MINUTES

State Parks, Recreation and Travel Commission

Tourism Advertising Committee

Cranford Johnson Robinson Woods 

Little Rock, Arkansas

February 29, 1996

Commissioners Present:

Jim Gaston

Montine McNulty

Billy St. James

Jane Christenson

Steve Chyrchel

Department Staff Present:

Richard W. Davies, Executive Director

Joe David Rice, Tourism Director

Gloria Robins, Executive Assistant

Agency Staff Present:

Shelby Woods



Chuck Robertson

Rick Nall



Tracy Morgan

Wayne Woods



Debbie Wilson

Kelly Nichols



Karen Mullikin

Elaine Burks



Jonathan Askins

Call to Order


The meeting was called to order at 11:00 a.m.

Agency Tour 


Shelby Woods and CJRW Staff  lead a tour of the CJRW Agency for Commissioners and Staff.

Opening Comments


Jim Gaston welcomed the Commissioners and Staff to the advertising meeting. Mr. Gaston  thanked Shelby Woods for hosting lunch and  giving the Commissioners and staff a tour of the Agency.
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Internet Policy Discussion


Rick Nall distributed the Arkansas Page Policy that was approved by the State Parks, Recreation and Travel Commission at the January 1996 Meeting. The policy outlines who the Arkansas World Wide Web Home-Page will accept linkage from, rules for Hyper-Linking and Advertising.  Jim Gaston and Rick Nall recommended the following amendments to the Arkansas Page Policy.

January 1996 Policy





Revised Recommendations

Mission

Arkansas World Wide Web Home-Page


The mission of the Arkansas 


will accept direct linkage (hyper-link)



TOURISM Home-Page is to 


with other non-profit organizations.



provide tourism information to 







consumers on the Internet in 









support of the Department’s 








mission.









Rules for Hyper-Linking

No direct links for private for profit



The TOURISM Home-Page 

pages nor private or non-profit sites



encourages links to it from other









interested sites.  The only direct









hyper-link from the Arkansas
 







TOURISM Page will be from the 







Arkansas STATE Page.  E-mail 







links will be allowed for advertisers.



Advertising

According to rules of Tour Guide



Tour Guide eligibility and content 







rules will be used for the Arkansas







Tourism Page.  Specific advertising







procedures and links are as follows.

·  Free address listing for any business or non-profit that would qualify for the Tour Guide.

·  Classified ads would include a small advertisers logo, contain up to 100 words of text and include an email link if the advertiser has one available.  The cost will be $25 per month, 1 year minimum, plus an agency one time handling fee.
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·  Sponsor site would be an actual mini-web site within the Arkansas site.  The sponsor’s site would include up to 4 images, advertising logo, up to 2000 words of text, email link, and 4 separate pages with necessary links to and from those pages.  The cost will be $100 per month, 1 year minimum, plus an agency one time handling fee.

Jane Christenson  moved  to recommend amending the Arkansas Page Policy approved at the January 1996 State Parks, Recreation and Travel Commission Meeting.  The amendment will be to place any businesses or non-profits email addresses free on the Arkansas State Page that would qualify for the tour guide; offer classified ads and sponsor sites, with each offering an email address for information only;  and approve the Arkansas State site linking to Parks & Tourism site.  The full Commission will be polled after the rates have been established by the staff, so the project can get underway.  Montine McNulty seconded the motion and the motion carried.

Opening Comments


Shelby Woods reported that Richard Davies, Joe Rice, Nancy Clark, Past Chairman Montine McNulty, Chairman Donna Kay Matteson, Vice Chairman Danny Ford and CJRW participated in a brainstorming meeting several months ago.  He shared with the group the objectives, findings, and recommendations.   The purpose and objectives for the brainstorming Session with the Department and CJRW staffs, and Commissioners were to:

· Share concerns

· Define issues

· Formulate an action plan

· Overlay action plan with overall communications objectives 

· Assign priorities/timelines/responsibilities


Shelby Woods outlined what the group felt the Agency, Department and Commission do in the tourism effort:

· Advertise

· Research

· Inform/Fulfill

· Train

· Facilitate Product Development

· Motivate/Inspire

· Set Standards

· Distribute Funding
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Shelby Woods outlined the top five concerns and actions plans from the meeting.  They are as follows: 

1.  Product/Gap/Activities

· Hospitality/Cross Selling

· Community Advisor

· Big gun - CEO outreach

· Finance 

· Incentives

2.  Communication

· Video that explains the program

· Explain the Department’s organizational structure -- handout

3.  Leadership and roles

· Define job and expectations

· Most efficient use of groups, resources, people

· Tourism Development  -- role

4.  Regions/Input/Action  (Audiences)
· Cooperatively working with the other groups in the state to solicit input and further develop working relationships.

5.  Lack of Innovation in Programming
· There is great opportunity for tourism growth through programming rather than just capital investment.  We should promote this concept.


Shelby Woods shared with the Commission and staff the results of the 1996 vacation kit analysis.  CJRW requested the vacation kits from all states one month ago; 39 states responded in a 30 day period.  Out of the 39 states, 82% of the states accept advertising in their primary fulfillment piece, 3 states included coupon books,  7 states included Fishing Guides, and 2 states included Antique Guides.     


Joe David Rice reported on his visit with representatives from other Southern States at the Travel South’ 1996 Showcase, which was held in Myrtle Beach, South Carolina.   Mr. Rice mentioned several of the important things that were going on in other states such as,  Myrtle Beach had a 12 % growth  in its tourism business last year; Golf Digest ranked Alabama as 3rd best in the country for golfing, a new theme park called “Visionland” is in the development;  Florida’s state tourism office will be privatized by July 1;  Georgia is opening a new Georgia Music Hall of Fame in the Spring; Kentucky will introduce legislation for the state to offer business incentives for tourism development, the state office has been renamed the Kentucky 
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Tourism Development Cabinet, and $70 million in improvements will be made to State Parks; Louisiana Governor Foster appointed Barbara Roy as the new Tourism Director and intends to increase state’s tourism budget over current $12 million level; Mississippi Governor appointed 

Vaughn Stinson as the new Tourism Director and the state’s new informercial has been successful;   North Carolina Governor appointed Gordon Clapp as new Tourism Director; South Carolina was named the #1 Golf destination in the country by Golf Digest; Tennessee has built a new IMAX theatre, TIC on Mud Island, and Opryland Hotel is expanding again; Virginia will rename its tourism office Virginia Travel & Entertainment Development Corporation on July 1. 


Shelby Woods stated that this was a small part of why Arkansas was having a difficult time growing, people have so many more vacation choices than they have had in the past.

How Our Team Works For You


Rick Nall  and Cranford Johnson Robinson Woods Staff  gave an overview of  how the Research, Creative, Media, Publicity and Communication teams interact with the Department, and in making presentations to the Department of Parks and Tourism and the State Parks, Recreation and Travel Commission.  Rick explained that the CJRW Parks and Tourism team strives to bring innovative marketing and promotional type programs, and a design and creative product that has impact to bring more visitors to the state.  He stressed that all strategic planning is based on Research.  

1997 Campaign Discussion

Kelly Nichols explained the direction that the CJRW staff  would like to recommend  for 1997.  Based on the research, changing visitor patterns and a feeling from the industry that it may be time to do some things differently, the P & T team explored options regarding the promotion of the state.  Traditionally, the agency has highlighted Arkansas’s scenic natural product.  The agency recommended a more aggressive, “niche” marketing tactic to marketing Arkansas’s product.   Also, recommended five mini campaigns:  out-of-state spring/summer campaign; out-of-state fall campaign; a “cultural” activities campaign; an in-state pride/activities campaign; and an in-state “holiday lights” campaign.  With the mix there is a potential to increase the year-round presence, particularly in-state.

Out-of -State Spring/Summer


Kelly Nichols recommended that the Out-of-State Spring/Summer campaign  basically stay the same with one difference.  Chuck Robertson suggested down-sizing the number of full-page ads from six to three.  With the production and media dollars saved by creating fewer full-
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page “image” ads, the money will be put into the development of a grouping of additional 1/3-page “special interest” ads.  Recommended subjects will include:  Vacation Planning Kit, history,

hiking/biking, fishing and golf.


Richard Davies suggested that spring needs special treatment, like fall.  It has show the smallest percentage of growth since the 2% Tourism Tax was passed.  The group felt spring does have growth potential that has not been tapped.


Joe Rice mentioned that Spring break is about a six week period beginning in early March and that the agency needed to have the media placed in time to get the consumers’ attention and make plans before Spring Break.  

Television


Debbie Wilson recommended continuing the development of the television mix (two :30 spots, one :60 spot and one non-seasonal, generic :15 second spot), only reallocating the media buy in order to have a year-round presence.  

Radio:


Elaine Burks recommended an increase in out-of-state radio spots.  She recommended a series of :60 second concepts more activity driven that would allow Arkansas to expand its message, helping to build a visual image of the state.    Research indicated that the audiences needed more information from the radio spots.


Billy St. James suggested inviting radio personalities from surrounding states to do some type of promotional effort with the Department.  Part of the promotion would include inviting them to come to Arkansas and in return do a testimonial on air about the trip. Steve Chyrchel mentioned that Eureka Springs had tried something similar in the past that turned out to be very successful.  Eureka Springs paid for one :60 second spot, but received more spots with the testimonials.  Elaine mentioned that the agency had participated in give-a-way promotions with radio stations in the past, and that the Mr. St. James idea was part of the overall plan for radio. 


Steve Chyrchel mentioned that mobile phones were becoming more popular.   He asked what the possibility would be in working with radio stations in promoting a number such as dial “*p & t” to receive a vacation kit.  Rick Nall mentioned that when a tourist enters some states their mobile phone will ring to tell them how to use the service.  Mr. Nall suggested working with ALLTEL to add a promotional message welcoming them to Arkansas.  Shelby Woods stated that the agency would follow up on the suggestions with ALLTEL.
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Out-Of-State Fall
Print 


Kelly Nichols recommended to continue producing and placing two full-page magazine ads promoting the fall color as an activity.

Television


Debbie Wilson recommended a :15 second spot for fall of 1997 that could be married with the generic/non-seasonal :15 second spot created in the spring as a part of the traditional television mix.

Fall Guide


Tracy Morgan  suggested a fall guide or fulfillment piece that could be distributed in a quick time-frame.  Also, using the fax program or putting the guide on the internet would be other possibilities in getting the information out.  The broadcast and print would promote the guide.  A partnership with a computer store would also be considered to provide quick access to information.  Mr. Davies suggested sending computer companies a letter asking them to use the Arkansas Internet address when demonstrating the computers to potential buyers.  Jim  Gaston suggested putting a full page of screen saver images on an Arkansas disk, to be given to buyers of computers in the state of Arkansas.  Billy St. James mentioned that when you buy software, you are asked to register your purchase.  This would be another way to keep up with people who have our screen saver or CD-ROM to receive their input or send additional information. Jonathan Askins suggested that the address book from inquires on the Internet that the department receives be used to send the media advisory on what is going on that week in Arkansas.  Jim Gaston suggested sending the media advisory out on a quarterly basis to see what the response would be.  


Jim Gaston mentioned that now when you request a Vacation Kit the caller receives an instant automatic mail reply.  Mr. Gaston suggested the reply to come four to six hours later with a personal letter from Joe Rice saying “thank you” for your interest in Arkansas and that your vacation kit is on its way.  

Cultural Activities Campaign

Print


Kelley Nichols recommended a multiple image series (one full-page and one 1/3 page ad) promoting more urban activities:  night life, shopping, dining, shows, etc.
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Tracy Morgan reported that ads would be interchangeable with the out-of-state series previously recommended.  Ms. Nichols suggested that this full-page ad replace the existing winter advertisement traditionally run.  Historically, scenery has been used to promote Arkansas during the winter.  Considering the season, it would be wise to use the media dollars to promote more indoor/urban-type activities.

Television


Kelly Nichols recommended to continue interspersing urban activities in the television mix.

In-State


Kelly Nichols recommended “repackaging” the mix making it more synergistic for greater impact.  Tracy  Morgan reported that research tells us that “friends and family” are among the top in-state draws.  In order to reach friends and family effectively, you have to first reach the audience at home.   Ms. Morgan  recommended re-theming the “See Arkansas First” campaign to “At  Home In Arkansas” (a working theme only), and capitalize on the “friends and family” research findings.  The idea behind the “At Home In Arkansas” campaign is to help build pride in Arkansas, while cross-selling activities throughout the state.  Mr. Davies suggested using a “question” theme for in-state, similar to the “Aren’t you glad we’ve got’em” used by State Parks.

IN-State Print


Kelly Nichols recommended continuing the partnership with the Arkansas Press Association that includes newspaper and editorial coverage.

In-State Television


Traditionally,  TBA’s are used to spread the economic message (tourism is a viable industry).    Kelly Nichols recommended that the annual TV should carry the “At Home In Arkansas” message.  The economic message is already being carried in the hospitality TBA’s currently under development.  The new TBA message will reinforce the print, helping to bolster in-state pride.

In-State Radio:


Tracy Morgan recommended a :60 second spot “At Home In Arkansas” themed spots, with a :40 - :20 split spot that has a :20 donut.  A generic spot will be created to sell Arkansas and sell the theme with the beds that can be replaced throughout the year that promote calendar of event type of information.
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“Image” mix:


Kelly Nichols stated that the out-of-state print and television will overlap in-state, helping to support and bolster the effectiveness of our “At Home In Arkansas” campaign.

In-State “Holiday Lights”

Television:


Debbie Wilson recommended a :15 second spot to be married with the :15 second non-seasonal, generic television promoting holiday light festivals, events and displays throughout Arkansas.  Also shooting this December for a commercial that would be aired in November 1997.

Insert:


Tracy Morgan recommended considering an in-state insert promoting holiday light displays, and will look for a co-op partner for this promotion.  Richard Davies recommended a flyer listing all the cities participating in the light program be distributed, which would be another way of cross-selling.  The cities might be willing to pay for the program.  


Kelly Nichols summarized by saying that the recommendations presented were just a part of the entire process.  There would also be public relations and newspaper inserts to consider.  She stated that if  the Commission agreed with the direction, the agency could proceed and start preparing for September.

Montine McNulty moved to recommend to the full Commission the 1997 Campaign and to proceed with the five mini campaigns:  out-of-state spring/summer campaign; out-of-state fall campaign; a “cultural” activities campaign; an in-state pride/activities campaign; and an in-state “holiday lights” campaign.  Steve Chyrchel seconded and the motion carried.

Governor’s Conference Presentation


Debbie Wilson distributed copies of the Governor’s Conference Marketing Presentation outline.  Rick Nall explained that the outline showed how the marketing presentation would flow.  The presentation will begin at 2:00 p.m. on March 25.  Richard Davies and Joe Rice will intro the last 25 years of celebrating the natural state and the slide show.  Mr. Nall pointed out ideas were listed for the 25 year slide show, things that didn’t exist 25 years ago around the state.   Mr. Nall asked the Commissioners to review the list for additions or changes.  After the slide show, Donna Kay Matteson will discuss the Present situation in tourism and talk about meeting the challenges of the Future, followed by the Marketing Video.  A panel discussion will follow a video Intro of 
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the panelists.  The suggested topics will be Internet, New Markets, Future of Direct Mail in Tourism Marketing, New Product Development, Arkansas Tourism.   Joe Rice will then unveil the New Hospitality Program, the Cross-selling brochure racks program, and the Internet Program.

Brochure Rack/Cross-Selling


Richard Davies stated that the mission of the brochure rack/cross-selling program was to find a way to distribute the literature in the state for as little state money as possible, and to get it in the hands of the tourist.


Rick Nall stated that Coulson Oil had turned down an earlier proposal in distributing the brochures.   Boatmen’s Bank was approached as a possible Partner in the cross-selling brochure rack program. Boatmen’s Bank was interested in assisting with the project and requested the agency come back with some other options.  Shelby Woods mentioned any other partner’s  participation will depend on the approval of Best Western, who is the partner on the Driving Guide. 

Miscellaneous


Steve Chyrchel suggested the agency approach the Arkansas Broadcasters Association to cross-sell radio stations.   As a tourist travels through Arkansas, radio stations will inform the listener of the stations across the state that have the same type of music format and include an Arkansas message.  Joe Rice suggested that the ABA might be more agreeable to producing an Arkansas guide to radio stations to be distributed at the TIC’s.  


Tracy Morgan  mentioned that CJRW had won 22 Addy awards for Parks and Tourism, more than were won for any other client in the competition by any agency.   Ms. Morgan thanked the Commission and Staff for their support of the agency and the opportunity to produce the award winning ads

INTERNET WWW - ARKANSAS TOURISM PAGE POLICY

MISSION STATEMENT


The mission of the Arkansas TOURISM Home-Page is to provide tourism information to consumers on the Internet in support of the Department’s mission.

RULES FOR HYPER-LINKING


The TOURISM Home-Page encourages links to it from other interested sites.  The only direct hyper-link from the Arkansas TOURISM Page will be from the Arkansas STATE Page.  E-Mail links will be allowed for advertisers.

ADVERTISING


Tour Guide eligibility and content rules will be used for the Arkansas TOURISM Page.  Specific advertising procedures and links are as follows:

· Free address listing for any business or non-profit that would qualify for the Tour Guide.

·  Classified ads would include a small advertisers logo, contain up to 100 words of text and include an email link if the advertiser has one available.  The cost will be $25 per month, 1 year minimum, plus an agency one time handling fee.









·  Sponsor site would be an actual mini-web site within the Arkansas site.  The sponsor’s site would include up to 4 images, advertising logo, up to 2000 words of text, email link, and 4 separate pages with necessary links to and from those pages.  The cost will be $100 per month, 1 year minimum, plus an agency one time handling fee.

