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Chairman Arrison said the one thing that needed to come out of the meeting was a recommendation to the full commission on the Tourism website budget proposal.  Prior to discussing specific line items of the budget, there are other areas that it would be helpful to talk about and clarify.  
Miscellaneous Points and Suggestions Made Throughout the Meeting
· The functions of website development & management, and television, radio & print advertisings and public relations are handled by different entities, and it has created an illusion of separation.  It is important that everyone (Commission, staff, ad agency and website manager) understand how important everybody else is, instead of assigning degrees of importance.

· Staff should become more proactive at commission meetings with regard to their role on development of budgets, programs, advertisements, events, etc.  Everything that is done should be staff driven, not vendor driven.  Staff should make presentations at meetings, as much as practical, not vendors.       
· A minimum of every two months there will be meetings of staff, ad agency and website provider.  The Internet Committee will meet on an issue basis.  
· A glossary of internet, marketing, advertising, etc., terms will be developed that will be used by all to avoid misunderstandings about what a particular term means.
· Google has a map service that is both graphic and satellite that can be used to develop personal tour maps.  Consideration should be given to value and cost of writing a program for the website that would permit tourists to develop their own Arkansas tour map.  Aristotle is to research and report back.
· It was also requested that Aristotle research what it would take to have a short promotional video or log-in screen in Arkansas hotels that would appear when visitors log-in to the internet.

· Provide a report on staff time, expense and/or fulfillment costs to implement a new program at the time the presentation is made to give the Commission a better feel for the total cost of promotional efforts, i.e. Arkansas Golf Trail.
· No research will be presented to the Commission that has not been reviewed or approved by Charles McLemore.
Overall Budget Priorities – How do we decide how much money is allocated?
If the internet budget is increased, where does the funding come from?
Tourism has two primary fund sources: General Revenue, which pays for staff, and some M&O and advertising.  The other source is the 2% Tourism Tax.  The first cut of the 2% is for some staffing and Department expenses such as fulfillment costs, second is for the web site.  The balance is for CJRW for the fall/winter and spring/summer ad campaigns.    
The frustration that may be felt is because the presentation on the Internet budget and the rest of marketing is done at different times.  Also, for the most part, the web site budget is a projected production budget for the year, and when the advertising plan is presented, the production is mostly done.  Any increase this year in either budget is covered by growth in the 2% Tourism Tax; it is “not taken” from one program or another.  
Overall Website Strategy

It was discussed that it would be helpful if a national survey was conducted that would provide statistics on Internet travel planning usage by state.  We need to know more about the users in our “egg” as it applies to the Internet.

 Marketing Funnel - CJRW looks at research, and comes up with television commercials, radio and print ads that appeal to target audiences.  Potential visitors see these ads which then drive them to the website.  Internet strategy – when people get ideas (from TV or print ads, news stories or other sources) they go to the Internet to look for a particular activity and/or location.  Potential visitors tend to start broadly and narrow it down.  (It has been a priority to develop as many links to Arkansas.com as possible because links also improve performance in search engines).  Our website’s job is to get them to come to Arkansas - to invite them, sell them and close the sale (use our industry links). 
How do we develop the strategy  
The overall mission of the Tourism Division is to generate travel and enhance the image of the state.  The website strategy is developed by priority of content (has all information available), function (fast and easy to use) and supports existing and future marketing efforts.   (See Attachment)  Additionally, staff regularly uses the website as a tool, and information must be posted on all agency websites to meet FOI requirements.   
Website Content - how much is too much
 
Ease of use and access to information is more important than size.  No matter how big “the library” is, it must be easy to use and easy to find information. However, it must be remembered that content is the #1 issue for search engines.

Whatever is “flashiest” needs to be the most important thing on the website from the strategy that is developed (buy it – book it).  


Content organization (optimization) is key – the more content on a page the better the website does with search engines.  (Ninety-eight percent of content is written by staff.)  


Website must keep Arkansas competitive and “up front.”

Search Engine Optimization Strategy and Keyword Buying Strategy


There are three factors to consider; content, optimization and key words.  


The best thing that can happen is for a site to come up naturally on a search engine.  Having the actual content of the subject is absolutely required, and if the content is not there, you don’t even have a chance.


The second part is site optimization.  Search engines look for certain words or phrases, and they change them regularly to keep sites from abusing the “system.”  It’s a constant chess match between sites and search engines.  If we do well in this, the site will be chosen naturally by the search engine.  This is coordinated with the staff, as the staff does most of the writing for the site.


The last part is key words.  If our site does not have the massive content that might be necessary to come up naturally in the competitive world of search words or phrases that could apply to folks all over the country or the world, like “fishing” or “trout fishing” or “amusement parks” or “spas”, then purchasing key words is about the only option.  This too is coordinated with the staff.


When a keyword is purchased, the highest price we will pay is established, and the “buy” lasts for as long as we want to pay for it.  As keywords become more popular in the market, the price goes up.  It’s a constantly changing playing field.


It was suggested that optimization words and phrases and key words ought to be coordinated with copywriters from both staff and CJRW.


The strategy for search engine optimization is to look for all the different ways people research on the internet and to add content or key words to address those target audiences based on our tourism research.
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Internet Sub-Committee’s Recommendation on Internet Budget Proposal for FY2006

Goal 1, Numbers 1 & 2 

Recommend as presented.

$ 49,385
Goal 2, Numbers 1, 2, 3 & 4

Recommend as presented.

$ 15,750
Goal 3, Numbers 1, 2, & 3

Recommend as presented.

$   4,595
Goal 4, Numbers 1, 2, 3, 4, 5, 6, 

7, 8, & 9


Recommend as presented.

$ 59,035 
Goal 5, Number 1
Concentrate on fewer sites with recommendations




from staff.  Placeholder.



$ 42,250
Goal 5, Number 2


Recommend as presented.

$   5,600
Goal 5, Number 3
Update and change look of “Hot Deals” section.



Back to SPRTC for approval.  Placeholder.

$ 40,400

Goal 5, Number 4


Delete.



           [$ 26,400]

Goal 6, Number 1
Add $26,400 deleted from Goal 5, Number 4
$ 44,010
Goal 6, Number 2


Reduce by $100,000.


$200,000
Goal 6, Number 3


Recommend as presented.

$    5,745

Goal 6, Number 4


Recommend as presented.

$   1,000

Goal 6, Number 5
Back to SPRTCF for approval.  Placeholder.

$ 16,800 

Goal 6, Numbers 6, 7, 8, & 9

Recommend as presented.

$ 42,200
Goal 7, Numbers 1, 2, 3, & 4

Recommend as presented.

$ 39,580
Total 1-year contract for Tourism



$566,350

Contingency for 1-year contract for Tourism

$  56,635

Total Budget for FY06




$622,985

Note:  Placeholder budget items will be taken to the full commission.
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