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I. EXECUTIVE BRIEF 

[X] 
[ ] 

Regular 
Public Hearing 

Motion and Title: STAFF RECOMMENDS MOTION TO APPROVE: Reallocation of$3 Million of TDC-1st 

Cent Tourism Local Option Tax Fund operating reserves to support a marketing stimulus campaign for 
Convention and Visitors Bureau (CVB), Cultural Council, Film and Television Commission and Sports 
Commission. 

Summary: The TDC-1 st Cent Tourism Local Option Tax Fund is dedicated to the expansion of the Convention 
Center. However, at the March 17, 2009 BCC meeting, the Board directed staff to restrict $10 Million of 
budgeted operating reserve funds for future year expenditures for the Convention Center and Stadium 
renewal/replacement account. At this time, staff is requesting $3 Million of this fund reserves be reallocated to 
a TDC multi-agency tourism stimulus strategy to market Palm Beach County to fly and drive market travelers. 
This tourism stimulus strategy tactical investment will be in following areas: A) Online (e-commerce) 41.48%, 
B) Broadcast (Radio/TV) 2'o.46%, C) Print/Collateral 29.20%, D) Group/Sports Booking Rebates 8.30% and E) 
Direct Sales - .56%. As a result of this effort, it is estimated that the decline in tourism will slow and 
anticipate a jump start in the tourism industry in Palm Beach County. This campaign will be closely monitored 
and measured to ensure these funds are being expended in a responsible manner. Approval of this item will 
require an amendment of the Tourism Local Option Tax Ordinance. The proposed amendment is on this agenda 
for preliminary reading and permission to advertise. The Public Hearing of the Ordinance amendment is 
schedule for June 2, 2009. Countywide (MC) 

Background and Justification: Tourism performance indicators for Palm Beach County shows a declining 
trend in occupancy over the past 4 years in average daily rates since last year and in revenue per available room 
rates since 2007. Moreover, the sharp decline in economic activity since the fall of 2008 has been further 
exacerbated by the devastation of corporate and incentive meetings and convention markets. A preliminary 
survey indicates that over $50 million in group cancellations have occurred since late 2008. This market 
comprises a significant portion of Palm Beach County's tourism business given the predominant image of the 
county as an upscale resort destination. 

The first three months of 2009 have shown an even more alarming situation in which Palm Beach County has 
suffered the worst decline in tourism indicators in the state of Florida. REVP AR results in January, February 
and March show a drop of 24.5, 27.1 and 32.4% respectively versus the same period in 2008. Further analysis 
of the factors affecting Palm Beach County tourism performance indicators reveal a sharp disparity in the funds 
allocated to media and promotional expenditures in comparison to other Florida and Caribbean destinations. 
Even on a per room basis, these disparities are significant enough to suggest that this lack of presence in media 
and promotional channels over an extended period has resulted in a lack of competitiveness for Palm Beach 
County as a tourism destination. 

At the direction of the Board of Directors of the TDC and with the recommendation of the Strategic Marketing 
Council, Agency Staff developed tactical promotional plans to stimulate demand in their key markets. The 
overarching theme of a primary tactic revolves around the county's founding in 1909. This directive has been 
based on fresh research showing that there is a healthy level of travel activity still taking place. Such travel is 
driven by affordability factors (shorter length of stay, trading down on accommodations, etc.). Research further 
indicates travelers will choose destinations based on a compelling promotional offer. All agencies collaborated 
and presented an integrated Tourism Stimulus Strategy to the Tourism Development Council Finance 
Committee and full TDC Board. (continued on page 3) 
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II. FISCAL IMPACT ANALYSIS 

A. Five Year Smomary of Fiscal Impact: 

Fiscal Years 

Capital Expenditures 

Operating Costs 

External Revenues 

Program Income. (County) 

In-Kind Match (County) 

NET FISCAL IMPACT 

# ADDITIONAL FTE 
POSITIONS (Cumulative 

2009 2010 

$3,000,000 

======= 

2011 

======= 

Is Item Included In surrent Budget? Yes __ X __ _ 

2012 

======= 

No. 

2013 

======= 

Budget Account No.: Fund 1458 Dept. 710 Unit 7345 Object 9902 
Reporting Category ----

B. Recommended Sources of Funds/Summary of Fiscal Impact: 

Funds will be expended during FY 09 & FYl0 to promote Palm Beach 
County. 

C. Department Fiscal Review: 

III. REVIEW COMMENTS 

A. OFMB Fiscal and/or Contract Administration Comments: 

~ ~ SZ L 5/i• lo~ 
'· OFMB ~ \~\rfo.. O}J !!)13{tf1 

B. Legal Sufficiency: 

Assistant County Attorney 

C. Other Department Review: 

Department Director 

This smomary is not to be used as a basis for payment. 
O:Tdc/Agendaitems2008/AramarkContract 



Background and Justification (cont'd) 
Both governance bodies have provided unanimous approvals of this joint stimulus plan. The TDC Board, in 

tum, discussed the various funding allocations and suggested a strong focus on hard hitting tactical media and 
online efforts and significant promotions by all agencies. Another directive included a substantial investment in 
ecol green travel oriented promotions coordinated through the CVB. Therefore, final TDC recommendations 
entail an overall investment of $3 million to be allocated in the following manner: CVB - $2,000,000.00; 
Culture, Sports, Film/TV, and a special allocation toward green/eco-tourism - $1,000,000.00. The four TDC 
agencies have received approval, support and encouragement from their respective boards to pursue this 
additional funding and to cooperatively launch an inter-agency coordinated marketing effort. 



Tourism Stimulus 
Strategy 

... a recove~y plan for Palm Beach County 
1 .. 

Main Goals 

• Stabilize a rapid decline in 
'yfi~tn activity 

<:J~~}/.:\· ·;/•,·.· ' 

• Stimulate demand from out of 
. .,,. · ·County visitors 

, ; Retain Tourism Jobs 

5/7/2009 
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Current Reality 

• 4 year decline in hotel occupancies 

Je,artdecline in Rqom, Revenues 

• Dismal indicators - 1st quarter 
- 2009 
,,·;·t;::, ., 

5 Guiding Principles of the 

Palm Beach.County 

Tourism StimulusStrategy 

1. Maximize impact on primary drive & fly markets 

2. Proposition: tactical, relevant, refreshing, value 
driven 

3. Impact spring/summer and influence fall 

4. Strong call to action online and toll free 

5. Strong focus on ROI measurement 

5/7/2009 
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PALM BEACH COUNTY CO:'>l\'1:NTIOti AND VISITORS BUREAU 

CVB 
2009 Tourism 

Stimulus Strategy 

CVB Stimulus Strategy 
Tactical Investments 

By Major Category 

Tactical Investment: $2,000,000 

• On-line .. 

• Broadcast 

Print 

• Rebate 

5/7/2009 
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Overarching Goals 
• Increase Hotel Occupancy 

• Retain Tourism Jobs 

.Target Market: 

• Consumers - key markets 

• Meeting Planners 

• Associations, Corporate, SMERF 

Travel Agent/Tour Operators 

High Value Visitor Focus 

Target 

~ Drive Leisure Traveler SE/FL ✓ ✓ ✓ ✓ ✓ 

Meetlng/~onvention 
, .. , ,· •- .• ,, :•,,.,, 

- Travel Industry ✓ ✓ 

,, Niche 

.(I.e. Ei::o, Golf, Culture) 
✓ ✓ 

5/7/2009 
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Campaign Theme 

1909- Centennial 

• Strong value added promotion 

•Tactical, clear & impactful 

•72 participating hotels 

•60% of PBC Room Inventory 

•9500 Rooms 

1909 Founders' Promotion~ Participating Hotels 
72 properties/ 9508 rooms 

Hotels With 200+ Rooms 
Boca Raton Resort&: Club -1047 rooms 
The Breakers- 550 rooms 
West Palm Beach Marriott- 352 rooms 
PGA National Resort& Spa- 339 rooms 
MMriott Palm Beach Gardens- 279 rooms 
DoubleTreaHotel Palm Beach Gardens- 279 rooms 
Boca Ruan Marriott Boca Center- 253- rooms 
Hilton Palm Beach Airport- 245 rooms 
The Resort at Singer Island - 239 rooms 
Hilton Singer Island Oceanfront Resort- 223 rooms 
Days Inn Airport North- 219 rooms 
Hi!~n Suites on- 200 rooms 

Hotels With 199· 100 Rooms 
Holiday Inn Palm BeachAlrport-199 rooms 
RenaiHance Boca Raton -189 rooms 
Wyndham Garden Boca Raton -184 rooms 
Double T raaGuest Sultes-180 rooms 
Hilton Guden Inn Palm Beach Gardens-175 rooms 
Courtyard by Marriott Boynton Beach -170 rooms 
Jupiter Beach Resort- 168 rooms 
Hampton Inn & Suites, Boynton Beach • 164 
Comfort Inn West Palm Beach-162 rooms 
Hilton Garden Inn Boca Raton -149 rooms 
Ben Western Palm Beach lakes Inn -135 rooms 
Ben Western Palm BeachAirport• 135 
Spring HIii Suite, Marriott Wast Palm Beach-130 

Red Roof Inn -1 l9 rooms 
Hampton Inn & Suites; Wallington -12! ~ooms 
Boca Raton Bridge Hotel-121 rooms 
Hampton Inn, Palm Beach Gardens -116 rooms 
Highland BHch Holiday Inn -115 rooms 
Holiday Inn West Palm Beach Turnpike-114 rooms 
Hawthorn Suites West Palm Beach -112 rooms 
Royal Inn Hotel -111 rooms 
Fairfield Inn & Suites, Jupiter -110 
Hampton Inn West Palm Beach Tumpike-110 rooms 
Hampton Inn Airport/Downtown- 105 rooms 
Hampton Inn lake Worth-104 rooms 
Courtyard by Marriott WPB Airport-103 
Courtyard by Marriott, WPB - 103 
La Quinta Inn, Jupiter-102 rooms 
Hilton Garden Inn Palm Beach Airport-100 rooms 
Homewood Suites by Hilton West Palm Beach -100 
rooms 

60% of available rooms 

Hotels With Under 100 Rooms 
Holiday Inn Express Boca Raton - 97 rooms 
Inn of America- 95 rooins 
Delray Beach Residence Inn by Marriott- 95 
Hampton Inn, Boca Raton • 94 
Best Western Inn of America- 92 rooms 
Hampton Inn Jupiter/Juno- 90 rooms 
Windsor Garden Hotel - 90 rooms 
Residence Inn by Marriott, WPB- 78 rooms 
Colony Hotel & CabanaClub - 70 rooms 
The Bratilian Court- 65 rooms 
Chesterfield Hotel Palm BHch- 52 rooms 
Hotel Blba- 40 rooms 
BraclleyParkHotel-31 rooms 
NewSungataMotel-31 rooms 
Wright by the Sea- 28 rooms 
Crane'sBeachHouse- 27 rooms 
Bellatrix Beachfront Resort-17 rooms 
The Palm Beach Historic lnn-13 rooms 

Bed & Breakfast, Home, Timeshare, and Apartment Rental 
Properties 
Sundy House -11 rooms 
Mango Inn - 10 rooms 
Hibiscus Houw - 9 rooms 
Hibiscus House Downtown - 9 rooms 
Grandview Gardens- 7 rooms 
Sabal Palm House-6 rooms 
CasaGrandvfew • 5 cottages/ homes 
Can De Rosa B&B- 4 
Palm Beach Shores Resort & Vacation Villas 
Pershing House 
Patio Island 

5/7/2009 
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1909 Stimulus Strategy 
Print Campaign 
(Drive Markets) 

• Newspapers: 
•South Florida Sun-Sentinel, Sifii!Sentinel 
•Miami Herald, .--------, ~ .... ,11ft•u111,~U,.·HSJUH, f111u, l l-•l<U,\•T •J. !~~~ 

•Orlando Sentinel, I . Qrlando_~ntin~~ I 
•Ta_mpa Tribune, 

· -itersburg Times. 
'. '"s insertions 

• Magazines: 
•Florida Travel & Life, 

~]~. •Florida Monthly. 
1}tTotal of 6 insertions 

t
s~Jlnni,,· 

9
, 

,_ i --

' .,,·· . .,. ' . ,.,,. 
W:--1 H"ts Orlando's Greatest I 

1909 Stimulus Strategy 
Radio/TV Campaigns 

(Drive Markets) 

Radio - Drive Markets 
do • WOCL (Classic Hits), WHOO (Sports), WOMX (Adult Cont) 

)!Ft. Laµderdale - WAXY (Sports), WKIS (Country), WCMQ 
l&s);WQAM·(Sports) . 

3. Tampa/St. Pete - WGUL (News/Talk), WQYK (Country), WRBQ (Classic 
Hits) 

•. Total of 18 stations, 2,000 total announcements over 15 weeks 

TV- Drive Markets 
. 1. Orlando - WESH/NBC, WKMG/CBS 
i 2, Tampa/St. Pete - WFLA/NBC, WTSP/CBS 

5/7/2009 
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Print 
• Newspapers: 

• USAToday 

1909 Stimulus Strategy 
Print Campaign 

(Fly Markets) 

• NY Times (Friday Escapes) 
~ton Globe, 
•. ark Star L~dger 
· St Journal (Saturday Travel) 

Total of 10 insertions 

Radio - Fly Markets 

1909 Stimulus Strategy 
Radio Broadcast Campaign 

(Fly Markets) 

(:JDB....61; - . 
1. New York - WABC (Talk), wees (News), WFAN (Sports), WPLJ (Adult Cont.) 
2. NY/Long Island - WBZO (Oldies), WKJY (Adult Contemporary), WLVG (Adult Cont.) 
3. Philadelphia - KYW (News), WIP (Sports), WOGL (Classic Hits), WMGK (Classic Hits) 
4. Washington, DC - WAVA (Cont. Hits), WJFK (Talk), WTOP (News), WBQB (Adult Cont.) 
5. B~lti!nore - WJZ (Sports), WLIF (Classic Hits), WXCY (Country), WQSR (Adult Hits) 
.. ,• WBZ, (News/Talk), WEEI (Sports), WMJX (Soft Rock), WOOS (Oldies) 

·oiWBBM (News), WGN (News/Talk), WMVP (Sports), WILV (Adult Cont) 
\ :" ,.-_. ·~:. - : . .· 

TV- Fly Markets 
1. Chicago - WMAQ/NBC, WGN/CW 

__ :_ 2. Washingon, DC -WUSA/CBS 
. 3. New York - WPIX - WB 

;·,t4. Philadelphia -WCAU/NBC, KYW/CBS 
;:5. Baltimore -WBAUNBC, WJZ/CBS 

F(Total: 35 TV/ Radio Stations 
""i~ s 

t•ti':.,Tota/ of 1,510 announcements over six week flight 

5/7/2009 
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E-MARKETING 
The best way to reach niche markets 

Develop Online Partnerships & Distribute Content Online 
Partner with like-minded organizations with an established web presence: 

•Culture, Historic 
•F,~ily 

Invest in on!ine travel partner programs: 

•Weddings 
•Shopping 
•Culinary, 
•Golf 
•Wellness -

:~i::~:~::dT:avel !Ci(iJ'Ct~-r~, 
•DMAI/CVB Hot Rates -

NATIONAL 
TRUST 
FOR 
HISTORIC 
PRESERVATION' 

CVBHot:Races.com 

. Research investments in on line travel agent programs: 
biJravelocityWorldwide, Expedia, Orbitz, Opodo, 

l,t~-AotelBook.com, Booking.com IIRBJTZ ARCHITEQ.'QML DIGESf 

New:~ 

Iii llellch&S.lffxpert t'rlm David McRei!: 

m fo,nily&pe,t IJII .BIMartln 

- Aulhenllcflorido 

~ =ebe:Tobas • Galffxpert Kevin Kenny 

5/7/2009 
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I al1Tnwet;"!'Expori~f"~~fxp~do4~,fonventje~~~-
i @'Q,il ,!- htlp:/,._,.,lrovdodly.com/orporienc<fin__,lltionld=ll!llsection=D..tt..nding 

Potential Investment 
$5,000-

$25,000/Month 

Plan With Tools • , Explore Themes • 1 Browse Products • 

E-MARKETING 

Conduct Search Marketing campaigns 

ine search marketing 
per dickcam paig ns 

•Search engine optimization & configuration 
•Local search marketing with Google maps 
•Strategic partnership linking programs Google· 
•Mobil search marketing & download capabilities 
•Paid online travel directory inclusions °Y.AHOOf 

5/7/2009 
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Customized based on recent search activil: • 
ults 1 • 10 of about 6,.480,000 for l!lllm.Jwlm '2IIDll! lwllll with 5afeoearch on. (0.51 secon 

Sponsored Links 
Potential Investment 

$1,000-
$10,000/Month 

s 
www.Hotwire.com +Star Hotels at 2-Star Prices With Low Hotwire Hot..ffatesl 

The Official GUide for Palm Beach hotels Palm Beach reso,1s. and ... 
Vi$it P11lm B~a,h County•a Official V1$itor's site for all U1e iOtormation yoL1 need on Palm 
Beach hotela aod Palm ,B_each re,rnrts, including the always 

pt.1f1nh(:i1(:hfl 1:1)(:)/','~i!(Qr~LaG,:,:<nfl"i\11J;:1i1c.Jes1. 2n,\ 
Palm Beach County Hotel & Lodging Association 
The members of the Association are comprised of hole la, motels and other lodging 
establishments in Palm Beach County. 
www.hotelassociation.com/ - 9k -~ -~ 

Palm Beach Hotels - Florida Resort - Florida Accommodations - The -· 
The Breakers Hotel & Resort in Palm Beach, Florida is set amidst 140 acres of ••• The 
Breakers I One South County Road I Palm Beach, Florida 33480 ••• 
www.thebreakers.com/ - 30k -~ -~ 

West Palm Beach Hotels: Read West Palm Beach Hotel Reviews and .•• 
Hotels in West Palm Beach, Florida: See 1195 traveler reviews, 197 candid photos, and great 
deals for 30 West Palm Beach hotels at T ripAdYisor. 
www.tripadvisor.com/Hote1s-g34731-West_Palm_Beach_Florida-Hotels.html - 139k -
~-~ 
n-•- c,_ ... .,..., r--....... n,.nr1 ... r1 ...... ,,_,.. _..,.."'" ............. f,,..-..;,,...r,.. 

GooglQmbeachhotels ::, 

Palm Beach Hotels 
Photos, Reviews, Maps and More 
Compere and Save with Hotela.coml 
www.hotels.com 

Palm Beach County Hotels 
Compare Hotel Prices, Search and 
Save up to 70% at Sid.Step 
SideStep.com 

Palm Beach County Hotels 
Palm Beach County Hotels. 
Find Great Vacation Spots Here. 
LuxuryResorts101.com 
Aorida 

Palm Beach County Hotels 
Save Big on Palm Beach Co. Hotels. 
Priceline: No One Deals Like We Do. 
www.priceline.com 

Web Milli Results 1 -10 of about 54,600,000 for~ ll!!lllfl with 5afeoean:h on. (0.-45 secon 

Palm Beach FL Hotels 
\WJW.Starwoodhotels.com/PalmBeach 

The Ritz-Cartton 
www.RitzCarlton.com/PalmBeach 

Luxury Palm Beach Hotel 
FourSeasons.com/PalmBeach 

G. n i -www.thebreakers.com-
(561) 653-6656 -~ 

H. The Breakers Palm Beach -www.shopthebreakers.com - (561) 655-6611 -
~ 

Spoosored Links 

Palm Beach Hotels 
Photos, Reviews & More. Great Rates 

' from Holiday Inn Express. 
www.hiexpress.com 

Potential Investment 
$1,000-

$20,000/Month 

Palm Beach Hotel 
Book Hotel Rooms with Confidence. 
Travelocily Guarantees Low Prices. 
Mvw.Travelocity.com/Hotels 

I. Fairfield Inn & Suites Palm Beoch - marriott.com - (561) 582-2585 -~ 

Cheap Palm Beach Hotels 
Save on Palm Beach Hotels. 
Great Rates from 150+ Hotel Sitesl 
www.kayak.com 

J. The OC Beach Btsart -W\VW.theocbeachresort.com- (561) 586--6642 -
~ 

f More results near Palm Beach EL » ! Hotel Near Palm Beach FL 

5/7/2009 
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E-MARKETING 

e:ting Planners/Travel Trade/Media: 
.:tQ'beincl~ded i11 e-mail campaigns~ -

Deploy E-Newsletter camp_aigns 
•Communicate every 30 days 
•Engage hotel members 
•Include hotel special offers, 
attractions, events 

STAY I PLAY I SHOP 

STAY I PLAY I EXPLORE 

STAY I PLAY I CELEBRATE 
........ :v.~ 

if.?/ou ARE CORDIAi.LY I NVITF.D To 

STAY PLAY CELEBRATE 
Dear Brenda, March 27, 2009 
Whether on slage or film, festivities In !he greater Palm Beaches are Just getting started and everything is set for you to 
make an appearance. SunFest Is where you begin your tropical groove, as Internationally known musicians perform on 
breezy, waterfront stages. If thats not enough fun to keep your days and nights fuU, check OLt the 14th anooal Palm 
Beach International Film Festival. So celebrate and kickoff your festive summer wRh this top line up or tunes, nicks, places 
to play, and places to stay. 

We invite you torn EL.A Y. CELEBRATE. 

~· 
;tit-·.. ~: ',; 
... -J :/i !J ~::1.1 _i 

rt • Hotel Special Offers Be In on the Scene TotaDy Good Time 

5/7/2009 
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Eco Tourism Campaign 

Overarching Goals: 

• Increase hotel occupancy 
• rncrease visitors to Parks, Eco-sites and Nature preserves 
• Retain Tourism Jobs 

TA~GET: Eco/Green/Adventure Travelers 

).,L INVESTMENT: $296,700 

NENA 

---~-....,--=..,==:1.1.111ot ~A-~ A-.._. ........ 

• Search Marketing 

• Customer e-mail 
database 

Print Ads 

5/7/2009 
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-.... _ -_, 
,. -· <,..e 
Nd> 

NAl10NAI. 
i GEOCIAPHIC 

TRAVELER Al.....,,AII.,,._ 

""--• 
Muslc.CilWltell'heater 

toupltllOlll1'9ilMIIDWlrd':"'OftblbelCblllnMllll'talowt'IINch . 

.... u....i.. 
Pllale..,111 ...... osrc ,.- -

seaturtle .org 
.se., .t. g,_ .!t ~ ~-~ ~ !?!. ~ ~ 

Newsletters 

Links: 

,.,.,c.op llll!J 

=:---
K-,YWITll!tla 
Hult.lly.S.v•On 
Ves\lllits&Food 

e:!i~!:~-

· -~st~1~ig;:a•:,e,w~rd~'1:,~i~1Mt:a%1.W~e8:~'ffln;i:ere ~ 
edition of the Manne Turtle RecoveryNewsfetter.Auslrallan ~ Gasdan 11ana. 
OepartmentoftheErMronmentandHerttage,June2004(Mclld:%1- &uTllrllllOII 
llly-®OC!Hi1a:1h~GVoiu:Q).8111.U Sa! 

.,,,.._NUT,,.=<n'H~ 

• fo%~ 1:irre~i;~aWt':fa~~~%'.~%L1Jts=:;er 
GreatBan1erReefMar1nePark;Strandinglnddents;T11rt1e 
rehabllltaUOO.(Addfiltoa.-Aug,,2004Ho:2"1 Ruilf:OVOIM: O)Bm.lJ 

~ 
flwl ..,.,._, 

• Chelontao Basaardl Eounaation fCRfl-Turtle and Tortoise 1
~· Newsletter: lntemauonal Joumal ofTurlle and Tortoise Res earth; ~= 

andasealthableCRFreprtntdatabase.~1~Hlla7tB TOlllli! Raina: D Voln: 0) BliaJ.l _,,_f:-»l::w.t....i.,,,,:,;.c 

" CLS-Aroos·New.sletter51·GCH0H3WrtfetrackfnolnTatwan~ ~ 
Argos NewsletterN• 51 •Augu&t1996.The geographic origins of FrMSu. Twtll: 
green turtles {Chef on la rnydas)nesllng atWartM Island In the 1nauavar1 
Peng-Hu ardllpelago have been a mystery for centuries. Every Enjoy 1hl: 
year, ten to ffllyturtles come ashore to nest In the summernlghl ar 1111111rwatarwodll. 
Ille halchllngs rusnto the sea In the dawn 50 days later. In 1992, 1h ~~-
RepuDHc olClllna (ROC)Councll or Agriculture started a research 
project to study the biology oftne green sea turtle. This ls a joint 
project In cooperallon wttnzoologlstGeorge Balm, head of 
marine turtle researeh attneNallonal Marine Fisheries Service In 
Honolulu. USAIAddelt :..uav40DO Hill: 140 ftalirw: 0 YCIM: CR Racell 

POTENTIAL 
Investment 

$5,000-

Loggerhead MarineHfe Center 
Visit our Seaturtle hospital. 
www.palmbeachfl.com/seaturtle 

5/7/2009 
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Action: 

Group and Convention Sales 
1909 Rebate Program 

Create an Aggressive Rebate Program fund of$175,000 

60 New Groups (Six Months) 

JS,00() Room Nights 

$200,000 in new bed tax revenue 

Criteria: Based on Group size and revenue potential, strict 
participation and eligibility criteria will apply 

5/7/2009 
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I 

I ii 
ii!I ur1s 

lus Strat 

~ ,-- PALM BEACH COUNTY 

'-'\Si' CULTURAL COUNCIL 

usE oF-siiMUtUs FUNDS: 
1909 Centennial Marketing Campaign 

~~~S:ampaign 

May2009 

Insertion Order Complete End of Campaign 
------·-·-·---------·-----·---"-II 

September 2009 December 2009 

ii Cultural Council 
Co-op advertising 
incentive 

Iii Cultural Organizations 
Co-op and direct out
of-county marketing 
for summer/fall 

• COORDINATED THROUGH CULTURAL MARKETING COMMITTEE MEETINGS 
• TARGETED TO CONSUMERS WITH CULTURAL INTERESTS 

5/7/2009 
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1909 Centennial Marketing Campaign 
Tactical Investment: $473,500 

liilPrint60% 
Iii On-line 35% 
Iii Broadcast 5% 

Goals of the Campaign 
• 101< New Leads 

• 20% Conversion to visitors 
• 2,500 Culture Keys redeemed 

"VALUE" CAMPAIGN THE 1909 CELEBRATION OF THE COUNTY 
OPEN THE DOOR TO I 00 YEARS OF ART&: CULTURE IN PALM BEACH COUNTY 

CULTURE KEY ,r\ . ... . . . . OPEii Tl!HOOI TO I~ lf/,RI Of_ Air &CU_L:riiRE~_~W1 lf/,(J! COUITT 

.'l:f~clmis!lion.to a number of coY:nty-wide experiences 
• Strong linkage to CVB Print/Web Strategies 

• Distribution- hotel/concierge desk/Rental 

car/PBIA/downloadable from Websites/ 

.. Extended Stay for special events 

• Voucher returned at admission Window 
•. · (for tracking) 

• No cost to hotelier, but encouraged to promote 

5/7/2009 
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Sports Commission 
2009 Tourism 

Stimulus Strategy 

2009 Tourism 
Stimulus Strategy · 

Use of Funds 

c~~, Tactical Investment: $147,300 

• Print 

• Rebate 

Direct Sales 

5/7/2009 
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2009 Tourism 
Stimulus Strategy 

A One-Time Investment to: 

•Develop new events and sports tourism for 
Palrn Beach Co1,1nty . 

• Solidify events considering Palm Beach 
County. 

• Retain existing events - making sure they 
return to Palm Beach County in future years. 

• Collaboration with CVB Tactical 
investments. 

Develop new events creating sports 

tourism for Palm Beach County. 

1. Trade Advertising Blitz (June - September) in 
targeted publications. 

Create & Produce Sports Facilities Guide 
to Palm Beach County in print and website 
versions. (August) 

Aggressive representation at the World's 
Leading Conference & Expo for the Sports-Event 
Industry. 
Over 300 prospects in one location. 
October 13-17, 2009- New Orleans 

5/7/2009 
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~-~I'-: _ 
__ n,..a,,, • 

Solidify events considering 
Palm Beach County. 

1. One-Time Stimulus Grant Support (Providing 
an economic incentive, creating a true competitive 
advantage.) 

· Make Palm B~a~h County affordable 

Create multi-year agreements 

Establish signature events 

Retain existing events - making 
sure they return to Palm Beach 

County in future years. 

1. Enhance the Palm Beach Experience 
• Event Servicing 

• Logistical Arra~g~ments 

• Event Coordination 

• Event Marketing 

2. Exploit Extended Stay Program 
"come a day early or stay a few days longer" 

5/7/2009 
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PALM BEACH COUNTY .. 
FILM & TELEVISION COMMISSION~:. 

Use of Stimulus Funds 

Restore FTC 2010 Marketing Plan: $82,500 

• On-line 

• Print 

Direct Sales & 
Sponsorships 

5/7/2009 
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2010 Tourism Stimulus Strategy 

•Develop FTC website e-marketing program in 
collaboration with new CVB web strategy 

•Grow FTC database of film/TV producers 

:byt~ e-Newsletter via direct mail & electronic 

•Fund print ads in film/TV trade publications 

•Sponsor film festivals & events 
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5/7/2009 

Return On Investment (ROI) 

WITHOUT Stimulus Funds: 
The FTC projected a -20% reduction in all performance measures. 

--~\~,~. 
· t Jimulus Funds: 
·: t~chCdunty will save 10% of that business 

Economic Impact saved: $10 million 
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Tourism Development Council 
Tourism Stimulus Strategy Recommendations 

(April - September 2009) 

'~raLCouncil 
;- "'.;, e ', ''' ' ~ 

cofou·;i~rrl c;mpaign 
Sports Commission 
Film & Television Commission 

$2,000,000 
$ 473,500 
$ 296,700 
$ 147,300 
$ 82,500 

$3,000,000 

2009 Tourism Stimulus Strategy 
Use of Funds by Tactical Investment 

The suggested fund allocation by main media channels, is currently 
under review by each of the TDC agencies. However, the following 
chart provides a preliminary breakdown of tactical investment. 

i:iHo~ 
SJ 

,:~~st{Rad 10/TV) 

Print/Collateral 

Group/Sports Booking Rebates 

· Direct Sales 

$1,244,532 

613,675 

875,891 

248,991 

16,211 

$3,000,000 

41.48% 

20.46% 

29.20% 

8.30% 

.56% 

100.00% 
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Tracking and Goals 
Of Tactical Investment 

1. Hotel Room Nights from 1909 campaign (Leisure) 

2. Group Room Nights from 1909 Rebate campaign 

3. Unique visitors to landing page -1909 Founders Package 

igve visitors to website 
••" \?r. ,;:,::::-:,. ,:.<· -> ·.__ . . . . . . . . •a.• 

.:)firtiactivityfrom pa!rnbeachfl.cqrnJo Hotel websites 

2K 

12K 

100K 

GOOK 

30K 

Approximate room revenue generated from click thru activity. 

Customer e-mail database growth 

$325K 

135K 

2,500 

8,500 

$10M 

Culture Keys (value coupons) redeemed 

events booked/retained (6+) & RNS produced 

Incremental film/TV/photography economic impact 

BedTa,c 

ECONOMIC IMPACT AND ROI 
B11td on $5 MIIUon lnvt1ltmtnt 

$40,000,000 -.---------------------

$35,000,000 +---------------

$30,000,000 +-----------------

$5,000,000 

$· 
lnaease 

O«up1ncy by 196 

$449,458 

lnaease 
Occupancy by 296 

$898,909 

Increase 
O«upancy by 396 

$1,348,367 
Room Revenue $8,989,161 $17,978,170 $26,967,331 
AddlUonalDlrectSpendlng $11,634,939 $23,269,680 $34,904,619 
T~tal(c-,;;~mk Impact ·s20,62(ioo $41,247,850 . $61;s1i,9SO [T;~E~o~omk ROl7 

• 687:s¾"F ..... • ·,:;374.9% ., . ·c;ci,06'2.4% ,. I 

• BedTax 

• Room Revenue 

rn Add!Uonal Direct Spending 

Based on STR reports 
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Conclusions 
• The crisis is real 

-.f~ .·t' C AgE!ncy collaborationJs real 
"~' <'.,'' ~~,:' ' ., 

• This is the ultimate "rainy day'' - really 

• This plan is all about gaining customers 
.. and retaining jobs 

Thank You 
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