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Mapping the District
Tourism Marketing District

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



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 
for all there is to see and do in Tampa Bay.

Tourism Marketing District



Marketing Objective
Treasure Collection

• 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.

Presenter
Presentation Notes
We’ve secured funds and started marketing 



Creative Strategy
Treasure Collection

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

• Increase sense of urgency - update CTA 
to “book now” message

• Drive directly to a landing page with links 
to book
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Custom Landing Page
Treasure Collection



Accountability & Reporting
Treasure Collection
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Is 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



2019 Performance



Digital Placement Examples
Treasure Collection



Digital Performance 
Treasure Collection
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Investment in marketing generates impressions that build awareness and drives demand for room nights/revenue, 
thus a positive Return on Investment



Campaign Performance 
Treasure Collection
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Campaign Performance
Treasure Collection
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• Booking Revenue to TMD Properties
- $5.1M+ 
- ROAS of 10.3x

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

• Average ADR
- $210

Presenter
Presentation Notes
Media Spend - $495,758



Special Benefits to the Properties
Treasure Collection
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• According to data from STR, the TMD Properties generated a total revenue of $159,541,943 in 2019

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

• A $5,000,000 increase in incremental room revenue will translate into at least $3,000,000 in 
increased profit

• In general, 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 
Downtown/Historic Ybor Tampa Tourism Marketing District 



FY22 TMD Media 
Recommendation



• 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

Planning Parameters
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• Extend reach across high potential markets efficiently by focusing on travel intenders 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 travel intenders 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

Strategy – Digital Display 

Recommended Media Partners

OTA (Online Travel Agency) Travel Data Partner
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Seasonality
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• 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 
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Source: STR August 2021 Report, Downtown+

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




Media Plan - Expedia
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• 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)

• U.S. or Geo East of 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



Media Plan - Adara
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• Leverage Adara's data to position the Treasure Collection brand in front of potential hotel bookers, running 
across a variety 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.TampaTreasureCollection.com

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

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


Digital Placement Examples
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• 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)
• Adara to report as collective, not property specific, with a custom-built model of estimated 

‘enriched’ data to estimate room night and ADR levels in aggregate

Reporting Methodology
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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



Convention Sales Concessions
Treasure Collection
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Funds allow competitive advantage and allow Visit Tampa Bay to target specific need period business
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2022 IBEX

2,637 Peak / 10,144 Total Room Nights  

Economic Impact: $5.8M

2023 Kappa Alpha Psi

1,600 Peak / 7,350 Total Room Nights  

Economic Impact: $8.6M
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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







Convention Concession Program
Treasure Collection

• 3 Conventions in 2022 
- National Wood Flooring Association 
- IBEX 
- Service Roundtable – October FY23 / Rebooking from 2020

• 17,063 Total Rooms Nights 
• Deposit 2023 Kappa Alpha Psi 2023 National Convention

Total: $124,958



Convention Concession Program
Treasure Collection

• Pending Approval

Church of the Nazarene
July 1 – 9, 2023
14,725 Room Nights
$12.6 mm EEI
18 Hotels

VTB $81,250
TMD $81,250
Rebate $120,000 

IBEX 2023
Sep 29 – Oct 8, 2023
8,158 Room Nights
$5.1 mm EEI
13 Hotels

VTB $23,560
TMD $15,000
Rebate $97,896

IBEX 2024
Sep 27 – Oct 5, 2024
8,158 Room Nights
$5.2 mm EEI
13 Hotels

VTB $26,060
TMD $17,500
Rebate $97,896

American Legion
August 22 – 28, 2025
14,425 Room Nights
$8.9 mm EEI
13 Hotels

VTB $137,864
TMD $160,777
Rebate N/A



THANK YOU!
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