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ADVERTISING COMMITTEE MINUTES
State Parks, Recreation & Travel Commission

Gaston’s White River Resort

Lakeview, Arkansas
October 19-20, 2006
Commissioners Present

Steve Arrison, Chairman

Jay Bunyard


Mike Mills

Jim Shamburger, ex-officio

Danny Ford


Bob Knight

Montine McNulty


Debbie Haak


Jim Gaston
ADPT Staff Present

Richard W. Davies, Executive Director

Joe David Rice, Tourism Director

Nancy Clark, Assistant Tourism Director

Charles McLemore, Director Research & Information Services

Jana Greenbaum, Communications Manager

Gloria Robins, Executive Assistant

Tammy Erby, Administrative Assistant

CJRW Staff Present

Shelby Woods



Karen Mullikin

Bill Fitzgerald

Brian Kratkiewicz


Greg Harrison


Debbie Grace

Dave Kramer



Kay Medlin


Wayne Woods

Brandi Hinkle



Nancy Ferrara

Aristotle Staff Present
Jonathon Eudy



Advertising Agency Contract


Joe David Rice reminded the Advertising Committee the Department’s professional services contract with Cranford Johnson Robinson Woods would expire June 30, 2007. There are two options available to the Commission as provided by the rules and regulations: the Commission has the authority to extend the contract for a two-year period (if the staff determines the agency’s work has been satisfactory) or to put the account “on the street” and ask for proposals from interested parties. 


Mr. Rice explained the Commissioners went through the process of selecting an Agency a few years ago and detailed the time and effort required to meet with and go over contracts before a decision could be made. Regardless of whom the contract is with, the Legislative Council will have to approve the contract. The decision to renew the contract cuts out the time needed to advertise, and go through the selection process, approximately three to four months.

Mr. Rice recommended the contract be extended for an additional two years. The past two fiscal years have been good ones when judged by collections of the state’s 2% tourism tax. Focus groups have confirmed Arkansas is sending effective messages to the most likely audiences and based upon ongoing research, the 2007 campaign represents another step forward. The industry seems reasonably content, and the relationship between CJRW and the Parks and Tourism staff is congenial and productive.

Jim Gaston moved to recommend to the full Commission the renewal of Cranford Johnson Robinson Wood’s advertising contract with the staff negotiating the upcoming contract extension with the State. The negotiated contract should be presented to the Advertising Committee by the January meeting. Jane Christenson seconded and motion carried.

North American Travel Journalists Associations


Joe David Rice stated Theresa Kyzer, Little Rock Convention and Visitors Bureau (LRCVB), contacted Mr. Rice regarding sponsorship to help cover the costs of the North American Travel Journalists Association (NATJA) visiting in July. Mr. Rice introduced Jana Greenbaum to explain who and what the North American Travel Journalists Association (NATJA) is and give answers to any questions the Advertising Committee may still have.


Jana Greenbaum said NATJA’s mission is to support the professional development of its members, provide exceptional benefits and valuable resources, support high quality professional journalism, promote travel and leisure activities to the public, and honor the excellence of journalism throughout the world. The membership requirements include: legitimate working, professional writer, photographer, or editor in the travel, food, wine, or hospitality industries. All journalists are required to submit 10 clips or broadcast tapes from within the past 12 month period. Staff writers/editors of a publication would automatically qualify; applicants must adhere to the mission and values of NATJA in their professional endeavors. 


The media members of NATJA specialize in the following areas: soft adventure and the outdoors (everything from fishing and kayaking to hiking and wildlife), baby boomer travel, cultural, historical, culinary, romantic travel, spa getaways, luxury travel and family vacations.

Jana Greenbaum explained NATJA will bring in approximately 150 travel writers to the state. In March 2004, the Tourism division contributed $8,000.00 to the SATW. The analyses of finances are: $1,000.00 on two dine-around groups; $3,000.00 for duffel bags; $1,000.00 break; and $3,000.00 for media FAM tours for 55 travel writers.

Richard Davies suggested the Commission think about what strategy to use in regards to which groups and committees are sponsored and to what extent, because the Department will be asked to sponsor everything from this event, to bass tournaments, etc. Some sort of Commission position should be available to the staff when cities come to the Department requesting sponsorships. Mr. Shamburger stated Little Rock was going to sponsor these guests even if the Commission did not; however he would hate for the Commission to choose not to participate at some level, not necessarily at the $35,000 level. Steve Arrison said he heard the NATJA is a money-making scam; while he did not feel a donation of $35,000 was appropriate he agreed some sort of support should be shown.


Discussions ensued regarding the decision of sponsorship and if so at what amount.


Joe David Rice stated Theresa Kyzer came to him in July; however at that time not enough information was available to report to the Advertising Committee. As such, the Department of Parks and Tourism did not budget for this program and the funds (should the Commission decide) would have to come from the advertising agency’s funds. 

Joe David Rice asked Ms. Greenbaum to invite Theresa Kyzer to the full Commission meeting in January to answer any questions the Commission might have. 


Steve Arrison suggested applications for sponsorships should be submitted to the Department by March for the following fiscal year. Mr. Davies agreed and stated if anyone did not make the cut-off date then an appeal to the Commission would be possible. 
Magazines

Karen Mullikin distributed handouts detailing the In-State Media budget report from Fiscal Year 2005 -2007 (FY2005-2007), and publications within the state. Amy Frazier reported total in-state media spending is up 34.7% since 2005; total media budget and total budget up by 11.3% since 2005. The handout helped illustrate an overview of what CJRW spends and how the costs have risen. Arkansas Business, Little Rock Family and Arkansas Times are the only Arkansas publications known to have been officially audited (at this time). CJRW’s policy dictates advertising be placed in publications which have been officially audited. An audit is not very expensive and proves a publications’ circulation. There are other ways besides an official audit that can be done to verify circulation; some publications provide postal receipts to verify the number of deliveries to homes. A publication willing to verify its’ circulation numbers, signifies a publisher’s integrity and the willingness to perform to industry agreed standards. 

Jay Bunyard asked how many of these magazines would spend the cost to become audited and then expect Tourism dollars. Mr. Davies responded for many years the Department did not advertise in-state. He felt Tourism should advertise in-state, the question should be how should the advertising of Tourism be handled (meaning who should the advertising be done through, and how much). On a strategic level, what is the proper level of support in-state, forget about the media. What should the ratio of money spent in-state to out-of-state be set at; answering these questions will help give the staff and Agency some guidance when packages are put together.  

Jay Bunyard moved to make a recommendation to the full Commission to consider in-state publications have “proof of circulation” or verified by an outside third party before the Commission will consider placing any print advertising within the publications. Danny Ford seconded and the motion carried.

Television


Shelby Woods reported more requests are being made to partner with Arkansas as an advertiser. Members of the Parks and Tourism account at CJRW met regarding the options for partner programs “Amazed by Arkansas” with KTHV (Channel 11) and “See Arkansas First” with KATV (Channel 7) and compared facts and information about the individual programs.

“Amazed by Arkansas” is offering to Parks and Tourism a total investment of $200,000. Approximately $50,000 will come from Parks and Tourism while the other $150,000 comes from industry investments for television coverage; the public relations value for the $200,000 investment will be approximately $2.4 million. This program would run 44 weeks of promos and 40 weeks in editorial spots. The online elements include flash promotion, banner ads, and a micro-site. Editorial coverage breakdown will equate to 40 for each of the news shows (morning, noon, 5 o’clock, 6 o’ clock and 10 o’clock). The program pros include a new and fresh concept and a greater return on the investment. 

“See Arkansas First” is offering Parks and Tourism a total investment of $258,800. Approximately $50,000 for TV and $58,000 for radio will constitute the Department’s part of the total investment, leaving the industry investment $150,000; the public relations value for the $258,800 investment will be approximately $900,000 with 15 weeks of promos and 13 weeks of editorial spots. The online elements include listings, and a micro-site. Editorial coverage breakdown will equate to two morning show segments, and 13 each during the 5 o’clock and 6 o’clock weather hour. The program pros included established brand recognition and prizes, while the cons included the requirement of collateral pieces.


The Agency and staff compared the pros and cons of implementing both programs concurrently and feels there are limited dollars within the industry for the support of both programs; it could cause confusion among the consumers; and the investment in both programs would require use of Little Rock spot buy funds. 


Shelby Woods recommended allowing the Agency to work with both television channels for another month before making a final decision. 


Discussions ensued regarding the feasibility and logistics of funding both programs with the television stations wanting Parks and Tourism to guarantee the total investment amount.


Jim Gaston moved to recommend to the full Commission to allow the Agency and staff more time to investigate the possibilities available. Mike Mills seconded and the motion carried.
Radio


Shelby Woods stated the 2% tourism tax collections provide most of the Tourism Division’s money, and the majority of it comes from lodging. An idea was proposed to keep Arkansans in the state by cross-selling the state. Many radio stations sell 60 second spots for approximately 20% more than the 30 second spots. Some broadcasters have suggested since Parks and Tourism is putting up money for a 30 second spot to keep people in Arkansas, if industry investors would cover the difference in cost for a 60 second spot that would promote Arkansas and their particular business, the private sector would get a huge discount on advertising on the radio. The problem with this idea is how to get a broadcaster from north Arkansas to get a private industry investor from south Arkansas to spend their money. Collaboration between the Arkansas broadcasters would have to be had in order for this to work successfully. 


Jay Bunyard reported in Arkadelphia, a local motel bought the back half of the 60 second spot; the City of Caddo Valley bought the back half as well. Arkadelphia has a new aqua park they promoted with the use of the back half of the 60 second spot with the Department of Parks and Tourism. In Camden, the Advertising and Promotion bought the back half and used their spot to promote items they would not have been able to promote before. All of the Summer Festivals “jumped” on the deal. Mr. Bunyard stated it was really a win-win situation; the state paid $58 dollars for a 30 second spot and some festivals got the other half of the air time for $12. The state doesn’t pay more than normal; however the private sector gets a huge discount, making advertising for the “little” guy much more affordable. Many small operators were very pleased with this program and stated it was one of the best ideas the state had ever had.
Vacation Planning Kit

Karen Mullikin reminded the Committee of their concerns regarding the typeface size on the body copy of the ads and the call to action. Comments were made regarding the use of photography which would be more appropriate for the Group Travel ads.  The Committee requested the Arkansas logo with the leaf be used on the covers of the vacation kit pieces, the typeface size be increased, and some of the photography changed to be more representative of Arkansas.  Ms. Mullikin distributed “poster board” copies of the various changes as requested by the Committee for their approval.

Miscellaneous


Jim Gaston encouraged the Agency and staff to come up with other partnership ideas that could be used in the colder seasons. 
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