






HALIFAX AREA ADVERTISING AUTHORITY
INCLUDING THE FORMER DAYTONA BEACH AREA CONVENTION AND VISITORS BUREAU

BUDGET FOR FISCAL YEAR 2013-14

AD AGENCY
340 000

2013-2014 Proposed Budget Total $7,564,617
ADVERTISING

2,400,000

OPERATIONS
375,980

5%

340,000
4%

32%
FULFILLMENT * 

449,703
6%

ADMINISTRATION
1,256,573

17%

CONSUMER MARKETING*
39,400

1%

TRAVEL TRADE* 
204,000

3%

COMMUNICATIONS/PUBLIC
RELATIONS*

181,400
2%ACHT* 

RESERVE EXPENDITURES 
790,071

DIGITAL MARKETING*
88,650

1%

35,700
0%

TOURISM EVENTS*
261,225

3%

VISITOR INFORMATION

GROUP SALES 
635,915

8%

FILM OFFICE*

AD AUTHORITIES 
COLLABORATION FUND

100,000
1%

OCEAN CENTER MARKETING

10%

VISITOR INFORMATION
CENTERS*

1,000
0%

FILM OFFICE* 
5,000

0%

OCEAN CENTER MARKETING
400,000

5%



HALIFAX AREA ADVERTISING AUTHORITY
INCLUDING THE FORMER DAYTONA BEACH AREA CONVENTION AND VISITORS BUREAU

BUDGET FOR FISCAL YEAR 2013 14BUDGET FOR FISCAL YEAR 2013-14

2013 2014 P d B d $7 564 6172013-2014 Proposed Budget $7,564,617
Administrations/Operations and Advertising/Marketing/Sales

% of Total Budget

ADMINISTRATION &
OPERATIONS

1 632 5531,632,553
22%

ADVERTISING, MARKETING &
SALES

$5,832,064 
78%



I. Install new Market Facing Business Model

II. Realize better efficiencies in staffing, 
d f lfillprocesses and fulfillment

III Establish new brand advertising that breaksIII. Establish new brand advertising that breaks 
through the noise and clutter

IV. Improve ROI tracking and booking 
conversion systemy



Bed Tax Collections up 5%5% and going higher

Hotel/Lodging Key indicators allall improving

Leverage our new AD campaign into 
increased  C.D.T. growth in 20142014c eased C g o t 00



Increased advertising budget by 33%33%
TV, Print, Digital, OOH

Increased travel trade marketing/sales effortsg/
Canada, UK, Germany, AAA (US)

Increased direct mail marketing-FL & Eastern USIncreased direct mail marketing FL & Eastern US
Special events, Drive seasonal promotions

Re e t bli h GOLF D t Be hRe-establish GOLF Daytona Beach
Group & FIT, Leisure packages



Research Driven Advertising/Marketing
◦ Conducted research workshop (June)
◦ Utilized PRISM study, Hispanic & African American 

market studies to drive media strategymarket studies to drive media strategy
◦ Additional focus groups planned for Fall 2013

Shared Service Collaboration 
◦ SEVAA & WVAA Inclusion in 2014 Visitor Guide
◦ Cooperative advertising- Orlando AAA Canada◦ Cooperative advertising- Orlando, AAA, Canada 
◦ Joint media & travel trade FAMS trips Spring 2014
◦ Combine media purchasing (lower rates & 

expanded AD coverage)



Communication Plan
◦ Ad Authority Directors and Board Chairs to meet 

quarterly
◦ Ad Authority Directors to present resultsresults to CountyAd Authority Directors to present resultsresults to County 

Council in December, March, June, September 

C ll b i Di M k iCollaborative Direct Marketing
◦ Develop Volusia Golf Trail Program
◦ Develop Fishing Marketing ProgramDevelop Fishing Marketing Program
◦ HAAA direct/e-marketing partner programs

Geo, seasonal and event targeted campaigns


