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To our Partners and Friends:

The Tempe Convention & Visitors Bureau

is pleased to provide our FY 2010/2011
Marketing Plan. Our staff is ready to embark
on a year-round plan to attract visitors and
drive business to Tempe's hospitality
community. You will read about the
incorporation of new technologies as well
as the use of the tried and true marketing
tactics. Cooperation with other Valley cities
and the Arizona Office of Tourism will also
play an important role in our marketing
activities over the next year.

We will be creative and ensure that our
plan contains a targeted, multi-layered
approach to reach our target markets.
Once you have read through the plan,
please do not hesitate to contact us with
further questions.

As always, we appreciate your support of
Tempe's tourism industry.

Stephanie Nowack
President & CEO
Tempe Convention & Visitors Bureau

On behalf of the Board of Directors, | would
like to thank the Tempe City Council,

city staff, numerous members and partners
who support the ongoing efforts of the
Tempe Convention & Visitors Bureau. The
need for a comprehensive tourism marketing
approach is extremely important for the
livelihood of the thousands of workers in

the hospitality field. The tourism industry

is also vital to the health and well-being of /
Tempe’s economy. Stephanie Nowack

Tempe is a welcoming destination that
provides something for everyone. It is the
mission of the Tempe CVB to promote Tempe
and generate revenue through tourism. We
are pleased to present this Marketing Plan
for Fiscal Year 2010/2011. We hope that

the new year will bring a host of new visitors
to the City of Tempe.

Daryl Crawford

Thank you for your continued support.

Daryl Crawford
Chairman of the Board
Tempe Convention & Visitors Bureau



Vision: To be the most trusted source of travel information for the City of Tempe.
Mission: To promote the City of Tempe as a desirable leisure and business fravel destination.

Organization: The Tempe Convention & Visitors Bureau is a non-profit 501 c(6) organization
and has been in operation since 1988. The Tempe CVB receives dedicated
funding from the City of Tempe bed tax. Other funding sources include
grant programs, membership dues, co-op participation and in-kind support.

Visitor Info: Main Office & Visitor's Center
51 West Third Street, Suite 105, Tempe, Arizona 85281
Toll-free: 1-800-283-6734
Email: info@tempecvb.com
Online: www.TempeTourism.com Tempe Town Lake &
mobile: www.ExploreTempe.mobi Tempﬁ Ciqfer or
Social: www.facebook.com/VisitTempex Twitter: @VisitTempe o
Finance & Administration Marketing & Communications
Stephanie Nowack - President & CEO Michael Martin - Executive Vice President
stephanie@tempetourism.comnx  480-305-1380 michael@tempetourism.conx 480-305-1370 The Tempe CVB
staff is always
Ginger Dude - Office Manager Toni Smith - Communications Manager accessible and
ginger@tempetourism.comx 480-305-1360 toni@tempetourism.corx 480-305-1372 prepared to
market Tempe
Group Sales & Membership Amy Richert - Digital Marketing Manager as a destination.
Mark McMinn - Director of Group Sales amy@tempetourism.cornx 480-305-1385

mark@tempetourism.comx 480-305-1365

Nancy Black - Tourism Development Manager
Amy Miranda - Group Sales Manager nancy@tempetourism.conx 480-305-1368
amy.miranda@tempetourism.corx  480-305-1357

Shawn Lewis - Sports & Tourism Marketing Manager
Sofia Preston - Membership & Services Manager shawn@tempetourism.cors 480-305-1377
sofia@tempetourism.conx  480-305-13%90

Visitor Center
Olivia Jara - Customer Service Specialist
olivia@tempetourism.cors  480-894-8158 2



2010 / 2011 Board of Directors

Chairman
Daryl Crawford
ASU Karsten Golf Course

Vice Chairman
Robin Trick
House of Tricks

Secretary / Treasurer
Ken McKenzie
Tempe Mission Palms Hotel

Past Chairman
Denise Neff
Vestar

Ex-Officio
Mary Ann Miller
Tempe Chamber of Commerce

Nancy Hormann
Mill Avenue District

David Strang
Dimension Communications

TCVB President & CEO
Stephanie Nowack
Tempe CVB

Directors
Michael Aftanski
Hyatt Place Tempe

Travis Dray
City of Tempe

Steve Eberhart
The Buttes, A Marriott Resort

Shelley Hearn
City of Tempe

Colleen Jennings-Roggensack
ASU Gammage

Julie Jones
Insight

Bill Kennedy Jr.
ASU Intercollegiate Athletics

Steve Lynch
Four Peaks Brewing Company

Rodolfo Madero
Descubre Phoenix

Henry Naber
Fiesta Resort Conference Center

Todd Olson
Arizona Mills

Deborah Ostreicher
Phoenix Sky Harbor
International Airport

Kathi Overkamp
UsS Airways

Jeff Preston
Embassy Suites Tempe

Adrienne Richwine
City of Tempe

Tom Rogers
Arizona Amateur Athletic Union

The Buttes,
A Marriott Resort

John Sallot
Desert Botanical Garden

Al Taylor

Special Moments The Tempe CVB

Board of Directors
is comprised of
community
leaders
representing
various aspects
of Tempe’s
tourism industry.

Pat Thielen
Twin Palms Hotel

Peggy Traister
Rustler’'s Rooste

Margie Traylor
Sitewire

Shannon Williams
Activat8 Consulting

Mary Young
M.Y. Events Inc.



Tempe CVB Budget & Market Conditions

2010 / 2011 Projected Revenue 2010 / 2011 Projected Expenses

City of Tempe Bed Tax:  $2,000,000 Marketing Programs: $1,154,129
Prop 302 Funding: $ 203,298 Personnel: $ 913,033
Promotional Participation: $ 56,080 Operations: $ 271,716
Membership Dues: $ 20,000 In-Kind: $ 42,900
Advertising Income: $ 50,000
Annual Breakfast: $ 7,500 TOTAL: $2,381,778
In-Kind Donations: $ 42,900
Interest: $ 2,000
TOTAL: $2,381,778
Occupancy Average Daily Rate Revenue Per Available Room
2008 2009  %t/- 2008 2009 % +/- 2008 2009
Tempe 62.4% 53.1% -149% Tempe $104.58 $89.24 -14.7 Tempe $65.28 $47.42 -27.4
Phx Metro 59.4% 52.4% -11.8% Phx Metro $124.93 $105.72 -15.4 Phx Metro $74.15 $55.36 -25.3

*Total number of hotels in Tempe 45 **Total number of rooms in Tempe 5,502

The downturn in our economy began in 2008 and continued during 2009, with the greatest initial impact in the luxury and
upscale markets. The economic conditions, coupled with the now famed 'AlG Effect’ wreaked havoc on room rates,
particularly in high end destinations. While Tempe is not considered a luxury destination, our neighboring cities,
Scottsdale and Phoenix are regarded top, upscale destinations with resorts, spas and world-renown golf. The market
conditions forced the upscale properties in the Valley to cut rates and offer unheard of deals to drive occupancy.

While Tempe is not immune to the economic conditions, our hotels were forced to compete with properties that,
traditionally, were at a higher price point. This caused many of Tempe's hotels fo match or discount to lower rates
resulting in significant drops in ADR and Occupancy.

As we entered 2010, there were signs of recovery for the industry. Occupancy, ADR and RevPar, the three important
indicators, started to show positive increases. While progress was encouraging, Arizona is now faced with repercussions
from SB1070. While the impact of this bill on Arizona’s tourism is yet to be seen, we will continue to market Tempe
aggressively as a welcoming, dynamic destination.

% +/-

Start with a plan
to succeed

Through May
2010, Tempe’s
year-over-year
indicators are

showing positive
growth for the
first time in almost
two years.



Tempe CVB Value

Tempe CVB
Marketing Activities

Advertising

Group Sales

Communications

Audiences

Tourism Marketing &
Development

Proper preparation
and execution will show

winning results.

Digital Marketing

Sports Marketing Consumers

ASU Partnerships Sports Rights Holders

Media & Travel Writers

Domestic & Receptive
Tour Operators

AAA/CAA Travel Agents

The Tempe
Convention &
Visitors Bureau

g o
Results \o‘e“\ Meeting Planners s
*xot®
e\l\"\\o *Destination Expert
oo
'\
e *Client Resource

Generates revenue for *Primary Promoter

the City of Tempe, Tempe’s

*Community

businesses and helps to sustain
P Connector

a desirable quality of life

for residents.



Goals

*Be a trusted source of Tempe tourism
information.

*Provide quality information and service to
leisure and business travelers.

*Generate business opportunities for members.

*Leverage marketing budget with other
partners to further collective reach.

*Focus efforts on programs in a targeted
manner.

*Be an active partner in the community.

Objectives

*Qperate visitor's center and provide Tempe
and statewide information.

*Produce professional, creative collateral that
reflects Tempe's brand image.

*Ensure that Web sites are current and employ
the latest marketing tools.

*Create marketing strategies that target
meeting planners, sports rights holders and
consumers within target areas.

*Utilize new, digital technologies to further
advance Tempe's message.

*Generate leads for potential business for
Tempe membership.

*Collect and report data to track Tempe's
leading tourism industry indicators.

*Participate on committees, boards, networking
events and other programs to secure a CVB
presence in the community.

*Collaborate with other Arizona destinations
and members to leverage marketing dollars.

*Generate exposure for Tempe with local,
regional, national and international media.

*Secure and support events and programs
that generate room nights for Tempe.

*Continue to seek out new, niche opportunities
that could lead to additional business.

Team effort

The Tempe CVB
staff is
encouraged to
seek out
collaborative
efforts with
Arizona cities,
members and
those who can
influence travel
o Tempe.



New Initfiatives for 2010/2011

Tempe Tourism Office trade name

-The Tempe Convention & Visitors Bureau will use a new
trade name that more accurately reflects the business of
our organization. The official business and legal name will
remain the Tempe Convention & Visitors Bureau. However,
for marketing purposes, we will be known as the Tempe
Tourism Office. Over the past couple of years, we have
found that the term "CVB" is not well known outside of the
tourism industry and consumers at large are much more
familiar with the term *tourism office’.

Receptive Tour Operators

While this is not a new market segment, the Tempe CVB
sees the value of seeking business from the international
market. After input from our hotel partners and reviewing
the economic redlities, the international market could
provide Tempe with incremental business opportunities.

Social Media Marketing

The Tempe CVB will expand on our current approach to
social marketing. Beyond just having a Twitter handle and
a Facebook page, we will treat these tools as promotional
opportunities and a platform for community. Therefore,
we will seek content from local area bloggers and
incorporate more photos and video info our social and
online sites. We will also make modifications to allow for
insertion of reviews from sites such as Yelp! into our existing
sites.

Membership Service Enhancements

The Tempe CVB wiill be introducing a new services
program by offering an all-inclusive community
experience for groups coming to Tempe, and to assist the
hotels in their sales process by offering our services to all of
their clients. Services will include welcome letters, site
inspection assistance, on-site amenities and personalized
thank you notes. Hotels will be encouraged to include the
TCVB in the process from RFP to the post-event follow-up.

Sports

The sports market has served Tempe very well over the
past number of years. To continue our success, we will
join the Greater Phoenix Sports Commission and be
more active in the statewide Sports Alliance efforts. By
working with our counterparts in other cities, we hope
to land large, regional events that benefit Tempe

as well as our neighboring cities. Tempe is also pleased
to announce a new event slated for November 2010:
The Women'’s Half Marathon and 5K race. The event
will start in Scottsdale and end in Tempe, bringing a
projected 5,000 participants to our city.

at Tempe
Center for the Arts

Consortium

The Tempe CVB will seek out new, creative leveraging

opportunities with Phoenix, Scottsdale and the Arizona

Office of Tourism to create more impact in select

markets. As a group, we have the opportunity to

bring down costs, create a greater impact and Ideas, whether

develop additional touch points to expand our big or small,
message. have an
. opportunit
Full Service Co-op PP 4
; . \ . o make a
The Tempe CVB will partner with Tempe's full-service oo
hotels to develop a multi-layered campaign targeted big impact.

to group meeting planners. The campaign will include
print advertising, online banners, newsletter distribution,
direct mail and fradeshows.

Leisure Marketing Co-op

The Tempe CVB will seek support from Tempe's hotels
and attractions to develop a co-op ad campaign
targeting AAA members in Southern California,
Northern California and Arizona focused on Spring
and Summer Travel.



Advertising

Marketing Tactics

*Sunny Arizona (CO-OP)

-Partners:
-Target:
-Program:

Mesa and Chandler
AAA/CAA members & travel agents

Advertising in 3 Midwest AAA publications,

direct, mail, fravel agent programs and
fulfillment.

*Tempe Full-Service Hotel Partnership (CO-OP)

-Partners:
-Target:

-Program:

Tempe Full-Service Partners

Association, SMERF and Corporate
Meeting Planners.

Development of print advertising in three
association oriented publications. Will also
include additional e-communications,
banner ads, direct mail and trade shows.

*Valley Consortium - Canada/Domestic (CO-OP)

-Partners:
-Target:

-Program:

Phoenix and Scottsdale

Canadian consumers

Denver consumers

Leveraged ad buy in Canada through
Arizona specific inserts in consumer
publications. Leveraged ad buy in
Denver to promote easy access, weather
and spring training. Also may include
direct mail, pay-per-click other

online components.

Tempe Leisure Focus - Spring (CO-OP)

-Partners:
-Target:
-Program:

Tempe hotels and attractions

AAA Consumers - N. & S. California
Focus on AAA members in both Northern
and Southern California driving spring
travel to Tempe. Campaign will

include direct mail, fravel agent
promotions and e-communications.

*Tempe Leisure Focus - Summer (CO-OP)

-Partners:
-Target:
-Program:

Tempe hotels and attractions

AAA Arizona members and families
Focus on Staycation concept and
targeting AAA members and families
from all parts of Arizona to boost
summer fravel to Tempe.

*Tempe Leisure General

-Target:

-Program:

*Mexico
-Target:

-Program:

*LGBT
-Target:

-Program:

Consumers interested in spring
training, arts/culture, Arizona travel,
warm weather and sightseeing.
Leisure focused advertising in four
publications in Southern California,
spring training team cities and the
Midwest.

Consumers in Northern Mexico -
specifically in the state of Sonora.
Partnership with Descubre Phoenix visitor
center in Hermosillo, Sonora. Partnership
includes Phoenix, Scottsdale and Chandler.
Various seasonal ad campaigns focused
on back to school, holiday and summer
travel peaks. Campaign components
include e-communications, radio and
in-store promotions.

LGBT in-state and regional leisure fravel
from Arizona, Colorado and New Mexico.
Advertising in three sister publications that
target the LGBT traveler. Components will
include advertising, brochure distribution
and representation at regional events.

Meeting Planner Ad

Call-to-actions
on all TCVB
advertisements
include a
foll-free number
and unique URL.
Soon, they
will also
contain a
mobile option.



Digital Marketing Tactics

Web site Development

*www.TempeTourism.com

-Highlights:

-Promotion:

Tempe's main tourism Web site. This site
was launched in January 2009 and
continues to drive high visitation rates.

Site contains listings for members, calendar
of events, blog, YouTube video, search
capabilities, request for information, photos
and information on what to do in Tempe.
Usage of unique URLs to track visitation
from various Tempe CVB marketing
programs.

Google analytics to track usage of the site.

Pay-per-click ad placement on content
networks to drive qualified visitation to
the site.

Banner advertising on select sites to drive
traffic to the site.

Creation of video content fo drive Google
rankings and provide user with additional
insight for more engaging experiences.

Development of 'Story Boxes' that provide
more in depth insight into specific Tempe
attributes such as Outdoor Recreation,
Arts and Culture and Sports.

Constant updates which provide
new, Google friendly content to drive
opftimization for first page listings.

Provides opportunity for all TCVB members
to offer specials or coupons for automatic
download from the site.

*www.TempeScene.com

-Highlights:

-Promotion:

Tempe's arts, culture and event Web site.
This site was launched in the Spring 2009
and provides a master calendar of events
for everything related to arts and culture in
Tempe, including festivals, book readings,
art exhibitions and live music.

Main call to action in Sunset Magazine

to draw interest from consumers interested
in arts & culture.

Google analytics to track usage of the site.

Pay-per-click ad placement on content
networks to drive targeted visitation.

Banner advertising on Showup.com fo
brand Tempe as an arts and culture city.

Constant updates to the site to provide
new, Google-friendly content to drive
opftimization for first page listings.

*www.VisitSunnyAZ.com

-Highlights:

Promotion:

Newly re-built site promoting the Sunny AZ
cities of Mesa, Chandler and Tempe. This
site has been in existence for 7 years and
has been a primary call to action for the
Sunny Arizona cooperative campaign
targeting AAA/CAA agents & consumers.
Google analytics to track usage of the site.

Pay-per-click ad placement on content
and ad networks to drive qualified visits.

Constant updates to provide new,
Google-friendly content to drive search
engine opfimization.

GET TO KNOW TEMPE WHERE TL

Think Tempe First!

TempeTourism.com

On an annual
basis, all of the
Tempe CVB
Web sites
combined
receive more
than 800,000
visits.



