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TOURISM AND YOUR COMMUNITY

I. What is Tourism?

II. Why is Tourism Important to Your Community?

Helps communities maximize economic development opportunities.  

Helps communities enhance their ability to compete, diversify and prosper.

III. Types of Tourism

A. Cultural & Heritage Tourism

B. Nature or Eco Tourism

C. Hunting/Fishing/Camping

D. Hiking/Biking

E. Events ie. Sports Tournaments

F. Festivals

IV. Developing Your Assets

A. Image

B. Strengths & Weaknesses

C. Inventory

V. Building Community Support

VI. Work on Weaknesses
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VII. Building on Your Strengths

VIII. Identifying, Packaging & Marketing

IX. Finding  the Dollars

WHAT IS TOURISM?


It is no exaggeration to state that economic development is one of the most important priorities of community leaders across the country.  A successful Economic Development program broadens, diversifies and improves the economic base of the community.  This involves adding jobs, income, and tax revenues.  Economic Development programs take many forms.  Tourism is a big industry – in Texas alone it employs more than 485,000.  Travelers contributed more than $40.4 billion to the Texas economy.  

WHY IS TOURISM IMPORTANT TO YOUR COMMUNITY?


The number one reason is money – it brings added dollars to your community.  It further enhances the businesses already in your community particularly in areas such as, hotels, restaurants, retail establishments, gasoline sales and more.  

Tourism also offers exposure for your community.  What better way could you get the word out about your community than by those who have visited and enjoyed themselves.  Successful tourism efforts offer additional advertising opportunities which 

we will discuss later in this presentation

THERE ARE MANY TYPES OF TOURISM


We can identify many types of tourism by considering what we do for fun.  All of us have different interests and so do those who travel.  As in all forms of Chamber work, we cannot be all things to all people so we need to target our focus on those areas that work/fit within our community.

· Cultural & Heritage Tour

· Nature or Eco Tourism

· Hunting/Fishing/Camping

· Hiking/Biking/Fun Runs

· Events (ie. Sports Tournaments)

· Festivals

· Other

DEVELOPING YOUR ASSETS


IMAGE – Determine the image of your community.  Is there a need for an overall them or do you already have one?


STRENGTHS & WEAKNESSES – The team should spend a workshop determining the strengths and weaknesses of your community relative to tourism.   This is the time to be brutally honest and realistic.  We tend to be kind in relation to our community.

INVENTORY – This process should be included in the workshop with strengths and weaknesses.  It gives you the knowledge to work with.

· Transportation

· Cultural & Recreational Facilities

· Accommodations – Hotel, Camp Grounds, RV Parks, etc.

· Park Facilities – Hiking, Biking, Horseback Riding, Swimming, etc.

· Restaurants

· Conference Facilities

BUILDING COMMUNITY SUPPORT


This process includes a combination of organizing, researching, planning and goal setting, marketing, working with existing business/industry and training.  All activities must be evaluated on their contribution to the attainment of community development 

goals.  The end is community improvement, which will be a product of the total development process.

· Organizing for Action

The community must first bring its key leaders together to increase overall awareness about the tourism development process.  You must begin the important task of analyzing community attitudes toward growth and the business climate, including an important self assessment of community attributes and needs.

· Research

Research requires collecting, organizing and analyzing data needed to effectively provide a basis for setting community development goals.  To form goals without this background frequently results in the setting of incorrect or unattainable goals.  This research activity must interface with all other stages of the development process.

· Planning & Goal Setting

This is the third activity in the development process.  Goals must be based on actual data gathered during the community’s research efforts.   Goals should be attainable and reflect the desires of the community.  The key to this stage is the creation of an action plan, both short and long range, regardless of how comprehensive.  It involves defining and allocating the use of resources.  This plan must set priorities and translate attainable goals into action.

· Marketing

Marketing is necessary for sound promotion of your community.  It accelerates the pace, generates momentum and increases the prospect for success.  The development of promotional strategy should be a mix of all forms of promotion.  It should be specifically tailored to your community, fit your budget, and exploit any special resource in your community.  Developing a Marketing Plan is essential once a community has completed its’ homework.

· Formation of the Team

Under the team concept, each member is given an assignment and is expected to become an expert in that area.  Team members should be recognized leaders in the community.  Following an orientation with team members, the real work begins.

WORK ON WEAKNESSES


This is the time to really challenge your team. Have you ever thought what your community looks like to someone who has never visited it before as he drives into it for the first time?  Have you ever driven through communities yourself and made judgements based on first impressions as to whether there is anything to see and do there?  What does the appearance of your community tell you about it?


Most communities eager to seek tourism overlook the need to improve their community as a beginning step toward further tourism.  

· The community must examine its attitude toward tourism.  A general education program may be needed to make community leaders more aware of the need to get moving.  Enthusiasm needs to be built up so that changes can be facilitated.  Different communities are not built by indifferent people.  People need to become excited about their town and its potential.  They need to know that unless they become involved, nothing will happen.

· Community improvement is needed physically.  The appearance of your community is the easiest way for a visitor to see you attitude about the city’s future, its business potential, and its spirit.  If you are not proud enough to clean up your city, how can you be proud enough to invite someone to visit!  

Organized community improvement programs have taken many forms form the 

· “clean-up, paint-up, fix-up” campaigns, neighborhood clean-up campaigns, to the “keep-my-city-beautiful” campaigns.  Total community development programs go more thoroughly into programs for improvement of the quality of life in communities.  Historically, these programs have been disigned to involve a large number of people in a cross section of the community.  Most cities who have made a serious attempt to involve a cross section of the community through neighborhood meetings and neighborhood goals-setting programs have discovered a higher degree of acceptability of the eventual goals that are established. 

BUILDING ON YOUR STRENGTHS

· Are you ready?

· Research – Who visits your community?

· Use your contacts – Be a snoop

· Be open and prepared for change

· Develop new ideas and events

IDENTIFYING, PACKAGING & MARKETING

Advertising as an Investment

Campaign Strategy & Overview

· View Advertising, not as an “expense” but as an “investment”

· Explore partnerships, “piggy-backing” and cooperative efforts with your 

    neighboring or complimentary communities or with companies who already do 

    major advertising, ie. auto dealers, malls, etc.  Ask them to tie in your community 

    name and/or logo.

Categories by which to market your community

· Destinations (ie, beach)

· Corridors (highways, roads, towns along the way)

· Gateways (major airports, ports, train stations)

Strategies

· Always include toll free number, web sites, etc.

· How to receive travel guides, accommodations guide, maps

FINDING THE DOLLARS

FUNDING TOURISM PROMOTION

· Hotel/Motel Tax

· Memberships

· Chamber Funding

· Donations

· Grants

· Merchandise Sales

· Co-op Advertising Funds

· Festival Revenues

· Fundraising

· General Fund (Government – City or County Contracts)

GRANT WRITING

· Be specific about what you want fundes

· Understand the time frame for results

· Understand the follow-up procedures once the grant is awarded

SPONSORSHIP

· Be creative about what can be sponsored

· Sponsorship should be a win/win

· Target companies that are “best fit”  - that have the most to gain

· Develop sponsorship materials for solicitation (Tie them to the theme of the event), sponsor levels (tie to values).  Be willing to develop custom packages

· Plan the approach (Proposal, personal contact, follow-up)

· Cash versus in-kind

· Deliver what you promised

MEMBERSHIP SERVICES

· Education Seminars – (Grant writing, Service Industry Training, etc.)

· Leads & Lables Program

· Visitors Video Program

· Visitor Guides (Offer sponsorship/advertising)

· Internet Programs (Links & Banners)

· Group Tour Planner

· Meeting Planners Guide

WHERE TO GET HELP

· Related Organizations
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