
EXECUTIVE SUMMARY

The Greater Springfield Convention and Visitors Bureau (GSCVB) needs to increase its marketing 

and advertising budget to support the expanding hospitality sector in Western Massachusetts. 

An estimated 5 million to 7 million visitors per year are expected to begin visiting Western Mass 

annually following the opening of MGM Springfield.

MGM Springfield will be an attraction of unprecedented importance and impact. Unlike the “ 

major” established attractions of the region (Naismith Memorial Basketball Hall of Fame, Yankee 

Candle Village, Six Flags New England, Springfield Museums) which all grew over time, MGM 

Springfield will arrive fully-formed at a massive scale. 

In order to maximize visitors’ direct spending and the correlated tax revenues represented by  

this dramatic surge in visitation, the Greater Springfield Convention and Visitors Bureau will work 

closely with the MGM Springfield team. The Bureau’s role in this partnership is to market the  

entire Western Mass region, targeting potential visitors and engaging them with compelling  

marketing messages. If these strategies are successful, visitors will extend the length of their 

stays in the region and also spend a portion of their time and dollars at a variety of attractions, 

venues and small businesses outside MGM Springfield.

The Bureau will accomplish this by: 

• Significantly expanding the GSCVB’s destination marketing efforts to target critical audiences.

• Aligning the administrative capacity of the GSCVB to the stated mission of maximizing the  

 economic impact of hospitality within the region.

• Working very closely with the MGM Springfield team to insure an excellent working  

 relationship with accurate follow-through on all elements of the joint  

 marketing agreement.

“ALL IN FOR WESTERN MASS 
 TOURISM SUCCESS” 
 A plan for maximizing capture of visitor expenditures 
 in the region’s new gaming era

Presented by the Greater Springfield Convention and Visitors Bureau      September 15, 2017
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INTRODUCTION – AN OPPORTUNITY AT RISK

The GSCVB and the Commonwealth of Massachusetts stand at an important crossroads. The 

imminent introduction of casino gaming will have a dramatic impact on the tourism/hospitality 

landscape statewide. Here in Western Mass, the selected licensee is MGM Resorts, a worldwide 

leader in gaming, with deep and significant relationships in both the convention and meeting 

group industry and in the entertainment industry. 

Thus, the GSCVB/MGM Springfield partnership represents an outstanding opportunity for tourism  

expertise and gaming leadership to bring new visitor-generated tax and direct-spend revenues 

into the Western Mass economy in specific, as well as to the Commonwealth’s economy in general.

However, there is a major roadblock standing between the Commonwealth’s treasury and this 

major new revenue source. The GSCVB, recognized by the Commonwealth as the designated 

Regional Tourism Council (RTC) for Hampden County, is not currently equipped to do the job it 

will be charged with doing. It is dramatically understaffed and under-funded compared to similar 

agencies of its kind which are working in partnership and/or proximity with major gaming facilities. 

ABOUT THE GSCVB – A PROUD RECORD OF ACHIEVEMENT

The Greater Springfield Convention and Visitors Bureau was incorporated in 1985 and formally 

designated a Regional Tourism Council through legislation, Chapter 23A of Massachusetts  

General Laws. The GSCVB is also an affiliate of the Economic Development Council of Western 

MA, and operates as a private non-profit destination marketing organization that generates  

economic growth by marketing its service region as an ideal destination for meetings and  

conventions, group tours, sports and leisure travel.  

The Bureau organization structure consists of a President, who oversees a staff of marketing  

professionals. The President in turn reports to a Board of Directors comprised of 28 individuals from 

leadership positions in both tourism and non-tourism businesses/organizations from throughout 

Western Mass. 

The GSCVB has been led since 2000 by Mary Kay Wydra, a lifelong resident of the region with 

nearly 30 years of personal experience in tourism management and leadership. Wydra currently 

serves as a member of the Governor’s Advisory Council on Travel and Tourism, has served as a 

board member of the Massachusetts Visitor Industry Council and as the RTC statewide leader,  

selected by her 15 peers across the state to lead the group. She has testified before the  

Massachusetts Legislature many times as an expert on tourism in the Commonwealth, offering 

her views to lawmakers on a variety of bills in progress.
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Since its establishment, the GSCVB has aggressively promoted Western Mass using direct sales, 

trade show attendance, print and virtual publications, events and so forth. As promotional  

budgets have allowed, the GSCVB has been visible in important consumer-facing periodicals 

such as Yankee Magazine’s Annual Travel Guide, Connect Sports and the ABA Motorcoach  

Marketer to name a few. The Bureau has also used digital billboards in key regional feeder  

markets, and online advertising campaigns targeting its core demographic segments.

As a leading Destination Marketing Organization (DMO), the Bureau:

• Created and manages the Howdy Awards for Hospitality Excellence 

• Trained hospitality front-line service professionals through its affiliate program, Howdy University.

• Operated two Visitor Information Centers

• Maintains a 25-person strong Ambassador Corps to service visitor and convention needs

• Offers robust hospitality programs for incoming convention groups

• Publishes an annual Visitors Guide and distributes 125,000 copies 

• Enhanced the reach of its members’ marketing efforts through a matching mini-grant program

• Manages a website that welcomes 300K+ unique visitors per year

• Operates social media platforms including Facebook, Instagram, YouTube and Twitter 

• Maintains a long-term partnership with the MA Convention Center Authority 

• Co-leads “Team Springfield,” a cooperative sales effort focused on city- and region-wide  

 convention events

• Leads and facilitates a multi-Western Mass RTC group tour sales mission annually, showcasing  

 the attractions of the region to bus tour operators in PA, NY and NJ.

• Established and continues the efforts of the Western Mass Sports Commission to attract   

 sports-related competitions and events to the region

• Hosts major annual events including Double Decker Dine, Slider Slam, Western Mass Food  

 Fest, and the Howdy Awards for Hospitality Excellence gala dinner.

SITUATIONAL ANALYSIS

Tourism is big business for the Commonwealth of Massachusetts and Western Mass. 

• Direct spending: $20.2 billion

• State & local taxes: $1.3 billion

• Jobs supported: 135,000

• Wages paid: $4.4 billion

• Over 25 Million Domestic Visitors

• Approximately 1.8 Million Overseas Visitors

• 700,000 Canadian Visitors

(Source: MA Office of Travel and Tourism CY2015)
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WESTERN MASS INDUSTRY GROWTH – HISTORICALLY SLOW AND STEADY

The data below clearly show a pattern of historically modest expansion of the Western Mass  

tourism economy over the past four years. The average annual growth in visitor direct spend 

from 2012-2015 inclusive has been 1.3%. A relatively slow-growing tourism sector such as this 

can be properly served with a smaller professional staff and modest marketing budget. This  

fairly-predictable growth pattern is about to change very dramatically.

 
USTA, CY 

      
  Spend Payroll Jobs State Local
         Supported Taxes Taxes      
 Massachusetts statewide amounts
 Domestic  $15,405,800,000 $3,225,690,000 108,800 $585,900,000 $379,700,000
 International  $2,333,800,000 $516,400,000 17,700 $90,500,000 $48,600,000
 Totals $17,739,600,000 $3,742,090,000 126,500 $676,400,000 $428,300,000

 Western MA, CY 2012*     

 Domestic $661,890,000 $136,500,000 4,560 $34,900,000 $14,700,000
 International $63,900,000 $14,161,000 486 $2,482,000 $1,333,000
 Totals $725,790,000 $150,661,000 5,046 $37,382,000 $16,033,000

 
USTA, CY 

      
  Spend Payroll Jobs State Local
         Supported Taxes Taxes      
 Massachusetts statewide amounts
 Domestic  $16,024,100,000 $3,383,600,000 111,145 $612,700,000 $396,300,000
 International  $2,457,700,000 $544,500,000 18,250 $95,900,000 $51,300,000
 Totals $18,481,800,000 $3,928,100,000 129,395 $708,600,000 $447,600,000

 Western MA, CY 2013*     

 Domestic $667,830,000 $140,670,000 4,460 $35,630,000 $14,930,000
 International $69,600,000 $15,726,000 509 $2,630,200 $1,229,000
 Totals $737,430,000 $156,396,000 4,969 $38,260,200 $16,159,000

 
USTA, CY 

      
  Spend Payroll Jobs State Local
         Supported Taxes Taxes      
 Massachusetts statewide amounts
 Domestic  $17,484,700,000 $3,805,300,000 116,020 $700,000,000 439,400,000
 International  $2,748,500,000 $609,200,000 18,950 $112,200,000 58,300,000
 Totals $20,233,200,000 $4,414,500,000 134,970 $812,200,000 497,700,000

 Western MA, CY 2015*     

 Domestic $677,123,262 $149,041,974 4,443 $38,068,402 $15,562,951
 International $77,334,220 $19,404,869 538 $3,510,133 $1,484,720
 Totals $754,457,482 $168,446,843 4,981 $41,578,535 $17,047,671

 * Western MA (Franklin, Hampden & Hampshire Counties)

 
USTA, CY 

      
  Spend Payroll Jobs State Local
         Supported Taxes Taxes      
 Massachusetts statewide amounts
 Domestic  $16,846,400,000 $3,540,200,000 113,270 $645,800,000 416,100,000 
 International  $2,654,300,000 $578,500,000 18,730 $103,800,000 55,300,000  
 Totals $19,500,700,000 $4,118,700,000 132,000 $749,600,000 471,400,000 

 Western MA, CY 2014*     

 Domestic $675,300,000 $143,200,000 4,500 $36,400,000 $15,300,000 
 International $75,167,547 $18,426,980 522 $2,846,869 $1,324,828 
 Totals $750,467,547 $161,626,980 5,022 $39,246,869 $16,624,828
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THE TWO CRITICAL PROBLEMS WE FACE:  
SMALL STAFF, LACK OF FINANCIAL RESOURCES

Data from MGM Springfield projects 8 million individual visits to their new property annually,  

well over double the current estimated Western Mass figure of 3 million. This means that  

tourism-related visitation to Western Mass will skyrocket by over 200% with the scheduled  

opening of MGM Springfield in September 2018.  

The “slow growth” model described above is going to change dramatically, practically overnight 

with the opening of MGM Springfield. It would be unreasonable to expect that a staff of 5 

full-timers will be able to properly serve the demands this new crowd will place upon the GSCVB, 

its members or the visitor infrastructure. Failure to seize on this major opportunity (the surge in 

visitor counts) will yield a potential economic loss that cannot be allowed to happen.

As mentioned above, the GSCVB is ill-equipped to properly serve this huge and unprecedented  

influx of guests, adequately direct them to the area’s many other tourism offerings (many of 

which are classic “small businesses”) or promote the region to the expectations of our most  

important partners, MGM Springfield and the Commonwealth. 

The current GSCVB staff is extremely “lean and mean” with all professionals “wearing many hats.” 

GSCVB 
Current Organizational Chart

Board of 
Directors

Executive
Committee

President

Accountant 
(Part-time)

Membership 
Manager

Group Services 
Manager

Director
of Sales

Director of
Marketing

5



There is another highly-significant challenge facing the GSCVB, and therefore its partners: funding.

As one of the Commonwealth’s designated Regional Tourism Councils, the GSCVB receives  

marketing grants through the Massachusetts Office of Travel and Tourism (MOTT). 

The graphic below clearly demonstrates the grant amounts allocated to the GSCVB have been 

extremely inconsistent from year to year. Because these are marketing grants, the inconsistency 

makes it very difficult for the GSCVB to establish and maintain a consistent message in the minds 

of its target consumers. The core tenet of advertising (“repetition, repetition, repetition”) is 

extremely difficult with a promotional budget that has (for example) swung in recent years from 

nearly a half-million dollars (2009) to barely a third of that the very next (2010.)

Even if the Western Mass tourism landscape was remaining relatively static in the next few years, 

the GSCVB would be in a difficult position to do its job properly. Competition is fiercer than ever, 

with no end in sight. For example, our hyper-competitive regional neighbor New York, is now  

directly targeting western Massachusetts consumers with a massive $70 million tourism investment 

featuring a robust media campaign.

Destinations which are neglecting travel promotion risk falling behind. Numerous economic  

studies show clear compelling evidence that travel promotion drives greater traveler visits,  

generates tax revenues for states and regions and creates jobs at all levels, entry, middle and 

upper management. Perhaps most importantly, destination marketing budgets are not a “sunk 

cost”; they are a wise and prudent investment that offers the opportunity for a significant,  

positive ROI. The following graphic shows this.
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$467,879

$132,348 $139,600 $133,459

$373,394

 $298,530 $294,313

$238,158 $234,699

$368,406

GSCVB State Marketing Grant Allocations 2009-2018
$ 5 0 0 , 0 0 0

4 0 0 , 0 0 0

3 0 0 , 0 0 0

2 0 0 , 0 0 0

1 0 0 , 0 0 0
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16 U.S. TRAVEL ASSOCIATION H THE POWER OF TRAVEL PROMOTION  H Local Investment. Local Return. 

Even as a weak economy stretches state budgets 
to the limit, a bipartisan consensus has emerged 
among many state and local leaders that investment 
in travel promotion is an essential strategy for 

encouraging economic growth and one of the only 
sources of new revenues. As policymakers search 
for innovative solutions to their budget dilemma, 
travel promotion delivers proven results. 

Travel Promotion: A Virtuous Cycle

T
he evidence is clear: wise investments in effective travel and 

tourism promotion feed a virtuous cycle of economic benefits. 

Promotional campaigns stimulate interest among potential 

visitors. New interest translates into more trips to America’s destinations. 

Additional visitors spur more travel spending at local attractions, hotels, 

restaurants, retail stores and other businesses. Travel spending supports 

new jobs and generates additional tax revenue which more than pays 

for the initial investment many times over. 

TRAVEL 
PROMOTION’S 

VIRTUOUS 
CYCLE

Travel Marketing and Promotion Increased Visitor Trips

New Jobs & Tax Revenues Additional Visitor Spending

Source: US Travel Association - 2011
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To be successful in the face of this competition, it is vital for the GSCVB to “ramp up” its  

capabilities in all areas and become a more formidable and capable organization, properly on par 

with its regional peers.

Notably, each of the destinations below are both a) competitors for convention business and b) 

have (or will soon have) casino properties in their service areas.

THE SOLUTION: 
TACTICS-DRIVEN STAFF EXPANSION and MARKETING BUDGET GROWTH

To best capture the highest percentage of 

NEW visitor dollars that will become available 

due to the projected major regional draw of 

MGM Springfield, the GSCVB must possess 

BOTH:

• Proper staffing strength - Changes to the 

 staffing and budget will be phased in over a   

 three-year period, 2019-2021.

• A sufficiently-robust marketing budget - 

 New monies will drive millions of impressions  

 for the consumer-focused branding campaign 

 “Find Your First in Western Mass”

 Wynn Boston Harbor Twin River Casino Turning Stone MGM Springfield
 (opening 2019)  Resort Casino (opening 2018)

 BOSTON CVB PROVIDENCE CVB ALBANY CVB GREATER SPRINGFIELD CVB

$1 Million Budget
Staff: 5Staff: 14

Staff: 23

Staff: 72

$2 Million Budget

$12 Million Budget Key Regional Competitors

$4 Million Budget



PHASE 1 STAFF GROWTH - Planned investment: $250,000 
(NOTE: budget includes salaries, benefits and overhead)

Adding three full-time positions would be necessary to properly service the increased visitor  

traffic coming to Western Massachusetts. These professional positions will enhance the services 

the GSCVB can provide, both strategically and tactically.

The positions below are typical examples of the roles that would strongly augment the existing 

GSCVB staff; filling them would be a top priority as new funds become available.

Visitor Services Coordinator 

• Handles all inbound visitor inquiries (in-person, phone, web)

• Refers visitors to attractions/events/restaurants/lodging with the skills of a concierge

• Maintains printed material inventories for member attractions 

Communications Specialist 

• Handles media relations, issues press releases, conducts VIP/FAM tours

• Writes copy for all publications, print materials, electronic and social media

• Manages emergency communications/crisis PR 

Group Sales Manager  

• Targets smaller meeting/convention groups (non city-wide) 

 and issues leads to members

• Maintains outreach to motor coach planners and  

 operators

• Represents GSCVB at industry trade shows

Board of 
Directors

Executive
Committee

President

Visitor Services
Coordinator

Director of
Marketing

Director
of Sales

Accountant 
(Part-time)

Communications 
Specialist

Membership 
Coordinator

Sales
Manager

Group Services 
Manager

GSCVB
Organizational Chart
Phase One
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PHASE 1 MARKETING BUDGET GROWTH - Planned investment: $500,000 
(NOTE: budget includes media buys, design/print and production costs)

MGM Springfield has clearly outlined its own plans for marketing their facility. They will look to 

the GSCVB to enhance the outreach made to all key audiences especially in feeder markets 50 

miles or more from Western Mass including inbound international visitors.

With the establishment of a consistent media budget which can be maintained year to year, the 

GSCVB will create an annual media buy which aggressively and efficiently targets likely visitors to 

Western Mass.

Core Audiences
• Convention planners

• Group tour operators/planners

• Sports organizers

• Leisure visitors (domestic and international)

Niche Audiences
• Behavioral-targeting 

• Soft adventure

• Lifestyle

• Girls’ getaway

• Culture-vulture

• “Foodies”

Media 

• Email 

• Digital Display

• Digital Retargeting

• Geo-fencing

• Social Media

• Digital Out-of-home

• Cable Television

• Streaming Radio

PHASE 1 2019 Total funding request from the  
Gaming Economic Development Fund: $750,000

Programming
• Special Events

• Sales Missions

• Familiarization Tours

Organizational Partnerships
• Western Mass RTC collaborations – 

 The GSCVB will continue to work in close  

 partnership with our fellow Regional   

 Tourism Councils on marketing initiatives,  

 sales missions and other programs which  

 positively impact the four-county area.

• Economic Development Council  

 of Western Mass

• MA Convention Center Authority

• MA Office of Travel & Tourism

• Springfield Business Improvement District

• Springfield Central Cultural District
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LOOKING AHEAD – PHASES 2 & 3
Recognizing the Gaming Economic Development Fund will have more resources available as 

both Massachusetts casinos come fully online, the GSCVB will recommend a second and possibly 

third round of organizational expansion concepts and ideas at that time.

The actual marketplace performance of casino gaming in Massachusetts remains unknown, 

though all reasonable projections indicate robust results. Thus, as the market begins to return 

“hard” data, the GSCVB’s recommendations for Phases 2 & 3 will be modified based on an  

ongoing assessment of the Phase 1 tactics as they are implemented. All parties anticipate the 

appeal of the regional casinos will be vigorous, visitation will continue to expand and incremental 

revenues will be realized.

Proper due diligence has not yet been completed for the following concepts and ideas, but they 

are high on the list for consideration should the funding be available.

• Expand the reach and frequency of the multi-pronged media campaign driving “Find Your First  

 in Western Mass” and related print collateral such as the GSCVB’s Western Mass Visitors Guide.  

 Tactical enhancements: include an emphasis on winter shoulder-season event/promotion to  

 help hoteliers in Q1.

• Work with MGM Springfield to put on major “area-wide” events to leverage the keynote events  

 that this casino property programs. Tactical enhancements: work with MGM marketing team to  

 amplify events to make them region-wide, boosting attendance and extending visitor stays.
 

• Ramp up social media presence significantly. Tactical enhancements: utilize streaming video,  

 member-focused contests and promotions to aggressively drive engagement with consumers.

• Explore non-traditional ways of reaching consumers when they are here and seeking new  

 experiences and spontaneous activities. Tactical enhancements: Create and deploy a “mobile  

 visitor information center” in a small vehicle such as a retired mail truck or similar, which could  

 move nimbly among visitor-heavy areas like parks, town centers and event venues (Holyoke St.  

 Patrick’s Day Parade, Big E, Paradise City Arts Festival, Brimfield Outdoor Antique Show, etc.)

• In partnership with some of our local community colleges, revive “Howdy University,”  

 a highly-regarded front-line training program for hospitality workers.

• Consider further additions to GSCVB staff as-appropriate.

PHASE 2 Total potential funding request from the  
Gaming Economic Development Fund: $1,000,000

PHASE 3 Total potential funding request from the  
Gaming Economic Development Fund: $1,250,000 11



SUMMARY & CALL TO ACTION 

After many years of consideration and public discourse, the Massachusetts State Legislature has 

brought profound transformational change by introducing casino gaming to the Commonwealth.  

Consensus points to success of the casinos and widespread overall economic benefit, as literally 

millions more people will come to Massachusetts every year to experience these new attractions. 

In the particular case of Western Mass, the projections call for an unprecedented boost in  

visitation: from 3 million per year to over 11 million per year. Good news for all.

Although great progress has been made to date to make this all happen, it is imperative that the 

agencies which serve the visitor industry will in turn be financially-empowered to “go the final 

mile” in terms of having sufficient staffing and marketing. The Greater Springfield Convention 

and Visitors Bureau, designated by the Commonwealth to capture tax revenues for both the state 

and local communities, is just such an entity, albeit operating with a bare-bones professional team 

and a meager marketing budget.

It’s time for solutions, and we have them. In this paper, we have made the case for similarly  

transforming the GSCVB. Its strategic position requires it to be a truly viable partner for MGM 

Springfield, the Western Mass gaming licensee. We have laid out a concise strategic plan,  

outlining the key points that will lead to the Bureau’s evolution into a more robust organization, 

better able to work with MGM Springfield and sell all of our region’s attractions, venues, events 

and visitor services. Therefore, we are requesting funding at the level of $750,000 in 2019, 

$1,000,000 in 2020 and $1,250,00 in 2021 to increase marketing campaigns and augment our 

professional staff.

Study after study has demonstrated that tourism promotion is a net revenue generator, not a cost, 

to taxpayers. It doesn’t compete with priority programs; it helps pay for them. It is an investment 

to help lure more visitors to Massachusetts. They will spend more money and generate even more 

tax dollars for our residents and the programs that help them. Tourism promotion invariably  

delivers a strong return on investment.  

Please support marketing and operational-focused funding allocations to the Greater  

Springfield Convention and Visitors Bureau from the Gaming Economic Development Fund 

in 2019, 2020 and 2021.

12


