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DMO Group Sales Channel

Group hotel room nights in
the U.S. influenced by DMOs

million group hotel room
nights influenced by U.S.
DMOs in 2012

Source: 2013 DMAI DMO Group Sales Channel Impact Study, Tourism Economics, STR




#Helping TrumpsSelling

Help not hype

.\ Destination
- J) Marketing

Association International




DMO View on Sales...

Sales is just
Sales
6%

Marketing is
the New Sales
38%
| Service is the
New Sales
56%

Source: 2013 DMAI What's New, What's Next Survey, n = 104



Inbound or Outbound?

Your Customer
Finds You
50%

You Find Your
Customer
50%

Source: 2013 DMAI What's New, What’s Next Survey, n = 104



Don’t Call Us...

Customers’ Progress in Purchase Decision-Making Before

Engaging Sales

57%
Complete

b

Customer Due Customer's
Diligence Bagins First Serious
Engagement
with Sales
n=1399.

Source: Corporate Executive Board

Purchase



Advocating for DMOs in the Meetings Market

DMAI’s Content Distribution & Syndication Strategy

empower MINT. com

Planners. Destinations. Experts.

Original
Content

Face2Face Education #
Engage Raving Fans
DMO Sales Training |

ebinars
Video
Email mktg
Inserts
Blog posts
SEO/SEM

Inserting DMO Sales
Pros in other channels:
Cvent, HelmsBriscoe, etc



BRIDGING THE GREAT DIVIDE

—_ — Atlanta Sales & Marketing
| | AM ATL Campaign Case Study 2012 -2013

-



EXTERNAL
- Destination Appeal perception problem
- Competition aggressive in pricing and building share of voice
- Future bookings weakening

INTERNAL
- New Chief Executive setting aggressive sales goals
- Siloed Organization
- Lack of consistent messaging and brand standards
- Marketing historically focused on leisure tourism




2005 LEISURE TRAVELER SURVEY

THE CITY SUFFERS FROM A PERCEPTION GAP

% “Very 90 -
good” or
“excellent”
80
70
60
50 - H4--B-| - -=r--Fr-----
40 -
[l Non-metro,
never visited
30
[ Non-metro,
visited in last
20 ~ 3years
10 . O Metro Atlanta
residents
0+ al
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Poor perception across these categories impact’s Atlanta’s
ability to attract residents and businesses as well as travelers

Source: ACVB Survey Data; BCG analysis



2011 MEETING PLANNER SURVEY

Q9. How do you think the ultimate decision maker would rate Atlanta on these areas?

Moderate Weakness Strength
Atlanta scores in the Atlanta significantly Atlanta trumps several
middle of the exceeded by several
Excellent (5) -  densely clustered P - ~
pack { ]
E ¢ E . e Atlanta
Very Good (4) — I e i i ® @ Peer cities
L] ® | @ i P o " ®
: j ‘8 -
| s e ot | . | '
_ ) 5] i o i
Good (3) ® s i‘ i )
@ ® S ®
Fair (2) — Not measuredin :
study
Infrastructure Destination Appeal Service
Poor (1) | o | ] | | T
Cost of Cost of Easytogetto Infrastruct- Destination Things to Easy to do Hospitality/ Safety
meeting attendee ure appeal for Do business Friendliness
facilities / expenses attendees with

Incentives (room, food
etc.)



2011 MEETING PLANNER SURVEY

Q9. What would Atlanta need to do to convincingly offer the best location for this meeting?
What would Atlanta need to do to be more seriously considered?

What would Atlanta need to do?
(% of respondents)

“..do a better job of touting restaurants, nightlife

Destination Appeal 24% activities that don't require going to Buckhead...”
Cost 1 “Our attendees have indicated they do not want to go
0s back to Atlanta due to lack of things to do there and
i safety concerns.”
Infrastructure
Other “Lower the room rates & Congress Center space rental.”
None 16% “Convention center rental is too high.”
Safety | 10% “build a hotel on the C concourse side of the convention
| I— center”
Service | 6%

\ “...It is not safe for our attendees to walk to and from
Easy to get to 3% their hotels especially at night. The hotel block we had
was not close proximity to the Convention Center...”

Availability I 3%




A MULTIFACETED CHALLENGE

DESTINATION MARKETING TO LEISURE AUDIENCE FOCUSED ON SUMMER FAMILY FUN
Limited budget created dependency on co-op programs within the SE drive markets

Limited reach, frequency, and no national impact

DESTINATION MARKETING TO MEETING PLANNERS UNFOCUSED
100% co-op funding necessitating merchandising co-op partner messages

Lack of alignment on brand messaging architecture

MULTIPLE TOUCH POINTS WITH CUSTOMER (SALES PROCESS, ADVERTISING, SERVICE)
Inconsistent messaging and brand identity

Lack of governance over RFP responses, ongoing communications

Resource constraints led to reactive instead of proactive sales/service support




FIXING DESTINATION APPEAL
A MULTIFACETED CHALLENGE
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4 8 a .
(. .

'

Silo’ed organization
Sales and Marketing did not share common goals
Sales had experienced limited value of marketing

Marketing was a “NO” department or at best a support function




ORGANIZATIONAL

- CEO committed to removing all obstacles to reaching the sales goals

. Strategic alignment at the executive level — common goals

- Reorganization of Marketing with a dedicated sales/service Brand Manager

- Increased funding for Marketing (additional +1% tax)

- Buy-in from key constituencies (Hoteliers, Board)




HOW DID WE FIX THE PROBLEM?

B RESEARCH

« Customer and consumer insights
« Sales and service workshops to identify needs and generate buy-in

Bl FUNDING

« Commitment of $1m to a media plan, $0.5m to production elements
« Commitment of $2m to host ASAE

B CREATIVE
 New | AM ATL Meeting Planner campaign

B MASSIVE ORGANIZATION AND INDUSTRY-WIDE ACTIVATION FOR ASAE



RESEARCH PROVIDED INSIGHTS

FOR MESSAGING STRATEGY
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« Atlanta is a Great City for Dining

« Atlanta is an Accessible City
« Atlanta has Great Nightlife
» Atlanta has many things to see and do
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MEETING PLANNER CAMPAIGN

OUR 50,000 FOOT OBJECTIVE

Create an emotional,
anthemic campaign
that has the capacity
to build momentum.

A Rally Cry for the City.



The campaign
mark is bold and
simple — allowing
the unique
characteristics of
Atlanta’s people
and places to
shine through.

CAMPAIGN VOICE / COPY TONE

Our people wear Atlanta like a badge of honor.

The headlines and copy feature clever plays on
words and double entendre that make the
reader think. The copy sells Atlanta’s assets
through the unique stories of its people, and a
sense of pride in who they are and what
they’ve accomplished. The stories we can tell
are as vibrant and diverse as the people who
live here.

| AM ATL Won the
Award for “Best
Travel Integrated
Campaign” in 2013

INTERNET ADVERTISING
< COMPETITION

Best Integrated Ad Campaign



| AM ATL
Two-page Spread

FM ONE FISH IN
THE SEA OF GREAT
POSSIBILITIES.

| am e conncisseur of
collabomation at the workd's
largest aquarium. We're one
of the fascinating spaces

persoraiized service just

offering

stepa away om your mesting.
Hore in Atlanta, we all owim in
the same 3ea when It comes 1o

making your event @ SUOCERS.
Plan on Atianta and we'll think
big togothor.




| AM ATL
Full Page Ads

Yo

1 LEAVE MY
TROPHIES BEHIND
AND BRING ON
THE HEAT.

| HELP MAKE YOUR
MEETING A WALK
IN THE PARK.




| AM ATL
Full Page Ads
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I'M YOUR FRIENDLY
SMILE ON APPROACH
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| AM ATL
Full Page Ads

1 MIX BREATHTAKING - v | HAVE MORE
CONNECTIONS

THAN ATLANTA
HAS PEACHTREE
STREETS.

VIEWS WITH TOP-
SHELF NIGHTLIFE.
Al et b
™ 209
wat of

Atlwvia and wo'ti give your
mesting the VIP treatment.




| AM ATL
Campaign Site Home Page

/f,-

e

In Atlanta, our
people make this

city great.
|

we
| Our dlients add greal &
Disa Alfar

We'll add spin event.
View Atlanta nightiife ct Find hings

|



| AM ATL

Campaign Site Interior Pages

| dulives the e xpeched to
give you a whale of an event

FUAN O ATLANTA BND A GREAT MEETING

PLAN ON ITLANTA AND
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| AM ATL

Campaign Elements

P |
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| HELP MAKE YOUR MEETING
A WALK IN THE PARK.

1 HELP MAKE YOUR
MEETING A WALK IN
THE PARK.

| HELP MAKE YOUR MEETING
A WALK IN THE PARK.
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| AM ATL
2012 ASAE Booth




2013 MEETING PLANNER SURVEY

Q: Below are eight samples from recent advertising campaigns.
Please select the samples that reflect campaigns you recall seeing.
60% - m Aided

51%
48% awareness

50% -

40% -

33%

30% -

22%

20% -

7%

Atlanta Chicago Denver Houston Miami Nashville Las Vegas

TR HOUSTON

10% -

0% -

T

Philadelphia

e

MEETINS 2 MUSK

IT'SSOMIAMI



2013 MEETING PLANNER SURVEY

Q: How would you say this campaign impacts your likelihood to select Atlanta
as a host city for this meeting?

Past Selection &

Consideration Future Selection

i 100% -
i 0
Much more likely 6% — 90% -
. 80% -
. 0% -
Somewhat more likely - % 70%
60% -
i 50% -
Neither more nor less likely 72% 40% -
| 30% -
20% -
Somewhat less likely | 0% 10% -
. 00 -+ ee——
_ Total (21) Aware (20)
Much less likely 4% _ _ ® Definitely would not meet in
Did not consider .
| | | | Probably would not meet in
0% 20% 40% 60% 80% Considered, but did not meet i Might or Might Not Meet in

Probably would meet in
m Definitely would meet in

Percent of Respondents = Met in



P12mo (September 2012 to August 2013), ACVB has seen noticeable growth
in lead volume compared to the last 12-month period (Sept '11-Aug '12)

+ 180/ year-over-year in the total number of leads generated
O (approx. 2,330 vs. 1,970)

+ 2 OO/ year-over-year in the number of room nights associated
O with leads generated (approx. 8.6M vs. 7.1M)

2 40/ year-over-year in leads generated for city-wide
+ O conventions & meetings




Marketing now a true valued partner of Sales

Consistent messaging and brand identity across all touch points

Significantly improved governance over collateral

Energized Sales force armed with tools they can use




THANK YOU

Andrew Wilson

Awilson@atlanta.net
@andicati




Utilizing Data to Crack the
Meetings Market
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CONVENTION SALES TARGET MARKETS

Association 35%

Sports 25% ‘
Corporate 15%
SMEF

Religious/
Multicultural 10%

VisitTampaBay.com




Convention Sales Markets

s N
VT,
[
" uass,
NEW YORK

JERSEY

LODEL.

I.:
. - VIRGINKA ™

" NORTHGAROLINA

Meetings Advertising
Geo-targeted:
Northeast, Mid-Atlantic & Southeast
Target Audiences:

Corporate, Association, Religious, Sports, Government & SMEF

VisitTampaBay.com



August September October November December

Publication

Publisher/Circ/ Frequency Media

ASAE

FPAC
TP Advertorial

Leaderboard

ASAE

3 Editions.

ASAE
40,000

ASAE

400
Goli/Tennis Tournament

PCMA
32,388

PCMA

3 Editions

PCMA 300x250
12,800 Banners
T0x series

Schneider )
47,647
I

Collinson
10,106

Convention South
18,475

Dest._Guide
D

E-Newsletter

FPAC

Conference Direct
14,000

Northstar
| 40.000 I [ | ]
Buy 3/1 Free

MPI
5.000 [ [ I I | |

E-Pro Direct Custom E-mail
50,000 I [ I 1 | |

Navigate
5,000

S Insertions

Collinson
5.500 I [ [ | I | |

Schneider
18,000 Il { I ! Il {

Naylor




rmertal foom 2013-14 Incremental
2013-14 “ITYFTY"” Meeting Planner Target Audience Room_N ight Action Pla n

Sales & Marketing Integrated Strategy

EXECUTIVE SUMMARY

Short-term Goal:

Long-term Goal:

OBJECTIVES

VisitTampaBay.com




Targeted Incentives

Citywide Sale
Discover Tampa Bay with a FREE Convention Center and specials from
our Convention Portfolio Hotels.

Bonus for Bookings
New hotel nights booked receive $1 per room night, up to51,000.

Discover Tampa Bay
Enjoy a complimentary only-in-Tampa Bay experience at The Florida
Aquarium, Busch Gardens, the Historic Latin Quarter of Ybor City,
Yacht Starship, the legendary Bern's Steakhouse, on a sunset sail or at
a Tampa Bay Lightning game.

VisitTampaBay.com
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Bonus for Bookings Incentive

VisitTampaBay.com




Discover Tampa Incentive

VisitTampaBay.com




Meetings Advertising

u

VisitTamp@ay.com




One-to-One Marketing Program

* Drive incremental brand awareness and meetings
room night production

Deliver the right message to the right customer at
the right time

Personalize/humanize our relationships with
meeting planners

Automate to gain efficiencies via technology

Build databases and contacts

Drive traffic to Visit Tampa Bay tradeshow booths




One-to-One Marketing Program

Meetings E- Promotional Tradeshow Anlfl_giglaor;e Automated
Newsletters E-Blasts E-Blasts E-Mails E-mails

Pre/Post Show
Blasts

Celebrations

Pain Paoints

Quarterly/Branding Incentives

R ¥

ExactTarget

VisitTampaBay.com



Marketing Incentives
Filling Need Periods

Since March 2013:
 Generated 30 New Events (Meetings Bookings)

e $1.6 Million+ Economic Impact

VisitTampaBay.com
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