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Tourism Marketing District

Mapping the District

Le Meridien

Hotel Haya
| 2

Hampton Inn & Suites
Tampa / Ybor City /
Downtown

@®» Tampa Riverwalk

Hilton
InnTa
Histor" istrict

-ﬁ @ TECO Line StreetCar System Stops
(©  Pirate Water Taxi Stops
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Presenter
Presentation Notes
In creating the district boundaries, it would be beneficial to look at the county as a whole and determine where other districts can be formed, for example…(Epicurean / Westshore)

60% voted then you can make it mandatory for all hotels in the district to join.  We made it optional….now that forces the Owners Association to contially reexplain as new hotels  are built or change ownership


Tourism Marketing District

Separate Identity

Key Branding Strategy

 The brand Tampa's Treasure Collection was developed to group the TMD properties not as individual
hotels but as a collection of properties that are all located in our hip, urban downtown/Ybor City
district and it emphasized a sense of exclusivity and high-end properties.

» The word“treasure”pays tribute to Visit Tampa Bay's tagline “Treasure Awaits" which is our rally cry
forallthereis to see and do in Tampa Bay.

TREASURE COLLECTION

TAMPA BAY

FLORIDA




Treasure Collection
TREASURE COLLECTION

Marketing Objective

 The objective of the TMD is to provide destination marketing and promotion services to the hotels in
the downtown/Ybor City district. Visit Tampa Bay targets soft periods with slow booking windows to
increase travel during those time frames.

» The TMD encompasses world-class hotel brands located in prime visitation areas — near the Tampa
Convention Center, the Tampa Riverwalk, and sporting events, attractions, museums, restaurants and

more.

TAMPA BAY

FLORIDA
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Presentation Notes
We’ve secured funds and started marketing 
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TREASURE COLLECTION

Creative Strategy

» Leverage existing Visit Tampa Bay
assets with a focus on Downtown and
Ybor activities

« Increase sense of urgency - update CTA | - | 0000
FLORIDA'S MOST 2 4 Discover Florida’s Most Treasured

to “book now" message TREASURED g | Meetings
: = J ‘T_ ! f‘- Destinations  Events Hotels  Sponsore d  Venue Sourcin a

If you're searching for the perfect city to host your meeting, we have good news. The hidden gem
you're looking for isn't actually hidden at all. It's Tampa Bay, Florida. And it offers a treasure trove of

savings, resources, and reasons that attendees will love coming to your meeting.

» Drive directly to a landing page with links
to book

Abundant Accommodations, Just Paces Away
At the heart of your meeting experience is the Tampa Bay Treasure Collection. This unique
il g‘ A collection of 13 hotels features everything from nationally adored big-brand hotels to luxurious

L boutique properties. And it's located in the walkable, waterfront, downtown convention district just a

L Y
&, ;!
e = S ) TA,F&PA
EXPLORE MORE Sl
FLORIDA Among the many standout properties in the Treasure Collection is the Tampa Marriott Waterside
: g

FLORIDA

Y
BAY few miles away from Ybor City — a bustling center of Cuban culture and historic nightlife.




Treasure Collection

Custom Landing Page

TREASURE COLLECTION

@ Expedia

Flights Hotels Bundle and Save Cars

Destination

T Bany

B Hotel only
X Flight
only Check.in

K& Flight +
Hotel

Add your property | Account ~ My Lists B My Trips  Support v Espafiol  #iEs3

Cruises  Thingsto Do Vacation Rentals  Deals  Maohile

Check-out

mmiddinney mmfdddyyy

Rooms Adults (18 +) Children @0 - 17)

[F ) =

% TAMPA BAY DOWNTOWN TAMPA & HISTORIC YBOR CITY

FLORIDA

TREASURE COLLECTION

Looking for thrills, adventure and culture? You'll find plenty to love in Tampa Bay. This city has everything under the sun — and then some
Among the big-city buzz of rich cultural attractions and charming restaurants serwving up scrumptious fare is the beauty of Curtis Hixon
YWaterfront Park, on Tampa's Riverwalk, home to diverse activities from Oktoberfest to Yoga in the Park. ¥Whether you're grabbing an evening
bite, looking for something educational to do with the kids or taking in a Tampa Bay Lightning game, downtown has something offer. And
there's no better way to catch a gorgeous Flonda sunset than with a scenic skyline as 2 backdrop

FLORIDAN PALACE

Welcome to the Flaridan Palace Hotel,
Incated in the heart of downtown Tampa
Built in 1926, this nineteen-stary hotel
has heen brought back ta its original
granceur. Indulge yourself in old-world
charm met with the modern cormforts of
today.

Book How

HILTON TAMPA DOWNTOWN

Qur convenient location places you just
minutes from a wealth of downtown
shops, restaurants, bars, nightlife, and
major businesses like Tampa Electric
(TECO). Enjoy easy access to popular
destinations like the Port of Tampa,
*Yhor City and Amalie Arena -home o
the Tampa Bay Lightning

Book How

RESIDENCE INN TAMPA
DOWNTOWN

Mewly Renovated Hotel! We have three
roam types Studio, One Bedroom, and
Two Bedroom. All have sofas that pull
out into a queen size bed. Each room
type has a kitchenette for our guests to
enjoy

Book How

= L8
- _;lﬁ"’

r
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SHERATON TAMPA
RIVERWALK

Stay In the center of it all at Sheraton
Tampa Riverwalk Hotel. Ideally situated
on the Riverwalk, our waterfront hotel is
wiell-placed for experiencing all that
downtown Tampa has to offer.

Book How

EPICUREAN HOTEL

Designed as an ideal retreat,
Epicurean's 137 guest rooms and suites
are a luxurious blend of urban chic and
comfort. Qur Tampa hotel is decorated
toreflect our culinary heritage ancd
unigue flavor of the area

Book How

TAMPA MARRIOTT WATER
STREET

With newly renovated accommodations,
terrific amenities including a rooftop
pool and an incredible waterfront
location, the Tampa Marriott Waterside
is the ideal choice for business or
pleasure.

Book How

EMBASSY SUITES TAMPA-
DOWNTOWN CONVENTION
CENTER

All suites hotel In downtown Tampa,
attached to Convention Center. Offers
complimentary cooked-to-order
breakfast & evening reception. Near
attractions like Amalie Arena, “har City
& Tampa Riverialk

Book How

LE MERIDIEN TAMPA

Le Méridien Tampa welcomes travelers
0 downtown Tampa with refined
accommodations, thoughtful amenities
and an ideal location near Yhor City and
Channelside. Once a century-old
federal courthouse and recognized by
the National Register of Historic Places,
our Ass 4-Diamond Hotel has been
thaughtfully transformed as a boutigue
escape in the center of the city.

Book How

TAMPA BAY

FLORIDA
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Accountability & Reporting

/s your DMO prepared to be data driven?

Visit Tampa Bay fulfills the following tourism enhancement services:
» Provide marketing plan parameters, strategy and optimizing opportunity findings
* Provide program performance analytics and return on ad spend reports

» Present findings and share marketing strategies with Owners Association

TAMPA BAY

FLORIDA
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Digital Placement Examples

Add your propety | Mebo Wed »  WylbnED My Tips Seppor v Espafiel  WiBeT
Fights Hobels Bundieand Save Cars Crases ThingsioDo  Vacabon Renials  Deals  Reowards  Moble

Dcnuou YOUF hotsl 3 B Choose Jour reom ¥ acr‘wu T Geparture fight acmu e return night

Start by choosing your hotel Querstions? 1-B00-520-8325
Thea wigs pricins, shvown inchodda Fight + Hisiel lieces aned fotrs. bro g not inchoce baggage faes or cihvr fees changed dcectly by P aidine for the inchedad light AMAZIN

Liad & rzaiclast

o Tamgn

Foatured Prica Dibdusca from Dewrdiam Guisd Raling Fackaga Discoun Moy

Baxl

Search by proparty nams

=
EN i Crrm
MBS - IS
Property Class -~
s el 5 St
*E ok L S2an
Ak ) Stary
Top of pags Showing Aok §- 208 2
Property Type Rt o~

TREASURE COLLECTION

FASHION  SOCIETY RESTAURANTS REAL ESTATE CULTURE ARTS HOME + DESIGN EVENTS

80 ME + DESIGN / ARCHITECTURE

River Oaks’ Own English Wonder
Garden

Fow the Landscaping and Expertise of Lanson B. Jones
EGreated a Furopean-Worthy Retreat in Houston

PROMOTED SERIES CORRESPONDENT

2o TAMPA BAY

FLORIDA
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Digital Performance

Cumulative Revenue & Impressions

$1,600,000 18,000,000
$1,400,000 16,000,000
$1,200,000 14,000,000
$1000,000 12,000,000
10,000,000
$800,000 — 8,000,000
>600,000 6,000,000
$400,000 4,000,000
$200,000 - 2,000,000
s_

I Total Impressions Total Revenue

Investment in marketing generates impressions that build awareness and drives demand for room nights/revenue,

thus a positive Return on Investment 0 b |
ofs TAMPA BAY

FLORIDA
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TREASURE COLLECTION

Campaign Performance

Click- # Room Total Return
i i Through : i Spend on Ad
Vendor Impressions Clicks Nights ADR Estimated
Rate (Gross)  Spend
Booked Revenue
(CTR) (ROAS)
{.ApAra Adara 22,432,304 35,740 0.16% 3468 S 173 S 601,645 $179,325 34
Sojern 9,224,193 14,711 0.16% 555 S 138 S 76294 S 58,951 1.3
AOEDE Kayak 2,496,540 767 0.03% 448 S 104 S 46,467 S 24,207 1.9
@Expedia Expedia 18,224,215 8595 0.05% 19,928 S 220 $4,393,417 S$233,274 18.8
Total 52,377,252 59,813 " 0.11% 24,399 IIP$ 210 $5,117,823 $495,758 10.3

TAMPA BAY

FLORIDA
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Campaign Performance

» Booking Revenue to TMD Properties
- S5.1M+
- ROAS 0f10.3x

« #Room Nights Booked at TMD Properties
- 25,000

* Average ADR
- 5210

TAMPA BAY |

FLORIDA



Presenter
Presentation Notes
Media Spend - $495,758
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Special Benefits to the Properties

» Accordingtodatafrom STR, the TMD Properties generated a totalrevenue of $159,541,943in 2019

» The $5,000,000 incremental contribution increased total revenues by 3.2%

« A S5000,000increaseinincremental room revenue will translate into at least $3,000,000 in
increased profit

* Ingeneral, the fixed costs as a percentage of revenue is generally higher than 60% for most hospitality-
based operations and variable costs are 40% or less

« CBRE's latest survey of Cap Rates indicates an 8% Cap Rate for all hotels. Based on these metrics,
the Services increased the market value of the Properties by at least $62,500,000

- ($5,000,000 / 8%)

® &
Source Fishkind Litigation Services, Inc.; Special Assessment Methodology Report x TA M PA BA '

Downtown/Historic Ybor Tampa Tourism Marketing District

FLORIDA




FY22 TMD Media
Recommendation




Planning Parameters

* Objective
* Increase room nights and booking revenue for the 10

Treasure Collection hotels by converting active travel
intenders

« KPI
« Booking nights, Revenue, Return on ad spend (ROAS)

 Timing
* October 2021 - September 2022
« TMD Brand Platform

* Florida's Most
« TampaTreasureCollection.com

TREASURE COLLECTION

15



Strategy — Digital Display

 Extendreach across high potential markets efficiently by focusing on travelintenders at
decision time of the booking journey through top OTA and travel data partners

» Optimize campaign towards driving hotel bookings for the Treasure Collection hotels by
targeting travelintenders and searchers to Tampa, competitive destinations, Florida and
previous Hillsborough County visitors

 (Geo-targeting focused to East of the Mississippi + Texas to capture travelers in our key feeder
markets unless total U.S. is needed to drive volume

» Partners selected based on premium inventory and historically high ADR

Recommended Media Partners

Y Expedia {,ADARA

OTA (Online Travel Agency) Travel Data Partner

16



Seasonality

Downtown Occupancy %
100

—

75

50 /

25

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

» Historic need periods, in order of priority: July-September; April-June; October-
December, January-March

» High occupancy periods need to focus on weekday bookings and future months

Source: STR August 2021 Report, Downtown+

—2017
2018
—2019

2020
—_—2021


Presenter
Presentation Notes
Occupancy +32.2%, ADR + 1.3%, RevPar + 33.9%, Supply  27.7%, Demand +68.8%, Revenue +70.9%



Media Plan - Expedia @ Expedia

Drive strong booking volume, and deliver high ROAS with Expedia's 1st party real-time travel behavior data
across key sites within their portfolio

* Primary focus on Expedia.com and Hotels.com; extension into Travelocity.com and Orbitz.com for November and December only due
to limited inventory. If performance on these placements outperform others, will shift funds to support into 2022

Units: Display banners, including native marquee card

Targeting: Current/Previous Shoppers for Tampa, St. Pete/Clearwater, Orlando Daytona, Ft. Lauderdale, Miami, Fort
Myers or Sarasota; layered with (shifts based on season/need)

« US.orGeoEastof MS+TX +FL
* Specific to travel month or travel day of week

Landing Page: Customized landing page onsite that exclusively features only the Treasure Collection
properties

Total est. impressions: 9.7M

18



Media Plan - Adara

.ADARA

Leverage Adara's data to position the Treasure Collection brand in front of potential hotel bookers, running
across avariety of consumer sites

 Adara's data consortium captures real time shopping and booking behavior from the world's leading travel
suppliers, with over 300 brands (exclusive data partner with Marriott, United, American) and has success in driving
new and incremental business

Units: Display banners

Targeting: Intenders to downtown Tampa area - high hotel consideration to drive bookings to ten (10)
specific participation properties; high value leisure travelers to TPA/SW Florida, 3+ nights competitive
conquesting

Reporting: Customized, total report across measured properties (6 of the 10) for enriched data

Option to add Adara pixel to the 4 unmeasured properties (Barrymore, Hilton Garden Inn Ybor, Hampton Inn & Suites
Tampa/Ybor, Sheraton Tampa Riverwalk)

Landing Page: www.Tampa TreasureCollection.com

Total est. impressions: 11.0M
« Added Value: 10% Impressions (1M, Value $9k) and Customize Report (Value $15k)

19


https://www.visittampabay.com/tmd/

Digital Placement Examples

9 Expedia

ﬁgm Add your propedty | Heto Med »  MylhsED MyTies Sepsor v Exfiedl HBeX

Fights Hotels Sundieand Save Cars  Cruises ThingsioDo  Vacabon Rentals  Deals  Aowards  Moble

P L RO TRAVELER Changa search 0

Haw Yok, NY, Unied Stales

Dcnwu your hobel » @ Choose your room » acmmu your departure flight » acrmnn your return flight

FLORIDAS

Start by choosing your hotel

Thei Wi picis, 8o incheata Flght + Halel lioes dned ik bl o nod inchoce baggage baiss or olhvis Fees changed dnectly by P aifine for the inchedad fghi AMAZING
Liad & Urzakclast
] Sorl By Featured Prica Dot from Diswnboran Guert Rating Fackaga Discouns ore~
o Targe
Wiew map o how et péck our leatuned properties
- s i P ek i e prapsites &
Swarch by proparty nams NSRS TNt
=
Filtar properties by Wt e sl cou |
M - 13
Property Class -
o S Slan
e g e o S |
k3 S [ TAMEA BaY )

Top of page Eeming P 2 0t 4 m
Property Type Rwsst & | |

-ADARA

PAPLER
CITY.

FASHION  SOCIETY RESTAURANTS REAL ESTATE CULTURE

DALILAS -~

HOME + DESIGN EVENTS Q

B ME + DESIGN /

River Oaks’ Own English Wonder
Garden

Bow the Landscaping and Expertise of Lanson B. Jones
Ereated a European-Worthy Retreat in Houston

3¥ PROMOTED SERIES CORRESPONDENT

ARCHITECTURE

AMAZING DEALS R

FLORIDA'S MOST

20
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Reporting Methodology

» Estimated hotel bookings and revenue as follows:
» Expedia
 Reported by Expedia, monthly
 Based on Expedia site bookings within their platform post exposure to the TMD campaign on the
Expedia site campaigns
 Adara
 Reported by Adara, monthly

« Based on bookings for those hotel properties with Adara pixels (6 of the 10), post exposure to the
TMD campaign on the Adara buy

« Option to add Adara pixel to the 4 unmeasured properties (Barrymore, Hilton Garden Inn Ybor,
Hampton Inn & Suites Tampa/Ybor, Sheraton Tampa Riverwalk)

 Adaratoreport as collective, not property specific, with a custom-built model of estimated
‘enriched’ data to estimate room night and ADR levels in aggregate

21


Presenter
Presentation Notes
Adara Enriched: https://adara.app.box.com/s/qaoamb1lw8gj1dhxoj3jiumbi74h1wbg
Per Adara:
“Presently we see 6 of the 10 properties and can isolate the booking attribution for reporting sake across them - then can build a model of estimated “enriched” data to estimate room night and ADR levels in aggregate.   This is specific post exposure attribution and while our privacy clause with our data partners does not allow us to itemize by property we can isolate this set of resorts and have a methodology to "enrich" the report and account for the 4 properties that are not contributing to our data consortium for measurement


Meeting Concessions
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TREASURE COLLECTION

Convention Sales Concessions

Funds allow competitive advantage and allow Visit Tampa Bay to target specific need period business

70,000

2022 IBEX
50,000 \ PN A\ 2,637 Peak /10,144 Total Room Nights

w
40,000

30,000

Economic Impact: $5.8M

AN aN
N/

20,000 -

2023 Kappa Alpha Psi
1,600 Peak /7,350 Total Room Nights

10,000 -

0 .

JAN FEB MAR APR MAY JUN JUL AUG SEP ocCT NOV DEC

Economic Impact: $8.6M

I Definite Room Nights I Tentative Room Nights
—B-Pace Targets =o=Consumption Benchmark

TAMPA BAY

FLORIDA
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Sheet1

		Tampa Bay 2020 R/N		JAN		FEB		MAR		APR		MAY		JUN		JUL		AUG		SEP		OCT		NOV		DEC

		Definite Room Nights		21,865		11,120		24,350		11,371		1,852		27,593		0		0		0		9,377		17,756		5,481

		Pace Targets		17,639		13,244		13,889		10,525		10,046		12,580		7,414		3,666		3,728		7,182		4,691		6,570

		Tentative Room Nights		4,660		22,344		3,514		12,612		19,908		5,722		27,171		16,483		14,381		9,718		3,135		7,748

		Consumption Benchmark		60,169		48,316		52,814		43,382		41,715		53,874		36,063		17,830		18,496		36,306		24,438		34,423

				To resize chart data range, drag lower right corner of range.

		Tampa Bay 2020 R/N		JAN		FEB		MAR		APR		MAY		JUN		JUL		AUG		SEP		OCT		NOV		DEC

		Definite Room Nights		21,865		11,120		24,350		11,371		1,852		27,593		0		0		0		9,377		17,756		5,481

		Pace Targets		17,639		13,244		13,889		10,525		10,046		12,580		7,414		3,666		3,728		7,182		4,691		6,570

		Variance		4,226		(2,124)		10,461		846		(8,194)		15,013		(7,414)		(3,666)		(3,728)		2,195		13,065		(1,089)

		Consumption Benchmark		60,169		48,316		52,814		43,382		41,715		53,874		36,063		17,830		18,496		36,306		24,438		34,423

		Pace Percentage		124%		84%		175%		108%		18%		219%		0%		0%		0%		131%		379%		83%

		Total Demand Room Nights		83,909		209,846		82,977		73,992		33,463		115,152		84,405		57,515		14,949		63,789		79,349		10,050

		Lost Room Nights		62,044		198,726		58,627		62,621		31,611		87,559		84,405		57,515		14,949		54,412		61,593		4,569

		Conversion Percentage		26%		5%		29%		15%		6%		24%		0%		0%		0%		15%		22%		55%

		Tentative Room Nights		4,660		22,344		3,514		12,612		19,908		5,722		27,171		16,483		14,381		9,718		3,135		7,748
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TREASURE COLLECTION

Convention Concession Program

* 3 Conventions in 2022

- National Wood Flooring Association
- IBEX

- Service Roundtable - October FY23/Rebooking from 2020
* 17,003 Total Rooms Nights
* Deposit 2023 Kappa Alpha Psi 2023 National Convention

Total: 124,958

TAMPA BAY

FLORIDA
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Convention Concession Program

* Pending Approval

Church of the Nazarene | IBEX 2023 IBEX 2024 American Legion
July1-9,2023 Sep29-0ct8,2023 |Sep27-0ct5,2024 |August22-28, 2025
14,725 Room Nights 8,158 Room Nights 8,158 Room Nights | 14,425 Room Nights
$12.6 mm EEI $5.1mm EEI $5.2 mm EEI $8.9mm EEI

18 Hotels 13 Hotels 13 Hotels 13 Hotels

VTB $81,250 VTB $23,560 VTB $26,000 V1B 137,804

TMD s81,250 TMD s15,000 TMD s17,500 TMD $160,777
Rebate $120,000 Rebate 597,896 Rebate 597,896 Rebate N/A

TAMPA BAY

FLORIDA
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