
EDITORS’ NOTE In addition to di-
recting the efforts of the Meet Puerto 
Rico staff and implementing poli-
cies set by the organization’s board 
of directors, Milton Segarra works to 
maintain strong relationships with 
the organization’s 270-plus member-
suppliers, local business leaders, 
and elected offi cials. Segarra also 
served as the Executive Director of the 
Puerto Rico Tourism Company and 
as the Secretary of the Department of 
Economic Development & Commerce, 
and held top management positions 
with Puerto Rico’s top international hotel brands.

ORGANIZATION BRIEF Meet Puerto Rico (meet
puertorico.com) is a nonprofi t organization estab-
lished in 1962 to drive meetings, conventions, 
trade shows, and incentive groups to Puerto Rico. 
With headquarters in San Juan and representa-
tives in New York, Chicago, Washington, D.C., 
Dallas, and Orlando, Meet Puerto Rico strength-
ens Puerto Rico’s competitive position in the 
Americas and abroad by increasing awareness 
of the island’s outstanding meeting facilities and 
services, and produces approximately $110 mil-
lion for the local economy.

What is the focus of the mission for Meet 
Puerto Rico?

This organization has been in place for more 
than 52 years. Since day one, it has been the or-
ganization in charge of promoting and positioning 
Puerto Rico as the preferred meeting destination 
in the Americas.

We have always had the best intellectual and 
human capital available for this highly competitive 
segment of the industry. They have been instru-
mental in ensuring we remain relevant and deliver 
consistent results.

We are adapting the mission and vision of 
our organization to incorporate the promise of 
delivering a service. We’re making sure that even 
though we have to keep ourselves and our orga-
nization relevant and effective in the marketplace 
today, at the same time, we have to create an 
organization that can quickly adapt and react, and 
proactively seek out opportunities to succeed.

We have had signifi cant challenges to our 
core business from political sources, competition, 
and internal situations that happen in our organi-
zation. But the way we have been able to connect 
the network internally has given us the strength to 

adapt, identify the opportunity, and im-
mediately create the conditions to move 
forward.

Is it tough to differentiate in 
the space? What makes Puerto Rico 
unique?

Perhaps 10 years ago, the most im-
portant offering to connect with clients 
was a convention center and the best 
hotels.

Today, these are secondary. Now, 
we’re putting every dollar behind the 
experience and the brand.

It’s about how we can effectively 
and responsibly describe the benefi ts and type 
of experience that a person will have when they 
come to Puerto Rico. It’s important to make sure 
our brand stretches across assets and attributes, 
and into emotional benefi ts. Once we get that into 
the brand and people respond to it, then we will 
maintain a loyal clientele.

How important is engaging the travel 
leaders in Puerto Rico to the success of your 
efforts?

We have had good support, but we’re not 
where we want to be yet. Addressing this is part 
of the process of leadership.

The industry understands that we need to 
move forward and position Puerto Rico differently, 
keeping in mind that the assets we have – from 
hotels to beaches to rainforests to the convention 
center – are extremely important, but the experi-
ence visitors can enjoy while in Puerto Rico is 
what will defi ne how they feel about us.

How broad is the focus of your messaging?
We have a limited budget, so we have de-

cided to pinpoint opportunities in the market that 
we know will respond to our offerings. We match 
that market’s needs with specifi c initiatives so we 
can effi ciently generate new business.

We have transitioned from a broad global 
message to specifi c, pinpointed, and dedicated ef-
forts by market segments for which we combine 
all of our resources.

Even though our message is consistent, it’s 
crafted for the specifi c marketplace we’re talking 
to.

How important has social media been in 
working to spread your message?

Extremely important. We have approached it 
in two ways: Because it’s so trendy to talk about 
social media, we have to make sure that our orga-
nization’s team is savvy and knowledgeable about 
the discipline. In other words, we need to know 

how to talk the language to maximize its effect. 
We do internal training on social media channels, 
what they mean, and what possibilities they offer. 
We have a certain baseline of knowledge in social 
media. Once we know we have an organization 
that can talk about social media and can act upon 
it, then we take it to specifi c markets. We target 
the three top channels that the meeting planners 
and association executives are using: LinkedIn, 
Facebook, and Twitter.

At day’s end, however, content strategy is 
the most important. We can have all the social 
media in the world, but if we don’t manage the 
content, it’s like having nothing. So we have be-
come experts in content management to make 
sure we can maintain our message in an effec-
tive way.

How critical is accessibility in traveling 
to Puerto Rico?

Our distribution is good. Search engines rank 
Puerto Rico quite favorably.

Accessibility to the product is key to success 
today. If we’re not available at a specifi c time or if 
we don’t have an easy way for people to connect 
with us, we will disappear.

Is it important to have metrics in place to 
track these areas?

Yes. We need to do this. This year, we re-
designed all the metrics we use to evaluate our 
organization. Typically, organizations like ours are 
primarily measured by how many room nights we 
were able to book, which means how much busi-
ness will translate into hotel space.

But even though we have been measured 
by how many room nights we booked, we don’t 
run the hotels – we don’t determine the price 
of our product; we don’t decide how much we 
can give to a food and beverage opportunity, 
or what type of concessions we’re going to pro-
vide in a contract. So our role is to be a demand 
generator. 

At the end of the day, we do evaluate our 
ROI on our marketing dollars and the metrics for 
our social media efforts, as well as the rates of 
increase and retention of our membership.

We’re expanding metrics to make sure that 
we take a balanced scorecard approach, which 
pinpoints several key performance indexes 
that ensure that we’re competitive, relevant, and 
effective.

In addition, we created a Customer Advisory 
Board to help look at us objectively and provide 
some strategic insights that can help us as we 
move our organization forward.•
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OVER 33 YEARS AGO, VALERIE ANN WILSON 
opened a travel consulting fi rm to offer the fi rst-
hand knowledge and dedicated service she be-
lieved were lacking in the industry. With high 
regard for personal attention to detail and customer 
service, Valerie Wilson Travel, Inc. (valeriewilson
travel.com; VWT) is one of today’s largest pri-
vate, women owned, debt free, and family man-
aged travel consulting fi rms in the United States.

Headquartered in New York City with a 
global client base, VWT currently has 16 of-
fi ces in the Northeast and Southeast corridors, 
in the Midwest, and on the West Coast. VWT’s 
team consists of a diverse and highly special-
ized network of 325-plus Travel Consultants 
and Associate Agents.

Valerie Wilson Travel services a world-
wide clientele for their personal, business, 
and meeting and incentive travel. They handle 
travel management needs for companies and 
organizations in industries as varied as fash-
ion, publishing, fi nance, and new media, as 
well as not-for-profi ts and pharmaceuticals.

All of the Valerie Wilson Travel lo-
cations are proud members of Virtuoso®, 
the world’s premier luxury and experiential 
travel network. With worldwide connec-
tions, unparalleled expertise, and custom-
ized travel experiences, VWT works with 
Virtuoso® to ensure personal preferences 
are reflected in every aspect of their cli-
ents’ trips.

Valerie Wilson Travel recently joined GSM, 
an international consortia network focused on 
the corporate arena, which provides a greater 
global reach with local expertise.

One of VWT’s newest initiatives, “Suite 
Access by Valerie Wilson Travel,” was launched 
to promote the luxury travel market and focus 
on the high-end, suite-level bookings.

In addition, their Power of Access™ guaran-
tees their clients exclusive rates, VIP treatment, 
and exceptional service with their preferred 
partners including airlines, hotels, cruise lines, 
tours, sightseeing guides, and other suppliers.

Valerie Wilson Travel provides memo-
rable experiences that last a lifetime due to 
their relationships and leadership.•

Valerie Wilson Travel

Kimberly Wilson Wetty, Co-President and Co-Owner; Valerie Ann Wilson, Founder, Chairman, and Chief Executive Offi cer; and Jennifer Wilson-Buttigieg, Co-President and Co-Owner, Valerie Wilson Travel, Inc.
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