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meeting. We were there, Kokomo was there, Bloomington was there, 

Indianapolis was there. Richmond got it that time, and we got it the next year. 

We won the bid like a year ago--that's the thing with bids, sometimes they're two 

or three, four years out--but the actual event won't be until 1998. But we'll be 

hosting a kickoff jamboree in September of the year before, so they will be here 

this September. We'll be hosting it in '98, and then Bloomington won it for '99. 

We were competing against each other for that. 

D.N. These trade shows ... all of these different visitors bureaus go to the trade shows 

and set up booths, and then all of these organizations that are looking for places to 

host their events just go there and talk to you people and decide which place to 

go? 

J.M. No, because it's not like this was their particular annual meeting for bowling, for 

the youth's bowling association. We went to their annual meeting. Now our sales 

manager went to the American Volksmarch Association (a group of walkers), and 

she went out to Portland, Oregon for their national meeting. She worked very 

closely with the local club. The guy who runs the local club came to her and said 

he thought Muncie could host their national convention. She went out to 

Portland, Oregon. Before she went, she worked with Ohio--Toledo is like the 

regional headquarters for that organization--and got their support. We went for 

the bid. We were bidding against Salt Lake City, Utah, Valley Forge, 

Pennsylvania, Albuquerque, New Mexico. All of these other places have airports. 

We don't even have an airport, but we ended up winning. 

D.N. So how did you market it? 
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1M. We have ... For one thing, we are very careful when we do our bids. We don't just 

show a generic videotape. We don't do that. We do a customized bid 

presentation. Ifwe do a slide show or written or whatever presentation, it's very 

customized. We get really into the heart and the psyche ofthe people and find out 

what it is that floats their boat. What's important to them, and one of the big 

selling points for us with this particular group, was the fact that there were 

fourteen of these clubs just in the state oflndiana alone. So they already had a 

large constituency that they knew would come and pay their fee and participate in 

the national convention. So right there, we already had a built in. Then we went 

to Ohio--they were going to bid on it, too--and we convinced them not to bid on it 

and support us for this bid. So, basically, they threw their hat in the ring. 

D.N. What can they gain by supporting you? 

1M Not much, other than getting it closer to the region so their people could drive 

here and wouldn't have to fly. By throwing it all in, it's easier, better, than being 

in Salt Lake City or Albuquerque, New Mexico, where the members wouldn't be 

able to participate. 

D.N. So it's not a trade? 

1M. No, not in this particular case. 

D.N. Did you help to bid for the triathlon? 

1M. We weren't real active in that one. We helped them do the written material, but 

we didn't go. 

D.N. Do you promote hospitality in small towns? 
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1M. Yep. A lot of our sales point, it sounds corny, but it is hospitality and being 

treated like you are a valued customer. We sell an experience in the travel 

industry. You don't really sell a destination; you sell an experience. You can go 

to the most exotic places in the world, but if you're not treated well, you are going 

to be left with a bad impression. If the guy at the airport is rude to you, if the cab 

driver drops you off at the wrong place, if the hotel staff snubs you, you are going 

to have a bad impression of that place. I don't care what kinds of attractions they 

have in their city; it's going to be like, 'Oh, this is a yucky place'. What we did 

for the American Volksmarch Association is they go and they take bus trips 

during their time at their convention. So they'll go off to South Bend, they'll go 

to Indianapolis, and we have special walks that we plan for them. Like the 

Indianapolis walk, they'll get to go around the Indianapolis 500 track. That's 

pretty cool. That's something that they can't do anywhere else. There's some 

state park walks that we plan. We planned a walk through an Amish area for 

them. In 1999, June of 1999. Then we will go out this year to their convention, 

and we'll go out next year, and we'll set up a booth at their convention promoting 

Muncie and the walk that we've planned to help build business for them. It's a 

long process. People don't really understand that just because we won the bid this 

other year, we won't see the payoff for a few years. 

D.N. What about our price? 

1M. The price, we're definitely ... I mean, a hotel costs ... Obviously, being in a smaller 

market price helps. It's harder when you're competing with South Bend or 
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somebody that's on the same level. But, compared to Indianapolis, our hotel rates 

are lower, and our meeting and convention facilities are a little less as well. 

D.N. How many hotel rooms do you have? 

lM. Just over 1,100 in the county, and that includes all of them, the mom and pop 

places. As far as chain hotels and that go, probably about 700. We really need 

another hotel downtown. We now have a convention center that now can seat 

1,200 banquet style, and we have a hotel with 144 rooms across the street, and the 

rest of the hotels are wherever. 

D.N. Do most of the hotels do well year-round? 

lM. It's real seasonal around here. Extremely seasonal. I think it depends on the 

properties, to be quite honest with you. Some may get a big piece of business and 

be quite full, and others might get a little overflow from it. It's kind offeast or 

famine. We do pretty well in the warmer months, and we don't do as well in the 

winter months. Weekend business is good, but our weekday business is not so 

good. So we would like to work on the corporate meeting market and start 

bringing those people in for weekday meetings at the convention center and that 

kind of stuff. 

D.N. What size of events do you normally get, like for the bowling, the Volksmarch, 

the softball tournaments? 

lM. It depends. The bowling usually goes over ten weekends. It will be a tournament, 

but not just one weekend. So they'll bring in teams on weekends for ten weeks. 

Softball we bring in for a weekend at a time for each tournament. Our bigger 

ones are like for one weekend event like a 1,000 people, and our smaller ones, 
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like a class reunion or military reunion, may be thirty people. Obviously, that's 

how we decide how much effort and resources we put into it. Some may stay one 

night, and you may have a big group that only stays one night and a medium-sized 

group, like 400 people, and they stay five nights. Especially, my favorite are the 

ones that overlap like those A V A ones a week long, and it happens during the 

week, and that's wonderful. That's where our opportunity is. That's the fun part 

about this business. You get to learn about different groups, and the variety keeps 

me interested. 

D.N. Do you think the Muncie community as a whole is pleased and supportive? Do 

they realize you're here? 

J.M No. Haven't a clue. We've been here for thirteen years, and most people don't 

have a clue we exist. If they do, they have a lot of misconceptions about what we 

do and, especially, how we are funded. A lot of them think, since we are a county 

office, local property taxes are supporting us, and that's not true. 

D.N. Do you get the full 5%, or is that divided among other offices? 

I.M. We are self-perpetuating. Ifwe don't bring in the business, we don't have a 

budget. lust cause the county says ... The only reason we ask for $460,000 is in 

case someday we make that much, we don't have to go back and ask them for our 

money. 

D.N. Do you think community members are open to these incoming events, such as the 

triathlon? 

I.M. You have a lot of factions in this town. We're just developing a tourism council 

right now~ it's called "Promote Delaware County". And our whole beef with the 
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city is the problem with the natives. Honestly, they have a real negative image of 

themselves. They're the ones who will say, 'Why would anyone want to visit 

Muncie?'. They think of the Muncie that they grew up with--it was very 

industrialized--a lot of the layoffs that took place in the '70's and '80's and the 

manufacturing sector. They don't realize that we've moved on. We've developed 

a very large service sector now that did not exist twenty years ago, but they're still 

mentally back in that era twenty years ago. So we're working with them. And 

you can't really change their attitudes. Our best hope is to change their children's 

attitudes. We're hoping that by showing them what we have here .. You know that 

the university brings wonderful things to this community that a community this 

size wouldn't have otherwise. I don't think that the people have a clue what it 

does. You get support from some sectors, and others just bitched and moaned 

about the triathlon because, for one day, they couldn't go down a certain road that 

they always drove down. They had no concept that we were showing off Muncie 

to the world and that we made a wonderful impression. The athletes were pleased 

as they could be, even the guys that got hit. They even thought this was the most 

wonderful community because of the caring and the outpouring and the concern 

that people showed them while they were here. People just didn't get it. You 

have that contingent. But we did go through the schools. The Endurathon 

committee had a real strong program with the local schools. They had 

schoolchildren adopt a country. They were along the route of the race, and they 

were dressed in that country's colors or carrying that flag and cheering for 



athletes from that country. And that's how you change attitudes, but it takes a 

long time. 

D.N. Did the school decide that for themselves, or did you help to organize that? 
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J.M. We didn't organize it, so I don't really know how it developed. That was 

something you wouldn't have in a big city. They, the athletes, were in a city in 

Ohio, I think Columbus, to race the weekend before, and then they came to 

Muncie. They were not impressed. Here was a bigger city, with bigger 

attractions, but nobody in town knew they were there. It was too big. They didn't 

get that attention. They had a parade for them. It went down an alley or 

something and stopped, and that was it. It was like, 'Where do we go now'? 

Here we had dinners for them, we arranged special busses just for them, and we 

had the home-stay program, which really impressed them, those kind of things. 

It's definitely a personal touch. We do have that to offer to people. We're a real 

hospitable group in general. 

D.N. I know the AVA approached you. Are you more reactive or proactive? 

J.M. Unfortunately, we've been in a reactive mode. Fortunately, we haven't had to be 

too proactive. We've had a lot of repeat business. Word of mouth, like this local 

chapter. However, that's about to change with the convention center. There's a 

new market now that we didn't have the accommodations for before. The hall 

that we had before was too small to host a lot of groups, but that changes 

everything. Right now, we're going through a couple of associations directories, 

and there's another group called the Religious Conference Management 

Association, and we've got a mailing list from there. We're sending out 
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questionnaires right now to meeting planners and trying to find out what their 

needs are so that we can qualify them and find out when their next convention is 

so we can bid on it. If they always have it in Seattle, then we know to throw it 

out. We're not going to talk to those people. We bought mailing labels from 

RCMA, we've got mailing labels from association directories, and that's how we 

start. We're working more in conjunction with the convention center as well so 

that we're not doubling up and talking to the same people and to extend both of 

our limited resources, so we can tap into those. 

D.N. Do you corroborate now? 

J.M. It hasn't been too good in the past, but it's starting to change. We have to. That's 

where the opportunities lie. We have to look at opportunities, and they have 

limited staff. They can't be out selling all the time either. And the hotel's been 

real good. They've got a sales person at the Radisson. That has helped, too. The 

three of them are ganging up. They are all going out together to this year's AVA 

convention to show them we're excited about them coming to Muncie. 

D.N. Has the convention center contacted you at all, or do you usually call them about 

an event? 

J.M. It just depends. We got a call yesterday, 'Here's an opportunity to bid on a 

Moose Men's International Bowling tournament, I think you ought to do it. 

Here's who you need to contact'. Most of the time that's how it's been coming 

in, but we hope, after we get done with some of these surveys, that we can target 

some groups of our own. Like the AAU thing, it came up because a guy that's 

active in the AAU is a reporter for the Indianapolis Star. I spoke to him a lot 
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during the triathlon. He's a sports reporter, and he said, "You know, what you 

need to do is host an AAU tournament". They don't have any up in that area, and 

they try to keep them regional so that people can come to them, the Amateur 

Athletic Union. They have also a girl's basketball contingent, so I'll hook them 

up with Sports and Hobby Group, so that they can all work together. 

D.N. Do you work with the hotels? Do they ever contact you? 

1.M. The communication coming from has not been as good as we would like it. We'd 

like to know when they get groups in, but they are very guarded with their 

information. They consider it proprietary, and they don't want their competitors 

to know what they are doing. The problem with that is, we'll have three hotels, 

and they are totally booked, and we didn't know it, and we'll be trying to bid on a 

piece of business for that same weekend. It's like, 'Hey guys, if you'd told us 

what kind of impact this group is having on you we wouldn't have'. We didn't 

even know that they were coming to town, because they won't always come to 

our office. We're trying to get them trained to send someone to our office, but the 

hotels snag that piece of business as fast as they can. And then you can find out if 

it's only 600 people, you can accommodate some smaller groups. Ifwe know the 

actual size of a group, we know if we still have rooms left. 

D.N. To what extent do you work with Ball State? 

J.M. We have a barber shop quartet convention that chose Muncie because of Emens 

Auditorium. They were very impressed with that facility. They came here last 

year, they'll be here this year, and they would like to be here in '98. We're 

having trouble working with, I think it's Homecoming weekend. 
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D.N. Is that the only one that's used Ball State facilities? 

1.M. No. We've had other groups in the past. It just depends. Star Soccer, for 

example, they have a big tournament in the summer, and they involve Ball State 

for that. The problem with Ball State is, their first priority is students. Obviously, 

that's not a problem, but it's a challenge for us. We've used their dormitories in 

the summer a lot for the softball tournaments. We've gone with overflow instead 

of sending these people to another county. We've worked with their dorms. 

Also, one of our members--of our board members-- is the assistant director for the 

Student Center and the hotel there. 

D.N. So, city council and other organizations ... You're pretty much on your own? 

1.M. Pretty much. Our budget has to be approved at the end of the year by the county 

council and the county commissioners. We're run by a board. We have a nine

member board, five of whom are appointed by the mayor, two by county council, 

and two by the county commissioners. 

D.N. So the community's economy ... Do you really think that the visitors bureau does 

have an impact on the community's economy? 

J.M. Oh, absolutely. The softball tournament's a loan, and I don't know what the exact 

amount was, but it's in the millions of dollars, the county impact that they have 

every year. They come to our community. They bring spectators, parents. They 

stay in our hotels. They eat in our restaurants, buy things. Gasoline tax and sales 

tax. There's definitely a strong direct economic impact, and they support those 

employees in the tourism industry. They estimate about a thousand people in 

Delaware County work in the hotel and tourism industry. The state of Indiana 
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they're so fragmented between the hotels, visitors bureaus, restaurants, and 

attractions, people don't think: of us as an industry. 

D.N. Which organizations are you members of? 
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I.M. International Association of Convention Visitors Bureaus, IACVB. I'm not sure 

if we're members of the Religious Conference Managers Association or not. I 

know we get their publication, so we probably are members. I think: we're 

members of the AAA. We are also in two regional marketing organizations: 

ERTMC, East Regional Tourism Marketing Cooperative, and 1-69 Cultural 

Corridor. We are also just starting this local group; we're not incorporated yet. 

We also kind of run the Delaware County Hotel/Motel Association. We also put 

out a visitors guide and a Muncie magazine. We also put out an event calendar 

twice a year. We also have an electronic event calendar in the computer that gets 

updated every day, whenever we get new information, and as a service we 

provide to the people who call in. What I do with it is take it to the next level 

now. I just started it this week. It's called my "Friday Fax", and I send it out to 

hotels and front desk staff and the attractions. It just has the weekend events, so 

when people come in to these establishments, they can talk more intelligently 

about what's going on in town. It's good for public relations. 
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South Bend Convention and Visitors Bureau 

Interview with Margaret Filchak 

D.N. What about your staff? You're all part of the Chamber of Commerce? 

M.F. Yes, we are. 

D.N. Which is very different from Muncie? 
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M.F. Yes. It's very different from most of the bureaus in the state, and it's very 

different from most of the bureaus in the country. The majority of bureaus in the 

country now are independent bureaus, and either have pulled out of Chambers of 

Commerce or were not formed originally as a part of the Chamber of Commerce. 

D.N. How does that effect staff? Is your staff separate from the Chamber of Commerce 

or just a part of. .. ? 

M.F. We are a division of the Chamber of Commerce. We are the largest division of 

the Chamber of Commerce. We have the largest budget in the Chamber of 

Commerce, but we share staff with the Chamber of Commerce and our whole 

division. So the board of the Chamber of Commerce is the governing and legal 

body that's responsible for the CVB. 

D.N. So you have a title within the visitors bureau? 

M.F. Yes, I am a vice president at the Chamber of Commerce, and I am the executive 

director of the ConventionIVisitors Bureau. Two members of the Chamber Board 

of Directors are pulled to be the chairman and vice-chairman of the Convention 

Nisitors Bureau. Two people are pulled to be the chairman and vice-chairman of 
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membership of existing business of the legislative division. Every division of the 

Chamber has two board members that are assigned to it in order to give advice, 

direction and be the liaison back to the board for the activities. Then, we have a 

board formed, which we call CTIC (Convention and Tourism Industry Council). 

That is an advisory board that oversees the operation of the CVB. They have no 

legal responsibilities; the Chamber board has those. It's merely overseeing. And 

the Convention Bureau operates through the Chamber of Commerce by a 

management contract with the hotel/motel tax board. Taxes are collected in the 

county on beds. That tax is distributed by the St. Joseph County HotellMotel Tax 

Board. The St. Joseph County HotellMotel Tax Board went to the C ofC years 

ago and said, 'We will give you money to operate a CVB given these specifics'. 

The C of C said, 'Fine, we will do that', formed a CVB, and has overseen the 

operations ever since. 

D.N. I know Muncie has a 5% tax. Do you have the same? 

M.F. No. We have a 6% tax that was legislated and began in 1994-95. It's divided up 

by the tax board by a formula. Roughly 70% of it goes to the convention center in 

the community, 20% goes to the CVB, and the remaining goes to retire bond or 

for another city or for the reserve. 

D.N. Is that the only way you're funded? 

M.F. No. Also, the Chamber of Commerce-part of one of those specifications-has 

to fund us. It is roughly one-third, two-third. So what the tax board gives us, the 

Chamber is expected to give about one-third of that amount to the CVB. 

D.N. Are there any staff just for CVB? 



M.F. Oh, yes. There are seven full-time staff that are just employees of the CVB, and 

one half-time employee. Then there are about half-a-dozen staff that we share. 

For instance, the person that greeted you at the front desk. We don't have our 

own person; we share that person. The person that takes care of the money, the 

controller. The person that works in the production room, that stamps and mails 

things out; those kinds of people are shared staff members. 

D.N. Do you ever do internships? 

M.F. Yes, we are doing two of them right now. 

D.N. One or two a semester? 
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M.F. Yes, depending on who solicits us, depending on the staff here that wants to have 

an intern. Depending on the work load and the quality of the intern. 

D.N. Any volunteers? 

M.F. Yes, we have a large corps of volunteers. Volunteers staff our airport Visitors 

Center. We probably have a good corps of maybe thirty volunteers staffing our 

Visitors Center, also assisting in programs, helping us with mailings, and taking 

group tours out. So, if you came as part of a group and you wanted to have a tour 

of the community, we would have one of our volunteers take you on a tour. 

D.N. When you say there's a Visitors Center at the airport, you have the Visitors 

Bureau, but there's also a Visitors Center? 

M.F. Yes. We also have a Visitors Center--separate, freestanding Visitors Center--at 

the Michiana Regional Transportation Center. An excellent location there. We 

have our own room there, our own office. We have our own space there that was 

given to us by the airport to run a Visitors Center. 



D.N. Is the Visitors Center also funded through your fund? 

M.F. Totally connected. 

D.N. What are the services they do, compared to you? 
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M.F. Since we are on the third floor of an office building, it's hard for people to get 

here. Now, we do have about three or four people come in a day. But this, you 

might say, is the administrative part of the operation. This would be very much 

like a factory. It would be very much like the line. This is where the heart and 

guts of the issues are taken care of here, and that's the front line. That's a person 

standing and talking to a visitor. We are all in the visitor industry, but I, myself, 

might actually go a month before talking to a visitor. That's probably 

exaggerating, because I answer the telephone. But I could go a week without 

talking to a visitor. That's the day-to-day, face-to-face contact with visitors, 

which is what we are really all about. But it takes all of this kind of in the 

background then to have that be our front stage. So that's kind of our front stage, 

and this is the backstage operation. 

D.N. What would you say as far as services offered? I know Muncie, that their services 

are not to give information or to be a visitors center. They're more to try to pull 

in softball tournaments and such. What would you say your main focus is? 

M.F. Well, we have ... 1 couldn't limit that to one. Our main focus is economic 

development. That's our main focus. Our main focus is "heads and beds". 

That's an industry term. It sounds funny to people. So our main focus is to 

stimulate the local economy through the expansion of the visitor industry. That's 

our mission statement. Now, we do that in a variety of ways. One of the ways is 
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the visitors center, another way would be the convention market; which we would 

put softball tournaments in the convention market. Motor coach groups, where 

the motor coach comes in bringing forty-seven people. And then the leisure 

market, which is mostly the people who are coming to the airport. And then we 

have a marketing plan and a strategy to deal with each one of those markets. 

D.N. Obviously, you do all of this marketing? 

M.F. All of this, we are responsible. We are what's called in the industry a DMO, a 

Destination Marketing Organization. We are the DMO for St. Joseph County. 

D.N. What exactly is your budget? 

M.F. Our budget is, for 1997, is $585,698. $138,000 comes from the Chamber 

investment, $420,128 comes from the hotel/motel tax, and $27,5700 comes from 

miscellaneous income or other sources that we have to bring in money. 

D.N. Do you have a certain way of allocating that, or do you use it as needed? 

M.F. No, we have ways that it's allocated. We have a very strict budget that we outline 

about the third quarter of each year. We have lines that each of those funds are 

allocated to each line, and then we track that each month to see where the 

allocation is going for each line of the budget. This is a business, and we run it 

just like any business. We run it like Hallmark Card Store, or General Motors or 

Exxon. 

D.N. When was the CVB started? 

M.F. This CVB started ... The legislation passed on this ... It's about 20 to 25 years old 

now. This is an old bureau. It was formed in 1972. The tax was passed in 1972. 
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D.N. As far as marketing promotion, what seems to work best for South Bend? As far 

as Muncie marketing, Muncie markets itself as not a destination in itself, but a 

regional destination, and more like a hometown deal. 

M.F. Our major image is really the University of Notre Dame. So most people come 

here, the majority of our visitors come here, because of Notre Dame. It is a 

community rich in attractions. We have ones that you can't find anyplace else in 

the world. The University of Notre Dame, the College Football Hall of Fame, the 

Studebaker National Museum. We have the first, and for a long time the only, 

man-made whitewater kayak course. When you go out of the office, look over 

there. Come back; go down in a raft sometime. It's loads of fun. We have the 

Northern Indiana Center for History. We have a prestigious convention center. 

So all of those things are elements that draw people to the community. And it 

certainly is a family community. We are also regional. We are the regional hub. 

We are the ADI for the area, the Area of Dominant Influence, so we have our own 

TV stations here. We have our own newspaper; we have our own radio station. If 

you are going to get entertainment, shopping, transportation, medical help, legal 

help, any of those in this whole region, this is where you come to. We have the 

second largest shopping concentration in the state, outside of Indianapolis. The 

airport is the largest feeder to O'Hare in the country. We have over two million 

people go through our airport each year. So we are really a regional center. 

D.N. So this is a destination in and of itself 

M.F. Interstate 80/90 is a big factor in that. Over forty million vehicles. We have 

University Park Mall. That's a huge mall, and it's part ofa whole huge shopping 
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complex around it. Over forty million vehicles travel on the interstate. If you 

want to go to the West Coast-- if you want to go to Seattle and you were on the 

East Coast-- you would go right through our community. That's true for most of 

the West Coast; if you are going to go there, you'll come through here. 

D.N. Do you help pull in conventions, such as do the bids, form the committees? 

M.F. Yes. We have a very strong convention market. The convention market is our 

oldest market. We've been in the convention market since the convention center 

was built twenty years ago. That's why the tax was created, in order to build a 

convention center. There's over 60,000 square feet of convention space. 

D.N. When you bid, what size towns do you compete with? Do you ever compete with 

Muncie or Indianapolis? 

M.F. We probably would not compete with Muncie unless it was for non-convention 

business. We would compete with Muncie for bowling tournaments. Maybe, 

maybe not. Maybe Muncie doesn't pursue bowling. Softball tournaments ... It 

more depends on the bowling houses that you have and their willingness to 

participate than it does the community. Some bowling houses aren't real anxious 

to do that. So we would definitely compete with Indianapolis, Lansing, Michigan, 

Toledo, Rosemont, Ft. Wayne, Grand Rapids, and Milwaukee. We also compete 

nationally with Tulsa, Oklahoma, with regional groups that can move around. 

Generally, Muncie isn't in that kind ofa convention market. When you say 

convention market, you have to understand that it really covers a very broad 

spectrum. It can be the true convention delegate that's coming in, say, as a 

member iflndiana State Bar. It's all of the lawyers in the state that come in, or 
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the Indiana Academy of Family Physicians; that's another one. Those would be 

choosing ... The state associations would be looking at Ft. Wayne, South Bend, 

Indianapolis, and those kinds of cities. So we probably wouldn't compete with 

Muncie on that. Other groups that don't necessarily need convention facilities but 

need other types of facilities, then we compete heavily. 

D.N. Do you have a marketing department that puts together a package and travels to 

the convention or ... ? 

M.F. Yes, we have a convention salesperson. One full-time, that's all she does. We 

have a convention servicing person, and 50% of her time is spent servicing the 

groups, planning 'Okay, you want to bring a group in to the community, what do 

you want to do when you get here', taking care of them, setting up information 

booths, setting up spouse tours, getting speakers for them, getting a welcome 

committee, making sure the mayor is there, putting together a hospitality 

reception, anything like that. We have the person that oversees that market. She 

also does the state association market. So we really have about two full-time 

people that do, maybe even about two-and-one-fourth full-time people, that do the 

convention market. 

D.N. Your web site. When did your web site go up? 

M.F. 1995. 

D.N. Would you say that has helped get out awareness about South Bend? 

M.F. Well, I don't think I would put it an awareness about South Bend, because South 

Bend is luckily a community that is pretty well known around the country. I think 

probably it has informed people who maybe weren't sure all of the things we had 
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here. Want to know about the College Football Hall of Fame? Our airport's on 

there; our newspaper is on there. Probably educated them a little bit, but I don't 

think that they probably went from zero knowledge to the opposite. They 

probably had some reason for trying to find us. We don't think that the web site, 

at this point, is the end-all, be-all, because only a small percentage of homes have 

it. It's still waiting to find its own. It will, but it's still waiting. 

D.N. Would you say your role has been more proactive in trying to get things into 

South Bend or reactive? 

M.F. Definitely more proactive, because they know about South Bend, but they also 

know about East Lansing, and they also know about Ft. Wayne and Toledo, 

Columbus and Dayton. They know about those cities, too. So we are definitely 

proactive. Now our phone does ring, and people say they want to bring a group 

here. But we don't ... We're very lucky. The job has gotten much harder for us, 

because our convention center is nearly full. It's very difficult to find things that 

fit in with the limited space that we have. When you only have a few number of 

days in the year that are open, it's hard to find things that are absolutely the right 

thing. Now, we're fairly new to the leisure market and the motor coach market, 

which is the opposite of most communities. Most communities ... If you took 

Elkhart or Laporte counties, which are our sister counties to the east and west, 

that's all they have been doing. 

D.N. 

M.F. 

So what do you do to contact the leisure market and the motor coach market? 

In the motor coach market, we hired a full-time person on staff. We may be one 

of the only bureaus that has a full-time, actually, it's more like one-and-a-half 



-

64 

people that does motor coach. We want to put a good, strong effort into that for 

about five years, then step back and analyze the market and see if we feel that 

there is a good enough ROI (Return ofInvestment) to make that worthwhile. We 

attend joint and attend the major trade shows, the AVA, MT A, MeA. We do two 

familiarization trips a year, one of them with the whole region and one of them 

with just ourselves. Advertising. We have a motor coach committee in the 

community, and we've went together to advertise. So we are proactive like that. 

We have similar things that we do in the convention market. One of the things 

that's coming up is called "Day at the Race", where we go for the Indianapolis 

500, the time trials. We invite people from all over the U.S. to come down to the 

race for a day on us. We have a hospitality suite there and do some entertainment. 

It's one of the proactive things we do. Then, in the motor coach market, there are 

different things we do like that. In the leisure market, also, we take out ads. The 

convention market is one staff person on the phone with one meeting plan, so it's 

very labor intensive. I worked on one convention the whole time that I was in the 

convention sales department. We worked on that convention ten years before we 

got it. The leisure market, you put an ad in the magazine, or the newspaper, or the 

radio, and you're going to get the people probably within 3-6 months to visit your 

community. You take one ad out, and you can reach millions of people, literally. 

It's entirely a different operation than the convention market. 

D.N. Where do you advertise? 

M.F. We advertise in Toledo; we advertise in Lansing. In those markets. We've taken 

newspaper ads out. We've got ads in Midwest Living, Home and Away and Better 
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Homes and Gardens. Right now, our big push is that we are putting together 

packages in the community. We're teaching people in the community how to 

package, putting packages together, and going out and selling the packages, like 

to the Chicago Tribune. We work with Notre Dame on the leisure market. When 

somebody calls in to get information, they get an 800 number. We've got our 

visitors guides out there. We supply, during freshman orientation, visitors guides 

on the community. We make sure we use it in that market very well. 

D.N. You say Home and Awtry and Better Homes and Gardens. That's sort of my 

parent's age group. Is that your target age group? 

M. F . Yes. It's not you. For the most part, most destinations in the Midwest, especially 

a community like this, is more 40-65 year olds. Now, I think you can get down to 

Bloomington, where they can put together more soft-adventure packages of 

biking, climbing, hiking, and you get a younger crowd. But we don't have those 

kinds of things here as easily available and available year-round, so ours is more a 

40-60 crowd. 

D.N. Back to the motor coach for just a minute. Jo McKinney, in Muncie, had 

mentioned motor coaches coming from Ontario to Branson. Do you try to pull 

them into South Bend? Has it been successful? 

M.F. Yes, but nothing is ... In anything that you do in any of these markets, your success 

is like this. So what you do, you do a lot of things like this. There is no one thing 

that you do that your success is going to say, 'Oh, my God, that was the answer'. 

It just isn't. You do a lot of different kinds of things. We look at the Holland 

Tulip Festival because there is a lot of people from the South that go up there to 



the Tulip Festival. Now we are looking at a lot of people that are going to go to 

the casinos and see if we can get them to stop just even for a meal here before 

they head on. So, yes, we look at people going north, south, east, and west. 

Again, our location on 80/90 is fantastic. 
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D.N. Back to the convention and those meetings. What sort of events do you normally 

try for? 

M.F. We would try for an event that would have two to three days, that would be a 

combination of meetings and trade shows. One that would use meeting space and 

trade show space. Ones that would use at least two hotels--citywide is better--and 

generate between 250 and a couple of thousand room nights. 

D.N. How many hotel rooms are there in South Bend? 

M.F. About 3,300. 

D.N. How many people live in South Bend? 

M.F. In the county, there are 250,000 people. 

D.N. When you talk about conventions and visitors bringing in business into the 

community, do you have any data on how the VB has impacted the economy, or 

how much tourism brings into South Bend? 

M.F. Tourism ... The last studies that we have are in 1993. We just had a new study, but 

I haven't had a chance to look it over yet. So the last figures were that visitors 

spent $239 million. Over 5,500 people are employed in the county. Our market 

share, depending on where you look, we are either third or fourth highest in the 

state. Indianapolis, Ft. Wayne, Lake County, and St. Jo County are the top four 

counties in the state for drawing people. 
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D.N. I know in Muncie, the community doesn't know much about the Visitors Bureau 

at all. They don't want to work together. Would you say the Visitors Bureau is 

very integrated into the community? 

M.F. Very integrated. We have worked hard over the years to make sure that the area 

leaders in the community, the community itself, elected officials, and business 

people all understand the mission of the Convention Bureau and support it. We 

have specific programs--in fact, we are working on one ofthem today--in order to 

make sure that that awareness always stays in the front of people's minds. One of 

the things that we have is called a "Millions to Billions" program, and we take 

that out, and we give that to targeted area groups. So, during National Tourism 

Week, we are going to be having a reception focused on all of the elected officials 

in Mishawaka. We are going to give them this presentation on the value of the 

hospitality industries in St. Joseph County. Then, a month later, we are going to 

give it to the hotel general managers. Not like they don't know, but we want them 

to know even more. We gave it to the elected officials in South Bend and in the 

county and Mishawaka. You'll see two resolutions on the wall. We talk about 

the value of tourism and the importance of the Convention CenterNisitors 

Bureau. So we identify every major board in the community, and during the year, 

we try to make about four presentations to them; and we invite the press, too. 

D.N. Are the presentations basically an update on that year? 

M.F. No. It's more ofa PR piece on how important the industry is. We talk about the 

latest economic figures, how many people we employ, what the business does. 

We have testimonials in it, so one part of the presentation would cut away to Jeff 
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Nickerson, and he would be saying, "I started in this industry when I was a 

busboy, when I was fifteen years old, and now I own two restaurants". Just to 

show people that you can get ahead in this industry; they aren't just dead end jobs. 

It's an important industry, and if you stick to it, you can be your own 

businessperson. It's the entrepreneurs dream. We talk about the tax dollars we 

generate, how many people we employ. It's real powerful. When people walk 

away, they say, 'Oh, my gosh'. So we keep doing and doing it, so that it is 

always out in the forefront of people's minds. We hold a couple of press 

conferences a year, and we meet with our elected officials. Our congressman's 

assistant just called asking me for some help on an issue, and said, ''Let's get 

together for lunch and discuss it". I go to Washington D.C. periodically and call 

on our congressman and our senators there and inform them on the issues. We 

have a mailing that we do that's called "Stocking the Pond", and, about four times 

a year, we update people through the mail. A list of about thirty-five VIP, we 

update them on the important things we're doing that are going on in the industry. 

If they don't know about it, and they don't care for it, they can't fight for it, and it 

can't survive and thrive. So we are real proactive in our community. We don't 

let them forget about us. I meet with the mayor regularly. I meet with the boards 

regularly, and I'm on a first-name basis with every elected official that I possibly 

can be. 

D.N. What organizations are you a member of'? 

M.F. ICVB, ISAE--I've been a stalwart for that (Indiana Society Association of 

Executives)--the American Bus Association, the Indiana HoteIIMotel Association, 
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the National Tour Association, the Ontario Motor Coach Association, and just 

tons of them. TIA (Travel Industry Association), Midwest Travel Writers. Also, 

a big area that you didn't touch on that you probably want to know about, is what 

we do for public relations. PR is another big area for us. Since we have a small 

budget and a big job to do marketing this community, we can't place as many ads 

as we need to, so we rely on free ads. So we have a full-time staff person that 

does nothing but try to get free stories about us. In 1995, she got about $100,000 

offree stories placed for us; and last year, she got $600,000 offree advertising for 

us. It's worked very well. She does an excellent job. 

D.N. Staff? 

M.F. Staff ... Myself, the Executive Director. The Assistant Director, who oversees the 

motor coach market and convention market and that staff. She has a staff of a 

full-time convention person, a full-time motor coach person, and then she has a 

convention servicing person that helps out in other areas. She has a part-time 

motor coach person. Then we have a full-time secretary and the PR person. 

D.N. What is the difference between the IACVB office and the VB for the state of 

Indiana? 

M.F. Indianapolis ... If you talked to Indianapolis, you're talking to the same people like 

me, like Vicky, only bigger. If you want to talk to the state, that's not a paid 

position; it's a volunteer position for the Association of Indiana Convention and 

Visitors Bureau and always has been. You would have to talk to the director of 

Bloomington's bureau, Val. She is the president of AICVB. Then, if you want to 



talk to IACVB (International Association of Convention and Visitors Bureaus), 

they're in Washington, D.C. 
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D.N. How large or are you a part of the convention center? There are many offices in 

here. 

R.H. Yes, it's a bit of a maze, isn't it? Ithink one of the things that you'll find about 

your bureau studies is that, while many of them have a mission that's not too far 

off, what you'll find is that the structures and how they fit within the community 

often times can be very, very unique. Our mission, to start out with, is pretty 

consistent; and that is that we are in business to stimulate the economic and (this 

is something we've changed, we just put it in last year) the quality-of-life impact 

to the city of Indianapolis by, through, the solicitation and booking of major 

conventions. Most of them are like that. We are a SOlC6 organization; that's the 

legal code. That means that we're a not-for-profit group. Ours is a little bit 

different. We have forty staff members that are here, and I'll break the 

departments down for you in a little bit. We have a sister organization called the 

Indianapolis Project. Okay, I'll come back and talk about that in a little bit. 

Within the Project is a group called the City Centre. We also have the services 

that we manage, guest service relations, because there's some leverage there over 

in the mall, you know, with the Circle Centre. We also have the for-profit 

subsidiary under those groups. So its management comes up through our 

president, who serves on both. I don't serve on either. It's kind of an interesting 
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little twist that we have there to how we are structured. And about a $6.4 million 

budget. 

D.N. Out of those forty employees, are those all simply for the Visitors Bureau? 

R.H. Yes, correct. 

D.N. That would be an executive director, and what are the other titles? 

R.H. Yes, we start. The title is President and CEO, who's Bill McGowen, who heads 

up the organization. Then, if you break down into three major chunks, our 

divisions. There's the Finance and Administration division, and they would be in 

charge of the technology and, basically, policies and human resources and make 

sure we have people coming in; and, of course, the financial statements and CPA 

reports we have coming in over there. They have a staff of about six people. 

Then, we have the Membership and Development area. We'll focus on as a 

not-for-profit membership organization. That's probably different from some of 

the others you have looked at. Not everyone has members; we do. We have 

about 750 of them. So we're constantly out trying to find ways to garner up new 

members and support. We make money. You picked up one of these. All of 

these are paid advertisements that we help to offset some of our expenses. That's 

Membership and Development. They have a staff of about five people. Then, 

you have the Sales and Marketing area that's charged with really the solicitation, 

the advertising. If you look at it, it really has three subgroups under it: 

stimulating interest through advertising and that whole block; making, converting 

the inquiries into customers, whether they're group customers or consumers that 

are coming in; then the service department-housing, registration, and convention 



services. That makes up probably the other twenty-seven or so. The last area 

happens to be my area. So we have three vice presidents that are in charge of 

those three areas. You have a VP of Finance and Administration, a VP of 

Membership and Development, and a VP of Sales and Marketing. Pretty nifty, 

huh? 

D.N. So are those forty all full-time? 

RH. All of those forty positions are full-time. I take that back. There's about a 

Full-time equivalent that we have. We do have about three or four part-time 

positions. 

D.N. Okay, what about volunteers? 

RH. Yes, there are volunteers. There's probably less so within the ICV A. Our 

volunteers start showing up over at the Indianapolis Project. That's a little bit 

different organization over there. Most of that group over there is run off 

volunteers. So, technically, not a lot on the ICV A. 

D.N. Do you have a web site? 

RH. Yes, we do. 

D.N. How effective have you found it? 
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RH. Well, you know, it's interesting that you should ask that. We just put it up the 

first of March, and it has had a little nuances since then. Our early indications 

are, we're getting about 3,500 hits a month right now, and we're not even 

advertising it. So we feel it's going to be pretty good. It was put originally with a 

journalism and public relations or media relations focus to it. Then, we brought 



ours on, and we're still working through that. So, really, too soon to tell, but 

we're happy with the results thus far. 

D.N. Now, when was actually the ICV A started? 

RH. We have our 75th anniversary coming up next year. Kind of amazing, isn't it? 
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Seventy-five years. Detroit was the first one, then Chicago and a few others; but 

we were in the fray pretty early on. 

D.N. Budget? 

RH. Budget, $6.4 million. 

D.N. Where does that come from? 

RH. About two-thirds of that budget is in the form of a contract that we engaged with a 

group in the city called the Capital Improvement Board. I'm going to give you 

information that's got all of this in there. That is the result of collecting 5% of the 

hoteVmotel tax, and 1 % restaurant tax comes into this group called the Capital 

Improvement Board. Now, they build areas, manage arenas, buildings, facilities, 

and parks; and they also contract with us to the tune of about $4.5 million a year. 

We have that set up for about the next ten years now. Now, the other 

One-third of our budget comes from the area I mentioned earlier, Membership 

and Development, from the membership dues and advertising, and special 

projects that we raise money with. 

D.N. What services are offered? Such as, Muncie gives out maps and tours. What are 

your basic services? 

RH. Well, first of all, this is pretty big. This is an Indianapolis piece of collateral. 

This is a pretty nice book. That's probably our core publication, but we do have 
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other brochures and publications that we do offer consumers. Probably one of the 

most visible arenas is that we are probably one of the city's active solicitation 

arms in securing major conventions. All the major conventions are our 

responsibility. So the success of that permeates throughout the industry and 

throughout the city, certainly. Everyone benefits. Like these firefighters, I just 

mentioned there's going to be about 11,000-12,000 in town. They're all spending 

money everywhere. Enhancement of the image for the city through our 

advertising is a service that we offer the city. As relates specifically to the 

services offered members, they benefit from all of those things that we just 

mentioned. We have awareness campaigns, welcome programs, buttons we 

distribute, information about the groups that they can prepare effectively, 

collateral that supports the groups. You may have seen out there "Welcome 

FDIC" school placards that are allover. Those things go allover the place so that 

people become more aware. We capture an anacronym "VIP". We offer 

"Visibility, Information, and Promotion" materials. Visibility so the clients can 

see our members, and information about those groups so they can plan more 

effectivel y. 

D.N. If the visitors come in and want maps, tours or anything, would they visit the 

Visitors Center then? 

R.H. Some. We would offer them col1ateral here. Most of that information they can 

find across the street at the City Visitors Center. They have about 300 or 400 

different brochures they distribute there. 

D.N. As far as marketing and promotion, what works best for Indianapolis? 
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RH. In terms of how we position ourselves? 

D.N. Yes. How would you attract when you are trying to get conventions? 

RH. Good question. That's one we wrestle with all of the time. First of all, just as a 

little background, a lot of cities put up centers. You can find them in small cities 

and large. All of our major competitors have some major addition, expansion or 

new facility. It continues to grow. So everybody gets oriented toward the 

building. What we try to do is posture ourselves, position ourselves, around some 

of the softer things, like people. We know that people will make a big difference 

in the success of any programming. From the planning, to the confidence that you 

have in the people, to the execution of the program, to getting all of the interested 

parties and people to work together effectively to deliver up that meeting. So you 

see a lot of the tone of our advertising. It's still a lot of different things we're 

doing. But it's really people that are in front of great facilities, whether it's 

shopping, hotels, catering service, special events, marketing, or entertainment 

value. That's kind of the way we position ourselves. We take your visit and 

business personally. It's a very important aspect. Secondary to us, to each of 

those, is that we are also a very compact package. Meaning that, not only is the 

center here with the dome, but now we have hotels that are connected into that, 

and shopping is literally a block away. You have 3,000 hotel rooms within 3 Yz 

blocks walk from here; that's the other thing that people find appealing. Then, 

there's probably, in terms of the clients minds, there are probably ten or fifteen 

other critical areas that are important to them; things like safety, value, 

geography. You know, being able to get the people here effectively within a 
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day's drive, which works for everyone in Indiana. So we camp on those things as 

well. Make sense? Buy that? 

D.N. Target traveler. What age group do you usually go for. Is there really one? 

RH. Yes. It gets a little obscure after a while. People within 25-45 age groups are the 

types that we are shooting for primarily. Couples and families, for leisure. Group 

stuff is all over the board; we target them as occupation planners. 

D.N. Did you help get the Final Four here? 

RH. Yes, we were very active. Our role primarily rested in the coordination of the bid, 

originally. It kind of migrated from one of securing it to one of helping service it. 

They had a local organizing committee that handled a lot of the details, in terms 

of executing the event. We worked very closely with that. We worked with other 

good partners, like Indiana Sports Corporation, which was very instrumental as 

well. 

D.N. How connected are you with the convention center? Are you the main person that 

helps them get the bids or do you coordinate very closely with them? 

RH. That's a good question. In fact, when it relates to the center, often times there's a 

lot of confusion there. We're housed in the center, but that's a total separate 

organization. People that run the building are totally separate. We're linked by 

that contractual connection. We're kind of an "arm's length" contract as opposed 

to a direct relationship. However, the center recognizes, and the city recognizes, 

our role as one of marketing the city, attracting clients to the city, and assuring 

that the building has policies that are cohesive. We couldn't go off doing one 

thing and saying one thing in our marketing and have them saying another thing 
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in their policies. So there are some very interesting little interlinks there, like 

what they can book. They can't book anything into the building outside of 

eighteen months. It has to come through us, and it has to be construed as a 

national account. For instance, that circus bill that was in here this weekend, they 

may want to come back here for the next ten or fifteen years. They can't 

arbitrarily go out and book them. What would happen is that they would take out 

the RCA Dome, book a coin show in here clear out to 2003. That's a good show, 

but then if you have the American Bar Association or other major associations 

want to get in there and it's clogged because you've got a small show in there, 

that doesn't work well. So there are policies and procedures that are very much in 

sync, even though we are two separate groups. 

D.N. So, as far as booking, they want them to go through you so that there is not that 

mix-up? 

R.H. That's correct. They would do the actual booking, but we would control the 

switch. We're like the gatekeeper. 

D.N. Would you consider yourself more proactive or reactive? 

R.H. I would throw us on the side of pro activity, that we actively pursue groups that we 

want to go after. I would put us proactive and responsive. We're less reflective, 

in terms of: we don't just wait for business to come across the transom. We know 

where we're going. We have a plan. It's a pretty detailed plan, and that works 

with all of the segments and strategies. 

D.N. When you are going out and you're trying for a bid, or trying to get someone, 

what size ... I know South Bend is trying to get the motor coaches and those kind 
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R.H. Yes. Okay, first of all, it's probably not ... People say we really want to pursue the 

high-tech association groups. Ours are primarily driven by their looks and 

dimension of the group. For example, right now if you look at building our 

business, it's much like building a building. You lay a foundation. That 

foundation of those huge groups that are now booking out to 2005, most of them 

five to six years out. We put a parameter on there that we will not pursue 

actively, unless there's some extenuating circumstance, that we won't book 

anything that's less than 2,000 rooms on peak night. Do you know what that 

means? Do you understand? If you have a group like this one coming in right 

now, they have 3,400 rooms on their peak night. That's three days from now. 

They may go from 50 rooms to 200 rooms to 700 rooms to 900 rooms to 3,600. 

We won't pursue anything less than 2,000. Then, as the time frame narrows, you 

see the propensity for us to book those groups also diminishes, because many of 

them are looking across a scale of things. So two years out, we would accept 

something like 1,000 rooms. As we get one year out, we'll look at anything, 

basically, because of the likelihood of something else coming in there. Primarily 

people that have 2,000 rooms are typically the associations. There's a frequency 

and a detectability to them. They're highly visible; they aren't very fragmented. 

We know that the American Bar Association is in Chicago. We know that they 

run 272 programs a year. We know that they have three or four major 

conferences a year. These are very visible groups out there that we pursue. So 
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associations are a major target of ours, which is a large part of our convention 

segment strategy. We are actively pursuing them. Secondarily are corporations 

that have large sales meetings. The John Deeres of the world, the Cummins 

Engines, the Ball Corporation: all have large sales meetings. But our primary are 

associations, conventions, large corporate conventions, and then smaller meetings 

begin happening beyond those, like state association meetings, small corporations. 

D.N. First, you go for the big fish, and then you'll go and pursue something that's 

maybe not quite as big? 

R.H. That's right. Each sales people are doing all things, all out there pushing those 

buttons for the big meetings. So as they're successful and get closer in, then there 

is the smaller group of people. So you get a sense, then, of how the business fills 

in. Large groups out to 2006 and, as we get closer, you lay the smaller groups on 

top of them and between them so that we have a good, clear calendar. Then, as 

we get in to within a year or so, it's small meetings, group tours. Then, it gets 

right down to the consumers. We watch our consumer spending--the ones and 

twos, you know, the families or couples that come down inside of two weeks-

finishing it out with them. 

D.N. What cities do you normally compete with? 

RH. Our primary competitors are Chicago, Minneapolis, St. Louis, Kansas City, 

Columbus, Ohio, Cincinnati, Cleveland, Louisville. That's our core competitive 

set, and then we end up with San Antonio, Baltimore. Most of the time, though, 

because of the rotation that's especially in the large meetings (because they want 

to cover membership), there's a rotation pattem--East Coast, Midwest, West 
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Coast, East Coast. So we're typically competing with someone within our 

geographic region. We often times are competing with that, but frequently you'll 

find that there's a Baltimore or Dallas. 

D.N. To what extent do you collaborate with the city ofIndianapolis? Like the hotels, 

are you very connected with them? I know, in Muncie, we're having a lot of 

problems trying to connect hotels and work together. 

RH. You've got to do it. There's just no way that we can be successful working 

independently. So, yes, we are hooked at the hip. 

D.N. Do you go together with the marketing when you are putting in a bid? 

RH. Absolutely. Really, when you look at it, our customers really are our members. 

D.N. 

RH. 

D.N. 

RH. 

We're doing all of this stuifto take care of our customers coming in, but the real 

objective is to ensure that we are stimulating economic value. Of course, people 

often sometimes catch that, hotel lodging and such. So they want to work with us. 

If their objectives say 'we don't want that over there', we can't continue to stretch 

and pursue something that doesn't make sense. So, as long as we're all lined up, 

then we know that we gain their support. It's very important. That's a 

relationship that we continue to watch and nurture. 

What about the colleges? 

In the sense of pursuing a business segment that's academic? 

More in the sense of using their facilities. 

Especially in some of the educational meetings we are doing out of Washington. 

There's a requirement for strong, academic support, or maybe they need a 

research facility, or technical lab. So, from that degree, we work pretty closely. 
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We're very fortunate, here in the city, to have IUPUI here, because it's one of the 

largest transient campuses. It's like, everybody leaves and there's all of these 

facilities there. It really kind of spills over into Whitewater State Park, National 

Institute of Fitness and Sport, the tennis center that's over there, the track and 

complex. Very often times, we would approach the campus there to use those 

facilities to support our groups. They are very willing to do it. Or there may be 

faculty that has a very prominent position in one of the associations that we are 

pursuing. 

D.N. What are the main attractions that can pull people into Indianapolis? 

R.H. We have the world's largest Children's Museum. They're doing a million people, 

many of which are coming in from out of town. That's a very visible, attractive 

arrangement. The RCA Dome, even though a lot offootball fans don't come 

from out of town. But there's a lot of people who want to tour this when they are 

here. They want to see it~ it's a huge facility. We do very well with the zoo--it 

ranks up there as a high impact area--and, collectively, the Arts. The Eiteljorg 

Museum, the symphony, and the Indianapolis Museum of Art are some of the real 

prominent ones that you have there. Circle Centre is the biggest opening Simon 

has ever had. There was a million people a month through there, and over 52% 

from out of town. 

D.N. How many hotel rooms are there? 

R.H. In the metro area, total, we're a little over 17,000. 

D.N. Do you know how many people there are in the metro area? 
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RH. 1.2 million. That's 800,000 in the city proper and about another 400,000 in 

Marion County. A little over that now. 

D.N. How much money does the Visitors Bureau help generate each year? 
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RH. Interesting you should ask that. This is done by David Peterson. This isn't 

published yet, but you can use this number. We are up to $1.6 billion dollars! 

That's what is generated. There it is by time frames. 49,000 jobs are created and 

sustained within tourism. You're probably going to want to know what the state 

and local government impact is to their revenues. $137 million in state taxes are 

generated from that, and $75 million in local. We are up about 35% from three 

years ago. 

D.N. How interactive are you with the city ofIndianapolis? I know South Bend

Marge Filchak-is out there with the mayor having lunch. They do a "Millions to 

Billions" program, where they go and do presentations for counsels and business 

organizations to let them know what a great impact the visitors bureau is having 

on their community. Are you doing anything like that? 

RH. I think it's more the latter. This is not something that just occurred; it was 

nurtured over time. That is why we do these reports, to ensure that we know what 

we are doing and, importantly, our membership. As our membership ... You see, 

it's like 700 little ambassadors out there for tourism. They're all excited about the 

way things are going. We don't need to go out and sell the city management on 

it. But we do work closely through the cm (Capital Improvement Board), 

primarily, who has many positions appointed by the mayor. Because of our 

contract there, we are constantly keeping them informed about what's going on; 
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and they know, through that body, how well they're doing. They know and see 

the taxes. They watch that $75 million pretty closely. We may not be as visible 

or active as you may see Marge with the offices up there, but her structure is a 

little bit different. She is more part of the city, where we're not part of 

government, per se. The mayor is very supportive; we've used him on bids 

before. He's very willing to come out. Yes, the city is very important to us, but is 

more one to help us in the promotion as opposed to keeping them informed of 

what we are doing. 

D.N. Public relations. I see you doing a lot of advertising. Do you have a person that 

does these public relations and works on that? Do you manage to get a lot of free 

advertising, or is that something that you have earmarked in the budget? 

R.H. Yes, we do. We are very proactive. We have a full-time position on our staff. 

Kathy Wine is our media relation's manager and community relations' manager 

as well. She is very active in setting us up with interviews, ensuring that we're 

postured well with all of our national key publications, trade publications. Now, 

ours is a little bit different. We take it one step further. That second group, that 

secondary organization or sister organization, Indianapolis Project; the media 

relations arm has five people that are dedicated to spinning stories and dealing 

with the media on positive stories beyond tourism. They can be talking about a 

number of things. Tourism is certainly very central, because that's usually ... So, 

to answer your question, not only do we have one person on our staff that deals 

primarily with the trades and tourism; we have a whole other staff that's doing 

stories of interest on the greater Indianapolis area. 



D.N. Associations that you are a member of? The IACVB, I'm assuming, is probably 

one of the main ones? 
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RH. IACVB? Yes, we're a member of the International Association of Convention 

Visitors Bureaus, the Association ofIndiana Convention Visitors Bureaus, and all 

of the major ones: the American Society Association Executives, Meeting 

Professionals International, Professional Conference Managers Association, the 

Tourism Industry of America, the National Tour Association, American Bus 

Association. We'll really focus on the customer ones, where we can be visible 

with customers. We find those much more important to us. They will take a 

priority over some of the industry things. 

D.N. Do you do anyFAM tours? 

RH. Yes, we do. At every segment, we have FAM tours. The Final Four was a FAM 

trip that we had. We do about twenty-seven of them a year, twenty-seven 

familiarization trips a year. 

D.N. How large are they? 

RH. They're anywhere from maybe fifteen to seventy. Then, we do a number of sight 

inspection visits. Now, that's a bit different. Familiarization trips would be a 

group of potential clients that you have. Site inspections would be one person 

that would have a very specific interest in it. We have about 130 of those a year. 

D.N. I'm all out of questions. Anything else that you want to say? 

RH. I think it would be to underscore the need for everyone to work together--that's 

the attractions, arts community, the tourist-related area, lodging, the restaurants-

and to constantly show how tourism benefits them and, ultimately, the 
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community. It's a very transparent industry. Sometimes it gets shuffied under the 

rug, as you know, and people don't see it, because these people kind of sneak in 

and out of town. The dollars they leave behind are pretty tremendous. $1.6 

billion. You think about it. It really does take a lot. Police, fire protection, 

schools--you have to build them to have that money come in. Yes, it's important 

to have those kinds of buildings, these mousetraps, if you will. It's very 

important that the community work together and be supportive for it to be 

effective. 

D.N. You have the Visitors Bureau here, and the other organizations, arms, other 

branches ... ? 

R.H. And the others are the Indianapolis Project Incorporated, and under there are two: 

the City Visitors Center and the media relations. And there is really another one 

that's called Back Home Indiana. This is a for-profit subsidiary that sells all 

Indiana products, and the profits go back to help stimulate these organizations. 

Posters, T-shirts, crafts ... 


