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Presenter Notes
Presentation Notes
Designed to significantly increase the funding available to market and provide incentives to enhance Dallas’ performance as a convention and tourism destination.



=
DPTID's IMPACT

+58.3% +19.2%
DIRECT VISITOR TOURISM JOBS
SPENDING

+70.3% +22.6%

ANNUAL HOTEL VISITOR GROWTH
REVENUES



Presenter Notes
Presentation Notes
Dallas’ well-earned reputation as a competitive player
in the meetings and conventions business and as a
destination of choice for leisure travelers is influenced
by the city’s ability to incentivize bookings and
galvanize marketing efforts. By collecting and directing
revenues from travelers, DTPID has demonstrated the
value of private businesses working together for public
good. The impact that DTPID has created will continue
to generate dividends for people living and working in
Dallas. This is important to note as the area continues
to expand: Dallas-Fort Worth Metroplex is projected to
become the third-largest metropolitan area in the U.S. in
the coming years, with population set to hit 10 million
people by 2030.



Fred Euler
Executive Director
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Presenter Notes
Presentation Notes
Introduce Fred Euler, Executive Director, Dallas Tourism Public Improvement District


AGENDA

Background

Incentives & Sales Efforts
Sites & FAMS

Marketing

Arts & Event Incentives

Operations,
Administration, Research

Questions
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Presenter Notes
Presentation Notes
Sites & FAMS will be reported throughout the presentation.
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Created // 2012

Texas' first tourism public improvement district

s

Renewed // 2016

Based upon the success of the TPID stakeholders
renewed for 13-year term

e

HEEs

Expanded // 2020

Added twelve properties

Expanded // 2022
Added six properties

Term Ends // 2029

May be renewed before the end of the term
with approval by 60% of the stakeholders
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Presenter Notes
Presentation Notes
The Dallas Tourism Public Improvement District (DTPID) was the first tourism public improvement district created in Texas when it was established in 2012. 
Originally limited to a five-year term, the initial success of the DTPID in luring more visitors to Dallas led to it being renewed in 2016 for a 13-year term running to September 2029. 
The PID was expanded in 2020 adding 12 hotel properties and six hotels were added in fiscal year 22.

Tru by Hilton Dallas Market Center/Design District 
Dallas Marriott Uptown 
Thompson Hotels Dallas 
Kimpton Pittman Hotel 
Holiday Inn Express Dallas Market Center Love Field 
Hilton Garden Inn Dallas-Central Expy/North Park Area 


« Hotels with100+ rooms

sy N | « 137 properties currently in the
3 R District

« 80% of room supply and
demand in Dallas

« 90% of room revenue in Dallas
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Presenter Notes
Presentation Notes
Hotels with100+ rooms
80% of room supply and demand in Dallas
90% of room revenue in Dallas
137 properties currently in the District (some properties may be dual-branded sharing the same building under different brand identities).



Courtesy: Wade Griffith Courtesy: JW Marriott Dallas Arts District DALLAS
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Presenter Notes
Presentation Notes
New properties are added each spring through a formal petition process and approved by Dallas City Council
A call for a public hearing will be published April 27th with a call for a public hearing to be held on May 24th, to expand the district to include two new properties to the district.

Hotel Swexan (a Harwood district hotel)
JW Marriott (Uptown district)


it

En PE
« Dallas Tourism Public | g s
Improvement District e 1"
Corporation - 501(c)(6) | < 4s
« Board of Directors : | ; ::
+ City of Dallas, Office of : *
Ec.:c.)nomK: Development E _. F' T
 Visit Dallas ‘
Vs

- DALLAS
City of Dallas BAL LAS
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Presenter Notes
Presentation Notes
Oversight
The Dallas Tourism Public Improvement District Corporation is a private non-profit corporation with governance provided by a 10-member Board of Directors and four non-voting, ex-officio board members. Hoteliers within the district fill the voting positions. 
Dallas Tourism Public Improvement District Corporation - 501(c)(6)
Board of Directors
City of Dallas, Office of Economic Development
Visit Dallas

Like all public improvement districts in Dallas, the Dallas City Council reviews and approves each year the service plan proposed by the DTPID, which projects annual revenue and expenditures. 



BOARD OF DIRECTORS
OFFICERS

Greg White Mark Woelffer Sean Kennerty
Chair of the Board Vice-Chair/Treasurer Secretary
The Westin Galleria Sheraton Dallas Hotel Woodbine Development
Dallas 1,000+ rooms Corporation
301-999 rooms 100 — 300 rooms
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Presenter Notes
Presentation Notes
Directors and Officers of the Board serve a two-year term. The current term began October 1, 2022 and will run through September 30, 2024.


BOARD OF DIRECTORS

Michael Koffler Bruce Roy Chris A. Pilavakis Brett Krafft, CMP
Hyaft Regency Dallas Hilton Anatole Sheraton Dallas Hotel Hilton Dallas Lincoln Center
1,000+ rooms 1,000+ rooms 301 - 999 rooms 301 - 999 rooms

Robbie Tawil Noeha Coutry Mayur ‘Mike’ Patel, CHO JALLAS
Dallas Marriott Uptown HN Capital Partners Prosper Hospitality
100 — 300 rooms 100- 300 rooms 100 — 300 rooms
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EX OFFICIO

‘l’.l’
i
Craig Davis, CDME Traci Mayer Rosa Fleming Jiroko Rosales
President and CEO Executive Director Director, Tourism, Assistant Director,
Visit Dallas Hotel Association Conventions and Economic Development
of North Texas Events City of Dallas

City of Dallas
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Presenter Notes
Presentation Notes
four non-voting, ex-officio board members

The DTPID contracts with Visit Dallas to manage and provide administrative support for programs authorized by the DTPID Board.  


SALLAS

SERVICE PLAN
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Incentives & Sales
Efforts

* Marketing &
Promotions

o Sites & FAMS

« EventIncentive
=t Fund

_ - P~ = * Operations,
Fiscal Year . N - o = 1o |+ Researeh &
October 1 through Iz | e T L T Administration
September 30 i) . o | T 10-to-1 ROI



Presenter Notes
Presentation Notes
Funding by the DTPID is limited to the purposes established by hotel stakeholders in creating the DTPID and approved by Dallas City Council. 
Use of assessment revenue is limited to the categories on the service plan, with no authority to add, remove, or change expense categories. 
Fiscal Year (FY) of DTPID is October 1 through September 30
Return on Investment (ROI)
Activities funded by the DTPID are targeted to provide at least a 10-to-1 Return on Investment  


Brad Kent

Chief Sales Officer
Visit Dallas




INCENTIVES &
SALES EFFORTS

42.5% Service Plan
Allocation

Large group incentives
Individual hotel incentives

Sales efforts
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Presenter Notes
Presentation Notes
The heart of the Dallas TPID lies in the Incentives and Sales Efforts plan, which focuses on bringing group meeting business to Dallas. Representing 42.5 percent of the spending of the DTPID, it provides the greatest return on investment for the DTPID (and Dallas) as group meeting attendees spend more money on average than other visitors to Dallas. Events, meetings and activities funded by the DTPID aim to provide at least a 10-to-1 return on investment (ROI), calculated by anticipated lodging revenues divided by the approved incentive. 


Sales Trends
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DPTID's IMPACT

Percentage of Opportunities Won vs Total opportunities

15% 40

FYO4 through FY11 FY12 through FY22
Pre-DTPID DTPID

For every $1 the

DTPID expended in $‘| 4" hotel room
sales incentives, night activity

it has produced for Dallas.

Since 2011
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Presenter Notes
Presentation Notes
Visit Dallas’ ability to close business pre-DTPID was 15% and since the DTPID’s inception has grown to an average of 40%



New Incentives Committed

mini-wide and citywide events FY22

Major leads with incentives: 122
Potential hotel room nights: 1.8 million
Incentives approved: $39.7 million

Potential contract room revenue: S445.7 million

Potential lodging revenue: $579.5 million
Potential economic impact: $2.4 billion




Booked with Incentives

mini-wide and citywide events
Major events booked with

: e 41
Incentives:

Estimated hotel room nights: 482,111
Incentives committed: $9.3 million

Estimated contract room revenue: $S111.7 million

Estimated lodging revenue: $148.7 million

Estimated economic impact: $733.9 million

DALLAS

d




Group Production

Final
Group Room Night % of Goal :
Production Actual YTD Variance
Convention Sales 360,000 395,123 110 % 35,123
Hotel Sales 250,000 385,674 154 % 135,674
Sports 340,000 398,229 117 % 58,229
Total 950,000 1,179,026 124 % 229,026
BALLAS
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Lead Comparison

Group Lead Volume: 2022 v 2019

600

500

400 \

300 \/

200

100

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

e 019 e D022
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Average KBHCCD Size
Conversion Rate Growth from 2019

KBHCCD Lead Volume Comparison post-2/9/22 Announcement

1%2/12/%?9; 1%?3/12/%32 % Change
Leads Generated 278 199 (28.4%)
Avg Rooms/Lead 9,200 10,500 14.1%
Rooms Booked 153,634 250,941 63.3%
Conversion Rate 23.0% 37.4% 62.6%
DALLAS
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By The Numbers for 2030 & Beyond

Kay Bailey Huichison Convention Center Dallas

Definite Business Tentative Business Prospective Business
24 Groups 40 Groups 24 Groups

444,250 Room Nights 843 000 Room Nights 479,000 Room Nights
$627,760,000 Total

Spend

*Does not include 2030 NCAA Men's
Final Four and the 2031 NCAA
Women's Final Four which have been

New to Dallas: announced.

American Society of
Cataract & Refractive

Surgery

North American Spine

Society
DALLAS
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Sales Efforts
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Presenter Notes
Presentation Notes
Through funding from the DTPID, Visit Dallas and Dallas
Sports Commission are empowered to engage in partnerships
and sponsorships with key industry organizations to target
different audiences and increase awareness of Dallas
as a destination for group and sporting events. These
organizations include: Cvent, International Association
of Exhibitions and Events (IAEE), Professional Convention
Management Association (PCMA), Meeting Professionals
International (MPI) and Sports Events & Tourism Association.
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Presenter Notes
Presentation Notes
Through funding from the DTPID, Visit Dallas and Dallas
Sports Commission are empowered to engage in partnerships
and sponsorships with key industry organizations to target
different audiences and increase awareness of Dallas
as a destination for group and sporting events. These
organizations include: Cvent, International Association
of Exhibitions and Events (IAEE), Professional Convention
Management Association (PCMA), Meeting Professionals
International (MPI) and Sports Events & Tourism Association.


) Upcoming Conferences FY23

NYSAE Meet NY 2023 February

Association Forum Healthcare Collaborative February

SITE Global Conference February

SISO CEO Summit March

SITE Tech Summit May

ECEF Forum May

PCMA Educon June

ACCESSE23 July

SISO Summer Conference August

CEIR Predict August

ConferenceDirect CDX - Nashville, TN September

Maritz Elevate Customer Conference September

MPI Thought Leoc.jers Summit September S
ASAE CEO Summit September 5‘ALLA5
TSAE 2023 New Ideas Conference 2023 September
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Presenter Notes
Presentation Notes
Upcoming conferences include PCMA Educon, SISO summer conference and MPI Thought Leaders Summit


Upcoming Tradeshows FY23

MIC Tradeshow March
Informa Pharma Forum March
ConferenceDirect APM 2023 March
Connect Spring 2023 Las Vegas April
HelmsBriscoe Annual Business Conference 2023 May
Cvent Connect 2023 July
ASAE Annual Meeting & Exposition 2023 August
Connect Marketplace 2023 Minneapolis August
Maritz Activate Supplier Conference August
SITE Texas Roadshow September
DALLAS
Scioscalls s funded by Vst Dalas rrough hofel accupancy
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Upcoming Events FY23

NYC PCMA Chapter Event February
IAEE Women's Leadership Forum 2023 March
PCMA Visionary Awards April
Minn./St. Paul Destination Event & Sales Calls
Ohio Destination Celebration Event June
Mid-Atlantic CEO InMarket Event September
West Coast CEO Event September
Indy Destination Celebration Event Sales Calls September
DALLAS
'Sales calls are funded by Visit Dallas through hotel occupancy tax.
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Creating New
Relationships
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10% Service Plan Allocation

DALLAS TOURISM PUBLIC IMPROV


Presenter Notes
Presentation Notes
The excitement and possibility that exist in Dallas is best experienced firsthand.
Ten percent of the DTPID spending is dedicated to paying non-staff travel and tour expenses
to bring key decision makers in corporate events, trade shows, sports, tourism – as well as members of the media
and other influencers – are invited to take part in site visits and familiarization tours (FAMS) to Dallas to highlight the landmarks, hotels, restaurants and activities that help secure more group bookings and events in Dallas. 
We will share highlights of these activities throughout our presentation today.


e 160 Sales

« B3 Dallas
Sports
Commission

e 34 Client
Services



Presenter Notes
Presentation Notes
Visit Dallas sales team brings prospective customers who are considering
booking Dallas for future group events. Some of the sales activities included a Hospitality Financial and Technology Professionals
FAM, Texas Associations FAM, and the Texas Society of Association Executives, to name a few. In addition, with DTPID funding, Visit Dallas sponsored a dinner for 450 people at Hyatt Regency Dallas for the CEO and top executives of Emerald, a company that produces more than
140 live events annually. Meeting sales sites & FAMS were up 132% over FY21.

The Dallas Sports Commission site visits and FAMS included (FIFA), (WWE), CrossFit, and International Pro Rodeo Association. Notably,
one FAM included more than 75 attendees who represented all National Collegiate Athletic Association (NCAA) Men’s
and Women’s corporate partners. This visit — and thorough planning — has helped the NCAA events substantially exceed
projected ticket sales.

The Visit Dallas Client Services team produces detailed site
visits for definite groups as they plan their future events
in Dallas. Clients typically tour hotels in their room block,
venues for off-site events, restaurants, the Kay Bailey
Hutchison Convention Center Dallas and more, sometimes
making several visits to Dallas for pre-planning purposes.
In FY22, that included visits from the National Automobile
Dealers Association, the Institute of Electrical and
Electronics Engineers (IEEE) — SuperComputing, Urban Land
Institute, Helicopter Association International, American
Society of Metabolic & Bariatric Surgery, O’Reilly Auto Parts
and the International Association of Exhibitions and Events.



Upcoming Sales FAMS FY23

MidAtlantic-Springsteen February

Mavs vs Warrior - West Coast March

HelmsBriscoe Luke Combs - Judi McLaughlin's Team March

Lippman Connects Large Show Round Table April

Ed Shearon May

Midwest May
ConferenceDirect - Doug Baarman Team Meeting June

Riverfront Jazz Festival September

Madonna Citywide Client September

DALLAS TOURISM PUBLIC IMPROVEMENT DISTRICT | COPYRIGHT 2023



Tourism // Client and Media
24 FAMS

USA
Mexico
Colombia
Netherlands
Belgium
Latin America
Germany
Spain
United Kingdom
India

DALLAS TOURISM PUBLIC IMPROVEMENT DISTRICT | COPYRIGHT 2023


Presenter Notes
Presentation Notes
The Visit Dallas Tourism team experienced an impressive
500% increase in the number of tourism clients and
international media visits over the previous fiscal year. This
included visits and FAMS with Aeromexico, American Airlines,
the American Bus Association and Brand USA., welcoming
clients from the United States, Mexico, Canada, Europe and
India. In addition, the Mexico media FAMS provided Dallas
with an earned media value of just over $92,000.


Upcoming Tourism FAMS FY23

Vigjes El Corte Inglés, Mexico February

House of Travel, New Zealand February

Texas Reverse Mission FAM Mexico March

Canusa, Germany May

AA MICE France May

Pre IPW international May

Post IPW International May

Volaris Media FAM Spring

Aeromexico Vacations Groups accounts Spring

TUI United Kingdom Summer
Helloworld Australia Fal

DALLAS TOURISM PUBLIC IMPROVEMENT DISTRICT | COPYRIGHT 2023



Sheryl Budelier
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Presenter Notes
Presentation Notes




Hotel Incentive Fund



Presenter Notes
Presentation Notes
One of the unique aspects of DTPID funding is support of
hotels through the Hotel Incentive Fund. Designed to help
individual hotels in the DTPID compete for overnight group
business, bringing dollars that might have gone elsewhere to
the city of Dallas.


Applications: 479

Hotels Parficipating: 35
Approved Funds: $3.3 million
Applications Funded: 248
Funded: S$1.2 million

Room Nights: 76,347
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Presenter Notes
Presentation Notes
For the fiscal year 22, over $1.2 million as funded compared to just $640,000 the previous year showing continued rebound in group business.


lifetime

Applications:

Hotels Parficipating: 62
Approved Funds: $14.1 million
Applications Funded: 927
Funded: $4.2 million

Room Nights: 1 million
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Presenter Notes
Presentation Notes
Since its inception, the DTPID has approved over $14 million for individual hotel incentives.



HOTEL INCENTIVE
FUND

 Available to all District

hotel properties per the
PID assessment roll

« Groups must contract ten
or more rooms on peak

« $150,000 from Oct. 1, 2022
— September 30, 2023
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Presenter Notes
Presentation Notes
The DTPID Board encourages all district hotels to apply for funding for any group event contracting ten or more peak rooms at their property. 


Hotel Incentive Fund Overview

200 Est. total contract rooms

X $] 39 Multiplied by average room rate

$ 27,800 Total room revenue
m Divide by 10

$ 2'780 Available DTPID incentive

Y ‘L;_
JI

W 7

District hotel application: dallastpid.com/hotel-partners



Presenter Notes
Presentation Notes
The DTPID Board encourages all district hotels to apply for funding for any group event contracting ten or more peak rooms at their property.

How is the DTPID Hotel Incentive calculated? 
Anticipated number of Contracted Room Nights as determined by contracted room block 
Multiplied by Average Contracted Hotel Rate to get Total Room Revenue 
Divide Total Room Revenue by 10 for Maximum Dallas TPID Incentive 

District hotels can apply here: dallastpid.com/hotel-partners 
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Jennifer Walker

Chief Marketing Officer
Visit Dallas




— -

35% Service Plan
Allocation

Marketing
Advertising campaigns
Leisure & Trade
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FY2022
PAID MEDIA RECAP

JALLAS



Presenter Notes
Presentation Notes
Wanted to spend some time this morning reviewing performance for our FY 22 paid media efforts – as this will help set the stage for FY 23 – which we are planning as we speak. 


Campaign Parameters

THE FAMILY-FUNNERS
Objectives

35-44

Married

HHI S150K+

Kids 3-9 in HH
Life stage: Young
Family

« Drive awareness and consideration of Dallas

* Drive website visitation and
actions/engagement

Leisure Audience

A 25-54, with and without children - three
primary segments

Trade Audience

« Meeting and event planners

DALLAS TOURISM PUBLIC IMPROVEMENT DISTRICT | COPYRIGHT 2023

THE GETAWAYERS

45-54

Married

HHI S75K-S150K
Kids 12-17 in HH,
adult children, or no
children

THE NIGHT-LIFERS

25-34

HHI S50K+
Leisure/hobbies: Go
to bars, see live
music, visit

nightclubs.



Presenter Notes
Presentation Notes
As a QUICK reminder – we had two primary objectives for our paid ad efforts : drive awareness/consideration of Dallas as well as website visitation & engagement. 

On the Leisure side of things – targeting A25-54, with and without kids. Trade side of course – targeting meeting professionals. 


Geography

While still being highly selective, we expanded our geographic footprint for FY22 to include
select fly markets, along with testing a meaningful presence in Denver
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Presenter Notes
Presentation Notes
Turning to our market tiers as Michael shared earlier – concentrated our buy primarily in regional drive markets - however, we were able to expand our geographic footprint to include fly markets including Denver for additional reach. 

Priority markets are funded by tactics like OTT & CTV, whereas secondary markets (such as Memphis & New Orleans) are supported by regional print, programmatic, search & social. 

2020 total media spend was $1.6M. 2021 total media spend was 1.2M. Markets are very similar. 2022 $2.6M.

 



$2.6M

LEISURE
JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

CUSTOM CONTENT: TIKTOK, RICH MEDIA

[ EeeEveEn
[ ommewe
S
[ |
O we
G T,
[ wemwsm )

STREAMING VIDEO

DISPLAY & CUSTOM DIGITAL

PRINT

PAID SEARCH

LOCAL DIGITAL

MAR APR MAY JUN JUL AUG

DIGITAL & CUSTOM DIGITAL

PRINT

PAID SEARCH

Budget and Timing

Focus on Spring and Summer
Seasonality with upper funnel or high
impact channels

Hard-working paid search & social
running on an evergreen basis

Print issues align with relevant editorial

JALLAS

‘4
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Presenter Notes
Presentation Notes
From a budget & timing perspective, concentrated efforts during spring/summer months for leisure –leaning heavily into digital (70% of budget is allocated to digital tactics for Leisure, with remaining 30% on traditional including print & OOH). 

For Trade however, we invested a bit more in print – including some high impact placements that allowed us to spread the word on the CC expansion and align with relevant editorial.

$1.8ML; $800K Trade 



New and Noteworthy

AP RI L / MAY _.%Fc?ttggn hesﬁrrpuﬂ:rig:d €
L5 hby hundieds of i

« %" butterfiies here LU
e

e
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COMING 2025

v

v v v
APRIL APIIL MAY JUNE JULY AUGUST
Added Nightlifer LGI.STQ-F orgm.ucally Pilot Fly Market Test: Incremental $120K New FY22 display and Matador launches
integrated into . . . . . .
Segment > Denver launches Convention Center Trade video creative launches TikTok videos of unique
campaign in terms of . .
campaign launches Dallas neighborhoods

creative and
placement

TOURISM PUBLIC
IMPROVEMENT DISTRICT
DRIVING TOURISM
EMBRACING VISITORS
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Presenter Notes
Presentation Notes

Finally, I wanted to call out a few noteworthy elements of the plan– including bringing LGBTQ+ to the mainstream featuring real couples/families in campaign and running for example in Men’s Health & GQ

new tactics to support the CC expansion including belly-band wraps and consecutive pages – SHOW SAMPLES

new video and print assets from our campaign shoot that launched this summer. 

And strategic partnerships to amplify our reach & better tell the Dallas Story. With Matador, a custom content publisher, we were able to showcase six unique Dallas neighborhoods & activities in a unique way on TikTok -  resulting in some great engagement. 



RESULTS
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Presenter Notes
Presentation Notes
So – how’d we do?



FY22 Campaign Results

(4) (4)
+117% | +77% 8x
OVERALL PAID VIDEO VIEWS ARRIVALS IMPRESSIONS WEBSITE ACTIONS
WEBSITE VISITS & CONVERSIONS

1.04MM vs 25.6MM vs 32K vs 15K 196MM vs 11IMM | 70K vs 8.4K
468K 6.2MM

-72%

We optimize our media to post-click action, or “lead COST PER WEBS/TE

ACTION +
CONVERSION

S40vs 5147

*

TOURISM PUBLL
MMMMMMMMMMMMMMMMMMM

DALLAS

Post click action defined as clicks from Homepage to Things to Do, Events, Blog, Meeting Planner Pages, event or venue o —
websites, or Trade RFP/Service Requests. e eor
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Presenter Notes
Presentation Notes
And in terms of results, we saw significant performance across the board

Paid website traffic up 123% YOY.

Trade website visitation significantly up – largely due to our budgets returning to more normalized levels post pandemic (were at $1.2M total - $217K trade, now at $800K trade). 

Avg. Video Completion rate approx. 80%.

Also seeing from Arrivalist that we’re on the right track – up 117% YOY with an estimated 32K arrivals. Arrivals are a panel-based measurement of foot traffic attributed via capturing mobile devices in ad control vs exposed environments to estimate # of arrivals driven into the market via the ad campaign

Also increased our Website Actions & Conversions – in other words, through contextual targeting, visitors were diving deeper and exploring our website (reading our blog for example, clicking from our site to an event or venue or submitting an RFP to our sales team. 

Last but not least we also increased efficiency by significantly driving down cost per website action and conversion.




Advertising Effectiveness: Insights

» As of September, Visit Dallas’ 2022 campaign already reached more traveling households than any
of its prior campaigns: 5.3 million households, up from 3.2 million in 2021.

« At just $0.31 per aware household, Visit Dallas’ 2022 campaign is significantly more efficient than the
benchmark ($0.50).

* This level of efficiency is an indicator that higher spending and wider geography are working well.
However, SMARInsights is seeing a much more competitive tfravel landscape as destination
marketing has returned full force. Visit Dallas’ strategy of cultivating new markets is prescient.

* The challenge for Visit Dallas in newer markets will be to continue to focus messaging there long
enough for the ad investment to pay off.

* The 2022 campaign positively impacts familiarity with Dallas as a leisure destination.

- The campaign also positively impacts likelihood to visit Dallas in the coming year, pointing to an
overall positive result in the ROl wave of research.

Source: SMARI 2022 Advertising Effectiveness Study
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Presenter Notes
Presentation Notes
We also conduct an annual Advertising Effectiveness & ROI study with SMARI. 

Bullet four: The first challenge is to get into consumers’ consideration sets, which these results indicate the ads are doing. Actual visitation may trail by a season or so as travelers consider, research, and plan trips.




Campaign Performance:
City of Dallas Room Nights

+ 2021 paid marketing generated 125,052

Dallas visits. HH 7,710,600

« Of these, nearly 8 in 10 were overnight stays.  |Awareness 41%
And of those almost 100,000 overnight Dallas Aware HH 3,194,732
trips, two-thirds used paid lodging in the city. Travel increment 4%

« With an average stay of just over two nights, Incremental trips 125,052
and 1.3 rooms on average per travel party, " Overnight 79%
the 2021 campaign generated more than Overnight trips 99,238
193,000 room nights in city lodging. % in paid lodging 66%

» This represents 4% of total room demand from | Paid lodging trips 65,990
May-December 2021. # rooms 1.3

# nights 2.1
Room nights 193,020

Source: SMARI 2021 Advertising Effectiveness Study


Presenter Notes
Presentation Notes
We track performance and success a number of ways – but where rubber meets the road and where it really counts is our ROI study.  Did the campaign generate visitation?

Stealing Michael’s thunder ask him to chime in 

What you’re seeing is a snapshot of campaign performance for 2021 (our 2022 efforts will be measured this month). 

As you can see, the campaign reached 3.2 million traveling households in the target markets, up from a reach of 2.4M households with the 2020 campaign. 

Generated 125K incremental trips (193K room nights) and more than doubled the volume of first-time visits 





Campaign Performance:

Trip Spending

+ The net of spending across all city
overnight visits influenced by the
2021 campaign is nearly $79
million, which equates ’ro $150
spent per visitor per day.

» Lodging is the largest share of
spending at 41%, up from just a
third (34%) of 2020 trip spending,
and higher than 2019’s 38%.

* The $122M economic impact
rzeor%esenfs a 59% increase over

 Viewed in light of Visit Dallas’
investment of just over $1 million,
the return is $120 for every dollar
spent on advertising.

Source: SMARI 2021 Advertising Effectiveness Study

Lodging $32.2M

Transportation, local $9.1M

Food and beverage $15.7M

Retail $12.5M

Recreation $9.1M

Total $78.7M

Shares of visitor spending Economic Impacts (in $millions)

Total $122.3

Induced, $15.7

Food and .
beverage - Indirect,
5 Recreation, $27.9
20% 12%

Lodging,
41%


Presenter Notes
Presentation Notes
Turning to trip spending, the two biggest takeaways are that the 2021 campaign generated $122M in economic impact and a return of $120 for every dollar spent on advertising. 

Keep in mind, largely still recovering from COVID in 2021 - the data suggest that the campaign’s impacts will continue into the future. 




FY2023
PAID MEDIA: PRELIMINARY RECOMMENDATIONS

JALLAS



Presenter Notes
Presentation Notes
STARTING WITH OUR PAID MEDIA EFFORTS. 

CURRENTLY RUNNING PAID SEARCH, SOCIAL FOR BOTH LEISURE AND TRADE BUT WHAT I’M SHARING TODAY IS A PRELIMINARY LOOK AT TOPLINE RECOMMENDATIONS FOR OUR CONCENTRATED EFFORTS THIS SPRING DURING OUR PEAK TRAVEL SEASONS. 


S
2023 Media Plan Highlights

$3,725,188 Total Budget (35% increase vs. FY22
$2,760,128)

185 MM impressions (63% increase vs. FY22 117 MM planned
impressions)
81 print pages
37 annual partners
20 custom native assets
4 custom partnerships

2 Fly Market multimedia campaigns

TOURISM PUBLIC
IMPROVEMENT DISTRICT
DRIVING TOURISM
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Presenter Notes
Presentation Notes
AT A GLANCE, JUST A FEW HIGHLIGHTS OF WHAT THIS YEAR’S PLAN ENTAILS: 

 - WE’RE UP IN BUDGET 35% FROM FY 22 TO $3.7M AND NOW BACK AT OUR PRE-PANDEMIC SPEND. 
 - THAT INCREASE WILL HELP TO YIELD NEARLY 200M IMPRESSIONS, 81 PRINT PAGES, NEW & RETURNING PARTNERSHIPS AS WELL AS AN ADDITIONAL FLY MARKET THIS YEAR.


S
Media Objectives & Strategies

Objective:

Drive website traffic and awareness of Dallas as a premier leisure
and trade travel destination.

Approach:

« Create a fiscal year plan that cohesively builds up the Find Your All
campaign and upcoming new Unified Brand launch

« Curate custom partnerships that amplify stories about Dallas fravel
through print, online, social, video and the Visit Dallas blog

 Renew strong performers and test new partners to drive success

DALLAS
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Presentation Notes

SIMILAR TO FY 22, OUR PRIMARY OBJECTIVES ARE TO DRIVE WEBSITE TRAFFIC AND AWARENESS OF DALLAS A PREMIER TRAVEL DESTINATION FOR BOTH LEISURE & TRADE. 

AND IN TERMS OF OUR APPROACH, WE’LL BUILD ON THE SUCCESS OF FIND YOUR ALL WHILE RAMPING UP TOWARDS A NEW UNIFIED BRAND CAMPAIGN LAUNCH. 

WE’LL SECURE ELEVATED PARTNERSHIPS AND TACTICS THAT WILL HELP US AMPLIFY STORIES ABOUT DALLAS AND EXTEND OUR REACH & IMPACT. 

AND WE’LL RENEW STRONG PERFORMERS LIKE TRIPADVISOR WHILE TESTING NEW PARTNERS TO DRIVE SUCCESS. 





Campaign: Campaign:
Find Your All Unified Brand

LEISURE
OoCT

CUSTOM PARTNERSHIPS: NATIVE & INFLUENCERS

STREAMING VIDEO

STREAMING AUDIO

DISPLAY & RICH MEDIA & REGIONAL NATIVE

PAID SEARCH & PAID SOCIAL

MAY JUN JUL

DIGITAL & RICH MEDIA

PRINT

PAID SEARCH

In-Market Timing

Ramp up beginning in the Spring

Build momentum towards the new
campaign launch mid-late Summer

Unified Brand campaign launch

July to September

Influencer partnership

New naftive articles

Print upgrades to 2 Page Spreads
New messaging rotates into digital
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Presentation Notes
LOOKING AT TIMING FOR BOTH LEISURE & TRADE – WE’LL REALLY RAMP UP EFFORTS BEGINNING THIS SPRING, WHILE ALSO BUILDING MOMENTUM TOWARDS A NEW CAMPAIGN WHICH WE ANTICIPATE WILL LAUNCH MID-LATE SUMMER. 




New & Noteworthy - Leisure
-

GARDENAGUN match’

Travel Influencer video experience + Sponsor dates at Dallas locations and
advertorial on Dallas then showcase footage via
programmatic and social

Tripadvisor PASSPORT

TRAVEL ADVENTURE = ROMARCE

Curated branded ‘Explore Dallas’ Travel influencers experience Dallas
channel + publisher articles on Dallas tourists' attractions / LGBQT+ venues

N

TOURISM PUBLIC
IMPROVEMENT DISTRICT
DRIVING TOURISM
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Presentation Notes
TO GIVE YOU A BETTER UNDERSTANDING – I WANTED TO DIVE A LITTLE DEEPER ON SELECT TACTICS. 

WHAT YOU’RE SEEING ON SCREEN ARE SEVERAL OF OUR CUSTOM PARTNERSHIPS FOR THE YEAR –EACH OFFER SOMETHING NEW OR UNIQUE TO GET PEOPLE TALKING ABOUT DALLAS; SELECTED FOR REACH/EXPOSURE ACROSS CHANNELS AND PLATFORMS.
�FOR G&G, A NATIONAL PUBLICATION WITH 1.6M MONTHLY READERS, WE’LL PRODUCE TWO BRANDED PIECES OF CONTENT THAT DRIVE TO VISITDALLAS.COM. WE’LL ALSO WORK WITH A TRAVEL INFLUENCER WITH A SIGNIFICANT FOLLOWING TO EXPLORE DALLAS RESTAURANTS, MUSEUMS & MORE. 

LOOKING AT TA, WE’LL AGGREGATE DALLAS TRAVEL CONTENT TO CREATE A BRANDED “EXPLORE DALLAS” CHANNEL THAT SHOWCASES ALL THE EXPERIENCES DALLAS HAS TO OFFER (TRIPADVISOR CONTINUES TO BE THE #1 PERFORMER FOR TRAFFIC AND DEEPER WEBSITE ENGAGEMENT ON VISITDALLAS.COM YEAR OVER YEAR).

FOR PASSPORT, ONE OF THE TOP NATIONALLY RECOGNIZED PUBLISHERS FOR LGBT TRAVEL CONTENT, WE’LL SELECT TWO SETS OF TRAVELERS, ONE COUPLE AND ONE SET OF FRIENDS. THESE DUOS WILL EACH COME TO DALLAS FOR VERY DIFFERENT TRIPS/EXPERIENCES TO DOCUMENT GENERAL TOURISM AS WELL AS LGBTQ+ SPECIFIC THINGS TO DO (THIS STEMS FROM A RECENT SURVEY WHICH FOUND THAT LGBTQ+ AUDIENCES ARE UNAWARE OF GENERAL THINGS TO DO).

AND WITH MATCH – WE HAVE A REALLY UNIQUE, FIRST TO MARKET OPPORTUNITY. 




Local Print

New & Noteworthy -

Fly market Leisure plans
Denver & Kansas City
« Multimedia plans to drive awareness and traffic

« High impact OOH takeovers for Unified launch
« Selected top publication in each city

OOH - Denver - Train Wrap OOH - Kansas City - Digital
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LOOKING AT FLY MARKET OPPORTUNITIES, WE’LL CONTINUE OUR SUCCESS FROM FY 22 IN DENVER SUPPORTED BY IMPACTFUL OOH & LOCAL PRINT (IF YOU RECALL, OUR SMARI STUDY SHOWED POSITIVE RESULTS FROM OUR TEST LAST YEAR AND INDICATED THERE IS A GREATER OPPORTUNITY FOR GROWTH). 

AND NEW THIS YEAR, WE’LL ALSO HAVE A MEANINGFUL PRESENCE IN KANSAS CITY, WHERE WE TEND TO SEE SIGNIFICANT TRAFFIC FROM. 




New & Noteworthy - Trade

Creative examples only

Premium Print — PCMA Destination Profile

Events DC ...
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TURNING TO TRADE, WE’LL ALSO INVEST IN PREMIUM PRINT UNITS INCLUDING A DESTINATION PROFILE WITH PCMA. 

IN THE EXAMPLE SHOWN ON SCREEN, WE’LL HIGHLIGHT NEIGHBORHOODS IN RELATION TO ITS CONVENTION CENTER AND OUR HOTELS, BROUGHT TO LIFE BY A CUSTOM ILLUSTRATED MAP. 

WE CAN ALSO INCLUDE A CUSTOM QR CODE FOR QUICK ACCESS TO THE DALLAS DELIVERS WEBSITE. 


New & Noteworthy - Trade

High Impact Rich Media: Interactive Ad Units allow users to explore
different areas of Dallas relative to the Convention Center

TOURISM*PU!LIC
e — DALLAS
The rich media unit is purely for demo purposes *w
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FINALLY, WE’LL ALSO INVEST IN PROGRAMMATIC, FULL SCREEN INTERACTIVE AD UNITS THAT ALLOWS MEETING PLANNERS TO EXPLORE DIFFERENT AREAS OF DALLAS RELATIVE TO THE CONVENTION CENTER. 

AS YOU CAN SEE FROM THE EXAMPLE, WE’LL HAVE INTERACTIVE TRADE MESSAGING AND VISUALS TO ENCOURAGE ENGAGEMENT WITH THE AD UNIT AS WELL AS TO DRIVE WEBSITE TRAFFIC.

RICH MEDIA EXAMPLE URL LINK: HTTPS://ADMIN.SPARKFLOW.NET/D/?D=EYJ0EXAIOIJKV1QILCJHBGCIOIJIUZI1NIJ9.EYJPZCI6IJK1MDYWIIWIZM9YBWF0IJOIODQIFQ.U1IND5QPPPFCO1P8HFTZABGVFCOJEANH965J0BCTGJS&NODEVICES=1&ZOOM=1&DEVICE=FULL-SCREEN
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Presenter Notes
Presentation Notes
DTPID funding also supported bringing worldwide media
to Dallas to promote the city as an ideal travel destination.
Journalists and influencers are hosted individually and on
themed group press trips. Visit Dallas invites journalists
from various media types — magazine, newspaper, digital,
radio, TV and social media influencers — from across the
world. In total, the team hosted 19 media members in Dallas,
representing a diverse mix of outlet types.

Everything from FY22 is below.
 
October 3-7, 2021	IG: @Thebucketlistlatina
January 10-12, 2022	Houston Family Magazine
February 17-22, 2022	Business Traveller
February 20-23, 2022	IG: @Sincerelyreneze
March 15-17, 2022	Robb Report
March 16-18, 2022	Lipe Travel Show
April 1-4, 2022		TripSavvy
April 6-8, 2022		Mondo Magazine
April 21-23, 2022	Svenska Dagbladet
May 3-5, 2022		Alexis Buxton-Collins
June 15-18, 2022	Dotdash
June 16-20, 2022	IG: @Raviroundtheworld
June 18-21, 2022	Sue Wallace
July 21-24, 2022	USA Today
August 18-21, 2022	IG: @Beckytravellist
September 22-26, 2022	IG: @OnAirplaneMode
 
 
https://issuu.com/houstonfamily/docs/hfmfeb2022_book 
https://robbreport.com/best-of-the-best/gallery/2022-best-dining-1234681327/
https://www.youtube.com/watch?v=UBQo04P2qFE
https://www.svd.se/a/Kzgdm7/har-ar-arets-restauranghuvudstad-mer-an-texmex
https://www.thespruceeats.com/juneteenth-texas-barbecue-5322794
https://www.instagram.com/p/Ce8u6Q-OWVq/
https://www.instagram.com/p/CfEpY7zFoCg/ 
https://thefinerthingsintravel.com/ten-things-to-love-about-dallas/
https://www.instagram.com/reel/CjIl410AW5J/?igshid=MDE2OWE1N2Q=






Brand Identity
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Next Steps

« Agency of Record RFP; Campaign Development &
Launch

» Coordinated Brand Rollout Plan
» Future Committee Parficipation
* Brand Launch Event (Target July/August 2023)




Kristina Kirkenaer-Hart

Director of Cultural Tourism

Visit Dallas




EVENT MARKETING

INCENTIVE
FUND

/.5% Service Plan Allocation
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Presenter Notes
Presentation Notes
Event Marketing Incentive Fund is 7.5% of DTPID’s service plan. Funding Dallas’ arts and cultural events improves the quality of life for residents and visitors alike while also contributing to a positive economic impact on the city. 


« $25,000 maximum per organization, per fiscal year

« Events must benefit DTPID participant hotels

» Events must generate a minimum of 30 hotel rooms nights

+ Events must be open to the public

+ Applicant must demonstrate marketing and promotions
to communities outside of the 50-mile radius of Dallas
with the intent to increase the visibility of Dallas as an
overnight destination

» Events cannot be primarily a fundraiser or gala;
a fundraising component is permissible

* Non-profit entities eligible for up to 50% of approved
funding upfront

» Eventsreceiving other DTPID funds are ineligible

+  Expos and Conventions are not eligible for the event

incentive fund

» Alterations to forms may result in rejection of the

O LR e on s s O SR AL RIEPTE P application


Presenter Notes
Presentation Notes
Over $1 million allocated annually to the Event Marketing Fund to be distributed to our local arts and culture organizations
Organizations that host events or seasons of cultural productions can apply for up to $25,000 annually for marketing support.  
Their event must support DTPID member hotels and generate a minimum of 30 hotel room nights
The funds must be used to target and market to communities outside a 50-mile radius of Dallas
Approved Non-profit applicants can request up to 50% of their funding prior to event start


S
Event Marketing Incentive Fund

Approved Applications: 31

Final Funded Events': /2
Hotel Room Nights Generated: 424,497

Approved Funds: $1.717,527
Unconditional Pre-Payments’: $ 616,632

Final Funded: $1,485,652

'DTPID pre-approved 9 events for fiscal year 2022 that due to
COVID-related difficulties were either canceled or rescheduled for
FY2023.

2Qualified non-profit groups may receive a portion of the
approved funding in advance for marketing purposes. The funding
may be received in the previous fiscal year.
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Presentation Notes
In fiscal year 2022, 81 events were approved for funding and 72 events completed their programming. 
9 events that had planned events in FY2022 were canceled or postponed due to COIVD- related difficulties. 

These completed events generated 424,000 hotel room nights.

A little more than 1.7Mil in funding was approved for 2022 and of that, $616,632 was paid out to non-profits in unconditional funding.

Some recipients of FY 2022 event marketing funding were Verdigris Ensemble, AURORA, Sammons Center for the Arts, Dallas Black Dance Theater, Children’s Chorus of Greater Dallas, The Black Academy of Arts and Letters, Teatro Dallas, Dallas Pride, Bishop Arts Theatre center,  the Dallas Zoo, among many others. 


Event Marketing Incentive Fund

Pre-Approved Applications: /2

Includes events rescheduled from FY22 61 Cultural Events
11 Sports Events

Pre-Approved Funds: $1,477,752
YTD' Final Funded Events: /
YTD' Estimated Room Nights: 6,348
YTD' Total Funded: $463,370°

'DTPID funded year to date (YTD)as of February 2023.
2Includes $394,221 in Unconditional Pre-Payment to Non-Profit Applicants
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Presentation Notes

The application portal for FY2023 opened on July 11th 2022, at 10am and was fully allocated in less than 72 hours, by 6pm on the 13th.

We have 72 events pre-approved,
Over $1.4 million allocated in pre-approved funding  - 
DTPID funded year to date, as of February 2023 - $463,370 -  of which $394,221 has been paid in Unconditional Pre-Payment to Non-Profit Applicants


Event Marketing Incentive Fund

- +31 MILLION ANNUAL - +$10.2 MILLION FUNDED
ALLOCATION

PN :223 orcanizations PN +513.2 MILLION APPROVED
PN :77 EvEnTs /N 1. MILLION ESTIMATED
ROOM NIGHTS

Applications for FY2024 will open July 10, 2023 at 10 am.



Presenter Notes
Presentation Notes
This is a look at the event marketing fund’s 10-year span lifetime:

Over $1 million annually is allocated to the Event Marketing Fund. 
At the end of FY 2022, more than 200 organizations and over 600 events have been supported. 
Over $10 million has been contributed, and over 1.6 million estimated hotel room nights tallied.

The application portal for FY 2024 will open this year on July 10th at 10am.

Dallas TPID funding in support of our local arts and culture community, improves the quality of life for residents and visitors alike, while also providing a positive economic impact to the city and is a vital program for a healthy tourism industry.


Fred Euler

Executive Director
Dallas Tourism Public Improvement District

nnnnnnnnnnnnnnnnnnn

nu"ﬂ:lllllllllllllllll
I] '“II. ::H‘-lllilll!::‘l
mm“ﬂ"uuiinili"""-’... ALLAS
l.ll!l-ll!.l III FiLL e -

iy Illllmu T )
LTI
LHJT::HI!!!;;;:fff;...“..... \

I
.r--




ADMINISTRATION

OPERATIONS - =
RESEARCH E =M
S
5% Service Plan Allocation ) -

Research
Recordkeeping
Risk management

Accounting | N B N e /4
Audit and tax 1 " . AN
Consulting
Administration
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- Z R FY22

| dud [} [
Financial Summary
REVENUE
Assessment revenue $ 17,386,756
PO HH Interest income 78,721
Z Z H |l I] | Il Bk Total revenue 17,465,477
" EXPENSES
Incentives and sales efforfts 5,734,592
Marketing 5,241,769
Sites and FAMS 1,015,388
Event funding applications 1,319,953
_ : N e Operations 670,701
Koo T _ Total expenses 13,982,403

CHANGE IN NET ASSETS $ 3,483,074




FY23 - FY27

Five-Year Service Plan Budget

FY24 FY25 FY26
Incentives & sales efforts 42.5% $ 8,451,975 $9.273,925 $9.975,175 $10,568,900 $ 11,097,175
Marketing 35.0% 6,960,450 7,637,350 8,214,850 8,703,800 9,138,850
Site visits & familiarization tours 10.0% 1,988,700 2,182,100 2,347,100 2,486,800 2,611,100
Event funding applications 7.5% 1,491,525 1,636,575 1,760,325 1,865,100 1,958,325
Operations/Research/Administration XA 994,350 1,091,050 1,173,550 1,243,400 1,305,550

100.0% $19,887,000 $21,821,000 $23,471,000 $24,868,000 $26,111,000

Expenditures are limited to actual collections not to exceed the 2% fee on each occupied room as defined in the petition.
Dallas TPID fiscal year is October 1- September 30.
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Presenter Notes
Presentation Notes
We used the Tourism Economics April 2022 revenue forecast as the starting place for this five-year service plan budget.
Budgets are approved annually by the Dallas TPID board and subsequently, the City of Dallas by council vote each fall.
This slide shows the Service Plan allocation of the collected fee.
The Service Plan, approved at the inception of the TPID, is the guiding document for how the fee revenue is expended.
2% assessment rate remains constant




Michael Rudowski

Vice President of Research
& Insights, Visit Dallas



State of the American Traveler - Expectation of

Recession

Question:

| expect the United
States will enter an
economic recession
sometime in the NEXT
SIX (6) MONTHS.

Source: Destination Analysts

Strongly agree

56.5%

Agree 33.8%

Neutral (neither agree

0
nor disagree) 32.6%

Disagree 8.2%

Strongly disagree 2.7%
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State of the American Traveler - Expectation of

Recession

Question:

LOOKING FORWARD -
Do you feel that a year
from now, you (and
your household) will be
better off financially, or
worse off, or just about
the same as now?

Source: Destination Analysts

Much better off 14.2%

48.3%

Better off 34.1%

Just about the same -
Neither better off nor
worse off

37.4%

Worse off 11.2%

14.2%

Much worse off 3.0%
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Tourism Economics Forecast Update

Forecast comparison: Demand Forecast comparison: Room revenue (STR)
Annual room nights, in millions Annual room revenue, in billions
10 s1 1.31 1.29
8.9 8.8 119 1.18
9 4 8. . .
8282 8484 3080 o483 $1 1.07 111 1.12
3 1.031.03 1.07
6.8 6.8
7 $1
6 0.770.77
5.0 5.0 >1
5
A 51 0.500.50
3 S0
2
SO
1
0 S0
2018 2019 2020 2021 2022 2023 2024 2018 2019 2020 2021 2022 2023 2024
Prior W Current Prior ® Current
Source: STR; Tourism Economics Source: STR; Tourism Economics
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THE CVB & THE FUTURE OF THE MEETINGS INDUSTRY

Executive Summary

B Increase somewhat or significantly m Decrease somewhat or significantly

Attendance figures af live meetings 26.9% 47.4%

- _— . 45.3%
Impact of local politics on destination selection s 6.8%

The number /volume of virtual /hybrid meetings held annually 20,79 41.7%

Importance of Environmental /Green Practices Certification (i.e. LEED) s 1 3.4% 41.5%

Incentives offered by destinations to hold your meeting there ™ o5 4%, 38.4%

. . |
The number/volume of live meetings held annually A 35.8%

Importance of Destination Safety Certification programs (i.e. GBAC) e 12.5% 33.7%

. . ——
Client /meetings budget ggg://g

Service provided by Convention & Visitors Bureaus s 10.6% 31.4%

“Hot Dates” /Value dates programs offered by cities/destinations s 17.9% 30.7%

: ]
Attendee pickup of the room block e 24.30/130.4%

- v s - . |
Meeting planners’ ability to negotiate with hotels _28.3%35.6%

. . ]
Service levels at ho'rels/meehng venues _26'2% 37.7%

Cancellation of meetings due 1o the pandemic e O — 6 | 57

0% 20% 40% 60% 80% 100%

. . Question: Thinking about the future of the meetings industry, in the next 3 years, how do you
Source: Destination Analysts N N / 4 /

expect the following factors related to the meetings industry to change (if at all)?
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THE CVB & THE FUTURE OF THE MEETINGS INDUSTRY

Executive Summary

Anticipated Meeting Volume By Type For 2023 vs. 2022 & 2021

Relative to 2022, planners are anticipating the volume of

live meetings to increase in 2023 but they also anticipate 8.0
B Avg # Anticipated for 2023 Avg # Hosted in 2022 Avg # Hosted in 2021
the continuance of hybrid meetings as well.
6.0 5.6

5.2
Booking windows continue to be shortened relative to 43
pre-pandemic times with nearly half (48.1%) of planners 4.0 3.6 39 3.6
booking events 6-12 months in advance and over one-in- 24 2.4
five (22.4%) booking live event venues less than 6 months 2.0 1.7
out. Unfortunately, compression caused by postponed
meetings and high leisure demand are making it more 0.0

Live Hybrid Virtual only

difficult to source.

Questions: 1. In 2021, how many live, virtual and hybrid meetings have you been involved in the planning of2 2. In
2022, how many live, virtual and hybrid meetings have you been involved in the planning of¢ 3. Looking ahead, how
many live, virtual and hybrid meetings do you anticipate planning for all of 20232

Source: Destination Analysts
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Dallas Hotel Revenue Performance
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January Dallas Hotel Revenue Soars
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Brad Kent

Chief Sales Officer
Visit Dallas




LOOKING FORWARD

Excitement Ahead

NCAA Women's Final Four

Division |, I and Il
March 31 — April 2, 2023
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Presenter Notes
Presentation Notes
NCAA Women’s Final Four
Title games for all three National Collegiate Athletic
Association (NCAA) women’s basketball national
championships — Division I, II and III — will be played in
Dallas March 31-April 2. It will be the second time that all three
women’s basketball divisions will crown a national champion
in the same city, matching what took place in Indianapolis in
2016. In addition, the 2023 NCAA Women’s Final Four will be
the culmination of the 50th anniversary celebration of Title IX.


o T

LOOKING FORWARD

Excitement Ahead

FIFA World Cup 2026™
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Presenter Notes
Presentation Notes

FIFA World Cup 2026™
On a live broadcast from New York City, officials from the
International Federation of Association Football announced
Dallas as one of 16 host cities for FIFA World Cup 2026™
hosting matches between 48 soccer teams. The Dallas Sports
Commission projects a revenue impact of at least $400 million
to the region for the event, which will also further Dallas’
visibility on the world stage and solidify its place on the short
list of major cities to host global events.


LOOKING FORWARD

Excitement Ahead

Convention Center &
Fair Park 2028




DALLAS CONVENTION CENTER TIMELINE

HEW COMYEMTION CENTER
COMSTRUCTION BEGIMS

2024

AVAILABLE 5PACE
EXISTING KBHCCD

EXHIBIT: T24 524 5F
BALLRODOM: 65339 5F
MEETING: 79734 5F

= Site work begins on new
conmvention center

« Halls &, B, C, I, E. F available

= Vertiport and Hall F loading
dock demolished

= Freight access to Hall F through
Hall E

= Arena interior renovations begin

AVAILABLE 5P
EXISTING KBH

EXHIBIE AT7, 488 =F
BALLRDOw: &5 339 5F
MEETING:  PRTEL 5F

+ Halls E and F demolished

+ Halls &, B. C. D available

AVAILAE

EXISTING

EXNHIBIT: 304,250 =F
BALLROOM: 456179 5F
mEETING:  &0.564 5F

+ Hall D demolished

= Halls &, B, C available

+ Aecess between Hall C

and Omni Hotel via ternporary

sky bridge

+ drena interior renovation
complete

HEW CONVENTION
CEMTER OPEMS!

-

2028

AVAIL ABLE SPACE

¥ CONYEMTION CENTER
EXHIBIT: BO0UD00 =F
BatRoos: 170,000 5F
MEETIMG: 260000 5F

LOWMMG DOCKS: &5+
PaRiNG: 2000+

» Mew planned high-rise hotel opens
a|:||a¢_'l|=r'l o méw convenbon cenber

+ Remaining KBHCCD demalition
and Convention Center District
development beging

« Development of deck park
connecting Downbown to Cedars

D‘IStr 1Ct continues

+ Arena exterior refurbshment beglr':.

VISITSALLAS



Presenter Notes
Presentation Notes
Convention Center & Fair Park
Plans for a $2 billion, 2.5-million-square-foot convention center located adjacent to the current Kay Bailey Hutchison Convention Center Dallas were approved, and the initiative is underway with expected completion in 2029. Featuring 800,000 square feet of exhibit space, the center will also house 400,000 square feet of breakout space, including a 100,000-square-foot ballroom. With a larger capacity and
the ability to host two large conventions at once, the center is expected to nearly double annual attendance and associated revenue for the city.
This new center will anchor a lively new Convention Center District, a walkable destination that also will serve to connect downtown Dallas with other noteworthy areas, including the Cedars and the planned Rail District. The opportunities to attract both locals and visitors are boundless.
Dallas’ historic Fair Park — one of the most visited places in Texas thanks to the State Fair of Texas — will update many of its iconic, 130-year-old buildings. The Automobile Building, Centennial Hall, the Fair Park Band Shell, Music Hall at Fair Park, Cotton Bowl Stadium and Fair Park Coliseum will each get sleek new designs and visitor-friendly amenities and
features that will allow for even more events in Dallas.



Fred Euler

Executive Director
Dallas Tourism Public Improvement District

nnnnnnnnnnnnnnnnnnn

nu"ﬂ:lllllllllllllllll
I] '“II. ::H‘-lllilll!::‘l
mm“ﬂ"uuiinili"""-’... ALLAS
l.ll!l-ll!.l III FiLL e -

iy Illllmu T )
LTI
LHJT::HI!!!;;;:fff;...“..... \

I
.r--




<!
M

)
{

H
-
=
5
-:
-]

*
~I
L]




GULLIGREERES

..“._.m._“"._.. il e

| | _ﬁ

TR g

TLETT I L el L -+
.h. - L8

L..1|-_v




	Dallas Tourism Public Improvement District
	WELCOME
	Mission
	Slide Number 4
	Slide Number 5
	Slide Number 6
	TIMELINE
	DISTRICT
	FY23 EXPANSION
	OVERSIGHT
	�BOARD OF DIRECTORS�OFFICERS�
	BOARD OF DIRECTORS
	EX OFFICIO
	SERVICE PLAN
	Slide Number 15
	INCENTIVES & �SALES EFFORTS
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Group Production�Final
	Slide Number 22
	Average KBHCCD Size�Conversion Rate Growth from 2019
	By The Numbers for 2030 & Beyond�Kay Bailey Hutchison Convention Center Dallas
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Tourism // Client and Media�24 FAMS
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	�HOTEL INCENTIVE FUND
	Hotel Incentive Fund Overview
	Slide Number 41
	MARKETING
	Slide Number 43
	Campaign Parameters
	Slide Number 45
	Budget and Timing
	New and Noteworthy
	Slide Number 48
	FY22 Campaign Results�(vs FY21)��
	Advertising Effectiveness: Insights
	Campaign Performance:                        �City of Dallas Room Nights
	Campaign Performance:                       �Trip Spending
	Slide Number 53
	2023 Media Plan Highlights
	Media Objectives & Strategies
	In-Market Timing
	New & Noteworthy – Leisure
	New & Noteworthy -     �Fly market Leisure plans
	New & Noteworthy – Trade�Creative examples only
	New & Noteworthy – Trade�
	Public Relations // Media�16 FAMS
	Slide Number 62
	Slide Number 63
	Slide Number 64
	EVENT MARKETING�INCENTIVE �FUND
	Slide Number 66
	Event Marketing Incentive Fund
	Event Marketing Incentive Fund
	Event Marketing Incentive Fund
	Slide Number 70
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Slide Number 75
	Slide Number 76
	Slide Number 77
	Slide Number 78
	Slide Number 79
	Slide Number 80
	Slide Number 81
	Slide Number 82
	Slide Number 83
	Slide Number 84
	Slide Number 85
	Slide Number 86
	Slide Number 87
	Slide Number 88
	Slide Number 89

