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OVERVIEW OF ACVB 

Bob Lander 



ACVB MISSION 

 

 

 

 

    The ACVB is charged with marketing Austin 

nationally and internationally as a premier business 
and leisure destination, thus enriching our 

community's overall quality of life. 

 



THE AUSTIN CVB IS… 

 

• 501(c)6 corporation 
 

• Contracted in 1996 as an independent entity to 
market Austin 
 

• Primary goal is to promote Austin as a premier 
meeting and visitor destination 
 

• Funded through a percentage of local bed tax 
revenues 

 



FUNDING 

• Austin CVB receives 1.45 cents of the 15 
cents tax assessed per room night.  
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CVB BUDGETS BY CITY 
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BY THE NUMBERS: ECONOMIC IMPACT 

• Total Annual Visitors (Austin MSA): 19 million. 

 

• Annual Visitor Spending: $3.5 billion. 

 

• Tourism Supported Jobs: 76,000. 

 

• Taxes Generated by Tourism: $290 million in state and 
local taxes. 

 

• For every $1 the City of Austin invests in Tourism 
Promotion, $536 comes back to the local economy. 

 
 

 

 

 

Source: Global Insight, City Tourism Impact Report, 2006. 



ACVB FOCUS 

• Convention & Meeting Sales 

• Tourism Sales & Marketing 

• Marketing & Communications 

• Film & Music Marketing 

• Sports Commission 

• Visitor Services 

• Convention Services 

 



AUSTIN’S ASSETS 

• Facilities 

• Live Music 

• Heritage 

• Outdoors 

• Sports 

• Cultural Arts 

• Attractions 

• Festivals 



YEAR OVER YEAR ROOM NIGHT PRODUCTION 



NATIONAL AND INTERNATIONAL PRESENCE 

• Domestic Satellite Offices 

◦ Atlanta, GA 

◦ Washington, DC 

◦ Chicago, IL 

 

• International Representation 

◦ London/United Kingdom 

◦ Germany 

 



MARKETING COMMUNICATIONS 

Jennifer Walker 



HOW DO WE MARKET THE DESTINATION? 

• Robust online campaigns – drive users to austintexas.org (average 
100K unique site visits/month). 
 

• Award-winning website.  
 
• Social media. 
 
• PR/Editorial coverage.  

 
• Co-op efforts and partnerships.  

 
• Official publications.  

 
• New tools & resources: Austin iTinerary, new iPhone app, Destination 

Video.  
 



HERITAGE MARKETING 
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http://demo.tremormedia.com/traffic/austin_cvb/AS04044_austin_cvb_728_V1_IB.html
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AWARD-WINNING WEBSITE 



PRINT 



PRINT 



OUTDOOR 



OUTDOOR 



COLLATERAL 
RACK BROCHURE 

TOURISM HANDOUTS 

WALKING TOUR 
FLYERS & BROCHURES 



COLLATERAL 

WALKING TOUR FANS 



PR 



ACVB OFFICIAL PUBLICATIONS 
VISITOR GUIDES 

 
MEETING PLANNER GUIDE 

 



DESTINATION VIDEO 
 

 

 



HOW TO GET INVOLVED  

• Official publications & advertising opps.  

• Creative assets (video, images, etc.) 

• Co-op programs 

• Media FAM’s, press visits 

• Event calendar  

• New & noteworthy information 

 



Katie Cook 

SOCIAL MEDIA 



SOCIAL MEDIA STRATEGY 

• Social media sites are tools for people to 
have conversations. Does your organization 
want to actively engage in those 
conversations? 

 

• Social media strategy should tie to business 
and communication strategy, rather than 
being based on the available tools 

 

 



Why Creating a Facebook Fan 
Page is a Good Idea 



FACEBOOK STATS 

• FB users: Just hit the 500 million mark (more than 400 
million of those are active users) 
 

• Fastest growing demographic: 35 and older 
 
 

• More than 100 million photos are uploaded every day 
 

 
• Facebook development conducive to brands or 

organizations 
◦ Status updates go to Home Feed 
◦ Search box searches Pages and web 
◦ Custom Facebook urls 



WHAT MAKES IT GREAT FOR ATTRACTIONS 

• Easy, free way to promote your attraction/venue 
and at the same time, use it as a 
concierge/customer service tool  

 

• A few great Facebook opportunities: 

◦ Ability to invite fans to events 

◦ Create discussion forums 

◦ Allow fans to upload photos 

◦ Cross-promote with local organizations (museums, hotels, 
festivals, etc.) by tagging 

 



 

• Launched Visit Austin, Texas page in Jan. 
2009 

 

• Have more than 4,827 fans 

 

• Photo Contest, Video, Newsletters, etc. 

 

 

 

 



Visit Austin, Texas Facebook page: 4,827 fans 





WHAT IS TWITTER? 

• Free social networking and micro-blogging service 
that enables its users to send and read messages 
known as tweets 

 

• Tweets are text-based posts of up to 140 characters  

 

• Tweets displayed on the author's profile page and 
delivered to the author's subscribers who are known 
as followers 

http://upload.wikimedia.org/wikipedia/en/d/db/Twitter.PNG


TWITTER 

 Fact: Twitter handles more searches than Yahoo 
and Bing…Combined! 

 

• Leisure account: @VisitAustinTX 

• Meetings account: @meetaustin 

• Music account: @musicaustin 

• Sports account: @sportsaustin 

 



 
HOW ACVB USES TWITTER @VISITAUSTINTX 

• PR/Marketing: Promotion of both our 
events/accomplishments/coverage as well as 
retweeting (RT) news from orgs we are following 
(Ex.: restaurants, museums, etc.) 

 

• Concierge: Answer questions and provide 
recommendations 

 

• Acts as a Customer Service tool 



TWITTER TIPS (TWIPS?) 



FIRST STEP 

• Listen more, talk less 

   Don’t jump in and start selling your 
attraction– listen to the conversations 
already happening within the community 
and respond or contribute to it when you 
have something meaningful to add 



WHEN YOU ARE READY TO BEGIN 

• Don’t be shy. Most people are very helpful on 
Twitter. If someone Tweets something and you 
want to comment, be sure to reply to them.  

 

• Social Media is about being social, and Twitter is a 
great way to interact. 

 

• Post a Profile Picture. Twitter peeps want to see 
who you are or what you represent. Most people 
will pass you over if you don’t have a picture. 

 



• Fill out your information: In Settings, there is a tab to fill 
out your bio, website and enter your location 

 

• Live links: If you include a website in your Tweet, be 
sure to include the http:// People want an easy click and 
aren’t apt to copy and paste into their browser window 
 

• Use a free tool such as www.budurl.com to shorten 
longer web addresses and provide tracking 
 

• When referring to a user, include the @ symbol, which 
makes their username live and also goes into their @ 
Replies  



Monitoring with HootSuite 



 

Twitter Conversations 



SOCIAL MEDIA FOR BIG APPLE BBQ 

• Nearly 80,000 people reached through Twitter, 
Facebook & GoWalla.  

 

 

 

 

 

 

 

 

 



SOCIAL MEDIA 







OTHER SOCIAL TOOLS 

• Geo-location Services like FourSquare and 
GoWalla 

◦ Many companies/organizations are creating 
accounts to connect with customers by giving 
deals, providing recommendations, etc. 

◦ Most sites will add a location component in the 
near future 



Margo Richards 

TOURISM 



TOURISM SALES & MARKETING 

 The Tourism Sales & Marketing Department 
promotes and sells Austin as a leisure travel 
destination to the domestic and international travel 
markets by developing and implementing programs 
designed to:  

◦ Generate room nights;  

◦ Increase visitation to attractions, heritage sites 
and cultural institutions; and to  

◦ Impact hotel revenue, retail establishments, 
restaurants and transportation companies. 

 



 
TOURISM SALES & MARKETING STRATEGIES  

 

• Sales Missions 

• Educational Seminars 

• Trade Shows 

• Familiarization Tours  

• On-Line Package Programs 



INFORMATION WE NEED FROM YOU 

• Posted hours of operation? 

• Welcome visitors upon arrival? 

• Collateral available in multiple languages? 

• Offer guided tours? 

• Admission charge?   

• Group discounts available? Minimum number for a 
group? 

• Maximum size for a group tour? 

• Average time a visitor spends at your site? 

• Bus parking available? Are parking areas identified? 

• Do you track where visitors are coming from? 



Linda Atkins 

CONVENTION SERVICES 



CONVENTION SERVICES 

• Special Event Venues 

◦ First Step – Listing as a Venue Rental Space 

▪ Web Site 

▪ CVB Database 

▪ Publications – Meeting Planner & Destination Guide 

◦ Responding to Referrals and Leads 

◦ Site Visits 

◦ Guest/Spouse Tours (activities) 



CONVENTION SERVICES 

Historic Venue Information Form 
• Capacity 
• Filming 
• Booking Criteria/Rental Rates 
• Hours 
• Food & Beverage 
• Meeting/Audio Visual Capabilities 
• Contact Information 
• Promotional Material  

• Tracking Visitors   



Rose Reyes 

MUSIC 



MUSIC MARKETING 

 The Austin Music Office promotes Austin as a premier 
travel destination for live music and introduces Austin 
music to the world. The diversity and musical heritage 
of Austin music draws millions of visitors to Austin each 
year.  The music office works with convention groups, 
media and the local music industry to spread the gospel 
of Austin’s dynamic music scene.  
 
◦ Provide personalized assistance with booking live Austin 

music for events 
◦ Produce compilation CD’s and mini guides to Austin Live 

Music Scene 
◦ Promotes and supports local music attractions 
◦ Incorporates music into bureau sales and marketing efforts 
◦ Help visitors navigate the live music scene 

 



Patsy Stephenson 

VISITOR CENTER 



VISITOR CENTER 

• We help non-profits every day.  

  

• We want your information on our wall.  

◦ $120 per year, with one free month.   

◦ Suggestions for in-kind payment  

 arrangements welcome.   

 

• We are a supplement to your own staff,  

 at no cost to you.  

 

• Walking tours are a service of the                                   
Visitor Center. 



Julie Hart 

GRANT PROCESS 



PURPOSE OF GRANTS 

• Heritage Grants are provided to promote 
tourism (i.e., the convention and hotel 
industry) through the preservation, 
restoration, or rehabilitation of historic 
structures, objects, monuments, sites or 
districts. 

 



GRANT FUNDING SOURCE 

 

• Hotel Occupancy Tax – Governed by: 

◦ State of Texas Tax Code 351.101 - Use of Hotel 
Occupancy Tax Revenue 

◦ City of Austin Tax Code11-2-7 – Allocation and 
Use of Hotel Occupancy Tax 



STATE OF TEXAS TAX CODE 

• Two Prong Test 

◦ # 1 - the funds “may be used only to promote 
tourism and the convention and hotel industry” 
(aka, the “heads in beds” criteria) 

◦ # 2 – if test #1 is met, then the funds may be 
used for historic preservation, but only if the 
venue is “at or in the immediate vicinity of 
convention center facilities or visitor information 
center” or “is located in a vicinity that would be 
frequented by tourists and convention delegates” 

 



CRITERIA 

• Be open to the public at regular hours for 
tours and/or visitation, and 

• Provide copies of promotional material used 
to advertise your property with your 
application, and 

• Provide a listing of advertising locations, and 

• Track the number of visitors to your property 
each year, including out of town visitors. 



PROCEDURES 

• Website – www.AustinHeritage.org 

• Timing – Typically Spring and Fall Grant 
Cycles 

• Application Review Process 
◦ ACVB reviews for tourism requirements 

◦ HLC Grant Committee reviews for historic 
requirements 

◦ COA Legal Department reviews to ensure 
compliance with state law 

◦ City Managers Office provides final review 

◦ HLC officially approves recommended 
applications 

http://www.austinheritage.org/


ONCE THE GRANT IS AWARDED 

• Preservation Agreement will be executed 

• May be contingent upon an approval of a Certificate 
of Appropriateness from the HLC 

• Work must be completed within two years of the 
execution of the Preservation Agreement 

• Reimbursement for expenses is made upon 
completion of the project, submission of invoices 
and cancelled checks, and approval of the work by 
the City of Austin Preservation Officer 



Patti Hansen and Dan Leary, HLC 

HISTORIC REQUIREMENTS 



QUESTIONS? 



ACVB CONTACT INFORMATION 
• Linda Atkins, Director of Convention Services  

 512-583-7222 latkins@austintexas.org  

 

• Katie Cook, Marketing Communications Manager  

 512-583-7245 kcook@austintexas.org  

 

• Julie Hart, VP Finance & Operations  

 512-583-7205 jhart@austintexas.org 

 

• Rose Reyes, Director of Music Marketing  

 512-583-7230 rreyes@austintexas.org 

 

• Margo Richards, Director of Tourism  

 512-583-7228 mrichards@austintexas.org 

 

• Patsy Stephenson, Visitor Center Assistant  

 512-583-7234 pstephenson@austintexas.org 

 

• Jennifer Walker, Director of Marketing & Communications  

 512-583-7209 jwalker@austintexas.org 

 

  

 

 

 

VISITOR CENTER 
209 E. 6TH STREET 

478-0098 

www.austintexas.org 
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