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Augusta’s Brand Story Augusta Convention & coNTENTS

Visitors Bureau Augusta's Brand Story

What the Community’s Saying :

Community Comments

I 4
¢  have never seen Augusta like this. It feels like visitorimpact

we’re on the verge of something big! »? 5
Visitor Profile

“It feels like we’ve finally found the right balance.” &

Marketing & Guest
Experiences

Basoycr 125 vears, hospitalit R EE “There is already so much going on, like festivals, 15
2 Concerts, etc. 99 Public Relations

heart of Augusta, and that heart beats strong -

amid the ingenuity and innovation of today’s ““ There seems to be an excitement about Augusta for Guest Experiences
prosperous and thriving community. There are the first time I can remember.” 7

those drawn to the city’s history and heritage, but Community Engagement
alongside the banks of the Savannah River they “I grew up here, and I hardly recognize it now.” 18

also discover an Augusta that is alive for a new Destination Development
generation: one that celebrates the city’s arts and “There are great things happening here.” 9

Film Marketing

culture, flourishes with its dynamic recreational « ’s
There’s so much good stuff to be proud of.

opportunities, revels in the renewed appreciation 20
of the region’s storied past, and pulses with ek Operations & Governance
a contagious vitality that promises a bright W I’lbram i";"lnt,‘,’wn helps us gefRkeep the et SN 21
talent available. 3 / i

tomorrow for the new Augustan. S e ey

1 y ¥ 2 - . 22

There is so much going on for Augusta. We're so 3 The Augusta CVB
~ much more than the Masters, Medical, and Military. | »

X |

T - 23
! £ > |
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Augusta's River Region
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Visitor Impact

e

Entertainment

Employment Tax ReliehPer Household

4,782 $529 .

Jobs As a Result of Taxes
=Generated by Tourism

e AL e i N
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Seur€erGeorgia Department of Economic Development
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&

Shopping

State Taxes

$23.9

Million

Transportation

Local Taxes

Million

Visitor Profile

Who is the Augusta Traveler?

51% $188 Million 2.8

Visiting friends Spent in restaurants, Average nights
and relatives 25% of total spending stayed

76%

Use social media
for travel

m
-—
—~] s = 29
Well-educated,
professional

Lives within Travels without
driving distance children

Enjoys shopping, fine dining,
landmarks or historical sites,
golf, and museums

oday sI03ISIA GLOTZ BISNSNY ‘SN [9ABLL SPoOoMSUOT :92In0S

Target Audiences

¢

Location Radius
Within

0

Primary

¢

Secondary

Millennials: Baby Boomers:

This demographic seeks They have the available
new and authentic time and income to enjoy
experiences. miles. a weekend getaway.

Top Interests of Millennials

CRAFT HISTORY

& HERITAGE U

EATERIES

COCKTAILS
& BEER SITES
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Marketing & Guest Experiences

Position and promote the region
as a preferred destination for
leisure and meeting travel. IN 2018

The Augusta CVB will L 2 O 1 8

expand its video production and

2018 Marketing ObjeCtiveS marketing efforts to position and Total Adve rtis ing Me dia e

Utilize locals to tell Augusta’s story promote the area as a unique

Engage new target audiences visitor destination across all | N v E S _I_ M E N T
through innovative and interactive digital platforms.

digital strategies

Take advantage of new, emerging
technologies

Enhance and expand social media marketing

Strengthen and expand collaborations and

partnerships with local industry and economic

development partners

| $356,295 e

(76%)

-

YouTube.com/VisitAugusta
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Advertising Samples

Southern charm meets classic beauty.

Nightlife takes a tasteful turn.

c A

£ l{’A
//‘:rnn(.za

Paint the town.
Make new friends,
And try new traditions.

Digital

Here, savor life's precioussmoments.

| A e

Take time for wonder.

Make family time delicious!
Q Pizza Joint

8 Augusta Convention & Visitors Bureau

2018 Media Plan

C A ) 22 1/5»
— CONVENTION &
VISITORS BUREAU

Culinary

Outdoor Arts & Events

History/Heritage

Masters 4/5-4/8

JAN FEB

Augusta CVB 2018 Leisure Media Plan

MAR

APR

MAY | JUN JUL AUG

SEP

OCT NOV DEC

Atlanta Magazine - June FuIIAlLuge
Southbound Magazine - April FuIIAl:iage
Southbound Magazine - October FuIIAquge
Food Network Magazine 1/6::ge
FACEBOOK + INSTAGRAM Newsfeed (Single, Carousel + Video) / Right Side / Retargeting
HUDDLED MASSES -
X . Desktop + Mobile / Banners + Video
Programmatic - Banner + Video
MobILEFUSE - Banners + Banners + Banners + Banners +
Programmatic - Banner + Video Video Video Video Video

TRAVELSPIKE - Travel Network -

Banner + In-Image

Desktop + Mobile / Banners + In-Image

QUANTCAST - Programmatic -
Banner + Video

Desktop + Mobile / Banners

Orangel42

Augusta CVB 2018 Meetings Media Plan

Desktop + Mobile / Banners

Georgia Tourism - eNewsletter Ft. Content Ft. Content Ft. Content Ft. Content
(bi-monthly delivery) Partner Partner SR Partner
AdServing Fee AdServing

Georgia Society of
Association Executives

Georgia Travel Guide - 2019

1/6 Page Ad

Augusta CVB 2018 Co-op Media Plan

1/2 Page
(x2)

Southbound Magazine - April

Full Page
Ad

FACEBOOK + INSTAGRAM

Newsfeed (Single, Carousel) / Right Side

HUDDLED MASSES -

Programmatic - Banner + Video

Desktop + Mobile / Banners + Cinemagraph

AdServing Fee

AdServing

Augusta Convention & Visitors Bureau
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The New Augustan

Launched NewAugustan.com:
A Digital Celebration of Augusta’s
River Region

5,000+

PAGE VIEWS SINCE
SEPTEMBER 2017

CHEF SEAN WIGHT: A CULINARY PHILOSOPHY BUILT ON LOCAL BOUNTY
AUGUSTA HONEY €O, / AIKEN'S BLESSING OF THE HOUNDS / FRESH TAKE ON A CLASSIC COCKTAIL
THE LUCY CRAFT LANEY MUSEUM / VINTAGE OOOLLEE / AUGUSTA MUSEUM OF HISTORY

A — G ---------------------

A CELEBRATION

RICHMOND
QUNTY

AUGUSTA'S
RIVER REGION

NEWAUGUSTAN.COM

A celebration of the spirit of Augusta’s River Region, The New Augustan magazine is the authority on our
distinctive style of Southern life—offering an ongoing narrative of her charm and energy, and giving our
readers a novel look into the area’s history and culture. Whether you’re a local or guest, The New Augustan
offers stirring narrations of the diverse places and personalities that make Augusta and Augusta’s River

Region so captivating.

aln
2017

62,39

Magazines Distributed

o
Out-of-Market

INCLUDES SERVICING GROUPS,
STATE AND REGIONAL VISITOR
INFORMATION CENTERS,
REGIONAL HOTELS AND
ATTRACTIONS, ETC.

o
In-Market

INCLUDES LOCAL BUSINESSES, 47.8% 52.2%

OUTDOOR DISPLAY RACKS,

INDUSTRY PARTNERS, DIRECT

MAIL TO AUGUSTA’S RIVER
REGION

“Congrats on another outstanding issue of The New Augustan.
This is the city of Augusta I know and love, and this is the way we

should be telling our story. Bravo!”
—Shell B.

“Love the work you’re doing on The New Augustan. I've seen
quite a few CVB publications, and nothing comes close.”

—Former Travel & Leisure Writer

The fifth issue of The New Augustan will be released in March 2018.

10 Augusta Convention & Visitors Bureau
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VisitAugusta.com VisitAugusta.com
Top 5 Pages Visited

Total Sessions Page Views
377985 872,515 1 ;
b b
Time on Site: 1:56 Pages Per Visit: 2.31 A Q
s Things to Do 4 Free Things <
\ to Do /
45 _ 90 _ 9 ,J 5“ "y
40 - 80 | 388 20 4\
35 |- 70 Attractions Events Shopping
30 - 60 |-
25 50 |-
20 40 -
15 [ 30
1.0 20
05 10
0.0 0.0
& visitaugusta.com

Source: Google Analytics and Simpleview Inc. 2016 @ 2017 O/
VisitAugusta.com Top States of Origin 6 8 O

4‘—3/) ﬁ 68% of website visits were
from a mobile device.
FLORIDA

GEORGIA SOUTH CAROLINA NORTH CAROLINA

VIRGINIA
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HIGHLIGHT

SOClal Medla 40+ Blogs

visitaugustaga visitaugusta M visitaugusta.com/blog visitaugusta visitaugusta written/created on
W visi £ visi N visi bl @ visi O visi itt ted

VisitAugusta.com/blog

NUMBER OF

sLOVeAugusta

TAGS ON INSTAGRAM & TWITTER

4100+ (2017) 2,300+ (2016) Increase of 78

Yy f

Twitter Followers Facebook Fans Instagram Followers

3,421 9,396 3,568

(2017) (2017) (2017)

INCREASE OF INCREASE OF INCREASE OF

14* 31%

Twitter Impressions Facebook Organic Reach

282,868 (2017) 695 (2017)

Increase of 145% Increase of 3%

New YouTube Videos Added

20+ (o)

Campaign and New Augustan

14 Augusta Convention & Visitors Bureau

Public Relations

Total Number of Impressions

449,753,337

Print 5,952,388 Digital 442,524,949 Social 1,276,500

]

Travel Writers
Hosted

Stories
Generated

123

Advertising
Equivalency

$504,745

AL Y IO vy oo

atlanta
trails

= e e A

AUGUSTA TRAILS
Phinizy Swamp Nature Park: Boardwalk ak
) Nature Park in

1.1 MILES . 88, D0G-
I (ROUND TRIP) —— ol ‘& FRIENDLY

LOCATION: Augusta, Georgia (maps & directions)

GEAR: REI Flash 18 Backpack w/ our favorite hiking gear list and Canon 6D Cameral

37.596 likes



Guest Experiences Community Engagement

2018 Objectives 2018 Objectives

; : « Strengthen partnerships with similar regional organizations
« Leisure, convention and sports market development

: . ; ; « Increase community outreach during National Travel and Tourism Week
« Improve guest experiences through creative group and leisure services

Increase presence and participation at local events to educate the community
about the CVB’s role

Explore and execute the use and promotion of a comprehensive community

o Increase the number of attendees serviced

calendar

Create a local campaign to promote community assets and attractions to residents
2017 Total Estimated Economic Impact’

$64.072.246 200+ | 100+ | veres

Destination Blueprint was rolled

From Conventions, Events, and Sports People attended Champions* honored at the out and highly visible on the 2017
Groups Total the annual State of State of Tourism luncheon community speakers circuit
Serviced Attendees Tourism Luncheon

20 8 28 0,697 *Augusta Champions assist the Augusta CVB in bringing meetings and events to the community. These individuals played a

direct part in stimulating the economy of Augusta by influencing groups to visit the area.

2018 Trade Show Schedule Masters of Hospltahty

This service recognition program allows T
EMERGE Religiops-Genference hotel and attraction guests to nominate Excellent Service?
Management Association Trade Show o[ . 1 o p  cecomnicn Mastars o Hosplals e o f tn
Omaha, NE hospitality staff members for providing i i

form below or nominate online.

_ excellent customer service.
Connect Marketplace Salt Lake City, UT

Connect Georgia Atlanta, GA

Georgia Society of Association Executives 2 " 1

Trade Show Sandestin, FL

In 2017, twenty-one hotels and HBspltaﬂty
attractions participated e

provids

+ i L g = Hospitali
*Total Estimated Economic Impact (EEI), the sum of all the direct, indirect, and induced spending 125 R i g 8 OSP ta ty

Oxford Economics, created the industry standard in event economic impact analysis by using localized

Trade Sh estimates, is‘calculated based onfesearch commissioned by both the Georgia Department of Economic L= = e - = = Nomination Form
Faae oW 5 Site Visits ! 7 Development (GDEcD) and Destinations International in conjunction with globally recognized research Over 125 frontline i - = el 3
Attended vendors, the U.S. Travel Association, and Tourism Economics. Tourism Economics, a partner company of hospltallty staﬁc nominated { ) - ,/,/ e

metrics that dre updated annually.

ATE ONLINE aT

16 Augusta Convention & Visitors Bureau Augusta Convention & Visitors Bureau 17




2018 Q

o Implement [

« Design and build'n
« Implement personal

o

18 Augusta Convention & Visitors Bureau

2018 Film Objectives PRODUCTIONS

Encounter

Hollywood Dirt

« Expand film services and marketing efforts Saving Zoe

. Provide first-class and proactive client support services Detroit Crossing

to production companies MWI

« Fosterregional collaboration to ensure unified recruitment

and servicing efforts

« Recruit and secure new productions to the region

« Maximize membership in the Association of Film

Commissioners International (AFCI) MAUGUSTA

Augusta Convention & Visitors Bureau 19




Operations and Governance

Function as a fiscally responsible and productive team.

2018 Objectives

HIGHLIGHT

Phil Wahl accepts
position as Chair
of the 2018 CVB
Board of Directors

Oversee construction of the new office and visitor center

Pursue sponsorships and funding partners for Destination Blueprint
Generate new and renewable investment revenue

Enhance human resource development and productivity

20 Augusta Convention & Visitors Bureau

2018 Staff and Board Directory

The Augusta CVB is governed by a board of directors that represents a cross section of business and hospitality

industry partners. Board meetings are held monthly and are open to the public.

Augusta CVB Staff

Brenda Atkins
Administrative Assistant
brenda@visitaugusta.com

706.849.3245

Jennifer Bowen

Vice President of Destination
Development

jennifer@visitaugusta.com

706.823.6613

Michelle Bovian
Manager of Group
Experiences
michelle@visitaugusta.com

706.823.6616

Marjorie Chambers
Visitor Information Specialist
marjorie@visitaugusta.com

706.724.4067

Lindsay Fruchtl

Vice President of Marketing
& Sales

lindsay@visitaugusta.com

706.823.6606

Iman Hill

Manager of Group
Experiences
iman@visitaugusta.com

706.823.6615

Carolyn Patricia Lewis
Visitor Information Specialist
carolyn@visitaugusta.com
706.724.4067

Jay Markwalter
Director of Sales
jay@visitaugusta.com

706.823.6605

Merissa O’Reilly
Community Engagement
Manager
merissa@visitaugusta.com

706.849.3246

Ashton Randall
Electronic Media Manager
ashton@visitaugusta.com

706.823.6607

Mary T. Sahm
Visitor Information Specialist
mary@visitaugusta.com

706.724.4067

Toni Seals-Johnson
Visitor Center Manager
toni@visitaugusta.com

706.724.4067

Trent Snyder

Vice President of Finance &
Administration

trent@visitaugusta.com

706.823.6610

Keaton Thurmond
Marketing Manager
keaton@visitaugusta.com

706.823.6604

Barry White*
President/CEO
barry@visitaugusta.com

706.823.6611

Board of Directors

Phil Wahl

Chairman
Security Federal Bank

Joel Hortenstine
Vice Chair

Singh Investment Group

Krista Wight
Secretary/Treasurer

Frog Hollow Hospitality
Group

Sue Parr
Augusta Metro
Chamber of Commerce

Dayton Sherrouse
Augusta Canal National
Heritage Area

Eddie Bussey*
State Farm Insurance

Mary Davis
Augusta Commission

Bill Fennoy*
Augusta Commission

Nancy Glaser
Augusta Museum of History

Velvet Perry*

Perry Broadcasting
of Augusta

T.R.Reddy*
Power Control Systems

Stacie Adkins

Ex-Officio Augusta
Sports Council

Scott Lewis

Legal Counsel

Fulcher Hagler

*AT TIME OF PRINTING

2018 Board Meeting Dates

January 18
February 15
March 15
April 19

May 17 September 20
June 21 October 18
July 19 November 15
August 16 December 20

Augusta Convention & Visitors Bureau 21




The Augusta CVB Augusta’s River Region

The official destination marketing and management Together, We Have a Lot More to Offer
) nizatlon enhancing the region’s economy by

Beyond the city of Augusta lies the larger and more diverse area
ing Augusta as a preferred visitor destination.

we call Augusta’s River Region, which encompasses the Savannah

River and neighboring cities in both Georgia and South Carolina,

including Aiken, Columbia County, Edgefield, and North Augusta
Augusta Hotel Tax Allocations

Tourism Grant

Primary funding is derived from a portion of a six
percent hotel tax. The CVB receives 33.3 percent
of the hotel tax, which is designated for marketing
and promotions. The CVB administers a tourism
grant with an additional hotel tax restricted for
that purpose. The CVB also receives d portion of
the mixed drink tax from Augusta to operate the

(y S
33 3 (0] Visitor Center.

=11\ c&cu Cy I "
Augdgta as adestufg ;

that will af’tracthSI or .vhrS| accompllshed

: Augusta’s first CVB was established in1980 as through effectlve strategies, aggresswe adverti ng

adepartment of the Metro Augusta Ch.amber of and public relatlons campalgns sales efforts
Commerce. In 1988, the city and county created the  within the convention and nrj_getmg markets, an
Augusta-Richmond County Convention and Visitors  destination development. The Augusta CVB also
Bureau as a joint entity of the two governments. On  operates the Visitor Center, which is located inside
January1 1997, Augusta CVB, Inc. was created the Augusta Museum of History.
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