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Atlanta Convention & Visitors Bureau, Inc.

2016 Business and 
Financial Plan

Presentation



To sell and market metro Atlanta 
and Georgia globally as the 

premier conventions, meetings 
and tourism destination in the 

regional, national, and 
international marketplace and 
favorably impact the Atlanta 

economy through conventions and 
tourism.

Mission



* Continued positive momentum with visitor 
metrics from beginning of 2011 in City of 
Atlanta:
• Occupancy up 12.5% or 2.5% annualized
• REVPAR up 27.8% or 5.6% annualized
• Demand up 13.8% or 2.8% annualized

* Metro market share of demand in top 25 
destinations up 4.3% or approximately 1% 
annualized

* YOY through 09/30/2015

2015 Highlights
Where we have come



2015 Highlights
Where we have come

5 Year Sales productivity history

– Total room nights booked up 22.2% or 
5.6% annualized (1,685,000 projected 
2015)

– Trade show room nights booked up 8.4% 
or 2.1% annualized (1,250,000 projected 
2015)

– Trade show leads up 20.5% or 5.1% 
annualized (600 projected 2015)

* projected



2015 Highlights
Where we have come

• 3 year average 5000+ peak groups up 
25% to 20 groups

• Total room nights booked on 2500+ 
peak groups up 15% from 2011 to 
just over 900,000



2015 Highlights
2014

Goal Projected % of Goal Actual

Total room nights 1,645,000     1,685,000    102.4% 1,653,196 

City wide room nights 1,225,000     1,250,000    102.0% 1,228,383 

# of major citywides 20                    21                  105.0% 22                

> 5000 peak nights

3 year running average

Room nights for 2,500 peak+ 925,000         900,159       97.3% 942,843     

Leads 

Total # of Leads 4,920              5,000            101.6% 4,777          

# of city-wide leads 617 600 97.2% 599

Attendance goal for major 100% 105% 105.0% 106%

city wides



• The last 3 ½ years show the strength of the market
• 37 citywides that have not been to Atlanta in 5 or more years

• 17 citywides that have not been to Atlanta in 10 years

• 35 citywides that have never been to Atlanta

• Highest % growth in hotel occupancy in top 25 markets 

• Continued productivity growth from Group Sales and Convention 
Services efforts

• Group sales lead volume up 13% over goal

• Year end room night bookings will exceed goal

• Booked 15 new business opportunities (not in Atlanta for >5 years) 
representing 190,240 room nights

• 26 of 32 conventions have exceeded their attendance goals YTD by 8%

• Increased 8 year TAP report pace from 109% to 113%

2015 Highlights



• Secured leadership positions with PCMA, IAEE and ASAE.

• Launched Atlantameetings.com, a comprehensive, responsive website 
for meeting planners.

• Hosted a two day social influencer conference for 50 influencers, 
SITSUM, generating +90 million impressions.

• Facilitated and promoted Museum week in support of American Alliance 
of Museums, with industry wide participation to promote the cultural 
institutions.

• Redesigned the AtlantaNow bi-monthly visitor guide, enriching editorial 
content and improving design and layout.

2015 Highlights-continued



• Convention trade show booth

• Convention bid books

• UPDATE presentation

• Atlanta.net – Calendar of Events

• Atantameetings.com - meeting planner website

• Advertising – meeting planner channels

• Social media

• Advertorials

• PR driven articles

• Meetings & Event Planner

• Tour Manual

• Atlanta Now

2015 Highlights-GWCCA assets 

through ACVB marketing channels



2015 Convention Trade Show Booths



2015 Sales graphic displays – Trade Shows



2015 Sales (online) Bid Books – Trade Shows



2015 atlanta.net & atlantameetings.com



2015 I AM ATL – Meeting Planner 

Campaign (print and interactive)



2015 Social Media samples – Twitter
Same for Facebook, Instagram, Google+



2015 Advertorial sample – Meeting News



2015 – samples of Public Relations driven placements



2015 Atlanta Now – all issues



2016 Meeting & Event Planner



2015 Tour Manual



• Increase room night bookings  and maximize 1% Convention 
Marketing Fund

– Room nights:
• 1,275,000 room night goal for trade show sales (2% YOY)

• 445,000 room night goal for in-house sales (2% YOY)

– 3-year average of major citywide conventions booked/events 
(5,000 peak nights and above) to continue at 20

– 925,000 room nights booked for 2,500 peak and above 

– Leads to increase by 2% over year-end actual

• Achieve 100 percent attendance goal for major citywide conventions

• Increase visibility of Atlanta as one of the top U.S. meeting and 
travel destinations

• Maintain atlanta.net as the premier hospitality online marketing 
platform

• Continue to position ACVB as an industry expert nationally and as 
the singular voice of hospitality in Atlanta

2016 Goals



• Expand group travel market by hosting National Tour Association (NTA) annual 
meeting
– Top tour operators controlling the majority of domestic group tours
– Expose these tour operators to all of Atlanta’s major assets

• Expand international travel by hosting Travel South – International Showcase
– International travel buyers having a specific interest in the South
– Expose these travel buyers to all of Atlanta’s major assets
– Partner with Rhythms of the South to maximize opportunity

• Shift our sales message to the anticipated GWCC connector and hotel.  As these 
projects continue to be considered we will create the buzz during the booking 
window to ensure we capture incremental convention business if these projects 
come to fruition

• Launch scalable and responsive mini-sites for ALL ACVB convention/meetings 
clients

• Develop an international sales presentation with in=language VO, prioritizing 
South America markets

• Expand leisure marketing of the I AM ATL destination awareness campaign, and 
evolve the meeting planner campaign

• Design and execute for mobile – to reflect significant behavioral shift online from 
desktops to mobile devices

• Marketing to provide Membership with enhance selling tools – collateral, business 
case, and tiered digital/social packages

• Major focus on risk to our business due to proposed religious freedom legislation 
without non-discriminatory language

2016 Top Major Programs / Initiatives



2016 Financial Plan



• Total revenue up 4.7%
• Public sector revenue up 3.5% over 2015 forecasted year-

end (2015 up 7.5% over 2014)
• Private sector up 7.3% due to program variations and 

hosting industry meetings

• Payroll and related expenses, for ACVB only, up 6.5% 
• 2.5% performance based merit increase pool, 
• 3 new positions (2 added year end 2015)
• Group insurance renewal increase

• Direct promotional expenses up 6.9% due to increased revenue 
available for programs and due to marketing fund

• Operating expenses and expenses against capital assets are 
relatively flat.

2016 Financial Plan Points



2016 Budget 2015 Forecast

   Total revenue 30,864,918$     29,467,126$  

   Total expense 30,579,802      28,901,867   

      Excess(deficiency) 285,116$         565,259$      

2016 Summary Budget



2016 Budget 2015 Forecast

   Georgia World Congress Center-Atlanta 13,516,866$     13,025,000$  

   Georgia World Congress Center-Fulton Co 35,000             35,285          

   Atlanta Convention Marketing Fund - 80% 6,865,710        6,615,873     

   Atlanta Convention Marketing Fund - 20% 1,716,427        1,653,968     

Total Public Sector Revenue 22,134,003$     21,330,126$  

Total Public Sector 

Revenue



2016 Budget 2015 Forecast
   Annual meeting/HHOF/HBN 150,000$         143,000$      

   Contributed services 4,110,575        3,415,000     

   Co-op cash support 1,464,340        1,300,500     

   Grants/sponsorships 15,000             13,500          

   Internet revenue 175,000           181,000        

   Membership dues 1,375,000        1,420,000     

   Membership services 20,000             17,000          

   Other revenue 221,000           372,000        

   Publication ad revenue 1,200,000        1,275,000     

Total private sector revenue 8,730,915$       8,137,000$   

Total Private Sector 

Revenue



2016 Budget 2015 Forecast

   Direct promotional expense 11,835,242$     11,067,344$  

   Expense against capital assets 1,675,000        1,541,500     

   Other operating expense 923,510           966,150        

   Payroll and related expense 9,280,340        8,711,000     

   Transfer to ACMF reserve 6,865,710        6,615,873     

Total expense 30,579,802$     28,901,867$  

Total Expense



2016 Revenue 2016 Expense

   Atlanta Convention & Visitors Bureau, Inc. 27,963,918$     27,874,982$  

   ACVB Enterprises, LTD 1,375,000        1,204,820     

   ACVB Foundation, Inc. 1,526,000        1,500,000     

30,864,918$     30,579,802$  

Total Budget by Corporate 

Entity





December 1, 2015

Integrated 
Campus-Wide 
Regulations and 
Ordinances



GWCCA Legislative Power

“The (Georgia World Congress Center Authority)
shall have legislative power to adopt
reasonable ordinances relating to the
property, affairs, and administration of the
authority for which no provision has been made
by general law and which are not inconsistent
with the general laws and Constitution of the State
of Georgia and the laws and Constitution of the
United States.”

O.C.G.A. 10-9-4.1(b)
34



GWCCA Legislative Power

“The officers of the Georgia World Congress Center
Police, including the Security Guard Division thereof,
and law enforcement officers acting within the
jurisdiction of the authority under paragraph (3) of
subsection (d) of Code Section 10-9-15, and subject to the
requirements of . . . the “Georgia Peace Officer Standards
and Training Act,” shall be authorized to serve and
execute warrants and to make arrests for
violation of ordinances adopted by the
authority.”

O.C.G.A. 10-9-4.1(b) 35



GWCCA Legislative Power

“For the purposes of exercising the powers and
responsibilities of such officers as peace officers under
paragraph (8) of Code Section 35-8-2, including their
duties and responsibilities with respect to matters
occurring within the limits of the facilities of the authority
or requests by another law enforcement agency to provide
aid and assistance, such officers shall have the same
authority, powers, privileges and immunities
regarding enforcement of laws as law
enforcement officers employed by the state.”

O.C.G.A. 10-9-4.1(b)

36



FULTON COUNTY MAGISTRATE COURT HAS 
EXCLUSIVE JURISDICTION TO HEAR SUCH GWCCA 
CASES

“Prosecutions for violations of the ordinances 
of the authority shall be in the magistrate 
court sitting in the county in which 
such violation occurs as provided in 
Article 4 of Chapter 10 of Title 15.”
O.C.G.A. § 10-9-4.1(b) 

37



PROSECUTION OF VIOLATIONS

“The maximum punishment for violation of such an
ordinance shall be stated in the ordinance and shall not
exceed a fine of $500.00 or imprisonment for 60
days, or both.”

O.C.G.A. 10-9-4.1(b)

38



Integrated Campus-wide Regulations 
and Ordinances

What are we asking the Board to act on today? 

Over time, two sets of Regulations and Ordinances 
were implemented, one more current version for 
Centennial Olympic Park (which first was implemented in 
2002) and another older version for the remainder of the 
campus. 

This arrangement is not ideal. A single integrated 
campus-wide set of regulations and ordinances is 
preferable. 

The regs and ordinances for the Park are much more 
current, and should be used as the model for the remainder 
of campus. 

39



Integrated Campus-wide Regulations and 
Ordinances

Essentially, these Regs and Ordinances impose reasonable 
rules governing the activities and conduct of persons on 
the Authority’s campus during:

1. Authority Events (events or activities effected by the 
Authority itself such as COP’s 4th of July event); 

2. Private Events (events or activities by others 
contracting for the use of Authority facilities such as 
conventions, tradeshows, consumer shows, concerts, NFL 
games, etc.); and

3. At all other times when we do not necessarily have an 
event taking place in a given facility at a given time, but 
persons nevertheless have or obtain access to the facility. 

40



Integrated Campus-wide Regulations and 
Ordinances

Summary description of topics covered in Integrated 
Campus-wide Regulations and Ordinances: 

1. Safety-related matters protecting persons and property  
such as rules regarding aircraft (including drones), 
alcoholic beverages, animals, damage to property, fires, 
prohibited substances, prohibited activities, etc. 

2. Commercial or non-commercial use of Authority facilities 
without proper authorization.

3. Reasonable restrictions in respect of the time, place and 
manner of speech and expression on our campus. 

41



Questions?



Resolution

NOW, THEREFORE, BE IT RESOLVED by the Board of 
Governors of the Geo. L. Smith II Georgia World Congress 
Center Authority that the Authority hereby adopts and 
implements the Regulations and Ordinances Governing 
Use of Facilities and Adjacent Sidewalks of the Georgia 
World Congress Center, the Georgia Dome, Mercedes Benz 
Stadium, Centennial Olympic Park, and Other Facilities of 
the Authority.

Staff recommends approval.



GWCCA

Nominating Committee

Report

Glenn Hicks

Chairman



GWCCA
2016 Board Meeting Schedule



GEORGIA WORLD CONGRESS CENTER AUTHORITY
BOARD OF GOVERNORS

2016 MEETING DATES

January 26
February 23

March 29
April 26
May 24*
June 28
July 26

August 30
September 27**

October 25
November 29***

*The May meeting is moved to the prior Tuesday due to Memorial Day Holiday.
**The September meeting is typically cancelled in favor of an Authority Planning Retreat.

***November and December meetings are combined.



Next Meeting:

Tuesday, January 26, 2016


