ith the planners and association 
executive 

directors 
w

ho 
influence 

the 
m

eeting 
selection process for their organization. In addition, 
during our travels the N

ational G
roup Sales team

 w
ill 

reach out to chapter organizations of M
PI and SG

M
P 

in other states and actively m
arket our destination 

product to these out-of-state chapters. These efforts 
result in m

eetings and the opportunity to develop 
relationships w

ith national industry colleagues and 
enhance Visit M

esa’s reputation as a trusted resource 
for m

eeting professionals throughout the country.  

TRA
D

ESHO


W
S

The N
ational G

roup Sales team
 has strategically 

selected planner conferences that offer hosted buyer/
reverse trade show

s that offer a full schedule of 
appointm

ents w
ith potential new

 contacts.  Reverse 
trade show

s afford Visit M
esa the opportunity to 

m
arket to, and review

 inform
ation about, planners prior 

to the conference. They provide a set appointm
ent 

schedule 
for 

suppliers 
to 

m
eet 

one-on-one 
w

ith 
planners and organizations w

hose m
eetings are w

ell-
suited to their destination.  O

ur experience using this 
unique form

at has consistently delivered prom
ising 

Request for Proposals (RFPs) for our stakeholders.  

SA
LES MISSIONS





N

ational G
roup Sales w

ill execute tw
o targeted 

sales m
issions. The first w

ill focus on connecting w
ith 

statew
ide associations and encourages participation 

from
 M

esa industry partners.  The second m
ission w

ill 
be the aforem

entioned joint program
 w

ith Flagstaff 
and Scottsdale C

VBs and Tem
pe Tourism

 in the D
.C

./
Virginia area. O

ur advanced research w
ill have us 

targeting those associations w
ith a high propensity 

to book regional m
eetings and sm

all to m
id-sized 

conferences in our destination.

SOCIA



L ME

D
IA

C
apitalizing on the trend to access social m

edia, 
N

ational G
roup Sales w

ill seek to expand our reach 
via netw

orks such as Facebook, LinkedIn and Tw
itter.  

A
dditionally, w

e w
ill enhance our efforts through 

M
eC

os, the G
oogle/

LinkedIn group for the M
eetings 

C
om

m
unity.  W

e have discovered through our past 
efforts that Visit M

esa can connect w
ith planners 

and decision m
akers discussing issues prior to, during, 

and after industry conferences, hosted buyer/reverse 
trade show

s, and events both locally and nationw
ide.  

In the past year alone, w
e have m

et six new
 clients 

and obtained three leads from
 active participation 

w
ith these groups.  O

ur goal is to identify additional  
un-tapped opportunities and increase leads through 
our efforts. 

RESPONSI








B
LE MEETIN




G
S 

Every corporate decision im
pacts 

people, planet and profits, the 
so called “triple bottom

 line.”  A
s 

organizations increasingly m
ake 

C
orporate Social Responsibility (C

SR) 
a business im

perative, m
eetings and 

events are being affected by m
ore 

and m
ore dem

and for sustainable 
practices and “greening.”  There are 
an increasing num

ber of industry 
standards, benchm

arks and guidelines 
on delivering sustainable events and 
socially responsible program

s. M
any 

destinations (large and sm
all) have 

established program
s that m

eet the 
needs of m

eeting professionals tasked 
w

ith adding C
SR to their program

s.  
Those w

ith established com
m

unity 
connections and resources utilized 
throughout their destination are 
keeping ahead of the curve on this 
trend and find them

selves on the top 
of planners’ preferred destinations lists.  
Source: M

PIW
eb.org, June 7, 2012
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NATIONAL








 G
ROUP





 SALES




 PRO



G

RAM



 OF

 W
OR


K

20
12

C
onnect M

arketplace
A

ug. 16-18, 2012  n  N
ew

 O
rleans, LA

 
This 

conference 
and 

reverse 
trade 

show
 

brings 
qualified professional and specialty association planners 
serving destinations from

 N
orth A

m
erica, the C

aribbean 
and Europe.  This year, m

ore than 400 planners attended 
the conference.  Visit M

esa held one-on-one m
eetings 

w
ith 26 planners and reached out during our exclusive 

m
orning coffee discussion event (supported by the 

event producers) to another 12 planners.  Tw
o Requests 

for Proposal (RFP) w
ere received during pre-conference 

m
arketing efforts, and w

e have issued one additional 
lead after the conference and anticipate at least tw

o 
m

ore leads this fall.
Society of G

overnm
ent M

eeting Professionals 
(SG

M
P) Joint Leaders M

eeting
O

ct. 18-20, 2012  n  M
iam

i, FL
This 

m
eeting 

brings 
together 

the 
President 

and 
Second Vice President of each chapter together to 
netw

ork and learn from
 each other about successful 

practices. 
 

Participation 
w

ill 
give 

Visit 
M

esa 
the 

opportunity to m
eet w

ith governm
ent planners in 

focused, inform
ation-filled sessions over a three day 

period. Shirtsleeve sessions w
ill also allow

 for in-
depth conversations on key issues in governm

ent 
m

eeting planning w
ith 33 state chapter Presidents w

ho 
are governm

ent planners in their hom
e state.   

Rejuvenate M
arketplace

O
ct. 22-24, 2012  n  C

olum
bus, O

H
Q

ualified planners from
 faith-based organizations 

join 
w

ith 
suppliers 

in 
pre-set 

appointm
ents. 

The 
producers of this conference anticipate 400+ attendees 
and Visit M

esa anticipates assigned m
eetings w

ith 30-
35 planners.  

Sm
all M

arket M
eetings C

onference
O

ct. 28-30, 2012  n  Jacksonville, FL 
A

fter tw
o years, this conference has successfully 

draw
n 

the 
interest 

of 
national 

organizations 
w

ith 
sm

all to m
edium

-sized groups that focus on second 
and third tier destinations.  Their reverse trade show

 

form
at provides pre-set appointm

ents for suppliers 
and planners, w

hile providing a close to one-to-one 
ratio m

aking excellent opportunities for netw
orking.  

D
estination A

rizona Presented  
by N

orthstar M
edia G

roup
O

ct. 28-30, 2012 
N

orthstar M
edia G

roup, publishers of M
&C

: M
eetings 

&
 C

onventions and Successful M
eetings m

agazines, 
w

ill be the event host at this annual tradeshow
 that 

brings suppliers and planners together for three days 
of business. Visit M

esa is guaranteed a m
inim

um
 of 20 

pre-scheduled, one-on-one appointm
ents w

ith high-
level planners w

ho are looking to bring their future 
m

eetings to A
rizona. A

ll planners are pre-qualified 
prior to confirm

ing their attendance.

20
13

A
rizona Sales M

ission
January

A
rizona association executives w

ill be targeted for 
future m

eetings opportunities. O
ur goal is to establish 

m
eetings w

ith 15 –
 20 organizations over three days.

W
ashington D

.C
. O

utreach
A

pril
Planning is underw

ay to join the Flagstaff C
VB, 

Scottsdale C
VB and Tem

pe Tourism
 for several events 

in 
D

.C
. 

w
ith 

association 
planners 

and 
executives.  

A
dvanced research regarding past m

eetings w
ill focus 

our efforts on select planners.  Each participating 
D

M
O

 w
ill invite 20-25 contacts to attend the events.  

Sales calls w
ill be m

ade to those contacts unable to 
confirm

 attendance. 
C

ollaborate M
arketplace

June 13-15, 2013  n  D
enver, C

O
C

ollaborate 
M

arketplace 
brings 

top 
corporate 

planners 
from

 
across 

the 
country 

for 
pre-set 

appointm
ents 

w
ith 

suppliers. 
 

This 
is 

the 
new

est 
addition 

to 
C

ollinson’s 
M

arketplace 
conferences.  

D
uring 

last 
year’s 

conference, 
there 

w
ere 

nearly 
400 corporate planners that attended.  Visit M

esa 
anticipates betw

een 26-28 scheduled appointm
ents at 

this year’s conference.  
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O
B

JEC
TIVES




n	Prom
ote 

M
esa 

as 
a 

convenient 
and 

affordable 
destination w

ith different tiers of hotels and unique 
attractions to the U

.S. and C
anadian traveler. 

n	Prom
ote new

 service to Phoenix-M
esa G

atew
ay 

A
irport w

hile continuing to increase m
arket share for 

visitors arriving via Phoenix Sky H
arbor. 

n	Build and strengthen relationships w
ith receptive 

tour operators and international and dom
estic tour 

operators offering both individual and group tour 
series product.  M

em
bership in U

.S. Travel A
ssociation 

w
ill open up new

 opportunities to increase M
esa’s 

know
ledge 

of 
the 

trends 
in 

travel 
for 

all 
m

arket 
segm

ents; individual, m
eetings and group. It w

ill also 
enable Visit M

esa to be m
ore aw

are of opportunities 
in new

 and em
erging m

arkets w
hile reaching out to 

existing 
feeder 

m
arkets 

such 
as 

U
nited 

Kingdom
, 

G
erm

any, France and M
exico.

TRAVEL








 
IN


D

USTR





Y
 

SALES







OVERVIE





W
Visit M

esa’s Travel Industry Sales departm
ent w

ill offer an enhanced focus on com
m

unicating M
esa’s point of 

difference to travel partners to encourage destination placem
ent in their program

s. W
e actively prom

ote M
esa 

to the leisure m
arket through outreach to airline vacation operators, travel agents, w

holesalers, tour operators, 
international receptive operators and consum

ers w
orldw

ide. O
ur strength is in our partnerships. To m

axim
ize 

our effectiveness and reach, w
e w

ill align our efforts w
ith the A

rizona O
ffice of Tourism

 and statew
ide D

M
O

s to 
effectively target key clients in the dom

estic and international leisure travel m
arkets. Trends in the leisure industry 

support the notion that an increased num
ber of travelers are considering value destinations w

ith close proxim
ity 

to airport, city centers and m
ost im

portantly, unique shared activities.

TA
K

IN
G

 C
LIENT

 
MANA





G

EMENT



 TO


 A

 
W

HOLE


-NE
W

 LEVEL
  

By January 2013, the M
esa C

VB w
ill 

fully utilize the C
ustom

er Relationship 
M

anagem
ent (C

RM
) system

 developed 
by Tucson-based sim

pleview
. This w

eb-
based softw

are is recognized nationally 
as one of the leading custom

er and 
relationship m

anagem
ent system

s for 
tracking all client contact. The softw

are 
w

ill allow
 Visit M

esa to dram
atically 

im
prove all sales, m

arketing and 
com

m
unications reporting. W

e w
ill have 

individual m
odules to m

anage clients for 
Travel Industry Sales, Sports, M

eetings, 
Industry Partners, and C

om
m

unications. 
The Partner Login w

ill also allow
 our 

industry partners to respond to leads 
and referrals electronically. The new

 
database w

ill sync w
ith our w

ebsite, 
also m

anaged by sim
pleview

, and allow
 

our staff to better m
anage our Industry 

Partner listings w
hich are view

ed online. 
Sim

pleview
 just launched the m

obile 
application of C

RM
 allow

ing for instant 
access w

hile traveling on m
issions and 

for real-tim
e updates to our database. 

The M
esa C

VB also plans to use the 
eN

ew
sletter vendor, D

istribion, for our 
various com

m
unication tools including 

The Visit M
esa Insider, M

VP: M
esa  

Visitor Profile and our consum
er 

e-m
arketing alerts. 
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STRATE





G
IES

PRO
D

UCT


 TRAININ



G

S &
 SA

LES MISSIONS



: 

TAR
G

ETIN
G

 TRAVEL A
G

ENTS
 &

 TOUR


 O
PERATORS


The Travel Industry Sales team

 w
ill attend three 

airline call center trainings for key clients including 
A

llegiant, 
W

est 
Jet, 

and 
Southw

est 
A

irlines. 
This 

year’s program
 of w

ork features eight sales m
issions 

to target m
arkets w

ith local partners,  the G
reater 

Phoenix C
onvention &

 Visitors Bureau. This includes 
tw

o m
issions targeting receptive tour operators in Los 

A
ngeles and Las Vegas to build relationships w

ith and 
create a database for this im

portant segm
ent of the 

industry.  

TRA
D

ESHO


W
S 

A
ttending key industry tradeshow

s and conferences 
is one of the best w

ays to generate leads for our 
partners. Travel Industry Sales w

ill be attending five 
tradeshow

s 
and 

conferences 
including 

A
m

erican 
Bus 

A
ssociation, 

N
ational 

Tour 
A

ssociation, 
N

orth 
A

m
erican Journeys Sum

m
it, A

rizona Spotlight, and U
.S. 

Travel A
ssociation’s International Pow

 W
ow

. 

E-MARKETIN



G

D
igital cam

paigns w
ill help prom

ote M
esa as a 

prem
ier leisure destination and effectively target travel 

professionals and consum
ers. The Travel Industry Sales 

team
 w

ill participate in the Infox Q
uarterly e-m

ail 
blast to 90,000 U

.S. and C
anadian travel agents and 

tour operators. In addition, Visit M
esa w

ill partner w
ith 

Southw
est Vacations on their prom

otional cam
paigns 

scheduled for Sum
m

er, Fall, and W
inter seasons.

TRAVEL IN
D

USTRY


 FAM


 TOURS



Throughout the year, the Travel Industry Sales team

 
w

ill recruit attendees for the Travel Professionals FA
M

 
tour scheduled in spring 2013. O

ur team
 w

ill invite 
top producing agents to experience M

esa hotels and 
unique attractions in our region and discover firsthand 
w

hat sets our area apart from
 other destinations. A

 
portion of the funding for the FA

M
 tour w

ill com
e 

from
 the Prop 302 funds secured from

 the Tow
n of 

G
ilbert (see also M

arketing). 

TAR


G
ET

 MAR



K

ETS
 

D
RIVE MARKETS




Key drive m
arkets for M

esa are C
alifornia, N

ew
 

M
exico 

and 
W

est 
Texas. 

Sales 
calls 

and 
em

ail 
com

m
unications w

ill be tools used to reach each 
m

arket by booking season. 

FLY-IN
 MARKETS




Key fly m
arkets for FY

 2012-13 w
ill include D

enver, 
D

allas, C
hicago, and W

estern C
anadian cities w

ith 
non-stop air service to A

rizona. A
s additional service 

is announced to Phoenix-M
esa G

atew
ay A

irport, Visit 
M

esa w
ill evaluate sales opportunities in these to-be-

announced locations.  
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PRO



G

RAM



 OF

 W
OR


K

A
rizona G

overnor’s C
onference on Tourism

July 11-13, 2012  n  A
rizona Biltm

ore, Phoenix A
Z

A
llegiant A

ir C
all C

enter
A

ugust 21, 2012  n  Las Vegas N
V

Participation open to M
esa suppliers  

(hotels/attractions)

D
enver Sales M

ission
Septem

ber 10-14, 2012  n  D
enver, C

O
Partner: G

reater Phoenix C
VB

C
algary &

 Edm
onton Sales M

ission
Septem

ber 24-28, 2012  n  Edm
onton 

&
 C

algary, A
lberta, C

anada
Partner: G

reater Phoenix C
VB

C
hicago Sales M

ission
O

ctober 15-19, 2012  n  C
hicago, IL

Partner: G
reater Phoenix C

VB

Las Vegas Receptive M
ission

N
ovem

ber 2012  n  Las Vegas, N
V

Partner: G
reater Phoenix C

VB

Southw
est Vacations D

estination Training
D

ecem
ber 4-6, 2012  n  O

rlando, FL

A
m

erican Bus A
ssociation C

onference
January 5-7, 2013  n  C

harlotte, N
C

Los A
ngeles Receptive M

ission
January 14-18, 2013  n  Los A

ngeles, C
A

Partner: G
reater Phoenix C

VB

N
ational Tour A

ssociation C
onference

January 20-24, 2013  n  O
rlando, FL

W
estern C

anada Sales M
ission

February 4-8, 2013  n  Vancouver 
&

 Victoria, British C
olum

bia
Partner: G

reater Phoenix C
VB

NA


J Sum
m

it
February 13-14, 2013  n  M

arina D
el Rey, C

A

D
allas Travel A

gent Sales M
ission

M
arch 13-15, 2013  n  D

allas, TX
Partner: G

reater Phoenix C
VB

Spotlight on the Southw
est

A
pril 21-23, 2013  n  Tucson, A

Z

AAA



 Southern C

alifornia Sales M
ission

M
ay 6-10, 2013  n  Southern C

alifornia
Partner: G

reater Phoenix C
VB

USTA
’s International Pow

 W
ow

June 8-12, 2013  n  Las Vegas, N
V 

THE


 PO


W
ER

 OF
 A

 
B

OO


K
IN

G
 EN

G
INE

  
Earlier this year, the M

esa C
VB loaded 

the JackRabbit System
s Booking 

Engine on the w
ebsite, VisitM

esa.com
. 

JackRabbit is the developer of online 
travel softw

are and specializes in 
providing this service for destination 
and visitors bureau w

ebsites. W
hen 

potential visitors find Visit M
esa online, 

on our Facebook page, or access our 
w

ebsite through the m
obile site view

ed 
on sm

art phones, they can now
 do a 

direct search for accom
m

odations and 
interface w

ith the BookD
irect™ system

. 
JackRabbit has designed the system

 to 
m

atch Visit M
esa’s current m

arketing 
brand and includes functionality that 
allow

s visitors to com
pare rates and 

availability and select desired lodging. 
The visitor w

ill then be redirected to 
com

plete their transaction directly 
w

ith the lodging property. A
ligning 

w
ith JackRabbit System

s and their 
technology w

ill help the M
esa C

VB 
better track our sales and m

arketing 
efforts and help catapult M

esa and 
our hotel product to the tops of lists 
everyw

here. The BookD
irect™ Search 

Engine is the only booking solution in 
the m

arketplace that is 100%
 dedicated 

to facilitating direct reservations to all 
lodging properties in each destination. 
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O
B

JEC
TIVES




n	D
rive visitor spending and long term

 econom
ic 

im
pact by filling hotels, restaurants, and other local 

retailers w
ith sports-related business. 

n	G
enerate positive exposure and visibility for M

esa 
and our partnering cities through sports,

n	Position the area as a “cham
pionship destination” 

and one of the nation’s prem
ier locations for sporting 

events 
in 

the 
eyes 

of 
N

ational 
G

overning 
Bodies 

(N
G

B’s) and event rights holders.

n	Increase local aw
areness of the sports event industry 

and educate citizens on the im
pact of direct visitor 

spending. 

n	C
ontinue to develop and strengthen relationships 

w
ith 

local 
host 

partners 
and 

sport-specific 
organizations. 

n	Encourage new
 and enhanced facility and venue 

developm
ent 

that 
w

ill 
create 

increased 
visitor 

spending in M
esa and our surrounding region.

STRATE





G
IES

MISSIONS



, CONFERENCES







 &
 TRA

D
E SHO


W

S
Visit 

M
esa 

Sports 
w

ill 
attend 

national 
sports 

conferences and tradeshow
s to m

eet one-on-one w
ith 

event ow
ners and rights-holders to prom

ote M
esa as 

a prem
ier sports event destination. W

e w
ill travel to 

those events that are planning tournam
ents in M

esa 
in the future to target attendees and begin prom

oting 
our regional attributes, m

ake sales calls, and seek out 
opportunities to host client events in advance of their 
upcom

ing program
 or event in M

esa. These efforts w
ill 

also provide Visit M
esa w

ith additional opportunities 
to recruit and secure new

 sports business. 

LEA
D

 G
ENERATION




Visit 
M

esa 
w

ill 
develop 

and 
generate 

qualified 
sports leads on a consistent basis for M

esa hotels. 
O

ur follow
 up and reporting w

ill focus on room
-night 

tracking and accurate pick-up reports follow
ing key 

sporting events.

Y
OUTH





 

&
 

AMATEUR









 

SPORTS






 

OVERVIE





W
The M

esa C
onvention &

 Visitors Bureau Sports Sales team
 m

arkets and prom
otes the city’s sports venues 

in order to attract new
 business for the region in the form

 of visitor driven sports events, tournam
ents and 

cham
pionships. The Sports team

 also w
orks closely w

ith local partner organizations to successfully host and 
service existing events prim

arily for the purpose of enhancing the product w
hile developing repeat business. Both 

the m
arketing and hosting com

ponents of events and tournam
ents are designed to effectively position and brand 

Visit M
esa and the G

atew
ay region as one of the nation’s prem

ier sports event destinations.
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EVENT
 EVA

LUATION



 &

 BID
S

O
ur team

 w
ill actively prospect for new

 business 
prim

arily 
by 

building 
client 

relationships, 
staying 

current w
ith databases, research, sports directories, 

industry publications, industry contacts and sim
ilar 

resources. O
ur detailed research efforts w

ill evaluate 
potential events in coordination w

ith our host partners 
to 

determ
ine 

viable 
hosting 

options 
for 

M
esa’s 

facilities. D
uring this process w

e w
ill increase our 

sales focus on em
erging sports and m

arkets for M
esa 

in the field of aquatics (i.e., w
ater polo, synchronized 

sw
im

m
ing), baseball, softball, lacrosse, and golf.  W

hen 
w

e find the right fit, the Visit M
esa Sports team

 w
ill 

produce high-quality bid proposals and presentations 
for select sporting events and w

ork in cooperation 
w

ith M
esa hotels, venues and local host organizations 

and partners to secure new
 business.  

ON


LINE
 PRESENCE




W
ith hundreds of athletes visiting M

esa each year, 
it’s im

portant to engage them
 w

hile they are in M
esa 

as they are instant am
bassadors for our destination. 

O
nce they experience firsthand M

esa sports facilities, 
our level of service and the w

arm
th and hospitality 

that is found throughout M
esa, w

e w
ant our coaches 

and athletes to share their experiences w
ith the online 

com
m

unity. W
e actively encourage their activity on 

our m
obile site w

here they can search listings for 
M

esa restaurants, shopping, nightlife and other things 
to do. A

thletes and traveling fam
ilies are also provided 

our printed resources in advance to help them
 plan 

extended stay activities and get the m
ost out of their 

visit to M
esa. W

e also engage athletes on Tw
itter and 

have established an identity for Sports M
anager Josh 

Todd, @
M

esaSportsG
uy, and w

e have carried on that 
persona on the Visit M

esa Sports Facebook page. 

LOCA



L SPORTS

 RESOURCE





V
isit M

esa Sports w
ill serve as a local resource to 

M
esa A

quatics C
lub and the C

ity of M
esa Parks and 

Recreation departm
ent. W

e w
ill foster relationships 

w
ith local organizing com

m
ittees as w

e rely on them
 

for hosting duties, hospitality, volunteers and event 
m

anagem
ent. 

HOSTE



D

 EVENTS





YOUTH



 &

 AMATEUR



 SPORTS



N
ational Junior D

isabled C
ham

pionships
July 21-28, 2012

M
ore than 400 athletes, coaches, and parents com

e 
to M

esa to com
pete in July.  The host hotel alone w

ill 
actualize m

ore than 1,100 room
 nights from

 this seven-
day com

petition.

VisitM
esa.com

 Basketball C
hallenge

D
ecem

ber 26-30, 2012
Visit M

esa w
ill secure its role as title sponsor of 

this prestigious 16 team
 high school boys basketball 

tournam
ent.  

Fiesta Bow
l Shootout

D
ecem

ber 28-30, 2012
Visit 

M
esa 

has 
w

orked 
w

ith 
the 

host, 
M

esa 
C

om
m

unity C
ollege, and helped grow

 this 20-year-old 
stay-and-play event into the top Junior C

ollege M
en’s 

Basketball tournam
ent in the country.  

Tough M
udder A

rizona
February 23-24, 2013

For the second straight year Tough M
udder w

ill 
bring 

their 
popular 

endurance 
event 

to 
M

esa’s 
Eastm

ark (form
erly D

M
B Proving G

rounds). In 2012, 
it 

w
as 

estim
ated 

that 
22%

 
of 

event 
attendees 

w
ere from

 outside our region and required hotel 
accom

m
odations. This year, the goal is to exceed last 

year’s participants of 9,200, and room
 nights realized 

by at least 10%
.
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W

EST 
S

W
IMMIN




G
 C

APITAL



  

The 2013-2016 U
SA

 Sw
im

m
ing G

rand 
Prix series w

ill be calling M
esa hom

e 
for the next four years. This elite 
event is a show

case series for U
SA

 
Sw

im
m

ing and Visit M
esa w

ill be the 
presenting sponsor.  This annual six 
city stop attracts 600-800 com

petitive 
sw

im
m

ers from
 across the nation and 

from
 several international countries. 

In 2012, the m
eet w

as attended by 
elite athletes including M

ichael Phelps, 
Ryan Lochte, N

atalie C
oughlin and 

M
issy Franklin just to nam

e a few
.  A

ll 
m

eets are stream
ed around the globe 

in live, online broadcasts and M
esa’s 

2013 event w
ill be televised nationally 

on N
BC

/
U

niversal Sports. “W
e are 

incredibly honored that U
SA

 Sw
im

m
ing 

has entrusted our organization to host 
w

hat w
e consider to be one of the 

‘crow
n jew

els’ of sw
im

m
ing events,” 

said M
esa A

quatics C
lub C

EO
 Paul 

Sm
ith.  “The collaboration of M

AC
, The 

C
ity of M

esa, the M
esa C

VB and M
esa 

Public Schools has allow
ed us to fully 

m
axim

ize tw
o of the finest facilities in 

the country.”
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Triple C
row

n Sports Spring  
Baseball N

ationals &
 USSSA


 Super NIT


M

arch 2013
These tw

o events book every w
eekend in M

arch, 
Thursday through Sunday, and in 2012 w

ere responsible 
for generating m

ore than 4,000 room
 nights in M

esa.  
Visit M

esa is continuing to build upon its valued 
relationship w

ith Triple C
row

n and U
SSSA

 to ensure 
both groups enhance their grow

th and continue to 
find success in M

esa.

C
lover C

up at Longbow
 

M
arch 7-10, 2013
The Second A

nnual N
otre D

am
e C

lover C
up is 

building off last year’s 13 school, 80 player event.  To 
date, the Visit M

esa team
 has confirm

ed 19 schools 
(N

C
A

A
 D

iv. I) w
hich w

ill generate m
ore than 100 out-

of-state players for the 2013 event.

N
JCAA




 G
olf N

ational C
ham

pionships
M

ay 16-19, 2013
This event w

as bid on in partnership w
ith the Phoenix 

Regional Sports C
om

m
ission and aw

arded to M
esa for 

M
ay 2013 and M

ay 2015.  It w
ill be held at Longbow

 and 
host hotels have already been contracted.  120+ of the 
finest junior college w

om
ens’ golfers in the country are 

scheduled to com
pete.

A
Q

UATI



C

S
USA


 Sw

im
m

ing IMX
 Regional G

am
es (W

estern)
N

ov. 16-18, 2012
This regional sw

im
 m

eet is expected to bring in m
ore 

than 300 sw
im

m
ers under the age of 15 to com

pete in 
U

SA
 Sw

im
m

ing’s IM
Xtrem

e W
estern Regional in M

esa.  
The event w

ill be held at Kino A
quatic C

enter and be 
hosted by M

esa A
quatics C

lub (M
AC

) and pull from
 a 

17 state region.

C
itrus C

lassic W
inter Training

D
ec. 15, 2012-Jan. 16, 2013
G

oing into our fourth year, this joint partnership 
betw

een Visit M
esa, C

ity of M
esa, M

esa Public Schools 
and M

esa A
quatics C

lubs already has a solid national 
reputation.  C

reated to take advantage of M
esa’s idyllic 

w
inter w

eather, this event encourages college sw
im

 
team

s to train over their holiday breaks. The  C
itrus 

C
lassic has m

ore than 10 schools com
m

itted to training 
in M

esa and w
ill once again host nearly 400 sw

im
m

ers 
and coaches.  W

e brand w
inter sw

im
 training on the 

event w
ebsite, VisitM

esa.com
/citrusclassic.

USA


 Sw
im

m
ing G

rand Prix Series
A

pril 10-13, 2013
This year, M

esa A
quatics C

lub and Skyline A
quatic 

C
enter w

ill host the first of four U
SA

 Sw
im

m
ing G

rand 
Prix Series events. Visit M

esa is the presenting sponsor. 
M

ore 
than 

600 
sw

im
m

ers 
including 

som
e 

of 
the 

nation’s elite O
lym

pic-level athletes are expected to 
participate. 

TRAVEL





 S
C

HE
D

ULE


USAS


 C
onvention (U

nited States A
quatic Sports)

Sept. 11-13, 2012  n  G
reensboro, N

C
This annual convention attracts approxim

ately 300 
attendees 

w
ho 

represent 
boards 

of 
directors 

and 
national m

em
bers of U

SA
 Sw

im
m

ing, U
SA

 W
ater Polo, 

U
S M

asters Sw
im

m
ing, U

SA
 D

iving, and U
SA

 Synchro.  

14
  |  M

ESA
 C

V
B

 B
U

SIN
ESS D

EV
ELO

PM
EN

T
 PLA

N
 20

12-20
13

afantas
Text Box
Study Session
October 25, 2012
Attachment 3
Page 16 of 32



M
esa is one of just a few

 cities that has a presence 
on the tradeshow

 floor w
here bidding and m

eetings 
for future cham

pionships are held. Each year, Visit 
M

esa schedules a m
inim

um
 of ten appointm

ents and 
anticipates at least four leads from

 the event. 

USOC



 SportsLink (U

nited States O
lym

pic 
C

om
m

ittee)/
D

enver Sales M
ission

Sept. 18-25, 2012  n  C
olorado Springs/

D
enver, C

O
The U

nited States O
lym

pic C
om

m
ittee SportsLink 

brings in 24 N
ational G

overning Bodies and schedules 
m

any inform
ational m

eetings betw
een event m

anagers 
and 

D
M

O
s/

Sports 
C

om
m

issions 
representing 

m
ore 

than 100 cities. Visit M
esa Sports plans to host six 

targeted m
eetings, and generate  at least tw

o leads. 
The m

ission is in conjunction w
ith N

A
SC

’s sm
all- to 

m
id-m

arket roundtables and netw
orking sessions. The 

D
enver sales m

ission w
ill be held on the backend of the 

conference. 

TEAMS


 C
onference &

 Tradeshow
 (SportsTravel)

O
ctober 1-5, 2012  n  D

etroit, M
I

TEA
M

S is the leading conference and expo in the 
sports tourism

 industry and is an inform
ative trade 

show
 w

ith m
ore than 400 sports-event suppliers and 

destinations. 
Visit 

M
esa 

w
ill 

conduct 
30 

personal 
appointm

ent sessions that allow
 quality tim

e w
ith 

event organizers, ow
ners and cities that can potentially 

host events. From
 these appointm

ents, the goal is to 
generate six leads. The netw

orking opportunities are 
vital as w

e continue to m
arket M

esa for future events.  

Indianapolis/
South Bend Sales M

ission
O

ctober 19-24, 2012  n  Indianapolis/
South Bend, IN

 
This region is vital to our area and connections here 

w
ill focus on continuing our relationship w

ith the 
U

niversity of N
otre D

am
e w

hich hosts their annual 
golf 

invitational 
in 

M
esa. 

Traveling 
w

ith 
Longbow

 
G

olf C
lub, this annual planning m

eeting w
ill occur in 

South Bend instead of M
esa. W

e w
ill also target South 

Bend residents and N
otre D

am
e A

lum
ni w

ho w
ould 

consider traveling to M
esa in M

arch for the event. 
W

hile in Indiana, the annual Indianapolis sales m
ission 

w
ill 

be 
com

bined 
w

ith 
this 

effort. 
H

ere, 
w

e 
w

ill 
target key am

ateur sports national governing bodies 
including N

C
A

A
, U

SA
 Synchro, U

SA
 Track &

 Field, and 
U

SA
 G

ym
nastics. 

A
BCA


 C

onvention  
(A

m
erican Baseball C

oaches A
ssociation)

January 2-6, 2013  n  C
hicago, IL

This annual baseball convention is the largest in 
the country and a key target for Visit M

esa Sports. 
M

ore than 3,500 adm
inistrators, event m

anagers, and 
coaches w

ill be in attendance and stopping through 
the tradeshow

 w
here w

e w
ill have presence. A

part 
from

 our event sponsorship, w
e w

ill have a booth 
touting M

esa as an in-dem
and baseball destination 

w
ith our new

 and existing top notch ballparks. W
e w

ill 
have 24 m

eetings and expect to solicit a m
inim

um
 of 

four leads from
 A

BC
A

. 

NASC



 Sym

posium
  

(N
ational A

ssociation of Sports C
om

m
issions)

A
pril 22-25, 2013  n  Louisville, KY
The 

N
A

SC
 

Sym
posium

 
is 

a 
reverse 

tradeshow
 

and represents one of the largest events that Visit 
M

esa attends each year. M
ore than 400 sporting 

event industry leaders have tradeshow
 booths and 

destination 
m

arketing 
organization 

representatives 
schedule one-on-one appointm

ents w
ith each event. 

N
A

SC
 is the leading m

em
bership-based sports tourism

 
association in the country. Visit M

esa w
ill secure 

at least 20 scheduled appointm
ents w

ith a goal to 
generate 5 to 8 leads. In addition, Visit M

esa w
ill 

participate in valued and inform
ative industry-related 

education 
sessions 

and 
netw

orking 
opportunities 

throughout the sym
posium

.

LP
G

A
 VISITMESA








.C

OM


 
G

ATE


W
A

Y
 C

LASSI



C

   
The M

esa C
onvention &

 Visitors 
Bureau is targeting the LPG

A
 (Ladies 

Professional G
olf A

ssociation) w
ith the 

intention to host a signature event in 
M

esa this fiscal year as part of their 
Sym

etra Tour. By partnering w
ith a 

national organization of this caliber, 
Visit M

esa w
ill be prim

ed for national 
positioning of the destination w

ith 
a new

 audience –
 the w

om
an golfer. 

A
ttracting the LPG

A
 is a logical next 

step for our destination as w
e continue 

to prom
ote our aw

ard-w
inning golf 

courses as offering som
e of the best 

tournam
ent play in the Southw

est. 
The Sym

etra Tour is referred to as 
the “The Road to the LPG

A” and is 
the official developm

ental tour of 
the organization. The Sym

etra Tour 
schedule runs from

 M
arch through 

Septem
ber and has m

ore than 300 
players com

peting from
 around the 

w
orld. Visit M

esa w
ill be the title 

sponsor of this tournam
ent and the 

G
atew

ay C
lassic nam

e w
ill draw

 
attention to M

esa and our em
erging 

region. Securing this event, and others 
w

ith a national built-in audience, w
ill 

be the focus for the M
esa C

VB in the 
years ahead.
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O
B

JEC
TIVES




n	Strengthen aw
areness of M

esa and the surrounding 
region as a visitor destination through a targeted 
advertising plan.

n	Elevate 
recognition 

of 
the 

Visit 
M

esa 
brand 

to 
increase visitor travel to the M

esa.  

n	Build a strong online presence in order to keep M
esa 

and the surrounding region on the m
inds of potential 

visitors.  

n	Target 
m

arkets 
w

ith 
non-stop 

service 
to 

M
esa 

served by Phoenix-M
esa G

atew
ay A

irport.  

n	Execute m
ulti-layered m

arketing cam
paigns in the 

C
hicago, D

enver and M
innesota m

arkets and leverage 
exposure available through A

rizona O
ffice of Tourism

’s 
Target C

ities cam
paign.

n	Extend 
our 

cam
paign 

w
ith 

TripA
dvisor.com

 
and 

expand presence on other online services that provide 
w

ebsite banner cam
paigns w

ith a call to action. 

n	Expand 
online 

m
arketing 

through 
the 

use 
of 

retargeting services that reach previous site visitors 
using 

geographic, 
behavioral 

and 
w

eather-related 
triggers.

n	Partner w
ith nationw

ide airports w
ith direct service 

to Phoenix-M
esa G

atew
ay A

irport and develop online 
cam

paigns that w
ill reach their custom

er or passenger 
databases.

n	Expand reach to sports travel planners, groups and 
schools traveling for tournam

ents and sports events.
 

MAR



K

ETIN





G

OVERVIE





W
The M

esa C
onvention &

 Visitors Bureau M
arketing team

 has planned a com
prehensive advertising and m

arketing 
cam

paign that prom
otes our destination using vibrant photography and varied calls to action.  The greater portion 

of advertising and m
arketing spending w

ill be from
 funds available through Prop 302 grant funding. Placem

ents 
w

ill show
case the “IN

 M
ESA” m

essage w
here key action w

ords are follow
ed by the w

ords IN
 M

ESA
 (i.e., Play IN

 
M

ESA
, Stay IN

 M
ESA

, G
olf IN

 M
ESA

, M
eet IN

 M
ESA

) and paired w
ith a signature im

age. The cam
paign w

ill highlight 
the variety of activities and experiences that can be enjoyed in M

esa. Visit M
esa w

ill feature our advertising 
cam

paign in the follow
ing m

edium
s:  print, online, m

obile (sm
art phone/

tablet), m
ass transportation (vehicle 

w
raps), radio, display ads, and m

ore. 
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STRATE





G
IES

AIR
PORT

 MARKETIN



G

 

A
LLEG

IANT


 AIR
LINES

 has offered passenger service 
to and from

 M
esa since 2007 and rem

ains one of Visit 
M

esa’s strongest partners.  O
ver the next fiscal year, 

the M
esa C

VB w
ill focus on increasing the num

ber 
of packages offered through A

llegiant Vacations 
featuring M

esa hotel partners. Starting this fall, w
e 

w
ill dedicate funds to be part of the airline’s Vote for 

Vacation prom
otion w

hich w
ill include three regional 

m
arketing cam

paigns throughout the continental U
.S.  

Visit M
esa w

ill participate in the W
est and C

entral 
regional prom

otions w
hich w

ill include stops in each 
city that has direct service to Phoenix-M

esa G
atew

ay 
A

irport.  M
esa collateral prom

oting hotel packages 
available through the airline w

ill be distributed to 
consum

ers at a variety of pre-scheduled events 
and stops in these regions. Because of the play off 
the presidential cam

paign, it is expected that this 
prom

otion w
ill receive increased interest from

 the 
m

edia and produce a greater am
ount of earned 

m
edia coverage.  The O

gden, U
T m

arket w
ill also be 

targeted via their m
ass transit system

s, both train and 
bus service to and from

 the Salt Lake C
ity area, w

ith 
vehicle w

raps. 

FRONTIER


 
AIR

LINES
 

is 
the 

new
est 

partner 
to 

provide com
m

ercial passenger service to and from
 

M
esa. The Visit M

esa team
 w

ill im
plem

ent a plan 
to develop aw

areness of direct service to D
enver 

and the opportunities for connection through this 

international hub airport. W
e w

ill w
ork w

ith Frontier  
to educate their agents on M

esa and increase the 
num

ber of room
 nights booked using their vacations 

booking system
. O

ur m
arketing team

 w
ill also pull all 

D
enver-area contacts from

 our consum
er database 

and target them
 regularly w

ith e-m
ail blasts prom

oting 
M

esa’s seasonal m
essages. Visit M

esa and Frontier 
A

irlines w
ill also w

rap a light rail car along D
enver’s 

RTD
 (Rail Transportation D

istrict) m
etro system

 this 
Septem

ber through D
ecem

ber to prom
ote new

 airline 
service starting in m

id-N
ovem

ber.   

SPIRIT AIR
LINES

 offers M
esa’s only non-stop service 

to the D
allas/

Ft. W
orth region and continuing service 

to Florida and the C
aribbean. M

ost recently, the airline 
announced it w

ill begin service during our peak travel 
season from

 C
hicago O

’H
are A

irport.  The m
arketing 

team
 

w
ill 

engage 
in 

an 
aw

areness 
cam

paign 
 

to 
highlight this new

 service betw
een M

esa and C
hicago, 

w
hile grow

ing the share of M
esa hotels in the Spirit 

Vacations online booking system
. A

n online banner 
advertising cam

paign targeted to the G
reater C

hicago 
region w

ill also help increase aw
areness of the direct 

service.  These online banners w
ill be geographically 

and behaviorally triggered to those living w
ithin a 

specified radius of O
’H

are A
irport and target potential 

consum
ers 

w
ho 

have 
searched 

for 
A

rizona 
travel 

inform
ation w

ithin the last 60 days.  This w
ill reach 

a m
arket that has a higher propensity to travel to 

A
rizona and to M

esa w
ithin the next year. O

ur efforts 
w

ith Spirit A
irlines w

ill also include a social m
edia 

m
arketing cam

paign to highlight the C
hicago C

ubs 
Spring Training experience w

ith active links to the 
new

 stadium
 construction w

ebcam
.  This cam

paign 
w

ill target residents throughout Illinois and the U
.S. to 

reach C
actus League baseball fans.

G
ETTIN




G
 THE


 MESSA





G

E 
OUT




 VIA


 MO


B
ILE

,  
E-MAIL


 &

 SO


C
IAL

  
ME

D
IA

 PLATFORMS








   
The goal of Visit M

esa’s internet 
m

arketing efforts are to reach the 
broadest audience possible,  heighten 
the nam

e recognition of M
esa, 

and educate the online consum
er 

about M
esa’s strengths as a leisure 

and corporate travel destination in 
A

rizona.  The M
arketing team

 w
ill 

continue to im
prove and enhance the 

Visit M
esa w

ebsite in order to m
eet 

the needs and new
 technologies used 

by the online travel consum
er.  Visit 

M
esa w

ill research best practices 
from

 com
plem

enting C
VBs, focus on 

im
proving content creation, optim

ize 
key w

ords in our content for best 
search results, increase the distribution 
and prom

otion of our online and 
digital resources w

hile building m
ore 

links into our visible m
aterials and 

tracking system
s to m

easure those 
results. Through the use of our digital 
com

m
unication tools, w

e w
ill increase 

the num
ber of opportunities for 

dow
nloads of Visit M

esa brochures and 
develop a successful lead generation 
program

 for our industry partners. O
ur 

social m
edia presence w

ill continue 
on the Visit M

esa  Facebook page, 
through several Visit M

esa handles on 
Tw

itter, and include new
 video content 

posted to the Visit M
esa You Tube 

channel. N
ew

 this fiscal year w
ill be 

the enhanced presence on G
oogle+ and 

w
e w

ill increase our targeted, them
ed 

boards and activity on Pinterest. 
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CANA





D
IAN


 CONNECTIONS











Visit M

esa w
ill engage in a cooperative m

arketing 
cam

paign w
ith our colleagues in Phoenix, Scottsdale 

and 
Tem

pe 
and 

C
ustom

 
M

arketing 
G

roup. 
This 

targeted effort w
hich w

ill reach the Toronto, O
ntario 

m
arket w

ith print, digital and outdoor advertising and 
prom

ote all these A
rizona destinations in tandem

 w
ith 

one another. The m
arketing team

 w
ill also support 

a six-m
onth long print and digital cam

paign w
ith 

C
anadian Traveller w

hich includes a pull-out Visit 
M

esa section featuring editorial content highlighting 
the new

 developm
ents and attractions in our region. 

REG
IONA




L PARTNERSHI



PS: VISIT G

ATEW
AY

The 
G

atew
ay 

Regional 
Visitor 

Partnership, 
an 

alignm
ent betw

een the M
esa C

onvention &
 Visitors 

Bureau w
ith the Tow

ns of G
ilbert and Q

ueen C
reek, 

began in 2009 w
ith initial support from

 the A
rizona 

O
ffice 

of 
Tourism

 
grant 

funds. 
The 

bureau 
has 

continued this effort to catapult the Visit G
atew

ay’s 
em

ergence as a travel entity and a region w
ith quality 

visitor experiences. The m
arketing efforts w

ill expand 
the visibility and online visitor use of VisitG

atew
ay.

com
, a portal w

ebsite. W
e w

ill secure a TripA
dvisor.com

 
cam

paign in w
hich the goal is to increase click-thrus 

to the Tow
ns of G

ilbert and Q
ueen C

reek w
ebsites. 

In 
addition, 

Visit 
M

esa 
w

ill 
launch 

a 
cooperative 

cam
paign w

ith the Tow
n of G

ilbert to develop a new
 

w
ebsite for G

ilbert at VisitG
ilbert.net.

PRO
POSITION




 302
Proposition 

302, 
M

aricopa 
C

ounty’s 
dedicated 

funding 
source 

available 
for 

tourism
 

m
arketing 

and prom
otion, is one of the m

ajor resources for 
m

arketing. 
Visit 

M
esa’s 

branding 
efforts 

w
ith 

Prop 
302 

funds 
over 

the 
next 

year 
w

ill 
include 

print 
advertisem

ents, outdoor cam
paigns, Internet banner 

ads and additional prom
otions to leisure, sports and 

business travel m
arkets.  A

dditionally, funds from
 Prop 

302 w
ill enhance the cooperative partnership betw

een 
the bureau and the Tow

n of G
ilbert.

PRO
POSITION




 202
The M

esa C
onvention &

 Visitors Bureau receives 
prom

otional 
support 

through 
Proposition 

202, 
destination m

arketing funds allocated through the 
A

rizona Indian G
am

ing initiative. O
ur partner, Fort 

M
cD

ow
ell Yavapai N

ation, aw
arded m

onies to the 
M

esa C
VB to be spent in a cooperative m

arketing 
cam

paign w
ith M

esa. This focused joint cam
paign 

w
ill include online m

arketing, a FA
M

 tour w
ith travel 

agents and m
edia, event sponsorships, and a dedicated 

sales m
ission to a specific target m

arket.
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Am
er. Baseball Coach Assoc.

Am
erican Sw

im
m

ing M
ag

Arizona M
eetings & Events

Canadian Traveller

Connect  M
arketplace - Collinson

Courier - N
TA Travel Planner

Group Tour M
agazine

Groups Today

M
PI Arizona Chapter Guide

Rejuvenate - Collinson

Sports Destination M
anagem

ent

Sports Events M
agazine

Sports Travel

Studen Group Tour

Student Group Travel

PUBLICATO
N

P
R

IN
T

 T
R

A
D

E

JULY
AUGUST

SEPTEMBEROCTOBERNOVEMBERDECEMBERJANUARYFEBRUARYMARCH

APRIL
MAY

JUNE

SO


C
IAL

 ME
D

IA
    

Visit M
esa’s social m

edia execution 
plan w

ill include: 
n	�D

aily Tw
itter posts featuring 

M
esa headlines and active links to 

VisitM
esa.com

.
n	�W

eekly M
esa Roundup e-new

sletters 
distributed to M

esa hoteliers 
and attractions prom

oting M
esa 

activities to current visitors.
n	�The developm

ent of a spring 
Facebook cam

paign that encourages 
and rew

ards active engagem
ent 

by the consum
er and constant 

prom
otion of M

esa experiences.
n	�D

istribution of seasonal e-M
agazines 

w
ith the goal of m

easuring response 
and grow

ing the num
ber of opted-in 

consum
ers. This effort w

ill em
phasize 

M
esa visitation during the W

inter and 
Spring seasons. The digital brochures 
w

ill be created by Local Lily and help 
prom

ote M
esa’s hidden gem

s and 
unique products to consum

ers seeking 
out the best of our destination. The 
digital guides w

ill be created to 
specifically target a new

, youthful 
visitor that seeks inform

ation through 
alternative m

ethods such as iBooks, 
on their sm

art phone, or from
 w

ebsite 
dow

nloads. The e-M
agazines w

ill be 
heavily m

arketed through a variety 
of channels and serve as a m

arketing 
tool for all Visit M

esa departm
ents –

 
Sales, C

om
m

unications and Sports. A
ll 

m
etrics w

ill be tracked as Visit M
esa 

continues to explore these new
  and 

em
erging m

arketing opportunities. 

M
A

R
K
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AO
T E-N

ew
sletter

Arizona The Golf State

Canadian Traveller

CM
G Canadian Co-op

Fetchback - Frontier

Southw
est Vacations

Specific M
edia - Allegiant

Spirit Airlines - Belo or other

Travel Guides Free

TripAdvisor

TripInfo

U.S. Airw
ays - E-M

iles

PUBLICATO
N

O
N
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AAA H&A, Living, M
idw

est

About W
inter Getaw

ay

Arizona O
fficial Vistor Guide

Arizona W
inter Insert

Arizona Drive Guide

Arizona State RV 

Cactus League Insert

Canadian Traveller

CM
G Canadian Co-op

Golf Chicago - Show
 Issue

Golf Tim
e - Illinois

Golfer's Guide - Arizona

Good Sam
 RV Guide

Horizon Travel - Canada

Phoenix M
ap & Guide

Phoenix O
fficial Visitor Guide

Sunseeker - Allegiant In-Flight

Valley Guide

PUBLICATO
N

P
R

IN
T

 LEIS
U

R
E

JULY
AUGUST

SEPTEMBEROCTOBERNOVEMBERDECEMBERJANUARYFEBRUARYMARCH

APRIL
MAY

JUNE
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O
gden - Allegiant

Vote for Vacation - Allegiant
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R
 C
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MO


B
ILE MAR




K
ETIN


G

    
Visit M

esa’s m
arketing team

 w
ill 

continue to enhance the m
obile 

w
ebsite (VisitM

esa.m
obi) that is 

accessed through sm
artphones, tablets 

and other hand-held devices. The site 
is m

anaged by Sim
pleview

 and w
e w

ill 
report the increase in m

obile users on 
a quarterly basis in the M

VP: M
esa 

Visitor Profile advocacy e-new
sletter 

to our industry partners. D
oing so w

ill 
reflect the grow

ing trend and dem
and 

for destination inform
ation and the 

im
m

ediacy of access to content from
 

this m
edium

. 

C
ONSUMER







 
E-NE

W
SLETTER




    
C

onsum
er e-new

sletters are a regular 
tool for the M

esa C
VB w

hich has been 
tracking opted-in consum

ers for nearly 
tw

o years via the M
ake it M

esa club, 
the M

esa C
VB’s online data capture 

form
. From

 O
ctober to M

ay, M
ake it 

M
esa e-new

sletters w
ill be sent every 

six w
eeks to these potential visitors. 

C
ontent w

ill announce new
 features on 

our w
ebsite, new

 brochure dow
nloads 

and them
ed, seasonal m

essages 
throughout the year. M

A
R

K
ET

IN
G

  |  21

THAT





’S
 A

 W
RAP




This fall, com
m

uters in D
enver, O

gden and Salt 
Lake C

ity w
ill be greeted w

ith large-scale im
ages 

of M
esa, A

rizona on light rail cars, trains and buses. 
Visit M

esa’s tw
o outdoor m

arketing prom
otions w

ill 
coincide w

ith the start of new
 non-stop air service 

from
 O

gden, U
T on A

llegiant A
irlines in Septem

ber, 
and non-stop daily service from

 D
enver starting in 

O
ctober on Spirit A

irlines and N
ovem

ber on Frontier. 
These efforts are intended to enhance M

esa’s 
visibility in these short haul m

arkets w
here the city’s 

recognition level is stronger. D
enver’s light rail train 

cars show
case a fam

ily hiking through M
esa’s vibrant 

landscape. The light rail car w
ill travel along five 

different routes of their Rail Transportation D
istrict 

(RTD
) w

hich m
aneuvers through D

enver’s dow
ntow

n 
core past C

oors Field, the Theater D
istrict and Sports 

A
uthority Field at M

ile H
igh stadium

. The exterior 
advertising is com

plim
ented by interior posters on 10 

cars that w
ill travel all the RTD

 train routes.  

The posters encourage passengers to get instant M
esa 

visitor inform
ation by scanning a Q

R code. M
ore 

than 400,000 riders utilize the RTD
 light rail system

 
w

eekly. 

        In O
gden, U

T riders on the m
unicipal bus system

 
w

ill be greeted w
ith sim

ilar large-scale im
ages, only 

here the Superstition M
ountains are in view

 w
ith a 

signature yellow
 Jeep and m

essaging that announces 
the short flights to M

esa and the G
atew

ay region. 
These im

ages w
ill m

ask the back of 10 buses that 
service O

gden and take com
m

uters to and from
 Salt 

Lake C
ity. The m

arketing reach of this effort can be 
seen by m

ore than 80%
 of O

gden’s population, or 
approxim

ately 270,000 U
tah residents. In addition, 

the interiors of 10 Front Runner train cars w
ill have 

posters m
arketing M

esa. The Front Runner trains 
travel 44 m

iles betw
een O

gden and Salt Lake C
ity 

and is one of the m
ost popular m

odes of travel for 
com

m
uters in the area w

ith an estim
ated 32,000 

riders each w
eek.
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O
B

JEC
TIVES




n	Increase aw
areness of M

esa, A
rizona and position 

the city and its regional com
m

unities as a prem
ier 

visitor destination by generating positive publicity and 
increasing the volum

e of m
edia coverage on M

esa in 
traditional and social m

edia outlets.

n	Establish Visit M
esa as a national and local m

edia 
resource to the w

orking press, and addressing issues 
related to travel and the visitor industry that affect our 
com

m
unity. 

n	W
ork w

ith Visit M
esa industry partners to prom

ote 
existing and new

 program
s and offerings for potential 

editorial coverage. 

n	Secure m
edia attendance on press tours to M

esa 
and the region w

hich allow
 for a first-hand experience 

of M
esa’s destination product. 

n	D
evelop editorial content for Visit M

esa brochures 
that reflects current editorial trends and story topics 
of interest to travel m

edia. 

n	Target 
U

.S. 
and 

C
anadian 

travel 
m

edia 
through 

m
issions, tradeshow

s and travel w
riter conferences. 

n	Track all travel industry-related m
edia coverage and 

calculate publicity value and reach. 

n	U
pdate 

industry 
partners 

regularly 
on 

national 
travel issues that affect our industry; educate the local 
resident on the im

portance of out-of-state visitors 
and how

 the travel industry positively im
pacts M

esa’s 
econom

y.  

C
OMMUNI








C

ATIONS








OVERVIE





W
The Visit M

esa C
om

m
unications departm

ent is the storytelling arm
 of our organization and strives to m

aintain a 
favorable public im

age of M
esa’s visitor industry. The departm

ent utilizes public relations tactics to secure national 
headlines on M

esa, A
rizona in a variety of m

edium
s –

 m
agazines, on the Internet, and on television and radio. 

The team
 w

orks closely w
ith travel journalists and key influencers by proactively updating them

 on the expanding 
visitor experience in our region. In addition, the C

om
m

unications departm
ent oversees all m

essaging and editorial 
content distributed by the M

esa C
onvention &

 Visitors Bureau including but not lim
ited to Visit M

esa brochures, 
advertorial placem

ents and VisitM
esa.com

 feature stories. O
ver the next 12 m

onths, the C
om

m
unications team

 
w

ill develop and execute an advocacy strategy that w
ill not only inform

 our key stakeholders about national 
issues related to the travel industry, but also target the local resident and educate citizens on the value of out-of-
state visitation to M

esa and the G
atew

ay region. 
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STRATE





G
IES

SERVE AS
 ‘FIRST CA


LL’ TO

 ME
D

IA
 

By developing and m
aintaining relationships w

ith 
national travel new

s m
edia, the C

om
m

unications team
 

establishes itself as the official m
edia resource for 

travel-related issues or story topics on M
esa, A

rizona. 
Visit M

esa w
ill provide com

m
ent and share the latest 

new
s and updates on key visitor developm

ents (i.e., 
W

rigleyville W
est, M

etro Light Rail, Phx-M
esa G

atew
ay 

A
irport expansion) w

hich garner national attention for 
the destination. The departm

ent is also positioned to 
be the prim

ary m
edia resource w

ithin the com
m

unity 
for any queries related to the C

ity of M
esa’s Tourism

 
initiative. Visit M

esa is currently represented on the 
C

ity of M
esa’s interactive press room

, M
esaN

ow
.org, 

and actively participates in m
edia briefings and press 

conferences w
ith the public inform

ation team
.

MONITOR





 &
 MEASURE




 
Visit M

esa has an annual subscription to Vocus 
M

edia D
atabase, a leading resource for PR practioners 

across N
orth A

m
erica w

hich tracks m
ore than 10,000 

m
edia contacts. The C

om
m

unications team
 uses the 

database 
for 

press 
release 

distribution, 
m

edia 
list 

building, and to view
 pitching notes, beats and other 

vital inform
ation on a reporter before m

aking initial 
contact. N

ew
 this year is the N

ew
s A

nalysis feature of 
the Vocus database. Visit M

esa can now
 track m

edia 
articles and provide reports based on key search term

s. 
This reporting also determ

ines the publicity value of 
each article that features M

esa tourism
 product –

 
know

n in the industry as the equivalent advertising 
value. The Vocus database also tracks circulation of 
printed publications and the unique page view

s for 
online articles. 

PO
W

ER OF
 PARTNERSHI




PS
O

ne of the strong suits of Visit M
esa’s com

m
unications 

team
 is the long standing and strong relationships 

w
ith colleagues in the A

rizona visitor industry. The 
C

om
m

unications team
 m

akes every effort to ensure 
that M

esa is ‘part of the conversation’ w
hen travel 

w
riters are pitched the A

rizona story by the state’s 
public relations representatives. Visit M

esa know
s that 

it pays dividends to prom
ote M

esa as a travel hub w
ith 

partners. Throughout the year, Visit M
esa w

ill join 
m

edia outreach efforts w
ith the G

reater Phoenix C
VB, 

Scottsdale C
VB, A

rizona O
ffice of Tourism

, and take 
on a leadership role w

ith the A
rizona Tourism

 Public 
Relations Roundtable, a consortium

 of travel public 
relations practitioners from

 across the state. 

ME
D

IA
 FAM


 TOURS




In 
addition 

to 
targeting 

and 
hosting 

individual 
journalists to tours of M

esa, Visit M
esa w

ill conduct 
a 

variety 
of 

group 
FA

M
 

(Fam
iliarization) 

tours 
throughout 

the 
year. 

These 
opportunities 

allow
 

M
esa’s industry partners to show

case their unique 
travel 

products 
to 

m
edia 

on-assignm
ent 

to 
cover 

the destination. By budgeting for in-bound m
edia 

travel, the C
om

m
unications team

 is able to generate 
objective editorial outcom

es that accurately reflect 
the M

esa experience. M
edia FA

M
 tours are one of the 

m
ost critical tools the C

om
m

unications team
 uses 

to generate positive publicity about M
esa. M

edia are 
vetted and their outlets are exam

ined thoroughly to 
ensure the audience has a high propensity to travel. 
H

osting m
edia on assignm

ent is a standard practice 
adopted by all nationw

ide D
M

O
s and m

edia tours still 
rem

ain one of the m
ost effective w

ays to influence 
positive publicity on a destination.   

C
OMMUNI







C
ATIONS







: 
TAR


G

ET
 MAR




K
ETS

   
Visit M

esa w
ill align their m

edia 
outreach efforts w

ith statew
ide D

M
O

s 
and the A

rizona O
ffice of Tourism

 and 
target m

edia outlets and contacts in the 
follow

ing m
arkets:

n	�C
hicago, IL (Target C

ity: 
A

rizona O
ffice of Tourism

)

n	�D
enver, C

O
 (Target C

ity: 
A

rizona O
ffice of Tourism

)

n	�N
ew

 York, A
m

erica’s 
Publishing C

apital

n	Los A
ngeles, C

A

n	Portland, O
R /

 Seattle, W
A

n	Vancouver, British C
olum

bia, C
anada

n	Toronto, O
ntario, C

anada

C
O

M
M

U
N
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A
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ME
D

IA
 MISSIONS




 &
 TRA

D
ESHO


W

S
Visit M

esa w
ill participate in m

edia m
issions and 

tradeshow
s as a proactive w

ay to influence m
edia 

on M
esa’s visitor experiences. These targeted efforts 

offer Visit M
esa the opportunity to personally m

eet 
and pitch journalists and freelance travel w

riters about 
the destination and engage in a dialogue about w

hat 
sets the destination apart. In addition, Visit M

esa has 
identified tw

o travel w
riter conferences this fiscal year. 

These show
s bring a large group of m

edia into one 
m

arket for education and professional developm
ent. 

By sponsoring such program
s, Visit M

esa is able to 
reach a num

ber of key travel editors and prolific travel 
w

riters that are actively publishing travel articles. See 
Program

 of W
ork for additional details. 

THE
 PRESS ROOM




:  
G

ETTIN
G

 OUT


 MESA
’S KEY

 MESSA


G
ES

Visit M
esa w

ill draft press releases on key topics 
related to M

esa’s visitor industry as w
ell as seasonal 

m
essages related to travel trends (i.e, H

oliday Shopping, 
Sum

m
er Rates, Spring Training, etc.). Releases w

ill be 
distributed electronically to national m

edia contacts 
via the Vocus M

edia D
atabase and pitched to specific 

beat reporters in target m
arkets. The Visit M

esa M
edia 

Kit w
ill also be distributed to m

edia through the 
m

issions, tradeshow
s and events year-round. The kit 

is com
prised of 12 core releases that highlight M

esa’s 
destination drivers and is available in the online M

edia 
C

enter or provided to journalists via e-m
ail and on 

a Visit M
esa U

SB. A
 daily activity of the Visit M

esa 
C

om
m

unications team
 is pitching the travel and new

s 
m

edia on a variety of subjects and topic m
atters as 

they occur in real-tim
e. A

s the Visit M
esa team

 secures 
significant events, tournam

ents and other notew
orthy 

program
s and bookings, w

e w
ill report this new

s to 
local and national contacts for potential prom

otion. 

V
is

it
 M

es
a

 P
r

es
s  

R
elea

s
e D

ist
r

ib
u

t
io

n
: 

20
12

July  n  C
hicago C

ubs G
roundbreaking 

A
ugust  n  Fall events; W

hat’s N
ew

 Fall &
 W

inter 2012

Septem
ber  n  A

irline M
arketing; 

H
oliday Shopping &

 Events

O
ctober  n  H

arvest Season (A
gri-tourism

); 
M

esa Visitors G
uide

N
ovem

ber  n  Visit G
atew

ay

D
ecem

ber  n  C
itrus C

lassic W
inter Training

20
13

January  n  Spring Training; Fam
ily Travel

February  n  W
hat’s N

ew
 Spring 2013

A
pril  n  Sum

m
er Values 

This list does not include press releases distributed for specific 
sports events and tournam

ents held in M
esa or press releases 

distributed by the C
ity of M

esa that pertain to the visitor 
industry. 
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C
OMMUNIT








Y

 OUTREA






C

H
The C

om
m

unications team
 w

ill participate in a handful of local outreach 
opportunities that target part-tim

e w
inter visitors. These efforts w

ill help 
bring aw

areness to M
esa’s travel product, events and experiences to a core 

constituent during M
esa’s high occupancy season. These opportunities allow

 
Visit M

esa to distribute prom
otional m

aterials and serve as a com
m

unity 
resource to travelers already in M

esa. In addition, Visit M
esa has budgeted 

funds to host an annual concierge event. O
nce a year, Valleyw

ide concierge 
staff, RV Parks activity directors, and volunteers at both the Phoenix Sky 
H

arbor and Phx-M
esa G

atew
ay A

irports are invited to attend a FA
M

 tour of 
M

esa. This effort w
ill help expose front-line w

orkers to the appeal of M
esa’s 

attractions, events and offerings and better serve them
 in fielding visitor 

inquiries related to M
esa. Visit M

esa w
ill have a local tradeshow

 booth and 
presence at the follow

ing events: 

East Valley A
dult Resources A

ctive A
dult Expo

N
ovem

ber 15, 2012

G
old C

anyon Retirem
ent C

om
m

unity (C
al-A

m
)

W
inter Expo  n  January 2013

M
esa C

ham
ber of C

om
m

erce Senior Expo
 February 2013

Falcon Field A
irport O

pen H
ouse

M
arch 23, 2013

PRO



G

RAM



 OF

 W
OR


K

A
rizona M

edia M
arketplace

A
ug. 13-15, 2012  n  Vancouver, British C

olum
bia

Partner: A
rizona O

ffice of Tourism

N
ew

 York M
edia M

ission
A

ug. 27-30, 2012
Partner: G

reater Phoenix C
VB

D
enver M

edia M
ission

Sept. 20-21, 2012

VISIT



 MESA




 B
RO


C

HURES



    

O
FFIC

IA
L M

ESA
 VISITO

RS G
U

ID
E

Q
uantity: 75,000

D
igest-size travel resource guide to 

M
esa and the G

atew
ay com

m
unities 

of G
ilbert and Q

ueen C
reek. This is 

the staple fulfillm
ent piece for any 

out-of-state inquiries about M
esa, 

A
rizona and is also distributed locally. 

Includes listings for hotels, golf courses, 
restaurants, and attractions. Editorial 
content highlights M

esa’s visitor 
experiences. 

M
ESA

 M
A

P &
 G

U
ID

E
Q

uantity: 100,000
This lure brochure offers a quick look at 
M

esa as a destination w
ith condensed  

listings. M
ap highlights M

esa’s position 
in the Valley of the Sun and features 
G

ilbert and Q
ueen C

reek. 

EXPLO
RIN

G
 O

U
R D

ESERT: A
 PO

C
KET 

G
U

ID
E FO

R TH
E M

ESA
 VISITO

R
Q

uantity: 10,000
Produced to highlight outdoor 
exploration and introduce visitors to 
the num

erous w
ays to experience the 

Sonoran D
esert. Laid out in 10 sections, 

the 20-page pocket guide features 
detailed inform

ation on Trails, W
ater 

Recreation, a photo directory to D
esert 

W
ildlife, Birding and D

esert Vegetation, 
as w

ell as an A
ttractions &

 O
utfitters 

listing.
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D
iscover A

m
erica D

ay
O

ct. 2, 2012  n  Toronto, O
ntario, C

anada
O

rganized 
by 

D
iscover 

A
m

erica, 
D

A
D

 
is 

the 
only 

m
arketplace held in C

anada that focuses purely on 
inbound travel to the U

SA
 and includes an inform

ative 
luncheon for D

iscover A
m

erica m
em

bers. The event 
also offers one-on-one appointm

ents w
ith m

em
bers 

of the travel industry and consum
er m

edia, in addition 
to an open m

arketplace focusing on inbound visitation 
to 

the 
U

SA
, 

allow
ing 

face-to-face 
tim

e 
w

ith 
top 

C
anadian journalists.

A
rizona M

edia M
arketplace

N
ov. 15, 2012  n  Scottsdale, A

Z
Partner: A

rizona O
ffice of Tourism

Travel C
lassics W

est 
N

ov. 15-18, 2012
Sponsorship: Visit M

esa
Partnership: Scottsdale C

VB (H
ost)

Travel C
lassics W

est is a prem
ier travel w

riter conference 
that allow

s freelance travel w
riters the opportunity 

to m
eet w

ith the industry’s top editors. Sponsorship 
includes participation in all group functions and offers 
an opportunity to build m

edia relationships. 

C
hicago M

edia M
arketplace &

 M
ission

D
ec. 4-7, 2012

Partner: G
reater Phoenix C

VB

A
rizona M

edia M
arketplace

Jan. 15, 2013  n  Los A
ngeles, C

A
Partner: A

rizona Tourism
 Public Relations Roundtable

Travel &
 W

ords Travel W
riters C

onference 
M

arch 17-19, 2013  n  Seaside, O
R

Travel &
 W

ords is the prem
ier travel w

riter conference 
for 

freelance 
w

riters, 
travel 

w
riters, 

travel 
w

riter 
bloggers, journalists and editors that reside in the 
Pacific N

orthw
est. This event is open to exhibitors 

to display destination m
aterials and participate in 

group functions. Participation guarantees one-on-one 
interaction w

ith approxim
ately 50 m

edia attendees. 

W
ACV


B Tech Sum

m
it

A
pril 17-19, 2013  n  M

esa, A
Z

This 
leading 

professional 
developm

ent 
conference 

highlights the latest tech industry trends related to 
destination m

arketing. Sessions cover all social m
edia 

outlets and highlights best practices in C
VB w

ebsite 
developm

ent, m
obile m

arketing and updated strategies 
for targeting consum

ers through electronic m
arketing. 

U
.S. Travel’s International Pow

 W
ow

 
M

edia M
arketplace

June 8-10, 2013  n  Las Vegas, N
V

O
rganized by the U

.S. Travel A
ssociation, this is the 

largest international trade show
 in the country attracting 

nearly 1,500 international tour operators and 250 travel 
journalists from

 m
ore than 40 countries each year.  

ME
D

IA
 FAM


 TOURS







Peaks &
 Valleys G

roup M
edia FAM


N

ov. 9-13, 2012
Partner: G

reater Phoenix C
VB

Sonoran Sojourn G
roup M

edia FAM


N
ov. 11-15, 2012 –

 Pre-Tour, Travel C
lassics W

est
N

ov. 18-21, 2012 –
 Post-Tour, Travel C

lassics W
est

Partner: G
reater Phoenix C

VB

W
ork H

ard, Play H
ard G

roup M
edia FAM


Jan. 9-13, 2013
Partner: W

ild H
orse Pass D

evelopm
ent A

uthority

G
et A

w
ay to G

atew
ay G

roup M
edia FAM


Feb. 17-21, 2013
Partner: Tow

n of Q
ueen C

reek, Tow
n of G

ilbert

Spring Training M
edia Support

M
arch 2013
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D
ESTINATION








 MAR




K
ETIN


G

 
ASSO





C

IATION





 INTERNATIONAL














Visit 
M

esa 
is 

a 
now

 
a 

m
em

ber 
of 

D
estination 

M
arketing A

ssociation International (D
M

A
I), the official 

association for destination m
arketing organizations 

(D
M

O
s). This is another valuable resource for the 

M
esa 

C
VB 

and 
their 

constant 
pulse 

checks 
and 

outlooks on our industry w
ill be shared often w

ith 
our partners. In addition, over the next 12 m

onths Visit 
M

esa w
ill begin the process of D

M
A

P accreditation. 
This is an international body that defines quality and 
perform

ance 
issues 

in 
destination 

m
arketing 

and 
recognizes those D

M
O

s that m
eet and/or exceed 

those standards. This process w
ill not only help Visit 

M
esa reach critical benchm

arks that have an im
pact on 

every D
M

O
 –

 but w
ill elevate our role as the leaders 

for the travel and visitor industry in our region. D
M

A
P 

accreditation is w
idely recognized as an aw

ard of 
excellence for C

VBs that have earned this status. 

VISITOR









 

IN


D
USTR





Y

 
A

D
VO


C

A
C

Y

The M
esa C

onvention &
 Visitors Bureau has served as a valued m

em
ber of A

rizona’s visitor industry since its 
incorporation in 1984. W

e w
ill continue building upon our reputation as the leading destination m

arketing arm
 

for the East Valley by strengthening our partnerships w
ith national organizations that serve this country’s travel 

com
m

unity. In addition, m
any of M

esa C
VB’s staff m

em
bers serve on executive boards and hold service positions 

w
ith notable organizations including the A

rizona chapters of M
eeting Professionals International and Society 

of G
overnm

ent M
eeting Professionals, the A

rizona Sports &
 Tourism

 A
uthority, M

esa H
istorical Society, A

rizona 
Lodging &

 Tourism
 A

ssociation, M
esa Parks &

 Recreation A
dvisory Board, M

esa Sisters C
ities, and U

nited W
ay to 

nam
e a few

. The collective stew
ardship represented by M

esa C
VB em

ployees not only allow
s for M

esa’s visitor 
industry voice to be heard but ensures that any pertinent issues facing our industry are addressed w

ith im
m

ediate 
action. 

V
ISIT

O
R

 IN
D

U
ST

RY
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D
V

O
C

A
C

Y
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A
D

VO


C
A

C
Y

 TOOL



 K

IT  
VISIT M

ESA
 IN

SID
ER 

D
istribution: M

onthly, 400+
This m

onthly e-m
ail com

m
uniqué 

is distributed to opted-in industry 
partners. C

ontent is concentrated on 
offering a m

onth  
at-a-glance look at Visit M

esa efforts. 

M
VP: M

ESA
 VISITO

R PRO
FILE 

D
istribution: Q

uarterly, 400+
The M

VP is a quarterly e-new
sletter 

that w
ill serve as Visit M

esa’s key 
advocacy and educational piece for 
industry partners and key stakeholders.
C

ontent w
ill feature national travel 

trends and identify current issues that 
im

pact M
esa’s visitor industry and our 

shared m
arketing efforts. STA

R data 
and other perform

ance indicators w
ill 

be shared in this piece, as w
ell as our 

C
EO

’s quarterly analysis of M
esa’s 

visitor industry.  

VISIT M
ESA

 A
D

VO
C

ATE 
These e-new

sletters w
ill focus on a call 

to action and are aim
ed at encouraging 

partner participation on a variety of 
levels. They m

ay encourage our industry 
partners to alert elected officials 
about issues, invite our colleagues to 
participate in efforts such as N

ational 
Tourism

 W
eek, or share ideas being 

im
plem

ented by our industry partners. 
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U
.S

. TRAVEL





 ASSO





C
IATION





A

t the start of this fiscal year, V
isit M

esa enrolled 
as a m

em
ber of the U

.S. Travel A
ssociation (U

STA
). 

This organization serves as the nation’s collective 
voice for the travel and tourism

 industry. Through 
our 

m
em

bership, 
w

e 
are 

now
 

regularly 
inform

ed 
of their program

s to advocate for a stronger travel 
industry and can carry their top-line m

essages to 
our valued industry partners. U

STA
 offers countless 

resources and updated data on the im
pact of travel 

and you w
ill often see us share this data in our 

V
isit 

M
esa 

A
dvocate 

e-new
sletter 

(see 
Tool 

Kit). 
O

ur m
em

bership w
ill allow

 us to participate in the 
largest travel tradeshow

, International Pow
 W

ow
, and 

attend ESTO
, the Educational Sem

inar for Tourism
 

O
rganizations 

event 
held 

annually. 
W

e 
w

ill 
also 

help build up M
esa, A

rizona’s presence w
ith U

STA
 

and encourage industry em
ployees to enroll in their 

Pow
er of Travel coalition. This is a nationw

ide group 
of like-m

inded individuals w
orking in all facets of the 

travel and tourism
 industry that have rallied together 

to help learn about trending topics and take action 
w

hen necessary to defend our industry and our jobs. 

B
UIL

D
IN

G
 AN


  

ARM



Y

 OF
 AM


B

ASSA





D
ORS




O
ne of this year’s goals is to build a Visitor Industry 

A
dvocacy e-m

ail database. Follow
ing sim

ilar efforts on 
a national level by U

STA
, the M

esa C
VB w

ill capture 
e-m

ail contacts of industry em
ployees. This dedicated 

group of partners w
ill opt in to stay inform

ed of 
Visit M

esa’s efforts and follow
 local, national and 

international issues that im
pact the travel industry. 

This electronic arm
y of visitor industry advocates 

w
ill be one click aw

ay from
 helping carry forth Visit 

M
esa’s m

essage of support for issues that affect us and 
help defend the argum

ent that travel is im
portant and 

how
 visitation to our region supports essential public 

services, keeps taxes low
, and enhances the quality of 

life for residents year-round. In addition, Visit M
esa 

w
ill keep our partners current on a variety of topics 

such as the C
hicago C

ubs new
 stadium

, the on-going 
developm

ent plans at Eastm
ark, and the grow

th at 
Phoenix-M

esa 
G

atew
ay 

A
irport. 

O
ur 

database 
of 

advocates can be rallied instantly to take action on 
a variety of local, statew

ide and national issues such 
as decreased governm

ent spending on m
eetings and 

other form
s of travel, or visa w

aivers and im
pending 

federal legislation that m
ay im

pact the visitor industry 
in M

esa and our surrounding com
m

unities. 
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O
B

JEC
TIVES




n	Encourage visitors to extend the length of their stay 
by providing a vast array of inform

ation on things to 
see and do.

n	D
irect referrals to Visit M

esa industry partners.

n	Provide inviting and functional facilities for assisting 
visitors and prom

oting tourism
-related businesses by 

displaying their collateral and prom
otional m

aterials.

n	O
ffer the M

onscierge system
 to help elevate the 

Visit M
esa brand and offer a new

, unique and m
ore 

efficient w
ay to service our visitors.

MONS





C
IER

G
E: A

 NE
W

 W
A

Y
  

TO


 SHARE





 INFORMATION











The M
esa Visitors C

enter w
ill soon provide our 

custom
ers w

ith digital, on-dem
and visitor inform

ation 
via 

M
onscierge, 

an 
interactive 

kiosk 
that 

helps 
connect today’s savvy traveler to the trusted local 
recom

m
endations they seek w

hile visiting a destination. 
A

s part of the lobby renovation, the M
onscierge w

ill 
serve as an extra resource for our guests and provide 
destination 

inform
ation 

w
ith 

detailed 
m

aps 
and 

contact inform
ation for attractions, restaurants, hotels, 

m
useum

s and m
ore. The updated softw

are and easy-to-
use tools w

ill enhance the guest experience in M
esa. 

VISITOR









 

SERVI






C

ES


OVERVIE





W
The M

esa Visitor Inform
ation C

enter assists local 
residents 

and 
leisure 

visitors 
w

ho 
enjoy 

dining, 
entertainm

ent 
and 

the 
vast 

array 
of 

recreational 
opportunities that exist in M

esa and the East Valley. 
These visitors request inform

ation about M
esa, the 

Valley of the Sun, and A
rizona. M

any of them
 are 

repeat custom
ers.  The Visitor Inform

ation Specialist 
w

ho staffs the visitor center, along w
ith the Visit M

esa 
volunteers, have been designated C

ertified Tourism
 

A
m

bassadors. The know
ledge derived from

 this effort 
helps provide a high level of service to visitors.

V
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O
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V
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UP


D
ATIN




G
 THE


 MESA




 
VISITORS








 C

ENTER


   
The M

esa C
onvention &

 Visitors Bureau 
w

ill be undergoing a m
uch-anticipated 

renovation of their lobby, board room
 

and public m
eeting room

. C
onstruction 

w
ill begin this fall and continue through 

the new
 year. The m

akeover w
ill not 

only update the Visit M
esa im

age w
ith 

our in-bound guests and create a sense 
of arrival in M

esa, but w
ill feature 

several technology upgrades. The new
 

lobby w
ill reduce the am

ount of w
all 

space devoted to brochure distribution 
and feature the new

 M
onscierge system

. 
Those visitors that w

ould like to pick 
up m

aps of M
esa and the state w

ill still 
be provided printed m

aterials, and all 
printed brochures for signature M

esa 
attractions w

ill rem
ain. The Visit M

esa 
board room

 w
ill include the latest needs 

for productive m
eetings including a 

large LED
-screen, w

ireless connectivity 
betw

een the projector and laptop, and 
also feature a new

 conference room
 

table, chairs and storage space.
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M
esa Convention &

 V
isitors Bureau

120 N
orth C

enter, M
esa, A

rizona 85201 
800-283-6372, 480-827-4700 

VisitM
esa.com
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M
e
m

b
e
rs 


A
p
ach

e Ju
n
ctio

n
 Fire D

istrict 


A
vo

n
d
ale Fire-R

escu
e 


B
u
ckeye Fire D

ep
artm

en
t 


B
u
ckeye V

alley Fire D
istrict 


C
h
an

d
ler Fire D

ep
artm

en
t 


D

aisy M
o
u
n
tain

 Fire 
D

ep
artm

en
t 


E
l M

irag
e Fire D

ep
artm

en
t 


G

ilb
ert Fire D

ep
artm

en
t 


G

len
d
ale Fire D

ep
artm

en
t 


G

o
o
d
year Fire D

ep
artm

en
t 


G

u
ad

alu
p
e Fire D

ep
artm

en
t 


M

arico
p
a Fire D

ep
artm

en
t 

•
Peo

ria Fire D
ep

artm
en

t 
•

B
u
ckeye V

alley Fire D
istrict 

•
P
h
o
en

ix Fire D
ep

artm
en

t 
•

Q
u
een

 C
reek Fire 

D
ep

artm
en

t 
•

S
co

ttsd
ale Fire D

ep
artm

en
t 

•
S
u
n
 C

ity Fire D
ep

artm
en

t 
•

S
u
n
 C

ity W
est Fire 

D
ep

artm
en

t 
•

S
u
n
 Lakes Fire D

ep
artm

en
t 

•
S
u
rp

rise Fire D
ep

artm
en

t 
•

Tem
p
e Fire D

ep
artm

en
t 

•
To

lleso
n
 Fire D

ep
artm

en
t 

2
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A
sso

cia
te

 M
e
m

b
e
rs 


G

ila R
iver Fire D

ep
artm

en
t 


H

arq
u
ah

ala V
alley Fire D

istrict 


Lu

ke A
ir Fo

rce B
ase Fire D

ep
artm

en
t 


To

w
n
 o

f Parad
ise V

alley 


S
alt R

iver Fire D
ep

artm
en

t 

3
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A
g

re
e
m

e
n

t O
b

je
ctiv

e
s 


C
o
n
sisten

tly d
isp

atch
 clo

sest m
o
st 

ap
p
ro

p
riate u

n
it in

 th
e reg

io
n
 

 
C
larificatio

n
 o

f d
ed

icated
 reso

u
rces fo

r 
recip

ro
cal resp

o
n
se to

 en
su

re: 
◦
S
ervice D

elivery 
◦
Firefig

h
ter S

afety 
 

4
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E
n

co
u

ra
g

e
s D

e
v
e
lo

p
m

e
n

t O
f: 


P
ro

ced
u
res an

d
 P

ro
to

co
ls 


C
o
m

m
u
n
icatio

n
 C

o
o
rd

in
atio

n
 


Train

in
g
, E

d
u
catio

n
, H

ealth
 &

 S
afety 


Po

ssib
ility o

f Jo
in

t P
u
rch

ases 
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Background 
      

 iM
esa project – iM

esaLIN
C

S w
as envisioned 

as a space w
here residents of all ages could go 

to learn, create, innovate, and collaborate. 
 Innovation w

ith Im
pact – designated space 

w
ithin R

ed M
ountain Library and funded for 

FY
 12/13. 
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TH
IN

K
spot 

      
 A

 flexible, m
ultipurpose space that w

ill 
encourage creativity, critical thinking, and 
hands-on learning by providing access to: 
 •

C
ollaborative w

orkspace 
•

M
eeting space 

•
Technology 

•
C

om
m

unity education/instruction 
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Q
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 N
o. 

Project N
am

e/Address
Project D

escription
 Estim

ated 
C

onstruction C
ost 

Estim
ated Start 

D
ate (M

nth/Yr)
 D

istrict 

1
R

ed M
ountain Library C

ollaborative space 
R

enovation - 635 N
. P

ow
er R

oad
R

enovation of tw
o existing study room

s to create a 
technology rich collaborative w

ork space area.
$250,000.00

N
ov-2012

5

2
C

onstruct N
ew

 R
estroom

s. M
esa A

rts C
enter- 

1 E
. M

ain street

M
odify existing storage area to construct tw

o 
additional restroom

s behind the P
iper Theater for 

theater perform
ers and staff.

$54,000.00
N

ov-2012
4

3
R

ed M
ountain P

ark P
layground E

quipm
ent 

Installation - 7745 E
 B

row
n R

oad

S
alvage and rem

ove existing playground equipm
ent 

from
 D

eer &
 Javelina in R

ed M
ountain P

ark, supply 
and install new

 playground equipm
ent at D

eer &
 

Javelina in R
ed M

ountain P
ark.  R

em
ove old play 

structures at R
otary P

ark and replace w
ith salvaged 

euipm
ent from

 R
ed M

ountain P
ark.   

$157,000.00
N

ov-2012
5

P
lanned Job O

rder P
rojects
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