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Organization Mission

The Mission of Visit Montgomery, MD is to market and develop the county and its communities 
as a preferred destination for group and individual travel thereby fostering economic growth 
and quality of place through tourism.

The goal of the Fiscal Year 2025 Marketing Plan is to define the programming goals and 
implementation plans created to support the hospitality industry and grow tourism.  

Organization Structure and Funding

Visit Montgomery is a 501 (c) 6 non-profit organization with oversight by a volunteer board of 
directors.  The organization celebrated 40 years of service to the community in October 2023.  
The primary source of funding is direct allocations from hotel taxes collected by Montgomery 
County, City of Rockville and City of Gaithersburg.

• 7% of hotel occupancy tax collections from Montgomery County
• 3.5% of hotel occupancy tax collections from the City of Rockville
• 4.0% of hotel occupancy tax collections from the City of Gaithersburg
• Other revenue sources include partnership dues, marketing grant from the Maryland 

Office of Tourism, cooperative advertising, tradeshow partnerships, and events.

FY25 Budget: Revenues

Montgomery County Allocation

EDA Grants

Municipal Hotel Tax Allocation

MD Office of Tourism Marketing Grants

Partnership Dues

Other

Personnel

Administrative & Operating

Sales

Marketing

Advertising

FY25 Budget: Expenses

     Visit Montgomery

Overview
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• Complete a 5-year Strategic Plan for destination tourism and development. 
• Develop advertising and sales strategies for specifically generating room night demand 

through tourism improvement district (TID) funding.
• Participate as a member of the new Sports Tourism Advisory Board.
• Identify grant programs to further assist in marketing the growing alcohol production 

space and marketing the county’s second to none trail system.

Strategic Goals

Destination Marketing 
Key objective is to attract more visitors to Montgomery County, MD.

• Advertising in print, electronic, radio and billboard media
• Destination sales tradeshow attendance and sales missions
• Leisure travel sales programs and strategies to increase weekend room night 

generation
• Familiarization tours – event planners, meeting planners and travel writers
• Website development

Destination Management
Key objective is to develop the destination through community development and outreach.

• Advancements in market research and engagement technology
• Tourism product development that ties comparable themes and programs together 

into a unified experience
• Community engagement and advisory groups
• Developing social inclusion initiatives 

Organizational Goals

Destination Marketing Goals

Top Six Objectives

• Membership Growth/Sponsorships
• Sales Strategies to increase lead generation and bookings by targeting specific key 

markets
• Grow the “Rural Montgomery” brand through promotion of the Tastemakers Trail
• Develop a new Visitor Services Program that provides outreach to visiting conference 

and sports event attendees.
• Execute four (4) Economic Development Administration Grants designed to increase 

tourism in the meetings and consumer segments and expand the Tastemakers Trail and 
MoCo Eats brands.
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Domestic Visitors
Start Date
January 01, 2023

End Date
December 31, 2023

Trip Type
All

Weekend/Weekday Trips
All Sample Size: 2,329,955

1.5 days
Avg Length of Stay

70.9%
Overnight

52.8%
Repeat

Maryland

Virginia

District of Columbia

Pennsylvania

New York

Florida

North Carolina

New Jersey

West Virginia

Ohio 1.1%

1.5%

1.8%

1.9%

2.2%

2.4%

4.5%

8.6%

18.3%

47.0%

Top Visitor Origin States
% share of total

Washington, DC (Hagerstown, MD)
Baltimore, MD
New York, NY

Philadelphia, PA
Harrisburg-Lancaster-Lebanon-York, PA
Norfolk-Portsmouth-Newport News, VA

Richmond-Petersburg, VA
Salisbury, MD

Raleigh-Durham (Fayetteville), NC
Pittsburgh, PA

Boston, MA (Manchester, NH)

0.6%
0.7%
0.7%
0.7%
1.0%
1.1%
1.1%
1.4%
2.5%
3.0%

18.7%
53.4%

Top Visitor Origin DMAs
% share of total

500+ miles
8.7%

250 - 499 miles
6.1%

50 - 249 miles
16.6%

0 - 49 miles
68.6%

Distance Share
% share of total

Washington, Dc
City Of Rockville

City Of Gaithersburg
Agricultural Reserve

C&O Canal National Historical Park
Downtown Bethesda
Downtown Wheaton

Tysons Corner
Rio Lakefront

Pike & Rose
Town Of Poolesville

0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.0%
0.1%
0.1%
0.1%
0.1%
0.1%
0.2%
0.2%
0.2%
0.3%
0.3%
0.5%
0.5%
0.5%
0.7%
0.7%
0.9%
1.6%

2.7%
3.7%

5.0%
6.6%

22.3%
23.2%

24.5%
26.1%

Top POIs Visited
% share of trips

© 2024 Mapbox © OpenStreetMap

US Mainland Origin Heat Map

Demographic Estimates

<25K 25K -
49K

50K -
75K

75K -
100K

100K -
149K

150K+

28%

19%

12%
14%14%

12%

Household Income
Median: $104.1K

19Y
-24Y

25Y -
34Y

35Y -
44Y

45Y -
54Y

55Y -
64Y

65Y+

15%

13%13%
13%

14%

10%

Age Groups

White Black Asian Other 2+
races

9%9%8%

25%

50%

Race

Source: Near & US Census Bureau
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      Destination

Annalysis
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NATIONAL

Destinations International provides an annual 
international tourism convention for a global perspective 
on the industry, ongoing access to resources and 
research, tailored conferences that focus on specific 
aspects of DMO departments, and the only accreditation 
program that sets industry specific standards for DMO 
governance and operations.

U.S. Travel Association is the national, non-profit 
organization representing all components of the travel 
industry. This organization advocates for policies that will 
advance and elevate our industry on the national level, 
and provides tools, research and resources needed to 
influence change at state and local levels.

REGIONAL

Capital Region USA (CRUSA) is the official regional 
destination marketing organization promoting 
Washington, DC, Virginia and Maryland internationally, 
in partnership with Destination DC, the Virginia Tourism 
Corporation, the Maryland Office of Tourism Development 
and the Metropolitan Washington Airports Authority.

The Mid-Atlantic Tourism Public Relations Alliance 
(MATPRA) is a cohesive unit of regional tourism partners 
encompassing Delaware, Maryland, Pennsylvania, 
Virginia, Washington D.C., and West Virginia. The alliance 
strives to serve travel journalists by offering resources 
that ignore geographic boundaries, as do travelers. 
Common threads and regional highlights are identified 
to offer more stories for journalists that are interested in 
offering the prospective of Mid-Atlantic destinations as a 
whole.

DMO Partnerships and Alliances
Visit Montgomery works closely with surrounding 
DMOs including Destination DC, Visit Howard County, 
Visit Frederick, Experience Prince Georges County, 
Visit Hagerstown and Washington County, and Visit 
Allegany.  Additionally, the organization works with 
national, regional and local partners including the Arts 
& Humanities Council, Montgomery County Office of 
Agriculture, Heritage Montgomery, National Park Service 
and the C&O Canal Trust.

STATE

The Maryland Office of Tourism & Development (OTD) 
is part of the Maryland Department of Commerce and 
serves as the official Destination Marketing Organization 
(DMO) for Maryland. OTD promotes Maryland as a travel 
destination, the state’s attractions, accommodations and 
events to domestic and international travelers. OTD also 
administers grant programs on behalf of the 25 state 
recognized DMOs, including Visit Montgomery.

Maryland Tourism Coalition (MTC) works on behalf 
of its members to affect positive change and defend 
the industry through direct advocacy, Tourism Day, 
educational sessions and engagement with elected 
officials.

Maryland Hotel Lodging Association (MHLA) is the 
unified voice of Maryland’s lodging industry, serving 
members in everything we do. MHLA provides advocacy, 
information, recognition, and networking opportunities 
that benefit lodging industry owners, managers, 
associates, related businesses, and communities in 
Maryland.

The mission of the Maryland Sports Commission is 
to enhance Maryland’s economy, image and quality 
of life through the attraction, promotion, retention and 
development of regional, national and international 
sporting events.

LOCAL

Economic Development Collaborations
Recognizing that tourism promotion is an economic 
development function and an opportunity to promote 
Montgomery County as a quality place to live, Visit 
Montgomery works closely with Montgomery County 
Economic Development Corporation (MCEDC), Rockville 
Economic Development, Inc. (REDI), Gaithersburg 
Economic Development, WorkSource Montgomery, 
Urban Districts and the county’s network of Chambers of 
Commerce.

The Foundation for Hospitality and Restaurant 
Management (FHRM) serves as an advisory board, to 
Montgomery County Public Schools (MCPS), the board 
members include industry professionals, post-secondary 
educators and community partners focused on providing 
the skills that students need for management and 
entrepreneurial opportunities in hospitality, lodging, 
culinary arts, food and beverage, tourism and travel.

     Industry

Alliances
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Symphony
Visit Montgomery has invested in the Tourism 
Economics research tool The Symphony Intelligence 
Platform.  This platform provides a comprehensive 
and interactive hub for all of the Visit Montgomery 
data sources including Airdna, Tourism Economics 
Annual Economic Impact Report, and Smith Travel 
Data. This is a comprehensive data analytics 
platform that will provide data and insights for the 
organization to better understand the destination’s 
customers and their spending habits as well as the 
economic impact of travelers in the community’s 
economy.

Hootsuite
Hootsuite is a social media management platform 
that assist the Visit Montgomery Communications 
Coordinator with day-to-day social media 
management, developing content, scheduling and 
publishing social media postings and measuring the 
return on investment.

Visit Widget/Adventure Planner App
Visit Widget makes it easy to provide curated and 
engaging experiences to visitors while allowing 
Visit Montgomery to understand user behavior and 
preferences. The Visit Montgomery team uses the 
app to create passports and seasonal itineraries 
and share deals and events around the county, 
encouraging visitors to explore more, unlocking 
rewards, and fostering a deeper connection 
with Montgomery County. Sending targeted 
notifications keeps users informed about special 
events, promotions, and exclusive offerings. Dwell 
time reports provide insights into visitor behavior, 
including monitoring high-traffic zones and 
popular attractions for more strategic destination 
management.

Airdna
Visit Montgomery’s subscription to Airdna provides 
competitive insights in the short term rental market, 
number of rentals in Montgomery County by month, 
average daily rate, revenue per available room. This 
helps to measure the impact of the short term rental 
market and fluctuations in number of listings and 
occupancy trends.

Smith Travel Research
Smith Travel Research helps our destination 
understand performance trends for the hotel 
industry, develop competitive strategies, identify 
swings in occupancy during peak times.

Epsilon Digital Campaigns
Visit Montgomery utilizes Epsilon for year-round 
digital campaigns.  Epsilon is the only digital partner 
that connects display advertising, online video, and 
connected TV to the visitation of a real person. 
  
Ripe
Visit Montgomery will launch a new website with the 
current brand in July 2024.  The website will include 
a new feature with the hotel booking platform, Ripe.  
This provides the organization with a mechanism 
to increase hotel bookings to the lodging partners.   
This booking widget will be placed strategically 
throughout the website. The Ripe platform 
seamlessly integrates the destination’s customized 
booking engine to the Visitmontgomery.com 
website. The goal of this investment is to drive 
increased bookings to lodging partners while 
creating a better experience for travelers and 
tangible results for the lodging partners.

Critical Mention
This tool allows for real-time media monitoring 
to measure the results of Visit Montgomery’s 
communication and marketing strategies.

Google Analytics
Visit Mongomery uses Google Analytics 4 (GA4) to 
monitor visitor behavior on VisitMontgomery.com. 
By analyzing GA4 data, the team can identify trends, 
such as peak visit times and popular pages, and 
understand user demographics and interests. They 
can also track the performance of their SEO efforts 
to see which keywords and content drive the most 
traffic. This understanding of visitor behavior allows 
Visit Montgomery to tailor marketing campaigns 
more effectively, ensuring they resonate with 
their target audience and optimize ad spend for 
maximum return on investment.

      Research & 
         Marketing

      Tools
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The Marketing Department is responsible for the overall brand strategy and marketing to leisure travel segment, 
as well as within the groups and meetings, and tour and travel markets. The primary goal of the department is to 
develop and promote key products and programs that facilitate tourism growth, generating hotel and sales tax 
revenue, and the growth of the local economy overall. 

Brand Development and Positioning
Approach: Develop the Visit Montgomery brand, positioning Montgomery County as a destination of choice for 
weekend leisure travel, meetings, and tour and travel. 

Methods:
• Evaluate and update marketing assets to align with Visit Montgomery’s target demographics and attract new 

audiences.
• Conduct photo and video shoots as necessary to support campaigns, content development, and programs. 
• Ensure assets reflect a diverse audience.
• Encourage visitors to explore more and convert day-trips to overnight stays by leveraging content marketing, 

social media marketing, the Adventure Planner app, and the Visit Montgomery Getaway Guide.

Marketing Department

     Destination

Marketing, Communications 
       and Sales Plan

Marketing & Communications Strategy
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Visitor Personas

Culture Vulture Candace
Candice is a 32-year-old marketing professional from Baltimore. 
She’s well-educated, with an interest in arts, history, and cultural 
experiences. Candice is a solo traveler who enjoys exploring new 
destinations to satisfy her intellectual curiosity. She’ll balance catching 
local art with fine dining, craft beverages and a concert at one of the 
region’s favorite performance venues. 

Foodie Fanatic Felix 
Felix is a 45-year-old technology executive who lives in Philadelphia. 
He is passionate about exploring new culinary experiences and has 
a taste for craft beer and whiskey from local distilleries. Felix travels 
regularly with his wife. They love staying in convenient locations within 
walking distance of public transportation. 

History Buff Hanna 
Hanna is a 28-year-old mom from New York who loves history and has 
even made it her life goal to visit all 50 states. Hanna and her partner 
love all the can’t-miss destinations and famous historical sites, but 
she also loves to visit lesser-known attractions and museums, while 
keeping the little ones entertained. She would like to take her family 
to Washington, DC and is looking to extend the trip in Maryland. 

Adventurous Adam 
Adam is a 40-year-old teacher who lives in a bustling suburb of 
Boston with his husband. He spends as much of his free time as 
possible outside. An avid jogger and cycler, Adam loves to explore 
and hang out in nature. Kayaking on the river, hiking a challenging trail 
or dancing at a music festival, Adam prioritizes outdoor adventures. 

Retired Rita 
Rita is a 65-year-old retiree from Alexandria, Virginia who loves to 
travel and spend quality time with her family. Rita often travels with 
her daughter and her grandchildren, seeking destinations that offer 
a balance of activities that cater to a range of ages and interests, 
ensuring that everyone in the family can participate and enjoy.
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Advertising
Approach Implement an effective advertising strategy incorporating crafted messages, streamlined channels, 
strong creative, and measured performance to boost awareness and drive visitation to the destination. 
 
Methods:

Seasonal and Themed Campaigns 
Drive overnight travel for a 4–6-week period in target markets within a 4-hour 
driving radius to Montgomery County. 

• Summer: Weekend Getaways and Family Travel
• Holiday Campaign
• Montgomery in Bloom: Cherry Blossom Season
• Go MoCo Month and Kick Off to Summer

Brand Awareness 
Educate consumers about Montgomery County as a tourism destination. 

Leisure Markets 

• Focus on weekend getaway messaging within a 3-4 hour driving radius and 
aligned with markets of interest by the Maryland Office of Tourism.

• Leverage existing tourism products (Tastemakers Trail, MoCo Eats, etc.) as 
anchors for weekend getaway messaging and itineraries.

Groups & Meetings

• Align advertising with the sales team’s tradeshow schedule.
• Focus on an “experience first” strategy where advertising messaging 

highlights activities and amenities to attract more prospects higher in the 
marketing funnel.

• Leverage the new Meet in Maryland collaborative initiative to expand 
Montgomery County as a destination for meetings and conferences.

• Pilot a LinkedIn advertising campaign specifically for the groups and 
meetings markets.

Product Specific Tourism 
Build awareness of emerging tourism products, including: Tastemakers Trail, 
MoCo Eats, Rural Montgomery, and Visit MoCo Adventure Planner App.

Windridge Vineyards
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Brand Market Immersion 
Target distinctive market segments with immersed messaging about Montgomery 
County through a mix of advertising tactics to drive significant ROI within that 
market. 

Baltimore Market 

• Capitalize on the increased interest from Baltimore residents visiting 
Montgomery County attractions.

• Focus messaging on unique experiences for Baltimore residents that are likely 
to drive overnight travel, including performance venues, festivals, outdoor 
activities, and farm breweries and wineries.

Philadelphia Market 

• Shift marketing messaging from a general “Visit Montgomery County” focus to 
an attraction or community-specific approach.

• Emphasize outdoor attractions such as C&O Canal National Historical Park and 
Agricultural Reserve, and highlight urban centers with cultural attractions like 
Strathmore, Glenstone, The Fillmore, and Olney Theatre Center.

• Enhance advertising creative to communicate a travelers journey from Philly to 
Montgomery County.

New York Market 

• Emphasize outdoor attractions such as C&O Canal National Historical Park and 
Agricultural Reserve.

• Highlight urban centers with cultural attractions such as Strathmore, Glenstone, 
The Fillmore, and Olney Theatre Center.

• Promote the availability of Amtrak and Vamoose transportation for weekend 
getaways.

Advertising Continued

C&O Canal National Historical Park
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Communications
Approach: Increase awareness of Montgomery County as a weekend getaway destination, with the goal of 
reaching our target audiences at every point of the travel purchase funnel. This will be achieved by various 
tactical approaches, including, in-market activations, marketing partnerships, email marketing, content 
development and social media.
 
Methods:

Social Media Strategy
• Primary channels: Facebook, Instagram, LinkedIn
• Secondary channels: YouTube, Pinterest
• Increase engagement and audience growth through content creation, key 

demographic targeting, and leveraging User Generated Content (UGC).

Website
• Roll out new landing page designs with greater cross-linking to encourage 

longer time on site and newsletter sign-up conversions.
• Continue robust seasonal content development.

Print Guides
• Update the Getaway Guide to ensure relevant information and timely ads. 

This product supports all markets and is used by a variety of planners, 
meeting attendees, event guests, and other travelers.

• Evolve the Tastemakers Trail guide to include experiential content to drive 
website traffic and inspire visitation to craft beverage businesses.

Adventure Planner App
• Leverage the app to promote local businesses, restaurants, attractions, and 

events throughout Montgomery County.
• Continue to integrate with the Visit Montgomery events calendar and 

promotions pages.
• Develop seasonal itineraries to inspire guests, encouraging longer stays 

and increased exploration.
• Activate the app throughout the year with digital passports to gamify 

seasonal campaigns and partner events.

Email Marketing
• Send monthly newsletters and evaluate audience segmentation for 

additional targeted interest-based emails.
• Create a new layout designed to streamline readability of content and 

increase click-through rates.
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Public Relations
Approach: Public relations initiatives include managing all external communications, ranging from media 
outreach to public awareness. Local outreach will focus on ensuring Visit Montgomery efforts are recognized 
and supported by industry and county partners. The out-of-market PR strategy will focus on regional media 
outlets in geo-targeted markets that specialize in travel and tourism coverage, including leisure and group 
tour markets, as well as international travel through collaboration with CRUSA.
 
Methods:

Local Market
• Increase brand and product awareness among residents, local consumers, 

and media.
• Build relationships with local television, print, and online media.
• Enhance relationships with staff and public relations professionals in 

Montgomery County municipalities and tourism attractions.
• Engage with the local business community to communicate Visit 

Montgomery’s role and value.

Out-of-Market
• Generate positive media coverage positioning Montgomery County as a 

weekend getaway destination and a place for group travel experiences.
• Develop a media list of top 100 outlets and secure coverage in at least 10% 

of desired outlets.
• Implement an influencer program targeting specific key markets, including 

foodie experiences and outdoor adventurers.
• Update experience one sheet used to pitch ideas to media.
• Develop an email database and design a media-specific quarterly 

newsletter.

Pinstripes
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The Sales Department is responsible for expanding brand awareness and generating leads within the group 
tour, sports, meetings, and conferences market segments. The primary goal of the department is to increase 
hotel room nights and drive economic growth through tourism by targeting specific market segments and 
offering tailored incentives and exceptional customer service. By leveraging strategic partnerships, attending 
key industry events, and utilizing advanced prospecting tools, the Sales Department builds relationships that 
position Montgomery County as a premier destination for groups and meetings.

Sales Goals
Approach: Expand brand awareness and lead generation in the group tour, sports, and meetings and 
conferences market segments to increase hotel room nights and stimulate the local economy.

Methods:

Target Market Segments
• Sell Montgomery County as a premier destination for meetings and events 

targeting group leisure segments, corporate markets with an emphasis on 
BIO and Pharma, government, and associations.

• Develop unique selling propositions that appeal to both group tour and 
meetings markets.

• Highlight the infrastructure of meeting and special event facilities suited for 
groups.

Marketing Campaigns
• Collaborate with the marketing division to design specific marketing 

campaigns aimed at group tour and meetings markets using printed 
publications, online platforms, and targeted email campaigns.

• Develop trade show booth collateral and other booth materials that 
highlight venues and attractions appealing to specific market segments.

Trade Show Participation
• Attend six group tour market trade shows, one international group 

market conference, and twelve meetings market trade shows to promote 
Montgomery County.

• Coordinate site visits and familiarization tours, inviting decision-makers and 
influencers to experience the destination firsthand.

Customized Packages and Incentives 
• Develop customized packages that cater to the specific needs and 

preferences of group tours and meetings, offering dining, transportation, 
and other activity options.

• Implement an incentive program designed to attract room nights through 
partnerships with local hotels.

Sales Department
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Customer Service and Follow-Up
• Provide exceptional customer service and support throughout the booking 

process and during the stay for groups.
• Gather feedback and foster long term relationship following events.

Lead Generation
• Increase leads generated for the sales division by 10% year-over-year, with a 

specific emphasis on increasing room nights from the Bio/Pharma markets.
• Attend networking events, including the Washington, D.C. and Philadelphia 

Chapter Professional Conference Management Association Monthly 
Networking Events, and Meeting Professional International Monthly 
Networking Events.

• Attend CVB Reps networking events in the Washington, D.C. market.

Prospecting with Knowland
Knowland is a web-based software that provides business development 
products and services to the hospitality industry.

• Monitor trends with market snapshots using the market intelligence 
dashboard.

• Adjust strategies based on current market data.
• Use the SmartSearch tool to find new accounts that best align with 

Montgomery County.
• Research sales data points like target account locations, booking 

preferences, and booking behavior.
• Run reports to identify relevant events and account headquarters for field 

sales blitzing.
• Use data to strategically plan outreach efforts.
• Review competitor market trends to refine sales strategies.
• Stay competitive by understanding the positioning and activities of other 

destinations.

Sales Continued

ABA Marketplace
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Event Name
Estimated # 
Attendees

#Years 
Attending

Market Segment Date Location

Student Youth Travel 
Association (SYTA) Annual 1,100 7 Tour August 8-13, 2024 New York, NY
Capital Region USA (CRUSA) 
Global Travel Exchange 200 3 Intl Tour September 16-18, 2024 Charlottesville, VA
Maryland Motorcoach Group 
Leader Showcase 600 3 Tour September 23-24, 2024 Hagerstown, MD
National Tour Association 
(NTA) Travel Exchange 1,200 7 Tour November 17-20, 2024 Huntsville, AL
American Bus Association 
(ABA) Marketplace 1,500 7 Tour February 1-4, 2025 Philadelphia, PA
Pennsylvania Bus 
Association (PBA) 600 4 Tour March 24-25, 2025 Lancaster, PA
Pennsylvaina Bus 
Association (PBA) Annual 500 3 Group Tour June 16-19, 2025 Richmond, VA

Group Tour Market

Event Name
Estimated # 
Attendees

#Years 
Attending

Market Segment Date Location

Connect MarketPlace  2024 1,500 8 Corporate/Association August 27-29, 2024 Milwaukee, WI
Small Market Meetings 300 3 Corporate/Association September 25-27, 2024 St. George, UT
Northstar Destinations East 500 1 Corporate/Association October 21-23, 2024 Niagara Falls, NY
Connect DC 200 4 Corporate/Association November 20-22, 2024 Washington, DC
Association Forum Holiday 
Showcase

1,200 1 Association December 4-5, 2024 Chicago, IL

RCMA 1,000 7 Faith Associations January 6-8, 2025 Phoenix, AZ
PCMA Convening Leaders 3,000 4 Association January 12-15, 2025 Houston, TX
Rendezvous South 300 3 Corporate/Association February 24-27, 2025 Panama City Beach, FL
Christian Meetings & 
Conventions Association 
(CMCA)

500 3 Faith Associations TBD TBD

Society of Government Meeting 
Professionals - National 
Education Conference

1,100 2 Government May 6-8, 2025 St. Louis, MO

Diversity Express Conference 300 New Diversity Association TBD Toledo, OH
HelmsBriscoe ABC 1,500 3 All June 28-30, 2025 Toronto, Canada

Meetings & Conventions Market

Tradeshow Schedule
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Montgomery County, Maryland is set to host some of the most prestigious golf events by the USGA and 
PGA from July 2024 to September 2036.  Hosting these events provides the community with an incredible 
opportunity to showcase all the reasons why people choose to live in, visit, and make Montgomery County 
their home for business.

Golf

Event Name Location Date

Junior PGA Championship Boys/Girls Congressional Country Club July 30-August 2, 2024

Adaptive Open USGA Woodmont Country Club July, 2025

Senior PGA Championship Congressional Country Club May, 2025 (Memorial Day Weekend)

Adaptive Open USGA Woodmont Country Club July, 2026

KPMG Women's PGA Championship Congressional Country Club June, 2027

USGA US Senior Women's Amateur Chevy Chase Country Club August, 2027

USGA US Junior Amateur Woodmont Country Club July, 2028

PGA Professional Championship Congressional Country Club June, 2029

PGA Professional Championship Congressional Country Club June, 2031

Senior PGA Championship Congressional Country Club May, 2033 (Memorial Day Weekend)

Ryder Cup Congressional Country Club September, 2036

Upcoming Montgomery County, MD Hosted Amateur and Professional Golf Events

Maryland SoccerPlex Fields

Sports Tourism
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In June 2024 the Montgomery County Council approved a resolution to create the Montgomery County Sports 
Tourism Task Force. The mission of the task force is to conduct a facility needs assessment, identify sports 
workforce development needs, improve marketing to event organizers and explore the economic impact of 
attracting and recruiting additional professional sports franchises to Montgomery County.

Participation in this Task Force will provide the opportunity for Visit Montgomery to connect with other 
community partners to provide better service to existing events taking place in Montgomery County at the 
same time increasing awareness of Montgomery County as a sports destination in a collaborative approach. 
The task force will provide interim reports on its progress at joint Economic Development (ECON) and  
Education and Culture (EC) Committee work sessions and provide a final report with recommendations to the 
Council no later than June 2025.

Sports Tourism Task Force

Host to events that attract over one million visitors a year, the Maryland SoccerPlex is a premier facility in the 
region providing indoor and outdoor space for field hockey, soccer, lacrosse, basketball, volleyball and other 
youth and amateur sports.  The Maryland SoccerPlex is also now the home of Old Glory DC RFC, a professional 
rugby union team that is a member of Major League Rugby. Old Glory was founded in 2018, played some 
exhibition games in 2019, and began regular-season MLR play in 2020.

Maryland SoccerPlex

FY 2025 Youth Sporting Tournaments/Maryland SoccerPlex

Event Name Dates Estimated Room Nights

Crossover Hoops July 5-7, 2024 125
3 Step League Alliance LAX League Summer Championships Juy 12-14, 2024 1,000

Pinnacle Lacrosse July 20-21, 2024 1,100

Discovery Cup Soccer Tournament October 11-13, 2024 900
Big East Womens Championships November 5-10, 2024 300

Big East Mens Championships November 12-17, 2024 300

Bethesda U9-12 Soccer Tournament November 8-10, 2024 new

Bethesda Girls Soccer Tournament November 15-17, 2024 3,500

Bethesda Boys Soccer Tournament November 22-24, 2024 5,000
Potomac Presidents Day Cup Feb 15-17, 2025 Less than 50
National Collegiate Rugby April 25-27, 2025 3,000
MLS (Major League Soccer) Next Qualifiers May 9-13, 2025 3,800
Potomac Memorial Soccer Tournament May 23-26, 2025 4,300
Mid-Atlantic Cup June 14-15, 2025 325
IWLCA (Intercollegiate Women's Lacrosse) June 20-22, 2025 5,000
Naptown Challenge June 30-July 1, 2025 1,200
Crossover Hoops (Basketball) July 12-13, 2025 125

3 Step League Alliance LAX League Summer Championships July 12-13, 2025 1,000,
Pinnacle Lacrosse July 19-20, 2025 1,100
Discovery Cup Soccer Tournament October 10-12, 2025 900
Big East Womens Championship November 4-9, 2025 300
Bethesda U9-12 Soccer Tournament  November 7-9, 2025 300

Big East Mens Championshp November 11-16, 2025 300
Bethesda Girls Soccer Tournament - November 15-17, 2025 3,500
Bethesda Boys Soccer Tournament November 22-24, 2025 5,000
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Approach: Building and strengthening relationships with businesses in the community to maintain our superb 
quality of life and boost the local economy through increased visitor spending.

Methods:

Website
• Add testimonials from partners to the website and partnership materials to 

build credibility and showcase success stories.

Partnership Events
• Host five partnership events annually, including:

• Two educational events to provide partners with valuable insights and 
training.

• Two networking events to foster connections and collaboration among 
local businesses.

• The MoCo Eats Hospitality Showcase to highlight the county’s culinary 
offerings and connect industry stakeholders.

Recruitment and Referrals
• Recruit corporate and industry vendor partnerships to expand the network 

of businesses supporting Visit Montgomery’s initiatives.
• Implement a partnership referral program that offers financial incentives to 

partners who refer new businesses, encouraging active participation and 
growth.

Relocation Support 
• Develop a comprehensive relocation packet for new residents, visiting 

contractors, and relocating businesses. This packet will include information 
about local attractions, dining options, and community resources.

Event Promotion
• Encourage partners to upload their events to the VisitMontgomery.com and 

Maryland.org websites to increase visibility and attract more visitors.

Personalized Service
• Provide personalized service for group requests, connecting Visit 

Montgomery partners with events and meeting organizers to ensure 
seamless planning and execution.

Webinars and Training
• Conduct webinars and targeted training sessions for stakeholders to ensure 

they understand the marketing tools available to them and how to leverage 
these tools to increase their sales.

  Visit Montgomery

Partnership & 
Community Engagement
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Go MoCo Month

New to 
the Region in 

2025!

   Visit Montgomery    

Special Events
     & Promotions

Presidential Inauguration 2025
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GAITHERSBURG/ 
GERMANTOWN

BETHESDA/ 
CHEVY CHASE

MIDCOUNTY

WHEATON/ 
KENSINGTON

SILVER SPRING/ 
TAKOMA PARK

WASHINGTON, D.C.

  1   61 VINEYARD
From luscious reds to refreshing whites, 61 Vineyard is 
Montgomery County’s newest vineyard and tasting room. 
Enjoy farm views and Sugarloaf Mountain in the distance.

28712 Kemptown Road | Damascus, MD 20872
 61vineyard.com

 

  2   CLEAR SKIES MEADERY
Handcrafted mead beverages using single-varietal, 
unfiltered honey. Clear Skies celebrates the honey’s 
unrefined aromatics and characters that is similar to wine.

15201 Display Court | Rockville, MD 20850
 clearskiesmeadery.com

 

 3   SUGARLOAF MOUNTAIN VINEYARD
Located at the base of Sugarloaf Mountain, the team 
at Sugarloaf will guide you through every step of their 
award-winning wines. 

18125 Comus Road | Dickerson, MD 20842
 smvwinery.com

  4   ROCKLANDS FARM WINERY 
Producing handcrafted wines on a historic, family farm 
within the Agricultural Reserve of Montgomery County.  
Enjoy wine tasting, rotating food vendors, weekly live 
music and family-friendly activities.

14531 Montevideo Road | Poolesville, MD 20837
 rocklandsfarmmd.com

Wineries

This guide is designed to provide residents 
and visitors with recommendations of local 
tastemakers who specialize in producing craft 
beverages. This map is NOT to scale, and plot 
points are approximate. Visit Montgomery 
encourages you to drink responsibly.

FOR MORE INFO
TastemakersTrail.com

UPCOUNTY 
Montgomery County’s 
Agricultural Reserve

EAST COUNTY

ROCKVILLE

  5   THE URBAN WINERY
Looking for unique nightlife plans? The Urban Winery 
was the first winery in the region to craft award-winning 
wines in an urban environment. 

2315 Stewart Avenue | Silver Spring, MD 20910
 theurbanwinery.com

  6   OLNEY WINERY
Sourcing high-quality grapes from California, Chile, 
South Africa, Germany, and Italy, Olney Winery gives  
you a taste of the world in every glass.

52 Olney Sandy Spring Road | Ashton, MD 20861
 olneywinery.com

  7   WINDRIDGE VINEYARDS
Situated in the Piedmont Plateau of Maryland, 
Windridge’s family-owned vineyards were carefully 
selected based on a unique mix of geology and 
microclimate.

15700 Darnestown Road | Darnestown, MD 20874
 windridge.wine

  Self-Guided Tasting Tour  

Create your own self-guided tasting tour  
by taking advantage of Montgomery County’s 
extensive network of Uber and Lyft drivers. 
RMA Worldwide, GoGo Charters, Ally Charter 
Bus Washington D.C., and National Charter 
Bus Washington D.C. offer high-quality 
motor coach and driver services for group 
experiences.

    BREWERIES       WINERIES

     DISTILLERIES         CIDERIESTastemakers 

Trail Map

A Guide to Local 
Craft Beverage Makers in 

Montgomery County, Maryland 

3

4

2

7

22

24

6

5

9

17

10
11

13

20

14

15
21

1

12

23

19

16

THE 
CROSSVINES
Nestled in the Montgomery County Agricultural 
Reserve, The Crossvines is a premier dining and 
golf destination. With a curated selection of 
wines made on site, relax in the comfort of  
The Farmhouse Bistro or outside overlooking 
scenic views of the countryside.

16601 W Willard Road | Poolesville, MD 20837
 crossvines.com

8

8

GOOD 
TIMES 
GREAT
DRINKS 

18

 DAY 1
Locals Farm Market is a place to savor the culture of 
Montgomery County’s Agricultural Reserve. Their mission, 
if you’ll join us, is to house a cafe and farm-to-table restau-
rant celebrating local food and community in the historic 
Steven’s House, in the heart of Historic Poolesville.

Nestled in the midst of one of the nation’s leading 
agricultural reserves, The Crossvines is a research farm, 
an events venue, a dining destination, and a learning hub 
in one, intertwining new venture and excitement with 
Maryland’s rich farming history.

Educational programming, winemaking facilities, and 
demonstration vineyards provide educational opportunities 
for viticulture, agritourism, and culinary arts programs in 
partnership with local institutions. Visitors can connect to 
and learn about the local wine and agri-tourism industries 
at The Crossvines. The Crossvines is a tranquil escape, 
featuring a full-service winery and stunning grounds and 
gardens to explore.

 DAY 2
The Mansion at Strathmore is home to intimate artistic 
programs presented by Strathmore. Enjoy a concert in the 
acoustically superb Music Room, explore our galleries and 
current exhibitions, indulge in Afternoon Tea, stroll through 
the sculpture gardens, and find a special something at the 
Shops at Strathmore.

Nestled among 300-acres in the heart of Potomac, 
Maryland, Glenstone Museum is a place that seamlessly 
integrates art, architecture, and nature into a serene and 
contemplative environment. Guided by the personal vision 
of its founders, Glenstone assembles post-World War II 
artworks of the highest quality that trace the greatest 
historical shifts in the way we experience and understand 
art of the 20th and 21st centuries.

 DAY 3
The Clara Barton National Historic Site in Glen Echo, 
Maryland was established in 1974 to honor the life and 
work of Clara Barton, the founder of the American Red 
Cross famed for her medical care and service to soldiers 
in the Civil War. Notably, it is the first national historic site 
dedicated to the accomplishments of a woman. This Mont-
gomery County historic gem includes nine acres of land 
and Ms. Barton’s own 38-room residence, which served 
as an early headquarters of the American Red Cross and 
where Barton spent the last 15 years of her life. Scheduled 
tours are available through the National Park Service.

Glen Echo Park is one of the liveliest visual and perform-
ing arts sites in the Washington area. The Park is home to 13 
resident artists & organizations, including two award-winning 
children’s theaters; a nature & aquatic life program for kids; 
a thriving social dance program; a restored 1921 Dentzel 
Carousel; numerous art studios and galleries; and hundreds 
of classes in visual & performing arts, including ceramics, 
painting, photography, glass, music, dance, and more.

MARYLAND’S 
CULTURAL CAPITAL

MONTGOMERY COUNTY, MD 

Lee Callicutt, CSTP
Senior Destination Sales Manager
240-641-6752
lcallicutt@visitmontgomery.com
visitmontgomery.com

 PLAN YOUR MEETING VisitMontgomery.com/groups

ITINERARY

Montgomery County, 
Maryland is an 
exceptional destination 
for groups to visit 
due to its winning 
combination of natural 
beauty, historical 
significance, and 
diverse attractions.  
The county boasts 
stunning parks and 
recreational areas, 
such as C&O Canal 
National Historical Park 
and Brookside Garden, 
which are great for 
hiking and picnicking.

 The Crossvines

 Tea at Strathmore Mansion

In addition to the region’s distinctive 
residents and visitors, the variety of 
experiences that await you is impressive. 
Traverse national and state parks, cycle 
along safe and friendly roads, or revel in 
an agritourism brewery hop. Satisfy refi ned 
tastes at upscale boutiques and culinary 
venues with vibrant global zest. Broaden 
your horizons and fi nd new perspectives 
via approachable urban events and elite 
experiences at one-of-a-kind cultural venues.

Celebrate the Montgomery County 
Region’s renowned hospitality and the 
entrepreneurial spirit that spans every acre. 
One of “America’s Best Places to Live” is 
also the region that embodies inclusion, 
where connected communities of blended 
cultures intertwine. Visit Montgomery and 
encounter its warm embrace—with classic 
Maryland fl avor.
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Are you ready for the best visit ever? Montgomery 
County, Maryland, is ready for you. Plan an 
unforgettable day trip, road trip, or weekend getaway 
with Visit Montgomery’s Adventure Planner App. 
Discover attractions, parks, museums, and historic 
sites. Find your next favorite restaurant, winery, 
brewery, or coff ee roaster. View upcoming festivals 
and events. Create your own custom itinerary by 
adding sites to your account and plan the easiest 
route. Explore Maryland’s Cultural Capital–next 
door to Washington, D.C.

START PLANNING!
VisitMontgomery.com/inspiration

The Comus Inn

START 
PLANNING YOUR 
NEXT ADVENTURE

DOWNLOAD 
THE APP

One of the Most Diverse Collection 
of Communities in the United States

MONTGOMERY COUNTY 
MARYLAND

INSPIRATION 
GUIDE
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rom the banks of the Potomac to the 
nation’s capital, through our thriving 
urban centers and into the rolling hills 

of our Agricultural Reserve, the Montgomery 
County Region unites residents and visitors 
alike through a variety of experiences that 
foster connections and inspire creativity.

Explore the Montgomery County region and 
step into a world where diversity and inclusion 
are woven into the fabric of its communities. 
A place where cultural heritage sites enchant 
lifelong learners through a rich connection 
to national and state history. Where a wide 
variety of local essence and globally inspired 
culinary options fi t every taste and occasion. 
And where all visitors are welcomed with open 
arms to a safe, comfortable landing place. 
With such cultural delights, rich history, and 
international communities, it is truly Maryland’s 
Cultural Capital.

F

MARYLAND’S   
CULTURAL 
CAPITAL

THE MONTGOMERY 
COUNTY REGION

One of the Most 
Diverse Communities 
in the United States

BIG CITY VIBES WITH SMALL TOWN COMFORTS
Montgomery County is comprised of bustling urban districts, serene 

suburbs, and a 93,000-acre Agricultural Reserve. Five must-see areas that 
o� er big city vibes with small town comforts are Rockville Town Square, 
Pike & Rose in North Bethesda, Downtown Silver Spring, Bethesda Row, 
and rio in Gaithersburg.

NO SHORTAGE OF FLAVORFUL EXPERIENCES
With more than 1,000 culinary diverse restaurants and numerous craft 

beverage makers, there is no shortage of tastes to satisfy every palate in 
Montgomery County. Attendees will experience the global fl avors of East 
Asia, West Africa, the Middle East, Western Europe, Latin America, and 
traditional American comfort foods. 

COMPLETE WITH ARTS, CULTURE AND HERITAGE ATTRACTIONS
There are a wide range of world-class museums, galleries, and music 

venues in Montgomery County. Top favorites for groups include Glenstone 
Museum, Strathmore Music Center and Mansion, AMP by Strathmore, AFI 
Silver Theatre and Cultural Center, The Filmore Silver Spring, and Josiah 
Henson Museum and Park.

THREE REASONS TO CONSIDER 
MONTGOMERY COUNTY, MARYLAND

CONNECT WITH US
Our Destination Sales Managers are 
standing by to help get you started. 
Send us your request for proposal (RFP) 
or contact us to schedule a site tour. 
Thank you in advance for your business. 
We look forward to working with you!

Sales@VisitMontgomery.com

GET INSPIRED!
VisitMontgomery.com/meet

1

2

3

NEXT DOOR TO WASHINGTON, DC

CONNECT LIKE
NEVER BEFORE
IN MONTGOMERY COUNTY, MARYLAND

MEETING & EVENT VENUE GUIDE

Potomac River

Potomac River

To Baltimore

To Annapolis

To Baltimore/Washington
Int’l Thurgood Marshall

Airport (BWI)

DICKERSON

POOLESVILLE

BOYDS

CLARKSBURG

DAMASCUS

GERMANTOWN

LAYTONSVILLE

OLNEY/
SANDY SPRING

GAITHERSBURG

DARNESTOWN

BURTONSVILLE

ROCKVILLE

WHEATON

POTOMAC

BETHESDA

CHEVY CHASE

SILVER SPRING

WASHINGTON, D.C.

To Washington Dulles
Int’l Airport (IAD)

Ronald Reagan
Washington National

Airport (DCA)

200

200

VIRGINIA 

MARYLAND

M O N T G O M E R Y  C O U N T Y
M A R Y L A N D

29

29

50

METRO 
There are 13 Red Line Metro stations that serve 
Montgomery County. These stations also off er 
transfers to Metro and Ride On buses. Metro 
Buses and Montgomery County’s Ride On buses 
serve most neighborhoods in the county and 
connect our neighborhoods to Washington, 
DC and northern Virginia. Metro Buses and 
Montgomery County’s Ride On buses serve 
most neighborhoods in the county.

Montgomery County is located on the northern border of 
Washington, DC and on the border of Virginia. Baltimore is 
northeast, and Annapolis is directly east of the county. Communities 
with quick and close access to Washington, DC include Bethesda, 
Chevy Chase, Potomac, Silver Spring, Rockville, and more.

Approximate Distance to the 
National Mall in Washington, 
DC from:
Bethesda .......................8 miles
Silver Spring ..................8 miles
Potomac ...................... 14 miles
Rockville ...................... 18 miles
Gaithersburg............... 22 miles
Germantown ................ 31 miles
Clarksburg .................. 36 miles

Approximate Distance from 
Surrounding Cities to Rockville:
Frederick .................... 29 miles
Baltimore .....................32 miles
Annapolis .....................44 miles
Richmond .................. 122 miles
Philadelphia ............... 145 miles
Pittsburgh ................. 225 miles
New York City ........... 230 miles

FEELING INSPIRED? 
Let our team help you plan your next event.

Contact the Visit Montgomery, MD destination sales
 team today at sales@visitmontgomery.com.

FLIGHTS THAT FIT YOUR NEED
Perfectly situated in the center of three major 
airports-Ronald Reagan Washington National 
Airport (DCA), Washington Dulles International 
Airport (IAD), and Baltimore/Washington Thurgood 
Marshall International Airport (BWI)-you will have 
no problem fi nding a fl ight that fi ts your needs.

Getaway Guide

Tastemakers Trail Map

Event Venue Guide

Itinerary One Sheet
Inspiration Guide

     Printed

Materials
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The Tastemakers Trail is a self-guided tour featuring the wineries, breweries, cideries, meaderies and 
distilleries located in Montgomery County. In Fiscal Year 2025, the Tastemakers Trail will be expanded to 
include destination restaurants and inspirational messaging to enhance the overall experience.

Tastemakers Trail

The MoCo Eats brand was launched as an online directory during the COVID-19 pandemic. With nearly 900 
restaurants offering a wide array of international cuisines, MoCo Eats showcases the county’s vibrant food 
culture. The planned MoCo Eats Hospitality Showcase will further elevate the culinary landscape by bringing 
together workforce, management, ownership, suppliers, and consumers in a festive two-day event on March 
30-31, 2025. This event will feature cooking demonstrations, tastings, and educational opportunities.

MoCo Eats

The Economic Development Administration (EDA) Grant will be implemented in Fiscal Year 2025 to further 
develop and promote the rural areas of Montgomery County as a unique destination. An agency will be 
selected to create a vision and strategy, along with new creative messaging and brand identity.

Rural Montgomery

Butler’s OrchardLone Oak Farm Brewery

     Destination

Development



FY2025 Marketing Plan

22

Collaboration Partners:  Visit Annapolis & Anne Arundel County, Visit Baltimore, Visit Howard County, Visit 
Montgomery and Experience Prince George’s County.

Project Narrative:
Business events, conferences, conventions, and meetings of all sizes bring a significant economic impact 
to Maryland. The collaboration of these 5 destination marketing organizations (DMOs) will help in jointly 
marketing the Baltimore and Capital Region areas of Maryland as a meetings destination.
 
This DMO cluster is strategically located in the Mid-Atlantic to serve as an attractive location for small to mid-
sized meetings. The proximity of all these destinations in the partnership are strategically located to one of the 
best airports in the nation, Baltimore-Washington Thurgood Marshall Airport (BWI). 

Target Meeting Size: 10-300 Rooms Peak Night
Target Geographic Market: Local Regional and Mid-Atlantic
Target Markets: Corporate, Government, Association

Maryland Meetings Market Initiative: $250,000

Collaboration Partners:  Visit Allegany County, Visit Frederick, Visit Montgomery, Visit Hagerstown/Washington 
County

Project Narrative:
An independent study commissioned by the Maryland Office of Tourism and conducted by Rockport Analytics 
in 2021 estimated 25% or 1.31 million people traveled from outside the immediate area for more than fifty miles 
to a location within the park’s boundaries. Total visitor spending because of visiting the park was $308 million 
annually. Sixty-one percent (61%) of these visitors stayed overnight, totaling $102 million. 3,902 jobs were 
supported (Full & Part-Time) with $156 million total in wages paid. 

The C&O Canal Experience Marketing Alliance goal is to continue the momentum and expand its scope with 
the goal of driving additional tourism dollars to the communities surrounding the park. The collaboration plans 
to capitalize on the data collected from the Rockport Analytics study to align messaging with the interests of 
the core markets and audiences. Marketing strategies will be focused on attracting travelers with interests in 
cycling, hiking/walking, museums, sightseeing, shopping and pleasure driving. 

This initiative aligns with the Maryland Office of Tourism’s Trails Second-to-None Program, Civil War Trails, and 
Maryland’s Scenic Byways. 

Note:  The collaboration was awarded an additional $50,000 for the initiative above the requested grant application.

C&O Canal Experiences: $250,000

Economic Development Administration (EDA) 
       One Time Grants
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Project Narrative:
Montgomery County’s largest hidden gem is its 93,000-acre Agricultural Reserve. In its 40th year, the area 
is one third of the county’s total land mass and has quickly become a destination for both local and regional 
travelers. Surrounding the Agricultural Reserve are also other agritourism activities and experiences including 
farm, winery and brewery visits, historical sites, Civil War Trails, Rustics Roads, C&O Canal National Historical 
Park, and outdoor recreational activities centered around local, and State Park visits and biking and hiking 
excursions. Additionally, the C&O Canal Maryland Scenic Byway travels through the Agricultural Reserve. The 
“Ag Reserve” will serve as the anchor for the “Rural Montgomery” proposed new branding and marketing 
initiative.  

The MD Tourism EDA Grant will support three components of a “Rural Montgomery” project:  

1. Focus Groups with the agricultural community
2. Research – current visitor volume, visitor origin, visitor demographics and visitor activities                            

of visitors to the “Rural Montgomery” area.
3. Product and Brand Development

The projects outlined in this grant application were identified and are aligned as next steps from the 2019 
Agritourism Study release by the Montgomery County Department of Planning.

Rural Branding Initiative: $170,000

Project Narrative:
In an effort for Visit Montgomery to expand the MoCo Eats 
brand a grant application was submitted and approved for 
the creation of a consumer/industry food and beverage 
expo and industry educational conference.

MoCo Eats Showcase: $112,000

This 2-day tradeshow and expo will allow restaurant owners and managers, craft beverage makers, food 
and beverage suppliers and vendors, industry workforce and students, venue owners, event planners, and 
consumers to connect through networking, sampling, showcasing, and learning.  Educational seminars 
and workshops will be led by industry leaders and offer insight to the various aspects of what it takes for a 
successful operation, such as marketing, policies, and new trends.

This event will also engage the students in the Montgomery College Hospitality Program and the Montgomery 
County Public Schools students participating in the Hospitality Program with volunteer work and cooking 
demonstrations, learning sessions and a cooking contest.  The conference agenda will include speakers 
and panelist, breakout sessions by topic, server training and opportunities for peer-to-peer discussions. The 
intention of the MoCo Eats Showcase and Conference is to grow into a regional draw, attracting attendees 
from the Capital Region, Baltimore, and Northern Virginia.

The event is scheduled for March 30 - 31, 2025
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Sales Division FY 2025

CVB Reps 795$                    

Meeting Professionals International (MPI) - Potomac Chapter 530$                       

Meeting Professionals International (MPI)  - Philadelphia Chapter 530$                       

Professional Conference Management Association (PCMA) 485$                       

Professional Conference Management Association (PCMA) - Philadelphia Chapter 30$                         

Religious Conference Management Association (RCMA) 195$                       

Society of Government Meeting Professionals (SGMP) 400$                       

American Bus Association (ABA) 580$                       

Christian Management Conference Association (CMCA) 250$                       

Maryland MotorCoach Association (MMA) 325$                       

National Tour Association (NTA) 800$                       

Pennsylvania Bus Association (PBA) 310$                       

Student Youth Travel Association (SYTA) 998$                       

MD Stadium Authority - MD Sports Marketing Partnership 2,500$                   

SUB-TOTAL 8,728$                   

Marketing FY 2025

Destination DC 1,050$                   

Mid Atlantic Travel Public Relations Association  (MATPRA) 200$                       

SKAL International 225$                       

SUB-TOTAL 1,475$                   

Professional Associations-ADMIN FY 2025

Hotel Sales and Marketing Association International DC (HSMAI) 385$                       

Destinations International (DI) 2,755$                   

Leadership Montgomery 200$                       

Maryland Hotel & Lodging Association (MHLA) 500$                       

Maryland Tourism Coalition (MTC) 350$                       

Maryland Destination Marketing Organization Association (MD DMO) 938$                       

U.S. Travel 1,650$                   

SUB-TOTAL 6,778$                   

 GRAND TOTAL 16,981$          

     Visit Montgomery

Industry Memberships 
       Fiscal Year 2025
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Visitation and Visitor Spending
• Day & Overnight Visitation
• VIsitor Spending by Category
• Overall Economic Impact to the Destination
• Hotel Room Tax Collections
• MD Sales & Use Tax Collections in Tourism 

Sectors

Sales
• Leads Sourced
• Potential Room Nights
• Potential Attendees
• Prospects generated from trade show 

attendance
• Overall Leads
• Definite Groups
• Trade Show Leads Booked
• Definite Room Nights
• Definite Booking Attendees
• Booking Growth in Targeted Sectors including 

Bio/Pharma/Association

Marketing
• Website Sessions & Page Views
• Time on Website
• Social Media Following
• Social Media Engagement
• Stories Placed
• Adventure Planner App Downloads
• Advertising Equivalency for Editorial 
• Advertising Impressions

Lakefront at rio

   Visit Montgomery

Performance Metrics 
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EXECUTIVE COMMITTEE

John Hines, The Adventure Park at Sandy Spring, Chair

Jill McCarthy, Federal Realty, Vice Chair

Vira Safai, Comfort Inn Shady Grove, Treasurer

John Lancaster, Choice Hotels, Secretary

 

BOARD OF DIRECTORS

David Child, Bethesda North Marriott Hotel & Conference Center

Joe Frandoni, Arts & Humanities Council of Montgomery County (AHCMC)

Charles Kauffmann, Vamoose

Brian Levine, Montgomery County Chamber of Commerce – ex officio

Matt Libber, Maryland SoccerPlex

Christopher Madoo, Bethesda Marriott

Carol McLean, Resident

Adam Murphy, Mon Ami Gabi

Valentina Nahon, Glenstone

Eric Rasch, Silver Spring Civic Center at Veteran’s Plaza

Cindy Rivarde, Rockville Economic Development, Inc. (REDI)

Sarah Rogers, Heritage Montgomery

Sara Torrence, Sara Torrence & Associates – Past President and Founder

   Visit Montgomery

Board of Directors
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Kelly Groff
President & CEO

Lee Callicutt
Senior Destination Sales Manager

Leticia Engel
Senior Marketing Manager

Trek Bookter
Destination Sales Manager

Joe Doran
Community Engagement & 

Partership Manager

Aynae Simmons
Communications Coordinator

     Visit Montgomery

Team Members


