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The mission of the Atlantic City  
Alliance is to increase the number  
of visitors and to increase overnight  
visitation. To achieve these goals, 
the Alliance focuses on three areas:  
   • MARKETING

   • IMAGE-BUILDING  

   • CITYWIDE EVENTS  
 

The Alliance is privately funded by 
a $30 million annual assessment to 
the 11 Atlantic City casinos for a 
total commitment of $150 million 
through 2016. 
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 SHARED COMMITMENT  SHARED VISION 



AtlAntic city’s  
trAnsformAtion is a shared 
commitment between every person 
and every business that is vested 
in our present and our future. the 
nJ s-11 legislation passed into law 

in February 2011 
created a framework 
for a partnership  
between the public 
and private sectors. 
the legislation 
mandates complex 
and visionary 
changes that require 
extraordinary  
cooperation among 
all who are charged 
with creating the 
pathway back to 
economic prosperity 
for those who live  
and work here. 
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yeAr two has brought continuing 
evolution to the aca in its mission 
to market atlantic city as a tourism 
destination and build additional visita-
tion and spending. we continue to 
promote atlantic city as a true vaca-

tion getaway resort 
town with a rich 
and vibrant history 
and a diverse array 
of attractions avail-
able year-round.

working with 
our partners we 
continue to focus 
on three primary 
areas: marketing, 
image-building, 
and citywide 

events. we’re establishing a strong, 
positive brand identity that resonates 
with our current and future visitors. 
the “do anything, do everything, 
do ac” campaign celebrates our 
destination offerings and creates an 
urgency to encourage visitation now. 
continuing the $20 million multi-  
media campaign throughout key  
media markets is a primary activity, 
and critically reinforced by additional 
work in reputation management in the 
media and online. we create events 
new to ac to spur repeat and new 
visitors. we are particularly thankful 
for the support and commitment of 
the board and the many partners who 
work with us every day and who share 
our vision. success will only come 
through partnership.

94% 6%

Marketing
Overhead

TOM BALLANCE 
President & Chief 
Operating Officer 
Borgata Hotel  
Casino & Spa

Chairman of the
Board of Trustees, 
Atlantic City Alliance 

the aca operates under a market-
ing agreement with the casino 
reinvestment development 
authority (crda). the aca is not 
funded by a tax but is accountable 
to deliver results. this snapshot 
highlights just a few of the aca’s 
contributions that are moving 
ac ahead with resources from 
the casino industry to realize a 
shared vision of atlantic city. 

the work of the aca is just one 
important piece of the larger 
commitment and challenge we 
all face. we thank the state, the 
city, the county, the crda, 
private industry, our workers and 
our residents who partner with 
the aca every day to fight for 
our city’s success. Only together 
can our shared vision become our 
shared reality. 

sHAreD Vision requires a shared 
commitment. the aca works coopera-
tively to support crda’s new master 
Plan (adopted in February 2012) and to 
promote atlantic city’s tourism district. 
the vision for atlantic city is bold, 
transformative, and costly. it requires 

partners, investors, 
and leadership to 
move ahead in an 
intricate web of  
interrelated  
programs that  
continually shift 
atlantic city closer 
to our end goal.

there are many 
examples of aca’s 
partnership ranging 
from a $4 million 
convention subsidy 

program to help attract new business 
to atlantic city through 2016, to 
supporting the expansion of air service 
at atlantic city international airport 
with destination marketing expertise 
funded by crda. crda and aca have 
shown that partnership works through 
these efforts, as well as other programs, 
including an effort to expand the 
visitor base through golf marketing, 
free summer entertainment programs 
and worldwide events, such as the 
challenge triathlon which will make its 
us debut in atlantic city in June, 2014. 

the shared vision of crda and aca 
as partners demonstrates what can be 
accomplished when we work together.  
moving forward, we strive to execute 
our individual mission and continue to 
strengthen our partnership with the 
aca to make atlantic city a true world 
class destination. 

JOHN PALMIERI 
Executive Director  
Casino Reinvestment 
Development Authority 

SHARED COMMITMENT SHARED VISION SUCCESS THROUGH PARTNERSHIP

the atlantic city alliance puts 
94% of its annual budget towards 
marketing with a lean 6% for 
administrative overhead. the 
annual budget is $30 million from 
the casino operators directly to 
the aca. the aca does not receive 
tax dollars. additional incremental 
funding is derived from partnerships. 

LIZA CARTMELL 
President  
Atlantic City Alliance 

ACA 2013 BUDGET



16,000 RADIO ADS

211 PRINT & MAGAZINE ADS

5,000 TV ADS

86,000,000 CLICKS & IMPRESSIONS

193,000,000 OUT OF HOME IMPRESSIONS

SPRING 2012 FALL 2012    
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2013 marked the second 
year of the “Do Anything, 
Do Everything, Do ACTM” 
campaign. The goal remains 
the same: to expand the 
image of the destination 
beyond just gaming and  
to build visitation. Our 
second year had to overcome  
damaging perceptions of  
Superstorm Sandy’s impact  
on AC and the Jersey Shore.

“DO ANyTHING, DO EVERyTHING, DO ACtm” 2013

AC ON NATIONAL TV

the 2013 campaign continued to focus on the dO ac brand 
and evolved to include a diverse array of destination events. 
the paid advertising buy was significant. an aggressive, coor-
dinated social media, communications, and brand activation 
strategy completed the dO ac campaign. 

SPRING 2013 FALL 2013     

ADVERTISING



FALL 2013 EVENT-DRIVEN AD
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getting ac on national and new york television in 2013 
remained a strategic priority. in addition to buying tv ads, 
ac was featured in national and new york broadcast 
programs including abc’s primetime broadcasts of the 
Miss America Pageant and the hit show The Bachelorette. 
each program featured the beach and boardwalk.

taking dO ac on the road to our key feeder cities allowed 
us to showcase all that ac has to offer. the goals were to: 
collect email addresses; to generate publicity; and to stimulate 
trial of ac through hundreds of free, midweek trip giveaways 
that were tied to restaurants, spas, and events. 

throughout 2013, the “live From ac” roadshow rolled 
into new york, baltimore, Philadelphia, and cities in new 
Jersey. “live From ac” brought ac to life with a live dJ, 
spa treatments, and interactive games around dining and 
gaming. more than 15,000 people experienced “live From ac” 
with thousands more seeing the two-story, fifty-by-forty-foot 
super structure. 

The New york Times Travel Show named it 
“the most interactive activation” in 2014. 

winter is a need period for atlantic city. three new 2014 winter campaigns focused on three types of visitor interests. 

AC ON NATIONAL TV

“LIVE FROM AC” — THE ROAD SHOw   

#DOACNIGHTLIFE

SPRING 2013 FALL 2013     

Do AC Nightlife appealed to visitors 35 and  
under drawn to nightclubs and live entertainment. 

Show Us Your Bling was aimed at the 
 bachelorette/bachelor party visitor.

Taste of Summer was geared towards the 
 value hotel package getaway visitor.

2014 wINTER CAMPAIGNS

Baltimore, Summer 2013



Social media is a strategic tool to build word-of-mouth and 
to build visitation. At any moment, there are hundreds of 
conversations featuring the fun people are having right now 
“Do-ing AC.” The DO AC campaign engages people’s social 
networks who share, like, comment, post, and favorite AC. 

The DO AC social media campaign is a global, 24/7 
conversation about what happened, what’s happening, 
and what’s about to happen in Atlantic City. The ACA’s 
social media strategy includes: six social media properties; 
social-savvy AC enthusiasts (a.k.a. the “Do Crew”); paid 
and non-paid tactics; and a robust online contest program. 

NEw wEBSITE & DATABASE  
spring 2014 marked the launch of a 
completely new website with respon-
sive design to accommodate mobile 
and desktop devices. the new website 
puts ac events front and center. it 
also offers visitors a way to discover 
their own ac experience with the          
“who am i in ac” game. 

the website includes a new marketing 
database that allows aca to direct 
promotions to a consumer database 
of more than 510,000 and growing. 
visit www.doatlanticcity.com 

FACEBOOK FANS
INCREASED 919%

440,000

 One dot equales 20,000 fans

•  2012: +43,000 fans

•  2013: +362,000 fans

•  2014 (thru January): +35,000 fans

279%

#DOAC
MENTIONS INCREASED 

485,000+
SOCIAL COMMUNITY  
FOLLOWERS  
This includes Facebook,  
Twitter, Instagram, 
YouTube, Pinterest, 
and Foursquare.
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wEBSITE AND SOCIAL MEDIA
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COMMUNICATIONS

How Atlantic City is 
portrayed in the media 
is critical. What’s in the 
news shapes how visitors, 
convention attendees, 
residents, and businesses 
think about AC. On the 
following pages you will 
see just a few examples of 
the positive stories the 
ACA placed on television, 
in radio, newspapers, 
magazines, and online 
to reshape AC’s image. 

The results are nothing 
short of stunning. In 2013, 
positive media coverage 
increased 95% and negative 
coverage decreased by 28%. 

Where the Pho Is a Sure Thing
A scant 125 miles away, in and 
around this gambling mecca  
[Atlantic City], are a clutch of  
Vietnamese cafes that arguably 
rank among the nation’s most  
authentic, where the steaming 
bowls of pho have the kind of  
flavors that can make connoisseurs 
of the dish leap up from their  
plastic chairs with pleasure.  

by Robert Sietsema, August 5, 2013  

Miss America 2014 promotes AC @ the New 
Media Expo. Her Twitter Takeover Trended.

it all begins with hiring locally 
and nationally renowned photo-
graphers and videographers to shoot 
thousands of new pictures and high-
definition video of atlantic city to 
showcase a more contemporary 
image. the aca also hires respected 
freelance journalists to capture the 
soul of the city through compelling 
news stories and press releases.  

the atlantic city alliance deploys 
an expert Pr team to work with 
the media.  

the aca goes on the road to conduct 
press conferences, media events, 
publicity stunts, editorial board 
meetings, and one-on-one meetings  
with the media—to sell ac’s new 
story. and, when a negative story 
does appear, aca defends the 
image of the city. 

we host media in ac on themed 
familiarization visits every month. 
with support from the aca 
convention subsidy program, two 
chapters of the prestigious society 
of american travel writers chose 
ac for their group meeting, as did 
the national association of black 
Journalists region 1.  



EVENT COVERAGE
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6 great summer destinations ...
why you should go: For new  
restaurants and rides along the 
iconic Boardwalk … The area still 
continues to bounce back … with 
new openings and events along  
its iconic stretch of New Jersey 
coastline.

June 20, 2013 

 IMPROVING AC’S IMAGE AC ON TV

Turn the AC on
Each summer, Atlantic City experiences a seemingly alchemical transforma-
tion that derives from sun plus fun. Rays shine down, warm surf laps at the 
shoreline, visitors flock to the gambling, dining, nightlife and a plethora of 
activities … The famed boardwalk comes to life.     

by Michael Kaplan, April 13, 2013 

Pro Volleyball Tour Coming  
to Atlantic City
Atlantic City’s latest in a series 
of non-gambling attractions 
designed to boost tourism will 
feature Kerri walsh and fellow 
Olympic volleyball champions.  

by Wayne Parry, August 30, 2013  

Pull Up a Chair ...

For “Artlantic,” an installation  
in Atlantic City, Jedediah Morfit 
created aluminum seating called 
“The Flood Suite” based on  
19th-century cast-iron furniture. 

by Elaine Louie, August 7, 2013 

Sand sculpture contests
The world Championship of Sand 
Sculpting this month brings 1.2 
million pounds of sand trans-
formed into whimsical creations. 
The competition continues 
through the end of June. 

by Mary Forgione, June 19, 2013  

Experts see growth in positive Atlantic 
City media coverage
Based on an analysis of hundreds 
of stories over nine months,  
experts say there has been a spike 
in the number of positive stories 
about Atlantic City …   

by Jennifer Bogdan,  December 14, 2013

Boardwalk Beat: A.C. offers family fun 
with free light show at Boardwalk Hall
Boardwalk Beat is a wonderful 
slice of Americana, paying  
homage to different eras of  
popular music beginning with  
the Jazz Age.  

by Leah Kauffman, May 20, 2013

Atlantic City Food and Wine Festival,  
summer is the ideal season to  
visit A.C.
And with beaches now open,  
a fireworks display set for  
Independence Day, and the  
upcoming Atlantic City Food  
and wine Festival, summer is  
the ideal season to visit A.C. 

by Grace Bello, June 30, 2013 



EDITORIALS

EVENT COVERAGE

ACTIVATIONS AND CAMPAIGNS
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AC ON TV

Miss America Pageant
Boardwalk Hall glittered and the 53 Miss America contestants looked  
gorgeous on prime-time TV last Sunday. The two-hour ABC telecast  
garnered its best ratings in nine years … with close to 10 million  
viewers at its peak.   

by Suzette Parmley, September 23, 2013

Sand sculpture shindigs: A bucket list
Retired Atlantic City fireman and 
master sand sculptor John Gowdy 
helped bring this event to what 
is arguably sand sculpting’s U.S. 
birthplace, where sand sculptors 
entertained crowds with art on  
the Boardwalk from the late  
19th century until the 1940s.  

by Leslie Gilbert Elman, July 8, 2013 

A.C.’s party bus / A great idea    
The alliance certainly  
deserves praise for coming 
up with this idea. … It is a 
reminder … that the resort 
really can be a fun place for 
a lot of people. The trick is 
to identify and reach out to 
those people and that’s just 
what the “DO AC Nightclub 
on wheels” accomplishes. … 
The ocean is a hard sell  
in March. But this “DO AC” 
bus is an updated example  
of the kind of creative, fun 
promotion that worked so 
well in the old days.  
Tweet on.  

March 11, 2014  

Atlantic City District / Year Two   

The ACA launched a slick  
advertising campaign last year that helped rebrand the city. Beyond  
that, it has partnered with the CRDA on projects to beautify the city  
by turning vacant lots into art parks, featuring world-class artists. The  
biggest success of the past two years has been a new sense of cooperation, 
of various agencies, businesses, residents and interest groups all pulling 
their oars in the same direction.  

January 29, 2013

A.C. convention subsidies / A good bet    
The ACA is making a multi-year commitment to bring more conventions  
to the resort … A previous $1 million commitment is bringing three new 
conventions to town this year. The Alliance says it will now put up an  
additional $1 million a year for the next three years. what a smart idea. 

August 25, 2013

Atlantic City touts its comeback
A year ago, Atlantic City launched a $20 million marketing campaign  
promoting itself as a tourism destination—not just a gambling mecca.  
On April 15, it will relaunch the campaign, but this time, it’s not  
ignoring its roots.

by Lisa Fickenscher, April 9, 2013

Atlantic City to target Baltimoreans at Artscape with mobile casino resort
Atlantic City this month will bring a 750-square-foot trailer to Artscape  
as part of a $30 million marketing campaign. The trailer is designed as a 
mobile casino resort with games, massages and other entertainment. 

by James Briggs, July 8, 2013

The DO AC nightclub on wheels is part of a larger nightlife campaign.
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EVENTS 

ATLANTIC CITy 
PRO BEACH VOLLEyBALL  
TOURNAMENT 
the dO ac Pro beach volleyball  
invitational featured the world’s best 
athletes, a first-class production, 
and new courts on a former vacant 
lot. it marked the homecoming of 
pro beach volleyball to atlantic city 
after 16 years. it took place right 
alongside the famous atlantic city 
boardwalk, just steps from the 
atlantic Ocean, and attracted 
more than 15,000 spectators 
over two days.

The ACA is responsible for 
creating citywide and niche-
specific events designed to drive 
tourism — especially midweek 
and into the fall. Events — 
produced and funded by the 
ACA or produced by others —
are important drivers of visitation, 
publicity, social media, and 
image-building. Events tailored 
to specific kinds of interests, 
from beach volleyball fans to 
wine enthusiasts and sports 
lovers, attract the kinds of new 
visitors that are crucial to 
diversifying AC’s visitor base. 
Event visitors tend to spend 
cash on non-gaming amenities, 
and research shows that the 
event itself sparked their visit.

New beach volleyball courts at New 
Jersey Avenue and the Boardwalk.
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PHILLIES AT THE BEACH  
VIEwING PARTy   
the Phillies and comcast sportsnet,  
in partnership with the atlantic city  
alliance, hosted a “Phillies at the 
beach” viewing party on the beach. 
the free festivities started at noon 
and allowed fans the chance to watch 
the Phillies take on the mets from a 
massive mobile movie screen right 
on the sand. the aca engaged in a 
year long marketing agreement 
with the Phillies.

DO AC SMOKIN’ HOT  
BBQ CHAMPIONSHIP   
Over 80 famous pitmasters and cook  
teams from across the u.s. gathered  
in atlantic city for the dO ac smokin’  
Hot bbQ competition. the champi-
onship was featured on My Family 
Recipe Rocks, a national tv show. 
adding to the excitement, the atlantic 
city boardwalk rodeo returned for 
the third year at boardwalk Hall for 
two rip-roarin’ days of rodeo.

the aca and crda produced four unique immersive light-and-sound shows — 
Duality, Boardwalk Beat, Winter Sweet, and AC Dreamin’ — featuring state-of-
the-art architectural mapping, 3d animation technology and original soundtracks. 
Over 500,000 visitors have seen the free, nightly shows on boardwalk Hall. 

to highlight innovative 
uses of its products as 
part of apple’s 30 year 
ad campaign, apple 
cited Winter Sweet and 
Boardwalk Beat — two 
of the four 3d light-and-
sound shows moment 
Factory produced — 
(apple.com/ 
30-years/2013).

Duality was honored with 
an internationally renown 
prize, the 2013 Award 
of Excellence from 
Communication Arts. 

3D SOUND AND LIGHT SHOwS DEBUT IN 2013  BIG KUDOS

   AC Dreamin’  
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wORLD CHAMPIONSHIP  
OF SAND SCULPTING 
artists and over 130,000 visitors  
gathered for the world champion-
ship of sand sculpting last year. the 
competition marked the first time the 
world championship of sand sculpting  
had been held in atlantic city, where 
sand artistry had its earliest beginnings  
in the late 1800s, and only the third 
time this event had been held in the 
u.s. since it began in the 1980s.  
twenty-seven sculptors from 13 
nations competed in head-to-head 
singles and doubles competitions. 

4TH OF JULy FIREwORKS

On July 4th, the rockets’ red glare 
included 10,000 multicolored fireworks 
that illuminated the night. the “do 
ac Fireworks spectacular” included 
four beautifully choreographed, 
visually stunning and elaborate 
fireworks shows along the atlantic 
city boardwalk and marina. 
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DO AC BOARDwALK  
wINE PROMENADE 
atlantic city’s outdoor wine festival 
took place on a two-mile stretch 
of the boardwalk and featured 150 
wines in seven destinations themed 
with the history, the pageantry, and 
the energy of atlantic city. it was 
hosted by wine expert and television 
personality leslie sbrocco. the event 
featured gourmet bites, live music, 
and breathtaking ocean views. aca 
ties celebrities to events to boost     
attendance and to increase publicity. 

MIND, BODy & SOUL   
ARTLANTIC  
“mind, body & soul artlantic” 
was launched in two atlantic city 
art parks with free programming for 
visitors and residents. daily events 
featured local arts organizations, live 
performances, and fitness classes.  
Artlantic has transformed former 
vacant lots adjacent to the boardwalk 
into vibrant public spaces. DO AC 3D CHALK  

ART FESTIVAL   
Over the course of six days, 14 
renowned artists from eight countries 
transformed an atlantic city street 
into a dazzling open-air museum 
filled with intricately designed, 
interactive 3d chalk masterpieces. 
visitors watched in person and online 
as the paintings evolved from blank 
spaces on day one, into masterpieces 
by the end of day five. the event 
attracted 12,000 attendees.

2013 ATLANTIC CITy AIRSHOw 
the atlantic city airshow is one of atlantic city’s greatest summer assets.  
it provides the opportunity to drive more visitors to enjoy the boardwalk, 
beaches, and the many other attractions available throughout town. the 
airshow is produced by the greater atlantic city chamber of commerce; 
with support by the city of atlantic city; the 177th Fighter wing of the n.J. 
air national guard; south Jersey transportation authority; atlantic city alliance; 
the crda; the casinos; and many others.



Our shared vision cannot 
be achieved by one person 
or one organization or in 
one year. It requires the 
shared commitment by  
all to fully maximize our 
potential. Success will  
come through partnership. 
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a partnership between the casino reinvestment development authority and the 
aca helps to transform the visitor experience. the aca and the crda partner 
on many programs in the tourism district. these programs range from the 3d 
sound and light show on boardwalk Hall to annual events such as the July 4th 
fireworks and miss america. On the next page, there are just a few examples of 
the work that aca and crda engages in cooperatively.  

SHARED VISION

CASINO RESORT DEVELOPMENTS   
every casino has been investing in their property. with the atlantic Ocean as 
its backdrop, revel opened the 45,000-square-foot HQ beach club. trump taj 
mahal’s spectacular boardwalk façade renovation was completed in time for the 
summer season. soon there will be more celebrity chefs at caesars atlantic city 
Hotel and bally’s underwent a casino floor upgrade. tropicana atlantic city, which 
just opened new boardwalk dining venues in 2013 (chickie’s and Pete’s, casa taco 
& tequila bar, and tony luke’s), recently unveiled plans for a four-phase renovation 
project to include more improvements to its boardwalk façade. resorts invested 
$70 million in room renovations and debuted margaritaville and the landshark 
bar and grill. Jimmy buffett played a free concert on the beach drawing 50,000 
people to ac’s free beaches. borgata celebrated 10 years and online gaming 
started in november 2013. 

Landshark Bar and Grill, part of Margaritaville at Resorts

Miss America 2014
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AC wATERFRONT  
SCULPTURE wALK    
the aca and crda partnered  
with the noyes museum of art of 
richard stockton college to create  
a sculpture park in atlantic city 
located along the bay in the marina 
district of atlantic city. it links the 
golden nugget atlantic city with 
Harrah’s resort atlantic city and 
borgata Hotel casino & spa.

HEARTwALK   
the sculpture, titled Heartwalk, was 
created by brooklyn, ny design firm 
situ studio. Heartwalk draws inspira-
tion from the collective experience 
of Hurricane sandy and the love that 
binds people together during trying 
times. the project was built entirely 
from hundreds of wooden planks 
salvaged from boardwalks in new 
york and new Jersey.

$4 MILLION 
CONVENTION SUBSIDy   
extending our partnership with the 
crda further, the aca has committed 
$1 million annually between 2013 and 
2016 to incent potential convention 
and meetings to come to ac for the 
first time. the program is a success in 
drawing new meetings to ac.

MISS AMERICA RETURNS   
the return of miss america provided ac with a yearlong comeback story for  
the destination. thousands of news stories and a nationally televised primetime 
abc 20/20 special marked the event; and the live broadcast of the pageant  
drew 10 million viewers. the show opened with eight minutes of beautiful footage 
showcasing the new atlantic city. contestants were featured on the beach, 
on the boardwalk, at the absecon lighthouse, and in gardner’s basin, 
among other landmarks. 

a newly commissioned sculpture depicting miss america holding out a tiara 
to crown her successor, resides on kennedy Plaza outside boardwalk Hall. it is 
modeled in the likeness of miss america 2013, mallory Hagan, and was sculpted 
by brian Hanlon of Hanlon sculpture studio in toms river, nJ.

UNITED wE FLy   
new nonstop service on united 
airlines from chicago O’Hare 
international airport and Houston 
bush intercontinental airport to 
atlantic city international airport 
launched april 1, 2014. this new  
service is supported by a $1 million 
marketing campaign funded by 
crda with additional support 
and resources from the aca. 
the campaign focuses on meeting 
planners, leisure and business 
travelers.



HARRAH’S 
CONFERENCE CENTER   
soon, Harrah’s conference center 
will be the largest hotel conference 
facility from baltimore to boston. 
construction–already underway–is 
expected to take about two years. 
the facility will be 250,000 square 
feet with 125,000 square feet re-
served for meeting space. the center 
will have two ballrooms.

GLOBAL SPECTRUM  
the crda selected global spectrum 
to manage and operate atlantic city’s 
historic boardwalk Hall, west Hall, 
and the atlantic city convention 
center, effective January 1, 2014. 
global spectrum is a subsidiary of 
nationally recognized sports and 
entertainment leader comcast-
spectacor. as part of this new 
partnership, significant marketing 
opportunities are afforded to the 
dO ac campaign.

the crda has made dramatic improvements to atlantic city’s infrastructure, 
landscape, and quality of life through vision, strategic planning, and good old-
fashioned hard work. From an aggressive demolition program removing blight, 
to landscape beautification yielding pockets of greenery on street corners, to the 
expansion of the popular and effective ambassador program, atlantic city scores 
high marks with visitors every day.
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BOUTIQUE HOTELS    
three new non-casino hotels will  
welcome visitors looking for  
something different from the major 
resort properties. the 500-room 
Claridge Hotel, which was most  
recently operated as part of bally’s, 
will re-open as a non-casino hotel. 
the former 73-room Ascot Motel 
is undergoing a significant upgrade 
and has reopened as a tryP by 
wyndham hotel. the historic 14-story 
Madison House has reopened as a 
non-casino, boutique hotel.  

One of the threshold opportunities 
to increase visitation to Atlantic City is 
to change the urban environment.

DESTINATION PROGRESS

ARTS GARAGE AT  
THE CRDA wAVE GARAGE   
the arts garage at the crda wave 
garage opened in late 2013. the 
16,000-square-foot arts retail space 
has a variety of artists and crafts-
men. the unique space includes a 
2,000-square-foot exhibit by the 
african american Heritage museum 
of southern new Jersey. it is managed 
by noyes museum of stockton 
college.

BASS PRO   
lt. governor kim guadagno joined 
casino reinvestment development 
authority (crda) executive director 
John Palmieri, the cordish companies’ 
President of development blake 
cordish, bass Pro general manager 
aaron Frazier, and community officials 
at a groundbreaking ceremony for 
the best of bass Pro shops coming 
to atlantic city in 2015. 
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SAFE PLACE VERY CLEAN UNIQUE
EXPERIENCE

VARIETY OF
APPEALING
ACTIVITIES

INTEND TO VISIT

28% 25% 45% 88% 58%

research studies were conducted 
amongst 3,600 “Fun seekers” in new 
york, Philadelphia, baltimore, and 
washington, d.c., to measure the 
impact of the dO ac campaign. 
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INCREASED POSITIVE PERCEPTIONS

of Atlantic City as a fun, exciting getaway
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Stories in Media in Key Markets

Positive Neutral Negative Balanced

INCREASED POSITIVE MEDIA COVERAGE

Reputational and 
physical damage caused 
by Superstorm Sandy 
in New Jersey lingered 
throughout 2013 and 
continued to impact 
AC. As the summer 
progressed, Atlantic 
City fared much 
better than its 
neighbors to the north, 
with relatively stable 
occupancy. Regional 
gaming competition 
continued to impact 
gaming revenues.

RESULTS 

a media analysis was conducted 
by salience insight to better under-
stand how ac was portrayed in news 
stories throughout 2013. the aca 
wanted to measure positive, neutral, 
balanced and negative stories. 

salience insight’s analysis showed 
a significant 28% decrease in nega-
tive media coverage in 2013 and ac’s 
positive coverage increased by 95%. 
the research also showed that media 
stories placed by aca drove positive 
media coverage up by 22%. 

in 2014, the aca received the New 
Jersey Division of Tourism Award 
for Excellence, recognizing the 
alliance’s work to improve the 
image of atlantic city. 

Independent report shows positive coverage of Atlantic City has increased 
a stunning 95% in 2013 while negative coverage decreased 28%.

the dO ac campaign shows signifi-
cant positive impact in perceptions 
of the brand, variety, as a year-round 
destination, cleanliness and safety, 
and intent to visit. 

the chart above shows: 
•  recommend visiting to others 

increased by 17%
•  safe place, while still low, is up 8%
•  very clean is up 9%
•  intent to visit increased by 21%
Source: Greenberg, Inc.



AC’S REMARKABLE RESILIENCE    

PROMOTIONAL FEE REVENUES  
12-month trailing total through December 2013
$ in millions 

2011
YoY Growth

6.4%

2012
YoY Growth

2.1%
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$10.8

PARKING TAX REVENUES (Casinos)  
12-month trailing total through December 2013
$ in millions 

2011
YoY Growth

-4.9%

2010 2012
YoY Growth

1.2%
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LUXURY TAX REVENUES (Atlantic City)   
12-month trailing total through December 2013
$ in millions 

2011
YoY Growth

10.7%

2010
YoY Growth

8.0%

2009 2012
YoY Growth

12.6%
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despite superstorm sandy and significant increases in regional gaming competition, 
several indicators held steady in 2013. 

beginning in 2012, we began actively tracking critical tax and fee indicators that 
measure the health of atlantic city’s tourism business beyond just gaming receipts 
which continue to suffer from the proliferation of gaming options in nearby states. 

• in 2012, for the first time since the great recession and since the expansion  
of competitive gaming alternatives, atlantic city saw significant growth in  
five indicators — all except gaming tax revenue. 

• in 2013, the lingering impact of superstorm sandy was felt throughout the  
state and the region and significantly impacted the economy. 

• However, continued positive growth, albeit slight, in several indicators, as  
compared to the gaming metrics, continued to reflect the diversification,  
development, and resilience of ac.

Other key indicators, however, continued to show the negative impact exhibited 
beginning with the onset of the storm in 2012. as demonstrated by the research 
results here, we are pleased that positive trends are starting to come back in  
several key metrics which had trended down in the months after the storm. 

TOURISM INDICATORS are based upon tax/fee filings with Department of Taxation, Casino Control Commission and Division of Gaming Enforcement, which are preliminary and subject to certification/change, as follows: 

• Gross Revenue Tax based upon 8% of Taxable Gross Gaming 
Revenue as reported to the Division of Gaming Enforcement.

• Casino Hotel Parking Fee based upon $3 fee collected by 
casino hotels for parked cars as reported to the Casino Control 
Commission.

• Casino Hotel Room Fee based upon $3 per occupied rooms in 
casino hotels reported to the Division of Taxation.

• Tourism Promotional Fee based upon $1 or $2 fee per  
occupied hotel/motel room in Atlantic City as reported  
to the Division of Taxation.

• Atlantic City Luxury Tax based upon 3% tax on alcohol 
consumed on premises and 9% tax on show and enter-
tainment admissions, hotel rooms, rolling chairs, beach 
chairs and other tourist-related items as reported to the 
Division of Taxation. 

• Sales Tax based upon Atlantic City-based business 
entities active during the year, does not typically include 
sales tax revenue from business entities that have  
Atlantic City locations but are primarily based outside 
Atlantic City as recorded by the Division of Taxation.

Luxury Tax Revenues
Atlantic City’s luxury tax revenues of $35.5 million 
(considered an indicator of leisure expenditures) were up 
marginally by 0.1% in 2013. During calendar 2011 and 2012, 
there was robust year-over-year growth of 10.7% and 12.6%, 
respectively. 

Parking Tax Revenues
Casino parking tax revenues of $27.9 million reverted to 
the pattern experienced in 2010 and 2011 by declining 3.0%. 
These revenues appear to be closely linked to the decline in 
gaming gross revenue taxes. This reversed the improvement 
experienced in 2012 when these revenues increased by 1.2%.

Tourism Promotional Fee
These fees, payable per occupied room in Atlantic City, 
showed their third year of increase, growing 0.3% in 2013 to 
$10.8 million. In 2011 and 2012, they increased 6.4% and 2.1%, 
respectively.

Sales Taxes
The strongest increase of all metrics was experienced by the 
sales tax receipts which increased 3.7% in 2013. Sales tax 
receipts have shown growth every year, albeit at varying 
rates throughout the four-year period of comparison.
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LOOKING  AHEAD

Promoting specific activities, like 
ac’s vibrant entertainment and night-
life scene and developing citywide 
room packages will move front and 
center in our promotions. 

additional out-of-market activations 
will bring more direct impact to our 
messaging and continuing to build 
a strong slate of repeat events in 
shoulder seasons will create more 
reasons to visit ac nOw.

the alliance team continues to evolve 
and to work even more effectively to 
develop a stronger future for atlantic 
city. their creativity, their incredible 
work, and their joy in what they 
do every day are truly exemplary. 

we recognize that our task is 
complicated and not the work of 
a day, or a year, but a long-term 
project with many facets all moving 
in unison to succeed. thank you 
to the ac team and thank you to 
the leadership of our board.

liza cartmell
President 
atlantic city alliance

Liza Cartmell  
President
Jeff Guaracino  
Chief Strategy &  
Communications Officer

Christine Spencer 
Chief Marketing Officer 

Judi Ludovico 
Chief Entertainment Officer

Tom Ballance 
President & COO  
Borgata Hotel  
Casino & Spa
Chairman of the Board  
of Atlantic City Alliance

Steve Callender  
General Manager  
Tropicana Casino and Resort

Mark Giannantonio 
President & CEO  
Resorts Casino Hotel

Kevin DeSanctis 
President and CEO 
Revel AC 

Michael Frawley 
COO, Atlantic Club Casino Hotel 

Robert Griffin 
CEO, Trump Entertainment  
Resorts, Inc. 

Scott Kreeger  
President and COO  
Revel Entertainment Group, LLC

Kevin Ortzman 
Senior VP and General Manager 
Bally’s, Caesars, Showboat

Tom Pohlman 
Executive VP & General Manager 
Golden Nugget Atlantic City
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As we enter the third year of operations, our efforts will 
increasingly shift toward blending our brand messaging 
with more direct marketing efforts. 

The Atlantic Globe in Boardwalk Hall

The Atlantic City Race Week

Jeffrey Hartmann 
Interim CEO 
Revel AC 

Tony Rodio 
President and CEO 
Tropicana Atlantic City 

John D. Smith 
CEO, Harrah’s Resort Atlantic City

Sean Fitzgerald
Miles Kennedy
Rusty Kennedy
Bob Krist

Ed Salvato
Peter Tobia
Frank Weiss
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Historic Boardwalk Hall
2301 Boardwalk
Atlantic City, NJ 08401 
(609) 348-7534
atlanticcityalliance.net
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ATLANTIC CITY, NEW JERSEY




