BOVER AmENMENTS
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Performance Measure discussion on each contract

¢ The negotiated performance measure are expressly included in the contracts and any
change in metrics will require contract amendments

¢ The current year 2 plans request modifications in the contractual goals in each contract

e The new VJ leadership team has interpreted the contract language differently than was
contemplated by the TDC in our meetings of June, July and August of last year regarding
the time frame for evaluation and the language should be clarified in any event

In light of contract amendments, and increase in number of meetings we can pick whatever
time frame we agree upon.

1. As to CSS-

We need to agree on baselines against which 5% increase is measured. See handout
from June 28 TDC meeting that was adopted by TDC as metrics for CSS- baselines were
established and agreed upon with VJ and were not changed by TDC vote at any subsequent
meeting; the contract language led VJ to use a higher benchmark for actualization but this
appears to be an oversight unless someone on the TDC has a distinct recollection of the change
(not in minutes or clear from tapes of meetings)

S Canwe agree to again adopt metrics on handout confirming June 2017 action?
/§ Do we want the data we evaluate in January- March to be the results of the preceding
calendar year or the results of the preceding FY/Contract year?
/ > Authorize Lawsikia to draft contract amendment for review and approval at September
meeting '

2.Asto TIB

> Request to lower Beaches Visitor Center goal for year 2 to 10,000 but maintain
\/ collective 5% annual increase, subsequent year Beaches goals would be 5% increase
from 10,000 4 -30
\/§ Do we want the data we evaluate in January- March to be the results of the preceding 0 52(‘*
calendar year or the results of the preceding FY/Contract year for this item?

7Authorize Lawsikia to draft contract amendment for review and approval at September
meeting

. 3. As to Marketing

Dalton suggested metric to measure general brand awareness increase was an increase
in website traffic and this was used in contract.



» Request to change from 10% annual increase in traffic to the official website to 10%
/ annual increase in traffic to the website driven directly by paid media. Are we prepared
' to discuss or defer discussion to September
' Does this adequately measure increase in brand awareness?
How do we measure SEO efforts?
> Do we want the data we evaluate in January- March to be the results of the preceding
\/ calendar year or the results of the preceding FY/Contract year for website traffic? For
tax collections?
>» Fo ampaign effectiveness metrics, should the relevant time frame for evaluation be
the duration of the campaign through the date of evaluation?

e s



Approval of Budgets for Visit Jacksonville Year 2 contracts

1. CSS Budget

OK, but subject to delivery of year 1 deliverables no later than November 30, 2019.
2. CSS Plan

Amendpldn to provide that any Year 1 deliverables not delivered to the TDC prior to Year 1 Contact Year
End, shaji\ge produced and delivered prior to November 30,2018 using funds from the Year 1 budget, to
the exfént available.

end/Plan regarding coordination with Convention Center strategies from commitment to annually
reviejkgalendar with convention center manager for open dates to assist with bookings to regularly
meet with.......

3. TIB Budget

’/ls cost of employee for vahincluded §&r partial year? If so, Q

\/ Reflecting only 21,000 for res
increase. Where does this appear or is

4. TIB Plan \/

mend plan to provjide that any Year 1 deliverables not delivered to the TDC prior to Year 1 Contact Year
End, shall be producethand delivered prior to November 30,20]®using funds from the Year 1 budget, to
the extent available.

and assembly and o assngned you mentioned 10K
in marketing?

Under Research and under Assembly of Information add

“Assemble information on and researcha minimum of 8 new tour itineraries at least 4 by geographic
area and 4 by subject matter area of intersst, to be provided to marketing for publication in various
forms. Following the example of the research\on historic downtown buildings which drew from a variety
of publicly available reso~urces, the research and‘\assembly function should be gathering content to
provide to our creative team for development of sush tours. The example of the multi-media Bartram
Trail itinerary from Putnam County which includes webbite content, QR links for signage, proposed
physical signage locations and content, was provided at thé\summer 2017 TDC meeting.”

“Assemble and research a minimum ofgroutes for runners, cyclists,etc. and provide to marketing for
@ publication of digital maps and inclusion in select print materials.”

nder 360 videos Produce a minimum of 4 additional videos broadening the content in year 2 to
k expressly include one such video focusing on the arts, one video focusing on professioral sporting
events, including golf and one video focusing on family attractions including the zoo.



Mobile Visitor Center- Alend to provide that Incorporation of the Mobile Visitor Center is subject to
TDC approval of both the capital expenditure, and the proposed operating budget for staffing, fuel,

‘/ maintenance, etc. on such veRicle for the current year and future years, as well as the anticipated
implementation date. In the eventthis detail is not presented to the TDC for consideration at or prior to

the November meeting, an alternative ice level enhancement will be proposed at the January
meeting.

5. Marketing Budget
Move 27K from out of market guerilla events to App Development

6. Marketing Plan

Amend plan to provide that any Year 1 deliverables not delivered to the TDC prior to Year 1
Contact Year End, shall be produced and delivered prior to November 30,2019 using funds from
the Year 1 budget, to the extent available

Amend Plan to provide thata p atlon will be mad t the October TDC meeting regarding

potential new campaign concepts ,\sbg'p’[‘ﬁsjp@t s of implementing a new campaign
versus continuing the current campaign for a se¢ond year.

> In both “Increasing Awareness” and “Visitor Experience” culinary is mentioned as a focus area
however the adopted plan of the TDC is that the third focus area is sports including professional
sports, golf, etc. and culinary, ale trail and medical tourism are only to be included as secondary
to primary ad focus. Eliminate culinary as a focus area and include sports where omitted. Align
deliverables with plan focus areas.

» Under Public Relations with respect to development of story ideas and media pitches include
additional content on the Arts and sports.
With respect to Local New Bureau target of 4 new relationships, acknowledge existing
relationships with FTU and Channel 4.

> With respect to the 24 new blogs and videos, amend the plan to remove the specific subject

matters of various items but leave the numbers of items in the plan, noting that the subject

matter will be consistent with the plan focus areas of outdoors and water, history, arts and

culture, and sports and that each focus area will be addressed.

Develop Visit Jacksonville App contemplated in the Year 1 Plan by June-30;2646—— )uw 20|

betete hostingof two out-oFtmarket guerilla Events (27K) and focus on app development and

£




DUVAL COUNTY TOURIST DEVELOPMENT COUNCIL

Financial Report - June 30, 2018

Summary of Amounts Remitted to Trust Fund

Collections
Received In FY 2013/2014 FY 2014/2015 FY 2015/2016 FY 2016/2017 FY 2017/2018
October 399,998.61 431,801.69 496,948.63 541,604.68 668,044.01
November 372,400.06 573,437.03 605,465.38 587,941.11 637,036.54
December 532,027.94 481,192.50 495,702.99 699,596.30 763,527.06
January 373,105.79 429,454.58 453,379.14 530,509.12 602,791.23
February 425,695.06 515,053.07 551,386.34 592,966.57 664,396.01
March 483,576.64 531,359.25 626,218.30 653,410.71 708,806.83
April 567,571.80 630,863.12 712,788.88 769,115.39 804,785.92
May 560,224.43 622,788.38 675,913.27 710,688.08 786,614.52
June 585,089.59 613,152.36 679,849.55 723,941.13 785,863.53
July 542,750.16 562,866.99 662,553.02 656,112.00
August 547,880.04 616,882.30 675,028.85 713,000.13
September 501,821.14 529,195.91 581,582.03 610,751.15

Totals $ 5892,141.26 § 6,538,047.18 § 7,216,816.38 $ 7,789,636.37 $ 6,422,065.65

Comparison of Collections, Last Twelve Months to Prior Twelve Months

12 months ending June, 2018 $ 8,401,928.93
12 months ending June, 2017 $ 7,728,936.99
Change over prior 12 months $ 672,991.94
Percentage change 8.71%

Comparison of Collections, Fiscal Year to Date vs. Prior Fiscal Year to Date

9 months ending June, 2018 $ 6,422,065.65
9 months ending June, 2017 $ 5,809,773.09
Change over prior year to date 3 612,292.56
Percentage change 10.54%

Comparison of Collections, This Month vs. Same Month Last Year

June, 2018 785,963.53
June, 2017 723,941.13
Change over prior year $ 62,022.40

Percentage change 8.57%



DUVAL COUNTY TOURIST DEVELOPMENT COUNCIL

Tourist Development Plan Components - June 30, 2018

Budget
(1) Tourist Bureau - Revised Budget 470,611.00
Less Disbursements to Visit Jacksonville (221,072.17)
Less Encumbrances:  Visit Jacksonville Contract (249,538.83)
(249,538.83)
Budgetary Balance Available =
(2) Marketing - Revised Budget 2,768,838.00
Less Disbursements to Visit Jacksonville (1,704,309.08)
Less Other Disbursements (148,838.00)
Less Encumbrances:  Visit Jacksonville Contract (765,190.92)
P1 Powerboat Racing (20,000.00)
(785,190.92)
Budgetary Balance Available 130,500.00
(3) Convention Sales 2,250,000.00
Less Disbursements to Visit Jacksonville (1,223,794.60)
Less Other Disbursements (32,330.00)
Less CVB Grants Paid Out (18,565.00)
Less Encumbrances:  Visit Jacksonville Contract (867,975.40)
CVB Grants (Approved) (70,716.00)
CVB Grants Remaining Balance (35,719.00)
(974,410.40)
Budgetary Balance Available 900.00
(4) Development and Planning - Revised Budget 123,933.00
Less Encumbrances: -
Budgetary Balance Available 123,933.00
(5) Special Event Grants - Revised Budget 830,000.00
Less Disbursements (460,000.00)
Less Encumbrances:  The Players Regional Tourism Coop 2018 (138,233.00)
Jacksonville Jazz Festival 2018 (50,000.00)
FHSAA Track & Field Championship 2018 (20,000.00)
Spartan Race Opening Ceremony SeaWalk Pavilion 2018 (60,000.00)
(268,233.00)
Budgetary Balance Available 101,767.00
Remaining to Spent in Accordance with TDC Plan 140,320.00
Total 497,420.00
Accounts Requiring Additional City Council Action
(6) Development Account 1,750,000.00
Transfers In 2,057,937.51

Less Encumbrances:

Budgetary Balance Available

3,807,937.51

(7) Contingency Account 1,750,000.00
Transfers In 500,000.00
Less Disbursements (100,000.00)
Less Encumbrances:  Jacksonville Zoo Marketing (687,000.00)
(687,000.00)
Budgetary Balance Available 1,463,000.00
Tourist Development Special Revenue Fund*
Transfers In 32,278.00
Transfers Out :
Budgetary Balance Available 32,278.00

* Special Revenue Fund balance is as of July 31, 2018. Shown here for informational purposes.




Duval County Tourist Development Council

FY 2018/19 Budget
FY 18/19 TDC FY 18/19
FY 17/18 Tentatively Mayor’s
Amended Approved Proposed
REVENUE Budget Budget Budget
Tourist Development Taxes $ 7,900,000 $ 8,500,000 $ 9,000,000
Interest Earnings 10,000 10,000 19,796
Subtotal Revenue 7,910,000 8,510,000 9,019,796
Surplus Return from Visit Jacksonville 240,320
Total Revenue $ 8,150,320 $ 8,510,000 $ 9,019,796
EXPENDITURES
Plan Components
(1) Tourist Bureau $ 470,611 $ 500,000 (A) $ 500,000
(2) Marketing 2,768,838 3,100,000 (B) 3,100,000
(3) Convention Sales 2,250,000 2,250,000 2,250,000
(4) Development and Planning 123,933 50,000 50,000
(5) Special Event Grants 830,000 800,000 800,000
Remaining to be spent in accordance 140,320 200,000 708,245
with Plan Components 1-5
(6) Development Account 1,000,000 600,000 600,000
(7) Contingency Account 400,000 800,000 800,000
Total Plan Components $ 7,983,702 $ 8,300,000 $ 8,808,245
Administration 166,618 210,000 211,551
Total Expenditures $ 8,150,320 $ 8,510,000 $ 9,019,796
Employee Cap 1 2 2

(A) Includes $100,000 for Tourist Bureau Capital
(B) Includes $100,000 for Marketing Grants



Council Auditor’s Office
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City of Jacksonville, Fl

Tourist Development and Convention Development Taxes Audit - #813
Executive Summary

Why CAO Did This Review

Pursuant to Section 5.10 of the Charter
of the City of Jacksonville and Chapter
102 of the Municipal Code, we
conducted an audit of Tourist
Development Taxes and Convention
Development Taxes. These taxes are
4% and 2%, respectively, on the total
rental amount charged by every dealer
(person that rents out any living
quarters or accommodations for a term
of six months or less). These taxes are
paid by guests on top of the amount
charged for all accommodations

subject to the Tourist Development and
Convention Development Taxes in
addition to the State Sales Tax. The
State Sales Tax is remitted to the
Department of Revenue of the State of
Florida. In Duval County, the Tourist
Development Taxes_ and Convention

What CAO Found

While it appears that the City had sufficient internal
controls to ensure that Tourist Development and
Convention Development taxes were remitted timely
to the City, there were not sufficient controls in
place to ensure that taxes were remitted by all
dealers and that the amounts remitted were accurate.
In particular, we found the following issues:

e There were no on- -site audits being performed
by the Finance and Administration Department
to ensure that Tourist Development and
Convention  Development  Taxes  were
collected and that collected taxes were

*accurate. The Finance and Administration
Department is the only area authorized to
conduct this work based on Municipal Code
Sections  666.106(d) and 764.102(c) and
guidance we received from the Office of
General Counsel. Many counties perform such
audits and often find that gross amounts are
not calculated accurately or that exemption
documentation is not complete.

e Airbnb and other similar “peer-to-peer
property rental” companies currently do not
submit Tourist Development and Convention
Development Taxes to the City. If these taxes
are rcmitted, it is by the home owner directly.

Tourist and Convention Dew.-lnpmemhxes Collected
(by Fiscal Year)
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A GOLF DESTINATION MARKETING COMPANY

TO: Duval County Tourist Development Council

FR: David W. Reese - Florida's First Coast of Golf, Inc.
RE: FY 18 Q4 Duval County TDC Report

DATE: August 9, 2018

1. ADVERTISING & MARKETING UPDATES

Continue to focus majority of advertising on top 5 markets ATL, NYC/NJ, DC,
ORL, Boston and smaller amounts on CHI, Tampa, PHI, DET, Charlotte. We
have Visa card holder spend top 20 markets for golf transactions in NE FL by
month which will assist our decision making by market and time of year.
Additional financial resources would increase bandwidth in top 5 and enable
FFCG to cover markets 6-10 more adequately. Website traffic is up 81% CYTD.

» Notable campaigns: Golf Channel's Golf Advisor — August-June
2018
1. Total Impressions = 2,601,947 | AVG CTR = 5.20%
2. Geo targeted email open totals = 36,719 with CTR over 5%
e Facebook Campaign Q3(Apr-Jun 2018) updates
1. Total impressions = 1,290,138 | 10,111 clicks| .78 CTR



Facebook Screenshots

£l " Filorida's First Coast of Golf shared & ink i Like Page [2=iss Fiorida's First Coast of Golf shared a link 1l Like Page

ed -\ a

PLAY ONE OF AMERICA'S
MOST ICONIC COURSES

FLORIDA-GOLF.O

Get Ready for THE PLAYERS Learn More

Winess the inCredible competition this year on May 8-13

Learn More

gb Like :I' Commant ~* Shate ;b Like ~ Comment ,':.‘ Share

April & May TPC June TPC

e Pre Roll Campaign — April - June
1. Total Impressions — 395,039 with over 15K views
e Print Campaigns:
1. Golf Central Magazine June 2018- Eamed Media
e Circulation 50K Print | 182K Digital
2. GolfStyles Spring
e Circulation 100K Print |79K Digital
o Website traffic is up 81% CYTD
e Top 5- web visitation for June
e States: Florida, Georgia, Massachusetts, New York, Michigan
e Countries: US, Canada, United Kingdom, France, Spain

2. PROMOTIONS & EARNED MEDIA REPORT

Earned media from promotions from PLAYERS, Jaguars and special opportunities
stands at $984,880 in value and 23,256,751 impressions this FY.
a) Visit Florida Jaguars 2018 Promotion
e Opportunities in Nashville, New York, Houston & Indianapolis
b) Golf Magazine China March Article | 8 pages
e Earmed Media Value= $59,208 | Impressions = 500K
c) Golf Magazine China June Atrticle | 4 Pages
e Earned Media Value= $29,604 | Impressions = 500K
d) Visit Florida PLAYERS Promotion. Philadelphia Final recap
e Earned Media Value= $154,022 | Impressions = 2,019,333



e) Visit Florida PLAYERS Promotion. Atlanta Final recap
¢ Earned Media Value= $270,356 | Impressions = 2,663,493

3. STATE REGIONAL & COMPETITIVE SET ROUNDS PLAYED

0.00%

MAY 6%  630%  620%  -1350%  530%
N 9% -1140%  -220%  100%  120%

Comparisons Total Paid Rounds YTD, source- Golf Data Tech

4. UPCOMING & OTHER ACTIVITIES

* Attended NAC (North American Convention) — Oregon June 24-27, 2018

e Upcoming WTM London October 2018 & IGTM Slovenia December

* Hosted BET Trip May 13-18, 2018 - #1 outbound golf tour operator in China,
Fujian Ez2trip/Golden Shine Holiday and a representative from each of 18
satellite affiliates across China. Bookings in our area have begun.

» Hosted editor of Golf Magazine China May 11-14t" and 4 page June article was
published.

* Hosted writer from GolfTime Midwest March 2018. Article to publish Fall 2018.

* Website face lift ongoing and onboarding CHUTE - social media user generated
content.

* Developing new product — International Golf Fest and Pre/Post Master’s trips to
pitch to international golf tour operators

* Fine tuning integration with the Visit Jacksonville Meetings & Convention Sales
team. Golf part of Jacksonville’s DNA. Tournament with meeting or stay an
extra day with special rate for meeting goers.

* FY 19 Funding Request
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VISIT JACKSONVILLE

DETAILED PROPOSED BUDGET 2018-19

visit

Where

acks—nville

and the Bpeaches

Florida Begins

RFP Proposed 2017-2018 2018-2019 S Increase/

Description Budget Approved Budget |Proposed Budget |(Dec) % Increase/ (Dec) |Explanation

Tourist Information Bureau:

Increase in allocation
methodology to more accurately
align with where expenses are
incurred, rather than number of

Overhead Allocation (6%; PY 3%) S 25,000.00 | § 25,000.00 | § 71,705.00 | § 46,705.00 187%|staff.

Salaries/Wages/Benefits S 319,417.00 | § 287,948.00 | § 255,751.00 | §  (32,197.00) -11%

Visitor Center Operations 5 33,000.00 | § 37,663.00 | 5 41,544.00 | $ 3,881.00 10%

Comprehensive Listings, Assembly of Info To devote additional resources to

|Database) S 21,000.00 | § 20,000.00 | $ 31,000.00 | S 11,000.00 55%|the assembly of information.

Visit Jacksonville Contract \ S 398,417.00 | & 370,611.00 | S 1400,000.00 [ S 29,389.00 8%

Airport Offset S (48,417.00) | 5 (32,278.00) | § (46,422.00) [ S (14,144.00) 44%

Net TDC Amount 5 350,000.00 | § 338,333.00 | S 353,578.00 |5  15,245.00 5%

Marketing: i i
Increase in allocation
methodology to more accurately
align with where expenses are
incurred, rather than number of

Overhead Allocation (51%; PY 40%) S 337,752.00 | § 337,752.00 | $ 609,490.00 |§ 271,738.00 80%|staff.

Salaries/Wages/Benefits S 307,000.00 | § 307,000.00 | $ 326,964.00 | § 19,964.00 7%

Marketing Services (Dalton Agency) S 174,000.00 | § 174,000.00 | $ 174,000.00 | $ - 0%

Postage/Shipping S 3,000.00 | S 3,000.00 | S 3,000.00 |$ = 0%

Supplies 3 3,000.00 | $ 3,000.00 | S 3,000.00 | $ - 0%

(i){ii)iii) Advertising- Digital $  803,250.00 | § 818,667.00 | $ 815561.00 |$  (3,106.00) 0%

(i){ii) iii) Advertising- Cable $ 178,500.00 | § 179,965.00 | $ 250,000.00 [ $  70,035.00 39%

(i)(ii){iii) Advertising- Outdoor S 76,500.00 | $ 66,030.00 | $ 40,000.00 | §  (26,030.00) -39%

(i)(ii) iii) Advertising- Radio $ 76,500.00 | $ 72,500.00 | $ 30,000.00 [$  (42,500.00) -59%

(i)(ii) (iii) Advertising- Print $ 63,750.00 | 56,685.00 | $ 52,644.00 [$  (4,041.00) 7%

(i)(ii)(iii) Advertising Contingency (Local

sports, etc) S 51,000.00 | § 51,858.00 | § 50,000.00 | $ (1,858.00) -4%

(iv) Advertising- Direct Flight Markets 3 25,500.00 | § 29,295.00 | § 36,795.00 | § 7,500.00 26%

New website in 17-18 budget;
significant reduction faor

(v) Website Services 5 85,000.00 | § 85,000.00 | § 30,000.00 | $ (55,000.00) -65%|maintenance only.

Increase in premoted social

(vi) Social Media Services S 35,000.00 | § 34,500.00 | $ 45,000.00 | § 10,500.00 30%|media advertising.

(vil) Visitor Magazine S 60,000.00 | & 30,000.00 | S 30,000.00 | $ = 0%

Reallccation of the influencers
from the Advertising-Digital line

{viii) Media/Influencer Relations S 30,000.00 | § 30,000.00 | § 75,000.00 | S 45,000.00 150%|item.

[ix) Map Printing 3 - 15 15,000.00 | $ 15,000.00 | $ - 0%

(x} Brochure/Collateral Printing S 40,000.00 | § 55,000.00 | $ 55,000.00 | $ - 0%

More videos planned in the 18-

(%) Video/Photegraphy/Audic/Podcast S 70,000.00 | § 70,000.00 | $ 80,208.00 | $ 10,208.00 15%| 19 budget year.

Line was under budgeted in 17-
18 and includes funds for

QOutreach events, promotional items S 26,248.00 | § 26,248.00 | S 44,000.00 | § 17,752.00 68% |promotional events in key cities.

Local Meetings 5 - |s 1,000.00 | S 1,000.00 0%

Longwood's Study 5 30,000.00 | § - s - |s - 0%

More proposed trips for the 18-

Travel S 24,000.00 | § 24,000.00 | S 34,000.00 | $ 10,000.00 42%]19 FY.

TOTAL MARKETING S 2,500,000.00 |S 2,469,500.00 |$ 2,800,662.00 | 5 331,152.00 13%




RFP Proposed

2017-2018

2018-2019

S Increase/

Description Budget Approved Budget |Proposed Budget |(Dec) % Increase/ (Dec) |Explanation
Convention Sales & Services:
Decrease in allocation
methodology to more accurately
align with where expenses are
incurred, rather than number of
Overhead Allocation (43%; PY 57%) S 405,302.00 | S 481,628.00 | § 513,883.00 | 5 32,255.00 7%|staff,
Salaries/Wages/Benefits S 861,503.00 | S 844,519.00 | 832,390.00 | $  (12,129.00) -1%
Relocation Expense s 10,000.00 | S 5,000.00 | $ 5,000.00 | $ - 0%
Recruitment S 5,000.00 | $ 1,500.00 [ $ 1,500.00 | S & 0%
Professional Development s 7,895.00 | S 9,295.00 | $ 9,500.00 | $ 205.00 2%
Other Staff Expenses s 1,000.00 | $ 1,000.00 | $ 1,000.00 | S - 0%
To match revised 17-18 budget;
Postage/Shipping/Qffice Supplies S 3,000.00 | $ 2,000,00 | $ 7,000.00 | S 5,000.00 250%|$7000.
Moving more towards digital;
Dalton provided this amount as
Group Advertisements- Print S 103,700.00 | § 89,238.00 | 5 51,243.00 | §  (37,995.00) -43%|an accurate budgetary figure.
Group Advertisements- Digital s 52,300.00 | § 67,363.00 | S 96,581.00 | S 29,218.00 43%
To align with actual 17-18
Group Advertisements- Social Media S 10,000.00 | § 10,000.00 | 5 5,000.00 | § (5,000.00) -50%|expenses.
Moving more towards digital
Group Tour Industry Guides S 5,000.00 | § 5,000.00 | S 1,000.00 | $ (4,000.00) -80%|rather than print items.
Convention Agency Fees- Dalton s 36,000.00 | § 36,000.00 | S 36,000.00 | 5 - 0%
Decreased to align with actual
Convention Content Develapment Email S 7,000.00 | S 6,000.00 | § 1,000.00 | S (5,000.00) -83%|expenses in 17-18.
Website S 45,000.00 | § 10,106.00 | § 12,000.00 | § 1,894.00 19%
Email Service S - IS 1,000.00 | § 500.00 | $ {500.00) -50%
Anticipated decrease in collateral
Collateral S 20,000.00 | § 20,000.00 | § 17,200.00 | S (2,800.00) -14%|printing costs.
Eliminated due to allocation of
Promotions S 25,000.00 | $ 5,000.00 | S - | S (5,000.00) -100% |sponsorship funds.
Market Targeting- Research S 32,100.00 | S - | 500.00 | S 500.00 0%
Market Targeting- |DSS Sales CRM Module S 45,000.00 | S 9,500.00 | $ 10,000.00 | § 500.00 5%
Market Targeting- Empowermint Database S 15,000.00 | S 15,000.00 | $ 16,000.00 | $ 1,000.00 7%
Sales Travel- Local $ 10,600.00 | S 2,750.00 | $ 2,750.00 | - 0%
Sales Travel- Out of County S 68,000.00 | $ 43,000.00 | $§ 43,000.00 | § - 0%
Decrease in membership
renewals; 2 totaling $6,000 in PY
Industry Association Dues S 17,500.00 | § 16,500.00 | 5 §,100.00 | S (7,400.00) -45%|which did not prove beneficial.
FAM Trips S 65,000.00 | § 45,000.00 | 38,000.00 | $ (7,000.00) -16%|Decreased to actual 17-18 totals.
Increased to align with actual
Site Visits S 34,500.00 | § 16,500.00 | $ 25,000.00 | § 8,500.00 52%|expenses in 17-18.
Decrease to align with actual
Sales Missions & Client Events S 60,500.00 | $ 48,500.00 | $ 33,500.00 | $ (15,000.00) -31%|expenses in 17-18.
Increased to include an
international show for 2018-19
Tradeshow Booth Shipping S 35,000.00 | $ 15,000.00 | $ 20,789.00 | S 5,789.00 39%]|which is higher cost.
Anticipated costs savings as a
result of co-op primarily with
Registration Fees S 115,000.00 | 90,000.00 | 5 68,134.00 | S (21,866.00) -24%| Visit Florida.
Sponsorships/Promotions S 80,000.00 | $ 80,000.00 | S 106,000.00 | S 26,000.00 33%|FSAE Annual Conference
Co-Op Exp with City Convention Manager S 40,000.00 | $ 19,000.00 | $ 7,500.00 | $ (11,500.00) -61%
Convention Services Travel- Local S 1,500.00 | S 800.00 |5 1,000.00 | 5 100.00 11%
Convention Services Travel- Qut of County [ S 26,000.00 | $ 2,000.00 | $ 4,000.00 | S 2,000.00 100%
Increase to promote new Show
Convention Services Promo Items S 24,800.00 | 15,271.00 | $ 24,500.00 | $ 9,225.00 60%|Your Pin porgram.
Convention Services Concessions S 75,200.00 | § 75,200.00 | $§ 65,000.00 | $ (10,200.00) -14%
Convention Services- Site Inspections S 6,200.00 | 5 3,000.00 | $ 1,000.00 | (2,000.00} -67%
Subtotal S 2,350,000.00 |5 2,091,770.00 |5 2,066,570.00 | $  (25,200.00) -1%
Convention Grant Payments S 150,000.00 | 5 125,000.00 | § 170,000.00 | $ 45,000.00 36%
TOTAL CONVENTION SALES & SERVICES $ 2,500,000.00 |5 2,216,770.00 |5 2,236570.00 | S  15,800.00 1%




Tourist Information Bureau Supplemental Budget information

i. Amount of proposed annual budget allocated to travel, meal and
entertainment expenses/reimbursement. Identify allocation between local
travel and expenses versus out-of-county travel and expenses:

Travel, Meals & Entertainment - Local for Administration
Travel, Meals & Entertainment - Local for Tourist Information Bureau
Total

Travel, Meals & Entertainment - Out-of-County for Administration

Travel, Meals & Entertainment - Qut-of-County for Tourist Information Bureau
Total

ii. Amount of proposed annual budget allocated to buildings and equipment
and general overhead not including staffing:

Building & Equipment
Overhead Expenses for Administration/IT/Equipment (excluding staff expenses)

Overhead Expenses for Tourist Information Bureau (excluding staff expenses)
Total

ili. Amount of proposed annual budget allocated to staffing and number of
employees by job category:

Total Administration Staff Budget - 5
President & CEO - 1

Chief Operating Officer - 1

Director of Finance - 1

Research, Reporting, Analytics Manager - 1
Executive Office Administrator - 1

Total Tourist Information Bureau Staff Budget - 14
Tourist Information Bureau Manager - 1

Visitor Center Coordinators - 2

Destination Specialists - 11

iv. Allocation of proposed annual budget between purchased lists, databases
and research:

Purchased Lists
Databases
Research

Total

S 791
S 6,000
S 6,791
S 2,145
S 2,000
S 4,145
S 17,073
S 11,606
S 4,000
S 32,679
$ 40,089
S 255,751
S -

S 21,000
S 10,000
S 31,000



Convention Sales & Services Supplemental Budget Information

i. Amount of proposed annual budget allocated to travel, meal and
entertainment expenses/reimbursement. Identify allocation between local
travel and expenses versus out-of-county travel and expenses. Identify
allocation to entertainment of industry professionals, FAM visits, etc:

Travel, Meals & Entertainment - Local for Administration
Travel, Meals & Entertainment - Local for Conv. Sales & Services
Total

Travel, Meals & Entertainment - Qut-of-County for Administration
Travel, Meals & Entertainment - Out-of-County for Conv. Sales & Services
Total

Site Visits

Sales Missions & Client Events
FAM Trips

Total

ii. Amount of proposed annual budget allocated to buildings and equipment
and general overhead not including staffing:

Building & Equipment
Overhead Expenses for Administration/IT/Equipment (excluding staff expenses)

Overhead Expenses for Conv. Sales & Services (excluding staff expenses)
Total

iii. Amount of proposed annual budget allocated to staffing and number of
employees by job category:

Total Administration Staff Budget - 5
President & CEO - 1

Chief Operating Officer - 1

Director of Finance - 1

Research, Reporting, Analytics Manager - 1
Executive Office Administrator- 1

Total Conv. Sales & Services Staff Budget - 10
Vice President, Sales & Services - 1

National Accounts Managers - 4

Meetings Express Manager - 1

Sales Coordinator - 1

Sr. Conv. Services Manager - 1

Conv. Services Manager - 1

Conv. Services Coordinator - 1

iv. Allocation of proposed annual budget between marketing and promotions:

Marketing
Promotions
Total

W n wr | N

Wi 0n n

wr|wn

$
$

5,667
3,750
9,417

15,372
47,000
62,372
25,000
33,500

38,000
96,500

122,358

83,179

7,000
212,537

287,307

832,390

152,824
106,000
258,824



Marketing Supplemental Budget Information

i. Amount of proposed annual budget allocated to travel, meal and
entertainment expenses/reimbursement. ldentify allocation between local
travel and expenses versus out-of-county travel and expenses:

Travel, Meals & Entertainment - Local for Administration
Travel, Meals & Entertainment - Local for Marketing/Communications
Total

Travel, Meals & Entertainment - Qut-of-County for Administration

Travel, Meals & Entertainment - Out-of-County for Marketing/Communications
Total

ii. Amount of proposed annual budget allocated to buildings and equipment
and general overhead not including staffing:

Building & Equipment

Overhead Expenses for Administration/IT/Equipment (excluding staff expenses)
Overhead Expenses for Marketing (excluding staff expenses)
Total

iti. Amount of proposed annual budget allocated to staffing and number of
employees by job category:

Total Administration Staff Budget - 5
President & CEO -1

Chief Operating Officer - 1

Director of Finance - 1

Research, Reporting, Analytics Manager - 1
Executive Office Administrator - 1

Total Marketing Staff Budget - 4

Vice President, Marketing & Communications - 1
Marketing Manager - 1

Communciations Manager -1

Marketing & Communications Admin - 1

iv. Allocation of proposed annual budget between media types - i.e. print,
television, radio, social media, etc.

Digital
Cable
Outdoor
Radio
Print
Total

S 6,722
$ 1,000
$ 7,722
S 18,232
$ 34,000
S 52,232
S 145,123
S 98,654
S 6,000
S 249,777
$ 340,760
S 326,964
S 865,561 68%
S 250,000 20%
S 40,000 3%
S 30,000 2%
$ 89,439 7%
S 1,275,000 100%
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YOY BUDGET PROJECTION BY CHANNEL

CHANNEL FY2018 PURCHASED FY2019 PLANNED YOY +/-% |
IN-FLIGHT PROMOTION $ 29,295 |$ 36,795 26%
PRINT $ 59,187 |$ 52,644 -11%)
DIGITAL $ 818,870 |$ 815,561 0%
RADIO $ 72,500 |$ 30,000 -59%
OUTDOOR $ 66,030 |$ 40,000 -39%
CABLE $ 179,965 |$ 250,000 39%
CONTINGENCY / LOCAL SPORTS TEAM PROMOTION | $ 49,357 |$ 50,000 0%
GRAND TOTAL $ 1,275,000 |$ 1,275,000 0%

© LET'S CREATE




YOY MEDIA MIX

FY2018 MEDIA MIX FY2019 MEDIA MIX
Local Team Sports
Promotion Out Of '
R s = In-fliaht 2% Conti:(iency, In-flight, 3%
T i | : " Print, 4%

Out of home, —__Print, 4%

Radio, 6% . ;

Out of home, _
3y A -'C-ab!__e,_ZQ%_---__-

Digital, 64%

 Digital, 4%

Radio, 2%
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YOY BUDGET PROJECTION* BY CAMPAIGN

CAMPAIGN NAME FY2018 FY2019 |
ALL CAMPAIGNS 44% 46%
ACTIVE/OUTDOOR 19% 21%
HISTORY/CULTURE/ARTS 18% 23%
SPORTS 12% 7%
CULINARY 6% 4%
GRAND TOTAL 100% 100%

*Subject to change based on finalized media plan.

LET'S CREATE



Overhead Allocation

Vs ——

Where Florida Begins

FY 18-19 FY 18-19 FYy 17-18 Increase/
Contract Minimums  Allocation % Allocation % (Decrease)

Marketing S 2,350,000 51% 40% 11%
Sales & Services S 2,000,000 43% 57% -14%
Tourist Bureau S 300,000 6% 3% 3%
Total S 4,650,000 100%

Explanation:

For the FY 2017-18 Visit Jacksonville based the allocation to overhead on a "rough"
estimate of total staff in each area. This was not a precise measurement allocation
methodology. The current CEO for Visit Jacksonville was hired June 1, 2017 and wanted to
base the budget for the upcoming year on a more accurate methodology. We determined
to base the allocation on the contract minimum expense per year (versus actual expense)
for 2018-19 because the increase to actual expense of the whole would have been an even
more significant swing between the units than the projected change above resulting in less
funding available for marketing efforts. Consideration will be made again going into year 3
of the budget as to whether this methodology or another basis (such as actual costs) is a
better means of distributing the overhead.



Tourist Development Council

DUVAL COUNTY TOURIST DEVELOPMENT COUNCIL

MEETING SCHEDULE JULY 1, 2018-JUNE 30, 2019

The Duval County Tourist Development Council is required by Florida Statutes 125.0104 to meet at least
four times per year, but has chosen to meet more frequently. The meetings are held on the second
Thursday of the month at City Hall-St James Building, 117 West Duval Street, Suite 425, Conference
Room A at 1:30 p.m. The schedule of meeting dates, times, or meeting rooms are subject to change.

Thursday, August 8, 2018 *
= Quarterly Review Grant Application Marketing/Special Events

e Thursday, September 13, 2018
e Thursday, October 11, 2018
e Thursday, November8, 2018*

= Quarterly Review Grant Application Marketing/Special Events
e Thursday, January 10, 2019
e Thursday, February 14, 2019*

= Quarterly Review Grant Application Marketing/Special Events
e Thursday, March 14, 2019
e Thursday, April 11, 2019
¢ Thursday, May 9, 2019*
= Quarterly Review Grant Application Marketing/Special Events

¢ Thursday, June 13, 2019



TDC annual meeting calendar- 10 regular meetings annually (exc. July and December)
January
Mission focus
Presentations by Executive Director:
1. Understanding of local tourism market strengths and weaknesses;
2. ROI! analysis of current expenditure allocations;
3. Review of proposals for new research studies;

4. New tourism opportunities (including potential exhibitions, events, etc. that can be developed
into thematic citywide event)

Review and revise mission, strategy and tactics of TDC as needed

Authorize new studies/research projects

February
Quarterly review of Grant Applications for Marketing Grants and Special Event Grants
Quarterly presentation by V) of Convention grants

Quarterly performance update briefing by Executive Director on VJ performance metrics (Qrtly reports
prepared by VJ for Q1 (October- December) distributed to TDC members by Feb 1); Q & A of VJ

March
Annual Performance reviews of VJ contracts (12 month rolling time frames)

Review and analysis of performance as compared to goals, annual deliverables, completion of
capital projects, etc.

TDC to decide goals for coming year; consequences of failure to meet goals, etc.

April
Review of VJ annual plans (to include preliminary budgets) for each contract for coming fiscal year

Must be delivered to TDC by VIJ no later than 15 days prior to meeting



Separate discussion on each contract of consistency with approved 5 year plan; timing changes;
budget allocation changes; staffing changes; etc. (prior month’s review of performance
establishes framework to discuss proposed changes in approach and budgets)

TDC to approve or modify plans as needed

May

Annual review of Executive Director and staffing needs

Review and Approval of TDC budget submittal

Quarterly review of Grant Applications for Marketing Grants and Special Event Grants
Quarterly presentation by VJ of Convention grants

Quarterly performance update briefing by Executive Director on VJ performance metrics (Qrtly reports
prepared by VI for Q2 (January-March) distributed to TDC members by May 1); Q & A of V)

June
Presentation of detailed line item budget submitted by VI per approved plans
Presentations by museums, zoo, ahd-other eligible attractions of potential tourism opportunities

Presentation by Hotel and Motel lodging Assn on strengths/weaknesses

Presentation by airport on annual travel data

August

Approval of detailed line item VJ budget
Quarterly review of Grant Applications for Marketing Grants and Special Event Grants
Quarterly presentation by VJ of Convention grants

Quarterly performance update briefing by Executive Director on V) performance metrics (Qrtly reports
prepared by V) for Q3 (April-June) distributed to TDC members by August 1); Q & A of V)



September

Review of any budget amendments offered by City Council

Presentation by Executive Director on potential uses for Development Account
Presentation by Executive Director on potential uses for Contingency Account
Consideration and approval of new marketing campaigns, etc. for coming year

Consideration and approval of V) capital requests for coming year

October
Annual review of Grant Criteria and process for Marketing Grants
Annual review of Grant Criteria and process fOr Special Event Grants

Contract extensions for subscriptions or changes in data services

November
Quarterly review of Grant Applications for Marketing Grants and Special Event Grants
Quarterly presentation by VJ of Convention grants

Quarterly performance update briefing by Executive Director on VJ performance metrics (Qrtly reports
prepared by V) for Q3 (July-September) distributed to TDC members by November 1); Q & A of
\"/]
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dalton

FY2019 STRATEGIC APPROACH

Continue a Print/ Digital multiplatform approach, but with an increased spend on digital channels YOY

based on its proven ability to drive strong increases in traffic to the site

Include digital media

i e Place additional emphasis on Investigate digital targetin associated With ocal
increase Digital; Focus on M g S iae ! geting business print targeted to
AT 7 obile Geo-Fencing; to reach Student/Youth . :
publications that provide : Jacksonville business

; ; meL increase the number of events Travel Group Tour Planners/ ;
impact with both their print t Yot aiel o leaders to increase
and digital channels g P awareness of Bring It
Home JAX!

2 LET'S CREATE



8/9/18

YOY BUDGET PROJECTION BY CHANNEL

Digital will command the largest share of dollars in FY2019;
an inverse of FY2018 spending allocation between print and digital

Fy2019 Fy2018
OGN e RS S
Cost Allocation Spend Allocation Change YOY
Print $53,366 Print 596,734
Digital 494,458 64% Digital 574,894 44% +26%
TOTAL: $147,824 100% TOTAL: $171,628 100% -14%

3 LET'S CREATE

FY2019 SITE TRAFFIC GOAL

Projected goal at a 25% increase from FY2018

i LET*S CREATE
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FY2019 STRATEGIC APPROACH

Continue with a multiplatform approach, but allocate majority of spend in digital channels based on its proven ability to drive

strong increases in traffic to the site

Increase spend Consider Continue local
Place greater against targeting opportunities and market effort in Increase YOY
emphasis on tactics that are partners that Atlanta to sustain spend in spot
channels driving driving bookings, include more momentum; re- cable to take
strong site traffic: such as travel video and high introduce advantage of its
native, paid social, intent data impact units to Charlotte to positive impact on
paid search targeting and IP build awareness capitalize on site traffic
address targeting levels potential
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MEDIA PARTNER SUMMARY

CHANNEL NOT RETURNING RETURNING

) ‘3 Unt fane
DIGITAL @ = ] lﬂﬂuphw @("O Traveler  ikxpiore e fHone

{ ADARA N<< n % trbad isor
PRINT ﬂm
RADIO PANDORA
CABLE TBD based on negotiations
00H TBD based on negotiations
IN-FLIGHT Sl T e, $RFITTAR

m

YOY BUDGET PROJECTION BY CHANNEL

018 PURCHASED 019 PLANNED 5 :
36,795 26%|

IN-FLIGHT PROMOTION S 29,295 |$

PRINT $ 59,187 |$ 52,644 1%
DIGITAL $ 818,870 |$ 815,561 0%
RADIO S 72,500 |$ 30,000 59%
OUTDOOR S 66,030 |$ 40,000 39%
CABLE $ 179,965 |$ 250,000 39%
CONTINGENCY / LOCAL SPORTS TEAM PROMOTION _ |$ 49,357 |$ 50,000 0%
GRAND TOTAL $ 1,275,000 |$ 1,275,000 0%







