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AMTA MISSION STATEMENT

The mission of the

Atlanta Metro Travel Association
1S to create opportunities to
influence visitor spending and to be
the collective voice for tourism in
Metro Atlanta.
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AMTA FINANCIAL STRUCTURE
AMTA TREASURER — GORDON PRICE, BROCHURE DISPLAYS

o The Atlanta Metro Travel Association, Inc. 1s a
501C (6) Non-Profit Corporation.

o All funds received by our organization are used
for promoting Metro Atlanta and for necessary
administrative expenses.

o AMTA 1is funded solely from membership dues.
These funds provide for administrative supplies
and general promotional expenses benefiting the
membership as a whole. ‘

Athr‘.)‘tﬁavMetro
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AMTA FINANCIAL STRUCTURE

o AMTA’s Marketing Committee provides many
opportunities to promote Metro Atlanta and member
entities through Partnership Projects.

o Partnership Projects are completely funded by the
participants in a “pay to play” arrangement. Through
this means, many members are able to participate in
sales blitzes, travel shows, etc. at a very affordable
rate.

Athr‘.)‘tﬁavMetro
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AMTA FINANCIAL STRUCTURE

o Within AMTA’s structure is an Advertising Co-op, known
as the CVB Marketing Partnership, which is funded
totally by partner contributions and matching funds from
the Georgia Department of Economic Development.

o The CVB Marketing Partnership is currently made up of
the region’s Destination Marketing Organizations, but not
limited to these organizations.

o The pool of funds is used for advertising placements in
various publications, media/press tours, tourism research,
and other projects as determined by the partners
themselves.

Athqt‘gvMetro
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GOVERNMENTAL AFFAIRS

CHAIR- THERESA JJENKINS, MARIETTA VISITORS BUREAU

o Coordinate Tourism Day at the Capitol with GACVB
(Georgia Association of Convention & Visitors Bureau
and TDAG (Tourism Development Alliance of Georgia).

o Provide timely updates from TDAG during the
legislative session concerning hospitality related
1ssues.

o Act as a liaison between AMTA and GDEcD (Georgia
Department of Economic Development) regarding
public policy and potential hot button issues.

o Use the relevancy of the Economic Impact of Tourism
in a public relations initiative. ‘

Athqta__ Metro
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CVB MARKETING PARTNERSHIP
CHAIR- JO ANN HADEN-MILLER, ATLANTA CVB

o With a region as large and diverse as metro Atlanta, the area’s
convention & visitors bureaus have joined forces since 1992 to
build campaigns via its travel association —AMTA.

o Metro Atlanta serves as a major economic driver in the
southeastern United States for businesses, meetings and
conventions and international trade and is growing annually in its
ability to attract visitors traveling for vacations, weekend

getaways and more.

o AMTA’s mission is to create opportunities to influence visitor
spending in Atlanta Metro and our group considers that the
following project provides an excellent plan-of-action to support

this mission. ‘
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CVB MARKETING PARTNERSHIP

o Traditional Components of Co-Op Plans
» Each CVB contributes a pre-determined amount.

» Georgia Department of Economic Development awards
grant to leverage advertising spend.

* Umbrella theme agreed upon.

» Media elements include, but not limited to:
o Print collateral (Top 100 “Must Sees” in Atlanta Metro)
o Travel Writers Fam
o Magazine ads/Newspaper inserts
o On-Line Campaign

Athqta__ Metro
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CVB MARKETING PARTNERSHIP
o AMTA Advertising 2010-2011 Plan

« State travel regional organizations, including
AMTA, elected to tap into the State’s overall advertising
plan in 2011.

» CVB Budget: $44,000 (11 CVBs)

* AMTA receives a $100,000 media buy for a $25,000
investment from GDEcD, which includes:

o Full page and % page ad placements in Southern Living, Meredith
Travel/Georgia Spring Insert & Budget Travel.

o On-line marketing campaign with Yahoo.com and TripAdvisor.com.

o Travel Writer Fam planned for 2011. Target local travel writers,
locally based travel publications.

Athq‘thetro
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CVB MARKETING PARTNERSHIP
SAMPLE ONLINE CAMPAIGN AD

Historic Sites & Southern Delights.
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PUBLIC RELATIONS COMMITTEE

CHAIR- REBEKAH CLINE, LAWRENCEVILLE TOURISM &
TRADE ASSOCIATION

o Bi-Monthly AMTA Member Memo

« 15t and 15" of every month
* Member Meetings, Tourism Updates, Special Offers, Special Events

o Quarterly Seasonal AMTA E-Newsletter

+ Consumer Based
« Highlights Special Events, Attractions and Seasonal Packages

o Initiate Quarterly Press Releases
« Spring Break Promotion
* Top Festivals & Events
» Metro Atlanta’s Bucket List
« Holiday Promotion
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PUBLIC RELATIONS COMMITTEE

o Travel Media Marketplace Press Sheet
» Travel Writer/ Media Based
» Highlights Communities & Attractions

o Website-www.visitmetroatlanta.com
 Consumer & Member Based
* Photography and Content Updates

o Social Media
« Facebook Fan Page — Atlanta Metro Top 100 Must Sees
» Twitter — Metro_Atlanta

Athr‘.)‘tﬁavMetro
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MEETINGS

CHAIR- DIANE STONE, PROJECTS PLUS

o Information about upcoming meetings is posted on the
AMTA website and sent out in the Member
Memo. Reminders will also be sent through Outlook.

o Board Meeting Dates and Locations

* Held in January, March, May, July, and September with a
Retreat in November.

« Discuss projects, initiatives, and information to share with
members at general meetings.

* Open to general membership; List of dates and locations can
be found on the AMTA website.

Athqt‘gvMetro
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MEETINGS

o General Meeting Dates and Locations

« Held in February, April, June, August, and October with a
Holiday Luncheon in December.

« Held in a variety of locations so members are exposed to
different venues.

* Programs vary but the committee strives to make them
relevant and timely. The committee seeks input and
recommendations from members.

» If you have interest in planning or hosting a meeting, please

let us know!

Athqtg!\_{\ietro
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MEETINGS

o 2011 General Meeting Dates

*» Wednesday, February 2
Fernbank Museum of Natural History

* Wednesday, April 6
Woodruff Arts Center

* Wednesday, June 1

*» Wednesday, August 3

* Wednesday, October 5

*» Wednesday, December 7
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SALES OPPORTUNITIES COMMITTEE

CHAIR- COLLIN CASH, MARIETTA TROLLEY

o The sales opportunities committee will present opportunities for
AMTA members to participate in sales and marketing activities
throughout the year.

o These opportunities will often be on a "pay to play" basis but some
may be free.

o The committee will review offers from GDEcD as well as private
sources and make recommendations to AMTA members. The
committee will coordinate and oversee the inclusion of AMTA
members in these various activities.
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MEMBERSHIP COMMITTEE

CHAIR- JUDY RENFROE

o AMTA membership benefits include:

» Networking and educational opportunities at meetings with
Atlanta’s top tourism professionals

» Receive listing on www.visitmetroatlanta.com

* Inclusion in the Member Memo, AMTA’s bi-monthly e-mail
newsletter.

» Cooperative marketing opportunities like sales blitzes and
trade shows.
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MEMBERSHIP COMMITTEE

o Establish theme for membership drive for 2011.

o Meet with area hotel councils to promote membership
opportunities.

o Establish a “student rate” for students with hospitality
related majors at local colleges and universities.

o Continue Ambassador program.

o Establish criteria for member care program

AtantaMetro
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