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AGENDA 
Thursday, February 16, 2012 8:00 a.m. 

Development Services Conference Room 2 

 
NOTICE – If any person decides to appeal any decision of the Downtown Development Authority at this meeting, 

they will need a record of the proceedings.  Interested persons may wish to ensure that a verbatim record of 

the proceedings before the Board is made, including any testimony or evidence presented to the Board.  

The City does not prepare or provide a verbatim record of Board proceedings. 

            ______ 

SPECIAL MEETING 

1. Call to Order 

2. Roll Call 

3. Contract Approval: Gold & Associates, LLC for Marketing Services 

4. Discussion: Downtown Marketing Tactical Plan   

5. Public Comments 

6. Adjournment 

 

Please note: the meeting will be in a different room  

 



                             

THE CITY OF DAYTONA BEACH 
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MEMORANDUM 
 

DATE:  February 16, 2012 
 
TO: Downtown Development Authority Members 
 
FROM:  Jason Jeffries, Project Manager 
 
SUBJECT:  Gold & Associates Contract   

 

Attached is the contract with Gold & Associates for marketing services for the DDA’s 
approval. The contract provides for Gold’s services to be divided into two phases, which 
include the following: 

 Phase 1: tactical & strategic planning; website development & graphic design 
for a total of $33,500. 

 Phase 2: ongoing monthly marketing services to implement the strategic 
marketing plan for a monthly fee of $1,000.  

The DDA has $42,750 budgeted in the Downtown Marketing line item for Fiscal Year 
2011/12. The DDA has already committed $7,500 (approved 7/26/11) to See Magazine 
for the In-Room Concierge Book; $4,735 (approved 9/26/11) to Bullseye Marketing, 
LLC for developing the Downtown email list; $625 (approved 10/25/11) to Resort Maps; 
and $3,500 (approved 1/24/12) to Bullseye Marketing, LLC for the Wine ‘n Chocolate 
Walk. There is $26,390 available in the Downtown Marketing line item for the remainder 
of FY 2011/12.  

To fund the $33,500 cost of the first phase of the contract, $7,500 will need to be 
transferred from the Main Street Program Administration budget line item. Currently 
$17,500 is budgeted in this line item.  
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I.     EXECUTIVE SUMMARY    
A. Plan Overview
B. Downtown Daytona Beach Brand
C. Downtown Daytona Beach Message
D. Downtown Daytona Beach Strategy
E. Downtown Daytona Beach Marketing Budget

- Method;
- Funding Sources; and
- Amount.

II.     PLAN INTRODUCTION    
A. Explanation of Contents
B. Brand Definition
C.  Downtown Daytona Beach Aims and Objectives (to be

Considered)
- Brand Awareness;
- Business;
- Economic Development;
- Financial;
- Marketing;
- Media Value;
- Merchant;
- Promotional;
- Residential; and
- Travel/Tourism.

D. Competitive Set
- Market Definition and Segments; and
- Competition and Competitive Spending.

III.     SITUATIONAL ANALYSIS    
A. S.W.O.T
B. Market Analysis

IV.      MESSAGE STRATEGY    
A. Audience Definitions

-  Audience Segments (Area Residents, Leisure
Travelers, Stakeholders, Influencers);

- Demographics/Psychographics; and
- Merchant Profiles (Including their Customer Profiles).

B. Unique Selling Proposition (USP)
- Value Proposition.

C. Message
- Support; and
- Tone and Attitude.

STRATEGIC MARKETING PLAN OUTLINE
FOR DOWNTOWN DAYTONA BEACH
Prepared by GOLD • Tuesday, November 22, 2011

Updated Friday, January 27, 2012
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V.     BRANDING ELEMENTS    
A. Nomenclature Set
B. Brand/Graphic Identity
C. Themeline/Slogan

VI.     TACTICAL PLAN    
A. Campaign Concepts (to be Tested)
B. Tools and Tactics (to be Considered)

- Campaign Measurement;
- Collateral Material;
- Direct Marketing;
- Direct Sales;
- E-Marketing/Interactive;
- Guerilla Marketing;
- Mobile Marketing;
- Offline/Online Media;
- Out-of-Home Media;
- Public/Media/Community Relations;
- Relationship/Association Marketing;
- Research (Primary/Secondary);
- Signage;
- Social/Viral Marketing;
- Special Events/Promotions; and
- Website/Web Marketing.

C. Plan Tracking and Measurements (to be Considered)
- Awareness;
- Foot Traffic/Attendance;
- Merchant;
- Online;
- Offline; and
- Sales Tax.

VII.     FINANCIAL PLAN    
A. Methodology
B. S.W.A.G.
C. Budget Breakdown
D. Funding Sources and Allocations (to be Considered)

- Taxes;
- Memberships; and
- Co-op Participation.

VIII.    IMPLEMENTATION PLAN
A. Calendar of Activities
B. Flow Chart

STRATEGIC MARKETING PLAN OUTLINE
FOR DOWNTOWN DAYTONA BEACH
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Updated Friday, January 27, 2012
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IX.      MISCELLANY    
A. Marketing Partnerships
B. Stakeholder and Vendor Agreements
C. Plan Recap

ADDENDUM
A. Research Findings
B. Data Sources
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 STRATEGIC QUESTIONNAIRE FOR
DOWNTOWN DAYTONA BEACH

Prepared by GOLD • Wednesday, November 30, 2011
Updated Friday, January 27, 2012
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OVERVIEW

The following are a number of the key questions that we would like to review with the
Downtown Development Authority, area merchants and other stake holders prior to the
development of a Strategic Marketing Plan (SMP). Your thoughtful response to each will provide
GOLD with the information necessary to develop  a plan to effectively accomplish the marketing
goals and objectives of Downtown Daytona Beach. Further analysis and discussion with all
parties concerned will be built upon this solid foundation. Thank you for your time and careful
consideration of this questionnaire.

Questionnaire

I. DOWNTOWN DAYTONA BEACH AUDIENCES & COMPETITION

A. Please define the key target audience groups that Downtown Daytona Beach must
reach to stimulate visitation, utilization and to stimulate overall economic growth and
traffic to merchants and other area business establishments:

• What percentage of your overall audience universe do various groups presently
comprise (i.e., residents, travel/tourism, local industry/business, et cetera)?

•  Please provide the geographical origins and demographics of these audience
segments:

- Area Residents:

- Local Industry/Business:

- Travel/Tourism:

- Others:

•  What level of knowledge and brand recognition do prospects have about the
merchants and other businesses located in Downtown Daytona Beach (e.g.,
prospective guests, businesses, influencers and stakeholders)?

• Of those prospects with some level of awareness, how did they first learn about the
attributes and amenities of the City’s downtown area and merchants (e.g.,
reputation, word of mouth, adver tising, special events, direct mail, news stories,
personal contacts , Website, et cetera)?

•  What do you suppose prospects will like the most and least about Downtown
Daytona Beach, relative to other areas they may be more familiar with (i.e., the
location itself, the shops, the services and amenities, the special events, the
business environment, et cetera)?
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Questionnaire (Continued)

B. Please identify your key competitors:

• What other areas do you perceive to be your primary competitors, and what are
their strengths and weaknesses relative to yours? (e.g., competitors for shopping,
dining, special events, tourism, business use and more.)

• What level of awareness do your prospects have about these competing areas?
(Do they have only name recognition, or do they have service awareness and
brand preference as well?)

•  How do these competitors promote themselves? (What makes their approach
different than that of Downtown Daytona Beach?)

• What are the primary characteristics, features and benefits of Downtown Daytona
Beach, versus those of your competitors, that your guests may be motivated by?

II. DEFINING DOWNTOWN DAYTONA BEACH

A. Define Downtown Daytona Beach as a place for:

• Residents to dine, shop and have fun?

• Leisure travelers to spend part of their vacation?

B. Explain the “competitive edge” of Downtown Daytona Beach:

• In terms of shopping, dining, special events, location, attitude and more.

C. Aside from critical awareness-building and special promotions, what other essential
functions do merchants expect the Downtown Development Authority and its agency
to perform?

D. Explain how Downtown Daytona Beach should be showcased:

• Please provide examples of merchants that are successfully operating in Downtown
Daytona Beach. (What has made this merchant so successful?)

• What are the most visually appealing locations in the downtown area to showcase
in new marketing materials? (Those that are the most attractive to prospects.)
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Questionnaire (Continued)

III. DOWNTOWN DAYTONA BEACH SITUATION

A. Please indicate the Downtown Development Authority’s level of marketing success in
recent years:

•  In 2010 and 2011, how successful has Downtown Daytona Beach been at
promoting area businesses? (What were the primary marketing tactics used to
accomplish this?)

• How robust were merchants’ businesses in 2010–2011 in Downtown Daytona
Beach?

•  How robust was visitation to Downtown Daytona Beach in 2010–2011 and what
measurements were used to evaluate this success (e.g., revenue, foot traffic,  sales tax,
et cetera)?

• How do these results relate to those of the last five to ten years? (What impact has
the economic downtown, weather events, gas prices, store closings and other
factors had on businesses and business growth in the area?)

B. Please review the business strengths and shortcomings of Downtown Daytona Beach:

•  What are the primary strengths and benefits of Downtown Daytona Beach to
present and future merchants (e.g., location, promotions, the amount of foot traffic,
et cetera)?

• What are the primary business, residential and tourism amenities of Downtown
Daytona Beach (i.e., waterfront location, unique shops and restaurants, easy or
adequate parking, special events, et cetera)?

•  What are the area’s business shortcomings (e.g., awareness, any negative
perceptions, few accommodations nearby for tourism, distance from residential
areas, limited foot traffic, et cetera)?

C. Please indicate what your marketing expectations and projections are:

• What do you want your new marketing communications program to accomplish
overall? (Please be specific regarding the amount of visitation, marketing
inquiries, sales tax increases or other units of measurement.)
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Questionnaire (Continued)

• How has your marketing communications success been measured in the past (i.e., foot
traffic, phone calls, e-mails, Web visitation, social media fans/friends/ likes, et cetera)?
How should this change in the future, if at all?

• What reaction do you expect from those who hear the name “Downtown Daytona
Beach”, or “Shop Downtown Daytona Beach?” (What reaction do you expect
from those who come in contact with the area’s marketing messages and materials
for the very first time?)

•  What level of visitation (unique and otherwise) has been achieved to your Web
site? (What analytics are conducted? Who visits the site the most? What should the
visitation be like in the future? What percentage of visitors request additional
information?)

• What is your current level of co-op participation? (Do you “joint-market” with
anyone, such as the Chamber of Commerce, the CVB, the County, vendors who
support the current merchants, media vendors, grants, et cetera? If so, what is
their level of participation and how much money do they contribute?)

• How is the greater Daytona Beach area overall positioned for growth in 2012?
(What geographic areas offer the greatest potential and why?)

• What marketing concepts have been used (or merely presented) in the past that
should be considered in the future?

D. Please indicate any additional challenges that Downtown Daytona Beach may be
facing over the next few years?

•  How do you believe the D.D.A. marketing budget compares to those of your
competitors? (Do others have a larger “share of voice” among target
constituents?)

•  What is the crime rate in the Downtown Daytona Beach area? (How safe do
business owners and guests feel?)
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Questionnaire (Continued)

IV. TACTICS & STRATEGY FOR DOWNTOWN DAYTONA BEACH

A. Please describe the marketing communications tools and objectives that drive your
current growth strategy: (Please provide copies of any current and past
communications materials.)

•  Describe your current offline advertising plan? (What print, broadcast and/or
outdoor media have you utilized to reach your target audiences? Has it been
successful? How has this success been measured?)

• Describe your online advertising plan? (What dot com and/or search advertising
have you placed? Has it been successful? How has this success been measured?)

• Describe your mobile marketing plan? (Is it for all mobile devises? Has it been
successful? How has this success been measured?)

• Describe your social media plan? (What social networks are you on? Has it been
successful? How has this success been measured?)

• Describe your database marketing plan? (How large is your present database?
Has it been successful? How has this success been measured?)

• Describe your direct marketing plan? (What mailers have you distributed? Has it
been successful? How has this success been measured?)

• Describe your branding plan? (Beyond your new logo, what is your overall
marketing message or theme?)

• Describe your interactive plan? (How do you communicate interactively with your
various constituencies? How has this been received by each?)

• Describe your public relations and community relations plans? (What positive media
coverage has been generated in the recent past? What is the annual “media value” of
such coverage?)

•  What role do special events play in attracting new guests downtown? (Do you
believe there is potential to expand on this tactic?)

• What research has been conducted in the past?

• What would you ideally like changed about each tool/tactic that has been employed
to date and why? (What would be your objectives for each in the future?)
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Questionnaire (Continued)

• What image do you feel your current communications vehicles communicate, and
why (i.e., your signage, business papers, brochures, advertisements, Website,
special promotions and more)?

• What tools, tactics and vehicles have you always wanted to employ, but have not?
(Are these tools, tactics and vehicles employed by your competitors?)

B. Please describe your intended marketing communications message:

•  What is your main idea? (Your “Unique Selling Proposition” or USP, or the
“Value Proposition” that you wish to communicate overall.)

• How should this change for each product offering?

•  How should this vary among your various target audiences (e.g., merchants,
residents, tourists, influencers, stakeholders, et cetera)?

•  How is your main idea different from those of your competitors? (Will that of
Downtown Daytona Beach stand out? How do competitors position themselves?)

•  What is the tone, attitude or brand personality that should be projected in all
Downtown Daytona Beach campaign materials (e.g., unique, fun, relaxed,
sophisticated, exciting, artistic, et cetera)?

• Is there a Downtown Daytona Beach “look” or “feel” that should be continued?
(e.g., sophisticated, fun, exciting, artistic, et cetera)?

• What are the key branding elements that you would like to see in all Downtown
Daytona Beach marketing materials (i.e., logos, images, messages, phrases,
colors, typefaces, URLs, e-mail addresses, et cetera)?

C. How have your target audiences responded to the following for Downtown Daytona
Beach in the past?

• To your Website?

• To your online and offline advertising? (Please specify the media type used.)

• To your collateral and e–marketing material? (Please specify what has been used.)
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Questionnaire (Continued)

• To your direct mail/database marketing?

• To your social/mobile marketing?

• To your public/media/community relations efforts?

• To your special events?

• To other tools and tactics?

V. YOUR RESEARCH

A. Please review the research tools and tactics that you have employed (or wish to):

• What types of research have you used to measure the success of your marketing,
efforts (i.e., foot traffic, responses, direct mail surveys, personal interviews,
telephone interviews, focus groups, tracking studies, et cetera)?

•  Have you ever pretested your marketing communications before? (If so, what
techniques were employed?)

• Do you track response rates regularly for your direct marketing efforts (e.g., visits
to your Web site, social media fans/friends/likes, or other aspects of your
marketing efforts)?

•  Do you have any psychographic data regarding your target audiences (e.g.,
attitudinal, lifestyle, et cetera)?

B. Do you see market research as having the potential to:

• Assist Downtown Daytona Beach in the development of short-term and long-term
Strategic Marketing Plans? (If not, why?)

• Assist Downtown Daytona Beach in the development of marketing programs and
materials? (If not, why?)

• Assist Downtown Daytona Beach in the identification of new guests or increasing
utilization by past guests? (If not, why?)

• What other items would you like answers to, or would like to evaluate, in primary
research?

Thank you for your assistance in this process!
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