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Research
Richard W. Davies stated the purpose of the Advertising Committee meeting was more of a strategy meeting giving the Commissioners the opportunity to vocalize any concerns or suggestions to be used as the guidelines for the Tourism Advertising campaign in September. 
Joe David Rice explained he felt the meeting was important for three reasons. First, to help solidify the good relationships between the staff members and Commissioners; secondly, the Commissioners provide the link between the Tourism industry and the Department representatives; and lastly, the Commissioners deal directly with the public and industry therefore are able to explain the mindset of tourists. Mr. Rice named a few new locations and destinations (Southland Gaming, Lakeport Plantation, Crystal Bridges Museum of Art, USS Razorback, etc.) that have been added as additional Arkansas product; summarized increases in competing state’s tourism budgets for the new fiscal year. Mr. Rice distributed a list of Arkansas and surrounding states’ tourism office budgets for 2006 – 2007. Debbie Grace presented 15 
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commercials for the Commission’s review (twelve commercials related to states within the Travel South program, the three remaining commercials were of surrounding states). According to the focus group results, Kentucky’s spots were one of the best ones seen; Mr. Rice noted it appears Kentucky is trying to attract travelers from Tennessee, Missouri, Illinois, and Oklahoma (these are the same states Arkansas targets with advertising). 
Steve Arrison inquired if any new research was being proposed for the Commission to consider for the upcoming year. Joe David Rice replied the staff is requesting the Commission consider bringing back Economics Research Associates (ERA). Mr. Rice explained a few years ago, ERA (an international research company) was invited to look at tourism in Arkansas to get a better understanding of the changes that might have been needed to make Arkansas more competitive, to ensure dollars were spent the best way possible, and to help make the industry more certain. The staff felt it might be time for the organization to come back and look at benchmarks that were established to see if any changes should be made. Richard W. Davies stated ERA was the organization who explained Arkansas had the resources but no tools to market with. As a result of the study, the tourism tax incentive was brought about. Mr. Arrison inquired about the amount invested in the previous venture. Shelby Woods stated six years ago, the approximate cost was $60,000. Mike Mills inquired if the cost would get added into the budget or if it would replace an item. Mr. Davies replied the decision would be left to the Commission as to how the funding would happen. Mr. Mills stated he felt it was a good idea to have ERA return to conduct the study; funding of the study could be done by allowing other research items to take a break for a year. Wade Williams responded he agreed with Mr. Mills; however he would also like to know why the person who looks at Arkansas as a vacation destination decided on another location instead of visiting Arkansas. Mr. Rice responded the staff felt comfortable dispensing with focus groups for a year to invest those monies into another form of research. Mr. Woods stated he agreed a new study should be conducted to make sure Arkansas was going in the right direction, albeit it didn’t necessarily have to be ERA. Mr. Mills inquired if Arkansas Economic Development Commission (AEDC) had a research firm. Mr. Davies responded no; however there are several firms available and mentioned Fort Smith hired a firm, TIP Strategies, (a competitor of ERA) actually surpassed ERA on the report analysis. Mr. Davies suggested looking into TIP Strategies and mentioned there have been many changes over the years; therefore another look at the state as a whole seems viable. The Commission and staff should think about the questions to be asked of the research company to get the best information possible. Mr. Arrison inquired if AEDC would consider a partnership with Parks and Tourism to cover half the cost of the report; thereby agreeing to share the information gained from the report. Mr. Davies replied he thought AEDC would, however the report would need to have a much broader scope to include industrial and tourism, he would check with Maria. Haley, AEDC Director to get her opinion. 

Marketing /Media
Convergence of Media/the Future

Steve Arrison requested explanation of “convergence of media.” Bryan Jones explained convergence is media delivered in many different forms. The impact of convergence on Arkansas advertising points to the question of how to get the messages out, should the messages be the same for all media types or should the messages be different based upon media type. Convergence could be considered smaller independent versions (via various media mixes) of the 
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same story, however when each piece is put together a “larger” picture/or story can be seen. Richard W. Davies commented he felt it used to be that individual media markets were purchased separately of each other, whereas now, buying any of those same individual markets actually means purchasing multiple types of media markets and in larger quantities.  Karen Mullikin stated while the Commissioners might not be aware of these issues, CJRW and Department staff are constantly considering these issues when planning the various advertising campaigns. 
Overall Media Mix

Steve Arrison inquired as to the current overall media mix. Amy Frazier stated the current media mix for the Fall/Winter 2007 plan is similar to what was done in the Spring/Summer mix (30.6% magazine; 31% spot TV and cable; approximately 10.36% newspaper; 15.54% online; 2.18% pay-per-inquiry TV; 9.67% radio; .39% for outdoor). Overall the in-state media budget is 19.36% of the total media budget. 

Bob Knight stated he thought there might be too many messages in Arkansas TV ads. In the commercials shown by Debbie Grace, he thought the number one TV spot was Florida. Both Florida and North Carolina had one message and that was the beach. Discussions ensued regarding the ratings of the commercials according to Commissioner preferences.  Mr. Arrison requested insight into the thought pattern of CJRW regarding the advertising mix in the future; would TV be cut back to accommodate the increase of online advertising. Shelby Woods replied there is specific interest, many people are only interested in the one or two things most important to them; hence the increase of niche markets. However, niche marketing requires more money to reach consumers’ particular interests. CJRW is not prepared at this time, to make a recommendation about the media mix in reference to the online portion. The benefits of online advertising versus other forms of adverting depend largely on the objective behind the advertising. Amy Frazier added CJRW looked at the shares of ad spending per medium for all of the advertising spending nationwide. The majority of advertising spending is in television of some sort (a little more than half of the spending overall), 2/3 of which is in national cable television and national network television. The remaining television spending is in local spot television and cable. National magazine makes up the second largest segment of spending behind television. CJRW’s media mix is not far off the national example, mainly just growing in some areas such as internet. Online spending has gone from zero to 15.5% in the last several years for Arkansas. CJRW’s media mix is objective driven. Ms. Frazier went on to say another factor that will help determine the media mix was the recent addition of a new research tool IMS. IMS allows CJRW the ability to cross tab the MRI research (MediaMark Research, Inc.). Cross tabulation means it counts the number of cases that fall into specific categories grouped by age, income, interests, children, or no children, etc.; allowing CJRW to see the consumers’ media habits. 
Brian Kratkiewicz stated Arkansas does not have a huge television schedule; the weight levels Arkansas does have are decent but are not huge levels of support. Ms. Frazier reminded Commissioners television reaches the most people. Mr. Arrison clarified saying of traditional media (magazine, radio, television), television is the weakest performer; therefore if money was to be shifted, where would the monies be shifted from to cover the increase in online (if the budget didn’t go up as well). Richard W. Davies stated the wider reach of media markets, the lower the cost and the less interested consumers may be. Whereas the focused reach (niche 
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markets) has a higher cost, the niche markets also have a narrower but more interested group of consumers. Wade Williams stated there should be a way to measure the return of the market media mix and image building. The raw numbers of people who call in or visit the internet to request a vacation kit are not just TV or image but are a result of overall image of the state. Mike Mills responded Arkansas might be able to learn lessons from Michigan; they have managed to combine tourism and industrial development with other areas to drive consumers to their Web site. Mr. Mills suggested Arkansas look outside of the tourism industry for co-op and partnership opportunities to help cover the cost of driving consumers to Arkansas.com, while increasing the partners’ image. Marla Johnson Norris replied there were two things the Commissioners needed to keep in mind. First, over 60% of Michigan’s online traffic is coming from inside the state whereas 40% of Arkansas’s traffic is coming from inside the state. Secondly, the funds do not include economic development, mentioning the radio and internet coverage mix is a great combination. Woods Wayne reported Paul Harvel has expressed an interest in working on programs, co-ops, and image building projects that would attract industry that could bring the Department and AEDC together. Mr. Davies inquired about a previous program that Parks and Tourism was working on. Hospitals were being asked to put a link to Arkansas.com on their Web site to help with image building on the behalf of the hospitals. Jana Greenbaum replied the program met with mixed results; a lot of time was spent trying to explain what the purpose of the link was for. Mr. Mills stated it could be a case of not getting to the right person. Jim Shamburger stated the Little Rock Chamber of Commerce tried to get to know the medical community and has not met with any great success. 

Steve Arrison commented many conversations and suggestions are constantly talking about image, however no where within the budget is public relations (PR) mentioned; he felt it was the biggest image builder the state had but with the fewest amount of dollars. Mr. Arrison went on to say he felt PR was not being recognized within the media mix. Richard W. Davies clarified PR meaning “free media,” citing the recent find of a diamond by a young girl at Crater of Diamond’s State Park caused the Crater of Diamonds Web site to soar from 7,000 to 70,000 in one day; all the national exposure was “free media.” Bob Knight stated the Arkansas Press Association should get credit for that as well as staff members. Mr. Davies agreed.  Mr. Arrison inquired how much money was spent on PR within the 2006-2007 budgets. Karen Mullikin stated approximately $60,000. 

Richard W. Davies requested Steve Arrison inform the other Commissioners and staff of the recent group brought in by Hot Springs for the purpose of increasing PR. Mr. Arrison stated Hot Springs hired Geiger and Associates, a group from Florida, that was paid $100,000 to bring in two groups of travel writers. Geiger and Associates brought in 35 travel writers the first time and in September approximately 20 more travel writers will be brought in. The fee paid to Geiger and Associates covers all expenses (airfare, hotel expenses, food, etc.). Already the PR received has been front page articles in the New York Daily News; Sunday’s Travel section held a two-page article; articles in Tyler Texas, etc., all within the first month. Mr. Arrison stated it was a very recordable and highly productive investment for Hot Springs with another set of travel writers still to come in. Most of the travel writers are already pre-qualified and have the stories sold before stepping foot in the area. In addition to that, Hot Springs spent an additional $100,000 to a PR company whose sole purpose is to pitch Hot Springs stories. Hot Springs spends an approximate $250,000 a year on PR alone. 
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In-State Media Spending

Steve Arrison invited comments from Commissioners regarding the in-state media mix of 19.36%. Mike Mills stated he felt approximately 20% was appropriate for the in-state media mix. Jim Shamburger inquired if the percentage was about the same as the overall region. Amy Frazier stated the in-state media mix is different due to the lower cost of reaching people within the state compared to reaching people outside of the state. Ms. Frazier distributed a copy of the in-state media budget for fiscal year 2005-2007. Although in-state spending has increased over the years (2005, $570,837; 2006, $705,969; 2007, $851,727), she felt the percentage was appropriate. Richard W. Davies inquired if it would be possible to determine the media market origins of PR coverage. Karen Mullikin stated it was possible and CJRW normally shows the Commission the results at the conclusion of a program. Mr. Davies stated it might be advantageous to have a “merging” of the reports to show the “free” media vs. the paid media. Wade Williams commented someone said earlier that Michigan’s numbers were being driven by radio, going back to the convergence issue; Mr. Williams noted Arkansas is not seeing a spike in the internet based upon the increase in dollars that is spent on radio. There hasn’t been a tremendous spike from two years ago. Therefore Mr. Williams suggested considering a different radio message. Looking at just research numbers, radio is not credited with a large amount of referrals. Therefore if the purpose of radio advertising was to drive consumers to the Web site, there should be a spike on the research numbers due to the ads. Bill Fitzgerald stated all media markets are being used to drive consumers to the internet therefore, making it difficult to isolate numbers for just one media market. Shelby Woods stated starting June 1 all 75 counties with radio stations were hit with radio advertising and here has been little time to judge the results. Mr. Mills suggested radio advertising get a little slack until the July Commission meeting. Marla Johnson Norris stated there have been no spikes but there has been evidence of continued growth. Mr. Williams suggested possibly rethinking the message being used on the radio. Mr. Fitzgerald pointed out numbers do not necessarily represent the number one destination. 
Online Marketing

Steve Arrison opened the floor for comments regarding online marketing. Brian Kratkiewicz stated the industry average for media mix is approximately 7%, whereas Arkansas is approximately 15%. Mr. Arrison inquired if CJRW was going to try to increase the percentage or leave it at 15%. Mr. Kratkiewicz stated the decision for that has yet to be made. Karen Mullikin stated the proposal was an increase over last fall (2007); however the overall media budget also increased over the last fiscal year. The Tourism Division projected an increase of $600,000 - $700,000 for the fiscal year; therefore all media budgets have increased according to the projected budget amount. 
Non-Traditional Media: Past Tests/Future Ideas/Blogging
Richard W. Davies stated this section is aimed more towards non-traditional marketing methods. Mr. Davies used the hotel check-in envelope as a good example. Included were many coupons and advertisements for local business owners. Mr. Davies suggested keeping a lookout for marketing items of the non-traditional methods that could work for the state. Karen Mullikin stated blogging would be considered non-traditional media. Although the information posted is all done by the Department. Mr. Arrison inquired if this method appeared to working. Jana Greenbaum stated at this time she could not determine. Mr. Arrison inquired as to what other 
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areas of non-traditional media the Department has had part in. Ms. Mullikin stated the viral video (viral meaning spread by word of mouth) involving “Ivory Billed Jones” (a video series still being viewed). Mr. Arrison asked if the viral video program would be considered successful. Ms. Mullikin stated at this time there is no benchmark to be able to rate the results against; and reminded Commissioners the viral video was considered a test and CJRW was unsure what the results would be. Bill Fitzgerald stated viral videos that get forward by e-mail are generally not eligible for TV and are not usually considered commercial messages; viral videos take a large amount of money and time to produce and distribute. Mike Mills commented he felt the commercial seen earlier for Arkansas involving white river kayaking, rock climbing, etc. are not typical activities of the families and couples that visit his resort. He felt the state seems to have gotten away from the more traditional “relaxed” atmosphere regarding commercials and suggested “toning” down the videos so as to present alternatives for families and couples. Many people who participate in the “extremes” generally have their own equipment, place of adventure, and most importantly are not spending money. Jim Shamburger agreed but suggested showing an “extreme” activity and the alternative as well (“extreme” biker but also showing the more leisurely family riding bikes). 

Niche Marketing

Steve Arrison inquired as to which niche marketing campaigns were being proposed this year and if there were any changes. Karen Mullikin replied at this time, all options are being considered. In the past few years, the State has addressed motorcycles (travelers, owners, magazines cable, etc.); bicycle (Big Dam Bridge, racers, bicycle and outdoor magazines); birding, fishing, golf, spas, geocaching, etc., niche sites. Ms. Mullikin went on to say one of the biggest programs Brandi Hinkle coordinates is the feature placement program. This program targets specific magazines for editorial about various niches. Mike Mills inquired if there was a trails guide book for each of the following: fishing, canoe, ATV and mountain biking. Richard W. Davies stated many of those trail guides have been consolidated into the Adventure Guide. Mr. Arrison inquired if any youth type activities are being considered. Jim Shamburger stated he felt approximately 70% of the bookings in Little Rock hotels last year were due to sporting events. Montine McNulty suggested having workshops for the regional associations to help the smaller communities with marketing of various activities and events. Mr. Arrison suggested offering communities support without having to necessarily write a check, i.e. PR support, mailing support, etc.

E-mail Marketing/Becoming More Aggressive

 Steve Arrison asked what the State planned on doing in terms of E-mail marketing, other than the industry tourism E-newsletter. Jonathan Eudy stated presently there are thirteen niche markets and approximately 96,000 names on a list of E-mail recipients. Research has been conducted regarding how to improve the open rates of E-mails, while avoiding spam guards. 
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Marketing Creative
Karen Mullikin stated CJRW conducted extra focus groups this year. Bill Fitzgerald stated the current campaign and spec ideas for future campaign scored well with the focus groups. Nancy Ferrara stated CJRW has learned about point of view or first person experiences appeared to be more meaningful and compelling with many individuals. CJRW has been looking into ways to differentiate and uniquely identify Arkansas from the competitors. Some of the imagery used with the campaign appeared to have touched members of the focus groups and CJRW is looking into ways to continue in that area. Karen Mullikin showed aerial footage of the Dickey-Stephens Ball Park, The Big Dam Bridge, etc. Wade Williams inquired how CJRW plans to personalize a thirty-second commercial with a testimonial. Mr. Fitzgerald stated the commercial would be more first person, using the terms “I” and adding more specific photo tricks (a home video type of feeling). Ms. Ferrara stated the use of first person seemed to have rung authentic with focus groups, making the commercials appear more “real.”  Mr. Williams inquired how the proposed campaign combine with previous focus groups reports that identified the large beautiful scenic picture in magazines is what catches their eye. Ms. Ferrara replied the print ads will still have the beautiful scenic picture to dominate the advertisement. Mike Mills suggested making a couple of the commercials targeted to certain niche groups. Karen Mullikin showed Commissioners footage of raw commercial material recently filmed. 
Marketing/Other

Steve Arrison invited comments regarding priorities for Arkansas.com. Mike Mills commented he wanted to beat Michigan. Marla Johnson Norris stated Aristotle would like to place more emphasis on the calls to actions thereby getting more people to log into the Attractions, Lodgings and Dining Database (ALD); she suggested by coordinating radio commercials and contest with the calls to action could enable the desired results. 
Group Travel

Montine McNulty inquired as to the status regarding the purchase a state owned demo booth for use at tradeshows. Joe David Rice replied monies have been set aside in the new fiscal year to purchase the booth.
International Marketing

Steve Arrison commented he had concerns regarding the international marketing currently being done and he felt monies currently spent in that area could be better used within the “Texas” tourism advertising where visitors or more likely to come from. Richard W. Davies suggested waiting to determine the status on International Marketing as Melinda Hawes will be giving a report at the full Commission meeting, June 21. 
Retirement Relocation
Steve Arrison reported he spoke at the Hot Springs Village Chamber of Commerce the previous night and the majority of those attended felt the Department should be doing more to help them with retirement/relocation. Richard W. Davies stated there was a bill in the General Assembly to give the Department more money out of the General Improvement Fund for the 
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purpose of doing more with Retirement/Relocation. Albeit the bill passed, there is no funding from the House, Senate or the Governor’s Office to fund the program (approximately $500,000). The retirement/relocation book is financed through advertisements; Wayne Woods stated there is no major private money invested. 
Supporting/Building the Industry
Montine McNulty reminded Committee members the Arkansas Hospitality Association did a short training program on customer service training a few years ago. While looking into writing a grant request for this fiscal year, changes were made to make the training more in-depth. Ms. McNulty stated she felt the concept was right; designed to be a two day course, which would allow people to get excited about customer service. Due to the makeup of the grant, Arkansas Hospitality Association has to match 50% and was usually done “in kind” (the hotel where the training is held, refreshments, etc.); however, because the program has narrowed its focus, a fee had to be charged ($200 for two days). Ms. McNulty noted that although the larger hotels have a program in place, the smaller hotels, motels, etc. generally could not afford the program. Ms. McNulty referenced a recent training session held in Northwest Arkansas had to have the course split in half (half the time at half the cost, 1 day for $100). The evaluations from the twelve attendees expressed their enthusiasm and excitement, however pointed out the need for the training program to be longer. Ms. McNulty commented she was unsure how to communicate with the industry about the purpose of the program and what it is designed to do. 
Jim Shamburger inquired as to what the major factors of resistance were. Ms. McNulty stated she felt the first area of resistance is communication; the second area of resistance is the busy schedule of workers. Richard W. Davies stated the reason this item was put on the agenda was to determine the role of the Department and Commission regarding the response of the Value Plus Study about service, curb appeal, and on-site information. Mike Mills inquired if money could be set aside to pay for the training. Steve Arrison suggested creating a training DVD and make it available to the industry. Ms. McNulty stated the Arkansas Hospitality Association has a large volume of training information available; adding the larger hotel chains are requiring their General Managers get their CAH (Certification of America Hotels). Jim Shamburger stated that while the chains did require training, the training had to be done from an approved list and to his knowledge could not be substituted with AHA’s training program. Mr. Davies inquired if this was a role the regional associations could help with. Ms. McNulty replied yes, adding American Hotel and Lodging recently packaged an “unlimited training library” for hotels and the cost is approximately $250 (for a member with 75 or less rooms). Many of the chains are requiring the franchises to purchase the entire library and videos in addition to which, the staff can take certification exams for free. Ms. McNulty stated while the requirements from the chain hotels will help, it is her opinion the need for hospitality training should be addressed from all angles of the industry (AHA, regions, the Department, National, etc.). The public sector needs a person who can go to the “mom and pop” businesses to work onsite with the staff. Steve Arrison inquired about what other states were doing to increase customer service. Joe David Rice reported Nevada has taken the issue on as a major priority. Nancy Clark stated there was no one more qualified than Kristine Puckett, adding the Department does not charge a fee for the hospitality training she provides. Ms. McNulty inquired if Ms. Puckett could do the job day in 
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and day out with no other responsibilities, allowing her to go to any small hotel and work “hands on” with staff. Donna Perrin replied the hospitality training is done as part of the entire Tourism Development package; however the program is not promoted as the only project available.  Mike Mills stated he would like to have his organization (Buffalo Outdoor Center) listed as the next hospitality training site and he would send back an evaluation form. 

Richard W. Davies stated one thing he found out about AHA during hurricane Katrina was when the world, the governor, or the government had to get hold of the hospitality industry in a very short amount of time, the AHA were the only people within the state equipped to do so. For this reason, the crisis communications manual should list the AHA as the liaison between the government and the industry in an emergency. 

Steve Arrison inquired as to any additional exposure for the closed circuit video program. Richard W. Davies stated the video for the program has been offered to everyone. Most people who have seen the video have raved about it. Mr. Davies asked if the Committee felt the private sector would embrace the program if the Department contacted a region (example Northwest Arkansas) offering to pay for the program, on the condition the hotels get it into their system. Wade Williams stated if the right person was contacted, he felt they would. Jim Shamburger stated the hardest part of the program was the technology. The terms of cost differentiate depending upon the hotel properties technological ability. Ms. McNulty asked for a range in cost to which Debbie Grace replied the cost could range from $300 to $2000. Shelby Woods commented he thought Ms. Grace was correct and that the cable system was the most difficult of the systems to install. Joe David Rice reported Russellville has replied and is interested, however they are the only ones the Department has heard from. Steve Arrison stated an individual or two would almost need to go to the hotels and help them understand the concept (including the larger hotels); it’s a good program for the state, but from the city’s perspective the closed circuit video program is a low priority. Ms. McNulty inquired if a template was available to help “start” the conversation. Mr. Woods replied the instructions and details have already been put into writing. Wade Williams asked was the program ran on a cable channel dedicated to the video or was it a DVD player on a dedicated channel that runs the DVD on a loop. Mr. Woods replied the program was based upon the hotels version of technology that would allow a dedicated channel to run the video in a continuous loop. Mr. Williams suggested a copy of the letter regarding the program, a quick summary of the various systems hotels had, and a couple of people willing to talk with a few hotels to get the program started in a region, than selling the program to the other hotels would be easier. Mike Mills suggested the Commission target Northwest Arkansas (the Hammond Center) to work on getting the program installed until it’s completed than go to the next hotel and so on. Montine McNulty suggested conducting a pilot program, involving a small property and a large property and watch what happens. It was Ms. McNulty’s opinion by not mentioning it to the other properties; it might help increase competing hotels interest in the program. 
Governmental Legislative Issues

Richard W. Davies reported on two issues with the recent Legislative Session. It appears everyone thinks the Tourism Industry and the Department are rich, perhaps richer than they should be; and secondly, although Parks and Tourism segments the various funds for various programs, the Legislature doesn’t, as such all funds for the Department are deemed “Parks and 
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Tourism.” The big challenge is the people who have the basic attitude, “if anyone looks successful, than they obviously have more than they need, and therefore should have the funds taken away and be reallocated to other sources.” Shelby Woods suggested taking the focus off what is being accomplished and place the focus on what the competition is doing and what the Department could do if allowed the resources to build a better product and give people more reasons to come to Arkansas. Jay Bunyard stated it appears as though at every Tourism Commission meeting notice of another state landing an additional $10 million is constantly heard, whereas Arkansas seems to always be on the defensive to keep what is currently used. Mr. Woods suggested increasing the 2% Tourism tax to 3%. Mr. Davies inquired as to how the industry would take the idea. Ms. McNulty replied she felt the industry would not be in favor of such an increase. Mr. Woods inquired if attention was drawn to states surrounding Arkansas having a higher tax would it make a difference. Mr. Shamburger stated he didn’t think it would make a difference. 
Montine McNulty stated she didn’t feel the regional associations could do anything. Joe David Rice commented there were regions currently struggling to stay solid and afloat. Richard W. Davies explained over time due to the increase of funds and the ability to be able to do “good things,” many of the “grass-roots folks” have gotten worn out (same volunteers for every project). Mr. Davies stated he wondered if the “grass-roots” system was more the AHA than the regions at this point. Something needs to be done to revitalize the regions from politics if nothing else. The local folks call their constituent instead of their local region office. Mr. Davies added he liked the idea of a joint economist with AEDC to help communicate the industries role in the overall economy of Arkansas. Ms. McNulty stated people need to look at the Tourism Industry with different eyes so as to see the prosperity and accomplishments as an investment. Jay Bunyard stated that although an increase in taxes may not be a viable option, Arkansas needed to explore possibilities that would generate another $5 to $10 million dollars. 
Mike Mills stated the perception seems to be there is no advantage to being a member of a regional association. Once upon a time individuals would become members for the extra support and network the regional association provided; the internet has leveled the playing field. A plan needs to be formulated to get people to go back to the regional associations; somehow the values of the regions need to be increased so the membership will thrive and get back to the “grass roots.” Wayne Woods distributed a summation of the regional associations. Mr. Woods reported many cities within the states have progressed while some areas have leveled off. The regions as a whole have issues and all twelve of the regions have the same challenges. Mr. Woods commented if it wasn’t for the Regional Association Matching Fund Grant, nine or ten of the twelve regions would go under. The regions don’t have a base, their board of director base and officer base is no longer industry slanted. The board is made up of members of the CVB, CoC, A&P, etc., instead of the operators and owners of resorts, boat marinas, restaurants, etc. The operators/owners are no longer making the decisions for the regions. The competition for the advertising dollar is fierce and the only way the regions survive is by selling advertisements in their publications or memberships. Marketing of the regional associations is suspect; decisions are made based on opinions that are not research-based. Some of the regions are giving a majority of their money to festivals. Mr. Woods stated some of the festival funding is not a good idea; although the festival is an activity of the community, it’s not putting “heads in beds,” not bringing in new people from outside of the region. 
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Mr. Woods expressed his frustration due to the lack of decision making powers regarding hotel managers and advertising spending. Managers of a national chain are allowed to make decisions regarding $200; anything higher has to go to the national chain for approval. These national chains are putting the smaller “mom and pop” hotels and motels out of business but yet refuse or are unable to spend the monies for advertising in the state. Mr. Woods stated there are twelve regional associations, there should really only be eight, however due to political issues they cannot or will not merge. The culture, geography, product of several of the regions are the same and should be merged under one organization and do well. Jay Bunyard inquired who made the decision regarding the regions. Joe David Rice responded for the most part the regional associations are autonomous. Richard W. Davies stated the boundaries of the regions may be changed by mutual agreement among or between regions and the grant guidelines can be changed (how the monies can be expensed to be eligible for reimbursements). Nancy Clark stated an approximate $1.3 million a year is invested in the regional associations. Wade Williams commented he was unsure if the regions actually served a purpose anymore. Mr. Woods stated from a “grass roots” stand point, if it weren’t for them the 2% Tourism tax would have never passed. In Mr. Woods’ opinion, an executive person who understands development and finding investors and can travel around the state to help the regions bring in major resorts, golf courses, etc. is needed to revitalize the regions. Mr. Davies suggested having the chairman create a committee. Steve Arrison stated the Advertising Committee will recommend the Chairman of the Commission appoint another committee to look into the regional associations. 
Product Development

Richard W. Davies stated Maria Haley, Executive Director of AEDC, has requested a meeting with him. Mr. Davies believes she is open to ideas. Melinda Hawes stated that product development doesn’t always mean mortar and dollars; it could also mean identification of a product and the person showcasing it. 
Building Attendance at the Governor’s Conference on Tourism
Steve Arrison opened the floor for comments on building attendance at the Governor’s Conference. Montine McNulty stated Jack Moyer has suggested working with Northwest Arkansas to get the industry to do some scholarships that will help to bring college students from around the state to attendance the Governor’s Conference on Tourism. Richard W. Davies inquired if Mr. Moyer stated he would be willing to commit funds for the scholarships in question. Ms. McNulty replied he has stated he would spearhead the project, work with professors, and he would put some funds aside for the scholarships. Wade Williams inquired how many years were being looked at for scholarships. Ms. McNulty replied since it would be a new program it could be for any length of time for any number of attendees. Mr. Williams inquired if as a Commissioner he paid to go to the Governor’s Conference. Nancy Clark replied the Tourism Division covers the cost for Commissioner’s to attend the Governor’s Conference. Mr. Williams suggested each Commissioner cover their own registration costs and the money the Tourism Division would have paid for the Commissioner’s can be put towards the proposed scholarship funds. Ms. McNulty agreed it was a good idea. Mr. Mills stated all the Commissioners would be willing to do that; and it seemed to him money from the Governor’s Conference fund could be used to fund a match in scholarships. Mr. Mills expressed his delight over the idea of bringing in and educating the future generation. Ms. Clark cautioned Committee 
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members, the auction at the Governor’s Conference is the only money maker; everything else is paid for by registration and sponsor fees. Mr. Davies reminded everyone until Ms. Clark took over the Conference, the Department used to lose money every year. Mr. Arrison stated the bigger question was how to get the operators there. Mr. Mills replied getting operators to attend the Governor’s Conference may never happen. Ms. McNulty commented the plan of Mr. Moyer’s is not a bad idea; bring in the younger generation, after all they are the business owners and managers in the future. Mr. Rice suggested endowing a chair at the University of Arkansas School for Tourism; $50,000 could be set aside from the Governor’s Conference Auction for five years to fund the project. Melinda Hawes suggested having a hospitality training session at the Governor’s Conference, Kristine Puckett would be able to train as many people who wanted to attend, both young and old. 
Partners in Tourism 

Natural State Golf Trail


Karen Mullikin reported she received the sales report from Fairways. Shelby Woods stated the issues raised at the last Legislative session should be discussed as they pertain to the Golf Trail. Richard W. Davies explained a bill was directed to take $250,000 of the 2% Tourism funds to spend on the Golf Trail. Mr. Davies stated a group meeting is being planned to discuss the whole concept between golf courses, the Cities, and the Department. 

Amazed by Arkansas

Shelby Woods stated the Amazed by Arkansas program has many participants. The program costs approximately $200,000 with an exposure amount of approximately $2 million. Steve Arrison inquired if KTHV (Channel 11) has expressed interest in continuing the program. Mr. Woods stated it was time to get back in touch with them but they have been extraordinary to work with. Brandi Hinkle reported every week KTHV is going to different locations and coming back with positive experiences and the program is helping foster a relationship with the communities as well. Ms. Hinkle estimates an average of twenty minutes of on-air time each week would value at over $3 million. Mike Mills commented he would like to see some of the edited footage KTHV has done. Ms. McNulty expressed her surprise at how well the public as identified with the Amazed by Arkansas program. 
Fishing and Outdoors Guide
Wayne Woods stated this year marks the ninth edition of the guide. Steve Arrison inquired if Game and Fish planned to continue with the partnership. Mr. Woods replied that Game and Fish is proud to participate. Mr. Woods distributed a copy of the Fishing and Outdoors guide, stating 125,000 copies were printed for distribution. 
Tour Guide/Newspaper Inserts 

Wayne Woods stated the newspaper inserts were being trimmed down, however in the past couple of years they have made a comeback. CJRW has changed the way the marketing is done with the inserts and has received more positive comments from the industry regarding the newspaper insert in the past year than ever before.
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Wayne Woods also stated the Arkansas Tour Guide is the main piece of the vacation kit and has proven successful. 

Magazine Co-op
Richard W. Davies stated he felt the program has been popular and has heard from many of the smaller cities their appreciation of the Department giving them the opportunity to get in the magazine sections. Mr. Arrison stated he felt the more co-ops that could be fit into the advertising plan for next fiscal year the better, regardless of size. Amy Frazier distributed a co-op report that displays the number of pages sold, number of industries who subscribed the total investment and the total savings due to the co-op program. Wade Williams inquired as to the goal on the magazine co-op. Shelby Woods replied the goal was the amount of pages to get the rate as requested by the media coordinator. Amy Frazier reported the requests for proposal that were sent out to the media asks for information on added value (link, banner ad, online presence, etc.); the replies (especially the larger publications) are stating they are no longer giving away the online aspect. Karen Mullikin commented the industry really has embraced the magazine co-op idea and it has proven successful and therefore will definitely expand the program. 
Joe David Rice stated he felt the Department, CJRW, and Aristotle have been doing many things right. However, this is a good time to be looking at new ideas because the Tourism Tax collections are starting to level off. 
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