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Welcome

Steve Arrison welcomed the group and thanked everyone for attending the meeting.
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Orientation/Introductions


Shelby Woods introduced the CJRW team to the Commissioners and staff. 

Joe David Rice said he felt very optimistic about the future of tourism and the purpose of the meeting was to help plan for the future by looking at some new markets and doing some things differently.  Richard Davies mentioned that the purpose was also to give the department and agency some sort of general direction. 

Shelby Woods gave a brief summary of the objectives for the meeting and the planning process for future campaigns.  If we are going to expand the market, we are going to have to start doing things differently.  We need to go to the next level.

Richard Davies said one of the problems the department is facing, especially since term limits, was that success tends to have the opposite effect.   Every time we make a big deal about opening of a new Welcome Center, fixing a campground in state parks, when tourism is up 8 % everyone thinks we are rich and wants to take our funding away for other things.  We’ve been told we have a PR problem that everyone thinks we have all this money and we don’t need anymore.  

Shelby talked about the marketing egg.  The egg is where 75% - 85% of the business to Arkansas comes from according to our research.  We’ve been comfortable in spending dollars in those areas and feel that it’s time to start expanding our thinking.    The product development change began in 1997 Economic Research Associates told us we needed new products and the state needed Legislative incentives to grow.  In 1999, DK Shifflet did a Product and Communication Assessment Study, a custom study to evaluate the products in Arkansas and how we position, sell, and package those products. We found out why and why not tourists were coming to Arkansas and started changing things at that point.  The reason we have been successful in what we’ve been doing is the fact that we’ve known how to target, what to say and who to say it to, and we know we can’t be all things to all people.  Research has helped us tell the industry and legislators why we do what we do and back it up with facts.  1993 the Department and agency did a five-year long range plan and assessment of where we were and where we were going.  We followed up the first 5 year plan with a second 5 year plan, which was before the internet, so now a long range plan is 6 months. The internet has changed everything we are doing.

Jim Shamburger asked if research was telling us we need to try some things outside the egg.  Shelby Woods said 55% of the people visiting the Clinton Library are coming from out of state.  With Little Rock National Airport’s 20 direct flights and XNA’s 15 direct flights, we’ve always felt we were a drive-in-state and that could be changing, which would allow us to go outside the market egg.   Richard Davies said that in some cases, how do you deal with the larger markets that might be good and can’t afford them…Chicago and Southern California.  The figures show that the people are 
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coming; the problem is our traditional media and ways of doing things we can’t afford it.  One of the things we need to do is determine how we get into these markets and make a difference.   Charles McLemore suggested the Internet because it is global and can reach those markets.
Mr. Davies gave an overview of the marketing budget process for the commissioners.
RESEARCH

Karen Mullikin reported on the Research projects that the agency does and on what they base the recommendations.  She stated that every year DK Shifflet provides data and demographic numbers to see how it differs from year to year.  Numbers from the Department and Charles McLemore’s conversion studies for Spring/Summer and Fall/Winter, Welcome Center surveys, focus groups, cash register research (CJRW people out in the field asking questions when they call on clients in the industry) are also other ways of gathering information.   Sometimes the data will differ and the team will figure what similarities, differences, and where everything lines up to base their recommendations. 

Dan O’Byrne asked if the Department or Agency polled at the airports.  He felt it would be interesting because the only people being polled are drivers and by not polling airports you are not putting them in the sample. Bill Fitzgerald stated that up until recently driving was 95% of the business, but things are changing and the agency is discussing polling the airport.  Richard Davies asked Dan O’Byrne if he could supply the department with this information.  Mr. Davies stated that if we had more information on what the cities are doing, we could overlay what the state is doing.  

Karen Mullikin described the research tools utilized in every marketing and advertising recommendation.  D.K. Shifflet (DKS) Destination Performance Index monitors Arkansas visitation to identify changes and measures progress and provides competitor information on surrounding states.  DKS Media Leverage Analysis identifies which origin markets are likely to produce the most total travel days in a market with the least advertising expenditure.  DKS Prism Analysis which is a segmentation of the population that tells us about the people that are coming, specific characteristics about how much money they make, and what they like to do on vacation.  Market Opportunity Analysis identifies markets that offer the greatest opportunity to gain market share by analyzing similarities to Arkansas’s visitors.  They give us some ideas about expanding the egg so we look closely at these reports. 
DKS Value Plus Study in 2003 provided the benchmark for a 2006 study which will measure the impact of value and satisfaction ratings on market share, identify weaknesses in the competition, and measure Arkansas’s progress in improving customer satisfaction and attracting repeat business. 
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One that is happening now is a new study with DKS called the Image Plus Study.  A mail survey is underway to gather consumer information about awareness, consideration, visitor behavior perceptions about the image and performance elements of AR and our major competitors.  The results of the study will enhance the ability to target new and existing visitors with very carefully targeted messages.  
Other resources are Travel Industry of America and Travel and Tourism Research of America that provide ongoing research on tourism trends and tactics from across the nation.  MediaMark tracks media trends and rates individual media outlets to aid the selection process. 
INDUSTRY OVERVIEW
Little Rock/Hot Springs

Richard Davies gave a report on the meeting with the Little Rock Metro Hotel Association which included members of hotels, restaurants, airbase, LR airport, and area attractions.  The group was concerned that they were not getting enough exposure in the state’s promotion efforts.  
Joe David Rice distributed a letter from Mary Beth Ringgold, Chairman of the LR Advertising and Promotion Commission.  Steve Arrison reminded the Advertising Committee that this was an issue that the whole commission needed to look at and talk about.  Mr. Davies reported that Little Rock stated in the letter that 20-25% of the 2% money collected is from Little Rock that they felt they should get more in advertising.  The agency and staff explained to the group what the department does to promote Little Rock and the State.  The impression by the group was that they were not aware the state was doing the things addressed in their letter. Richard Davies suggested that meetings should be held throughout Arkansas to get some broad picture of what everyone is doing and look at Arkansas tourism as a whole and work together.
One industry problem is during the week in Northwest Arkansas the hotels are full, but weekends aren’t busy and just the opposite in the resort areas of the state.  Time of the week marketing for different areas is something they would like for us to look into.  It was suggested to have Hot Deals for weekend/weekday specials. 
Shelby Woods mentioned the new manager of the Peabody Hotel spent nine years marketing golf and has agreed to come to the next meeting of the Natural State Golf Trail and share with the group what he thinks they need to be doing as far as marketing the golf trail.  
Dan O’Byrne stated Little Rock wanted to be positioned as one of the Gateways to the State. He stated that leisure travel is relatively new market and more emphasis on meetings and conventions.  Mr. Davies asked how the state can best interact with the 
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meeting and conventions market.  He mentioned in the past, the Department’s Group Travel Section has been a coordinating role and the reunion/convention meeting where the cities are competing with each other the state needs to be visible and let the cities go get the business. 
Steve Arrison stated every city is different in the way they market.  Hot Springs is a leisure destination and the convention business is a small part of what they do. Hot Springs only wanted sales leads and they put their marketing dollars into leisure travel.  
Dan O’Byrne stated that Little Rock will never be a vacation destination like the rest of the state, but an urban leisure destination.  Once we get them here for a meeting or convention we have a much better chance of marketing the Arkansas product. The in-room video was a great idea to get the word out about the rest of the state and a way to generate business for the state.  
Richard Davies asked if events needed to be marketed and were they filling rooms. They all agreed.  Richard said the tourism agency shouldn’t invent them, but promote them.  They agreed that co-op advertising special events would help get the word out to the larger markets along with free press for unusual festivals and events.  Marla Norris said we needed to be careful about over promoting some events. 
Mike Mills mentioned the possibility of bringing back co-op specific advertising with the cities. 
Charles McLemore suggested bringing back the “Company’s Comin” campaign similar to the “See Arkansas First Campaign” so Arkansan’s could invite friends and family to visit.  Produce a website that had a list of things to do while in the state.  Joe David Rice suggested having twenty reasons to visit Arkansas on the site. 

Shebly Woods stated that we have tried to open new markets by repackaging existing products to make it appeal to a different audience. 
Steve Arrison asked if we had increased the amount of urban photos in our literature.  Shelby Woods stated that Debbie Grace had aggressively started shooting more urban scenes and less scenic shots. 

Richard Davies explained we don’t expect that any city will get an absolute percentage of coverage as compared to taxes. The more specific the suggestions and ideas, the easier they are for us to deal with.  The Department welcomes market information.  We need to know from the cities their marketing plans, where you would like to see us advertise, send us good pictures if they have them, and what travel shows they will be attending.  
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Dan O’Byrne mentioned that we needed to open new markets.  Mr. Davies asked which markets, could we afford them and what would it take to make an impression.  It was suggested advertising in in-flight magazines with airlines that had direct flights to Arkansas.

Delta

Shelby mentioned in east Arkansas the Ivory Billed Woodpecker, if handled properly, will be a great benefit to this state and already has made international news.  Tourists from as far away as London, are coming to Arkansas to bird watch in the delta.  We need to be developing bird watching watchable wildlife tours and recognize the importance and significance of this market segment. 
Marla Norris suggested taking advantage of the Ivory Billed Woodpecker by buying the word in search engines and direct people to Arkansas.com.  The Ivory Billed Woodpecker was in the top five searches on Netscape.  There is a process issue of if it is ok for us to promote the woodpecker.  Richard Davies stated that Jana Greenbaum has a conference call scheduled with all the agencies involved to discuss what we can do and do no harm.  The agencies are willing to invite people to view and tour a habitat that is similar, but not right on top of where they found the woodpecker.  
Northwest Arkansas/Eureka Springs

Shelby Woods reported on the request from Eureka Springs and Northwest Arkansas regarding marketing input.  They would like to have emphasis in Tulsa, Wichita, Kansas City, and St. Louis.  Recommended where they think we should be spending dollars – regionalized buys in newspaper travel sections, magazines, cable television, internet advertising on residential real estate sites, more meetings and conventions effort, more cooperation on trade and travel shows with the Department, CVB’s, help the Great Passion Play, more media fam tours, cross selling with Northwest Arkansas, state wide displays of literature other than the Welcome Centers, Welcome Centers cross selling the state, more involvement and attention to the Northwest Arkansas area and Eureka Springs, develop a cross-selling video for the cities public access cable stations and hotels closed circuit video systems (which has already been done), revisit the policy on the Inn of the Ozarks Convention Center (we have policy that we don’t promote private convention centers), more recruitment of meetings and conventions, encourage return visitation for business travelers, be on regional TV and billboards, and more cross selling.
Danny Ford suggested at the Governor’s conference stressing more about what we do and why.  Richard Davies stated not what the recommendation is but how we got there. Jim  Shamburger said then the other problem is getting them to the conference.  
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Nancy Clark reported that the department had a request for information from someone that was doing a RFP Tourism and Business Initiative of St. Frances and Lee Counties.  The counties originally got a small grant from the Kellogg Foundation to get it going.  She has gone to several of the meetings and they have about $400,000 to work on tourism and business initiatives in these counties.  The RFP is the assessment of those counties and a marketing plan.  Marla Norris mentioned that community development people funded by the Kellogg Foundation have started to focus on tourism development in the delta and one of the success projects is trying to generate a music trail through the delta from Memphis to New Orleans.  Mindy said Helena was in Destination Arkansas international catalog this year.  They are also working on a Blues and BBQ tour that goes down the delta, but not limited to Arkansas.  Joe mentioned Lake Port will be a big addition to Southeast Arkansas.  Montine McNulty mentioned Helena is also working on an American Museum and should be making an announcement in the next 60 days.
IV.  Special Projects

Natural State Golf Trail  (NSGT) Campaign 

Jim Shamburger reported on the Golf Trail Campaign – Greystone in Cabot thinks that it has been positive for golf in Arkansas, Sage Meadows in Jonesboro is undergoing maintenance so Fairways is steering people away from them until complete, Stonebridge thinks Stonebridge has helped NSGT, but NSGT has not helped Stonebridge,  has confidence it will pick up next year, Harbor Oaks Golf Club in Pine Bluff had out-of-state people stop on their way somewhere else to see what the trail is all about, as a result of the signage, Red Apple very pleased first year is better than expected, and Thunder Bayou Golf Links in Blytheville doesn’t think we are doing enough advertising and signage is working well.
It was suggested doing a direct golf mailing to encourage visitors to come to Arkansas to play golf.  

Fishing Guide and Campaign

Shelby reported we need to work with Game and Fish Commission on co-op programs like the Fishing and Birding Guides.  Wayne Woods reported that fishing was in the top 5 reasons that visitors come to Arkansas.  The Department and Agency have produced seven fishing guides, over the past seven years.  The Game and Fish Commission said it is one of finest guides in America.  
Co-op Programs

Wayne Woods reported that the cities wanted to co-op advertising.  The agency had sixteen (16) publications to co-op -- eight (8) consumer publications, four (4) meeting and conventions and four (4) motorcoaches.  The goal was to have a two page 
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spread in every publication with a total of 32 pages and Parks and Tourism buy a half page or full page and the rest would be co-op.  Goal was to sell 20 pages and the agency sold twenty seven.  The cities jumped on it and liked the concept.  If the cities had bought this advertising off the rate card, it would cost $549,000 and the total cost was $406,000 or a savings to the hospitality industry of $143,000.  The industry wanted more co-op programs.  
Shelby Woods stated they were now trying to determine the success of the program.  An evaluation process will be done through the summer months.  We aren’t going to make any co-op recommendation for the fall because we do not have the results yet.  If the evaluations turn out good and we feel like we got a good return, we will make a recommendation to the Commission in September and early enough so everyone can get it in their 2006 budget.  
Karen Mullikin stated the only one that didn’t work was the Black Meetings and Tourism, which couldn’t get enough cities to participate.  We had a couple of cities commit but not enough to make a section.  Parks and Tourism’s ad ran, without any 
co-ops.  

It was asked how we will evaluate the program to see if the ad worked.  Karen Mullikin stated we send out an evaluation form to all the people that participated and probably generate telephone conversations with them as well to get their feed back and find out if they felt they got a good return on their investment.  
Newspaper Insert

Wayne Woods reported on the Newspaper Insert feedback.  He did a telephone survey by calling 20 operators and got a favorable report.  The Spring/Summer insert is really too late for some and there is some discussion as to what time of year to include the insert…late or early spring.  He thought we should continue the program.  He discussed some ideas about customizing the insert more per market.  If we go into Dallas, the insert’s front page would be geared more to the Dallas market.  He talked about targeting the insert more towards women, and include a fun map or highway map that shows where all the attractions are located.  In the 2005 issue, we sold more advertising than we’ve ever sold in an insert.  The cities have asked us to go into more markets; for example cities that have direct flights to Arkansas.
Jim Shamburger suggested a third insert twice in the spring and once in the fall. Wayne Woods stated the department would have to invest more money, because the private sector cannot absorb the cost of another complete insert.  Mike Mills said it would be a matter of shifting the value of the insert verses a full page ad in a magazine.  The insert represents the whole state better than any single ad. Charles McLemore suggested looking into putting the insert on on-line newspaper sites.  
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Image Book

Shelby Woods stated the agency and department have been discussing a new Image Book for Arkansas.  The book would be perfect bound, 9X12 size and would include a four-color dust cover laminated as well as two eight-page inserts.  The inserts could be used to draw special attention to Arkansas, or they could be used as sponsor promotion enhancements that could feature the different sponsors and their logos, products, services, etc.  The book would feature photography of Bernie Jungkind and 
Chuck Haralson.  He said there would need to be many sponsors secured, and the potential sponsors include Parks and Tourism, Department of Economic Development, Game and Fish Commission, Department of Heritage, Arkansas Highway and Transportation Department, Keep Arkansas Beautiful Commission and Retirement/Relocation at a cost of $475,100.  Also they will try to secure other potential sponsor partners.  We will print 10,000 hardbound and 50,000 softbound books.  It will be on the May agenda for the Commission approval.  Richard Davies said it was a lot of money and suggested the sales pitch be approach in one fiscal year and for the money in the next fiscal year.  Joe David Rice suggested splitting it up where each agency would pay half of it in one fiscal year and the other half the next year to make it more affordable. Richard Davies said the Department’s share of $125,000 would come out of the advertising budget.
Community Partnerships

Shelby Woods mentioned there was a sheet in the folder which would help clear up some of the confusion regarding The Community Partnership Marketing Program and the criteria for eligible communities to apply for co-op partnerships with the Department for proposals intended to build tourism.  These are dollars the Department and the Commission would like to invest to start new events or product development and it would be a one time investment. The Department set aside $50,000 on an annual basis on a first come first serve basis with a maximum of $25,000 for the program.  

IMAX/Promotional Film

Debbie Grace reported that she felt that the IMAX film was outdated and there were no other venues to show the film.  The film at the IMAX theatre is still getting positive comments after nine years and over a million people have watched the film.  On June 3 or 4, they are going to open a new dome theater and planetarium.  We will have to do some test to see if the film will be distorted on the dome.  She didn’t feel it would be the best expenditure of dollars to do another film. 
Montine suggested showing the video at the Clinton Library during their down time to let visitors know what there is to do and see in Arkansas.  Richard Davies suggested also “Song of Arkansas” and other videos.  
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Image/Promotional Film

Debbie Grace reported that we will soon have four films about Arkansas a new Group Travel Video, Song of Arkansas, Natural Elements that has been updated in the last year, and 30 minute hotel film.  

“Destination:  Arkansas” International/UK Effort

Shelby Woods stated that we need to decide how we want to go forward with “Destination: Arkansas”.  The Commission approved a two and half year plan to partner with Saltmarsh to continue the UK/Ireland Promotion and felt it was a good investment and have already had good results with a tour operator and media fam tours coming, there 
will be a British broadcasting crew coming in June.  We have the Heifer Project and Global Village coming on line to promote through Destination Arkansas. We need to decide if we want to keep this coalition intack and if we are it will require talking about present and future ideas.  Jim Shamburger stated it had been good for the state and recommended continuing the partnership. Richard Davies said the funding was Arkansas half and Little Rock a quarter and we raise a quarter.  He didn’t like budgeting that way.  Suggested if we feel this is worth doing either do 50/50 with Little Rock or 75/25 and if we raise money it reduces our investment.  Shelby Woods reported on how much has been invested in two years…Parks and Tourism $311,297.23 – Little Rock CVB 
$290,384.33 - North Little Rock $32,500 - Hot Springs $32,500 - Conway $10,000.  Also partnerships with the Memphis CVB, Alabama Bureau of Tourism and Pacific Development Authority multi state partnership. 
V.  Online Advertising and Marketing/ Accountability/Evaluation

Cost-per- Inquiry/Search Engine Marketing

Brian Kratkiewicz reported the on-line campaign uses the cost per click as their measurement.   Conversion rates for inquiry sites are 40 to 50 %.  The average cost per click is about $1.67 for the fall that are impression based, inquiry buys were $1.43, cost for 100,000 buys is $1.80, Search engines average cost per click is about 50 cents.  He explained how the search engines work and explained the objective of the on-line campaign is to get users to click on our banner ads, text links and listings to get to the website.  Once they are there, get them to sign up to receive vacation planning kit or newsletter or another Arkansas service.  The goal of the banner and click inquiry is to get people to the site and generate awareness.  The object of the search engine is to make Arkansas appear higher in the search engine results and direct people to the web site. 
Marla Norris stated the other difference in the search engines and the pay per click campaigns has to do with directing people better to landing pages to get the lead off the Arkansas home page.  This is a more direct approach so we can get email addresses for leads.  We need to create more content on the web site targeting content information 
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so that we can advertise and buy key words in search engine.   In search engines you have content directing those key words to it or the search engines pull it.
Jonathan Eudy reported on the white paper regarding click fraud that was mailed to the Commission.   Aristotle is trying to develop software to evaluate everything across the board.  We are working in conjunction with a third party to implement it in our infrastructure to improve our tracking.  We will have the finest tracking software that money can buy to help aid in our mission and to find out what our return investment is on these click campaigns.  It will give us lot more and accountability.  Marla Norris mentioned it would completely filter out search engine spiders and other issues.  
Linking

Jana Greenbaum reported the Communication staff is working on contacting non-tourism related sites to encourage them to link to Arkansas.com.  The more links you have the higher you rank in the search engines.  Arkansas has 400% more links than the Texas site.
VI.  Other Non-Traditional Media/Promotional Tactics 

Bill Fitzgerald and  Brian Kratkiewicz reported on some interesting new advertising concepts.  Bill Fitzgerald stated they would like to explore some non-traditional ideas, but it would not be a huge part of the budget.
VII.  Expanding the Marketing Area (The Egg)

Little Rock National and Northwest Arkansas Airport Origin Markets

Shelby Woods stated Arkansas is a traditional drive-in market.  We know that 95% of Arkansas’s business in the past has come from drive-in markets. He met with the Little Rock International Airport and they have some very extensive research and will work with us on their markets – direct flights.  We think this information will also help us in Little Rock and Northwest Arkansas expanding our market area.  Joe David Rice suggested it would be a good opportunity to contact travel writers in these direct flights from their town to Arkansas.  He also suggested taking advantage of the company that has big posters in the airports to place Arkansas photos.
Clinton Center Origin Markets
Joe David Rice suggested taking advantage of the new Lincoln library in Springfield. The advertisements could say “See the Lincoln library now and then come see the Clinton Library.”  Dan met with several presidential libraries and cities at Pow Wow and they are interested in putting together a coalition of Presidential Libraries cities and states cross marketing the Libraries.
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VIII. Additional Discussion and Planning Topics
Vacation Planning Kit:  Consolidation of Information: DVD’s

Shelby Woods stated that he didn’t think the DVD would ever replace the printed Vacation Planning Kit.  He wasn’t sure how much usage it would get and if it made sense.  He gave a report from Jim Gaston stating that the only time a DVD should be used is in very vertical markets. He suggested making it a focus group question.  Shelby Woods continued to read Jim Gaston’s remarks.  Mr. Gaston stated that new partners were more important than ever, motorcoach market not doing well in Branson they are going to casinos, 85% of the people deal with wildlife and we need to make bird 
watching a top priority, gasoline - don’t worry about it - the availability is the key, co-operative literature distribution has tremendous value and we need to be looking at options to do more of it, the information Joe David Rice did dealing with school opening 

dates in other states was very interesting and we need to monitor these states, strongly drive people to Arkansas.com with media, and the internet is a research tool primarily after decisions are made on destination.  
Everyone agreed and decided that tourists do not use DVD’s for selecting vacations, especially with everything that is on the internet today.  Richard Davies stated that maps were more important suggested putting GPS coordinates on all brochures for everything on the website.  

  Jonathan Eudy suggested an interactive DVD that highlighted primary activities and attraction to do with the major travel routes on the freeways and make it interactive with the internet. 
The committee decided not to do DVD’s at this time.
Joe David Rice suggested Arkansas be the first state to list GPS codes on literature and make it a big media play.  Have a sweepstakes where we give a hand held GPS to the winner.  Richard Davies suggested the codes could be gotten from clients when sale calls are made.  Jim Shamburger said all larger hotels have their GPS code.
New Partners

Shelby Woods suggested the committee brainstorm new partners at a later date.  Joe David Rice suggested working with the Automobile Association members as a partner and every new car put a vacation planning kit.  Shelby Woods said it was in the works.
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Reaching the Motorcoach Market

Mindy Hawes report that we need to maintain a presence in the market place.  Reaching out in a new way with TAP and Destination Arkansas both feature going to a certain market and having operators on your team.  

Reaching the Meeting and Conventions Market

Mindy Hawes explained the Governor’s Executive Order for all state government to invite the organization they belong to Arkansas for their next meeting.  Richard Davies said it was important that the cities follow up with the leads for these conventions. She said the leads will go to both hotels and cities interested in these leads.  

Richard Davies asked Steve Arrison and Dan O’Byrne what was the State’s role in the meeting and convention market.  Steve Arrison said sales leads, make a bigger presence in the market place and/or go to market places the cities can’t go to.  We can sell our destinations generated by the leads.  Richard Davies asked if we should change the tenor of our ads.  Should the call to action be more than get the meeting and planners guide if you are interested in meeting in Arkansas.  Dan O’Byrne stated there is no role for advertising and rather the state spend the money to build a convention booth, and sign up to go to some shows.  Karen Mullikin asked if photos of convention facilities and scenic pictures help get Arkansas on the list for meeting planners to consider.  Dan O’Byrne said no it is a direct sales relationship with the cities.  Richard Davies said we need to create sales leads and attend trade shows rather than media advertising.  Mike Mills said we need to take the lead and co-op shows.
Dan O’Byrne suggested again on Arkansas.com we have hot dates for meeting planners looking for dates that are available.  Shelby Woods asked how to draw attention to the site.  Dan O’Byrne stated that if the state begins to get involved on a national level with meeting and conventions with Arkansas as the umbrella, the city would participate by buying a booth.  The state would promote the hot date deals and the cities sell their facilities.  

Reaching Potential Newcomers

Joe David Rice suggested looking at signing on Welcome Wagon as a partner.  Shelby Woods stated that he spoke with Dick Starr and he thinks the next wave of growth is retirement and relocation.  He has some ideas and is willing to come to Arkansas and sit down and talk to us about his thinking and what he has learned.  If we buy into his concept, we would work with him to develop this market.  Richard Davies reminded the committee the retirement and relocation program is a general revenue line item appropriation that will never increase out of general revenue.  He asked if they were willing to take tourism money to put into retirement and relocation.  Shelby Woods said 
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he was curious to hear what Mr. Starr had to say; we don’t have to buy it.  Joe David Rice suggested leveraging our money with partners money like Cooper Communities, Mena, and Hot Springs.  
Watchable Wildlife/Birding Campaign

Richard Davies said Jana Greenbaum had been talking to the Game and Fish Commission, Nature Conservancy, DAH, and Federal Agencies regarding the Ivory Billed Woodpecker.  All the management agencies and Federal Agencies were in favor of not changing anything.  Everyone realizes we are going to have people coming and what are we going to do with them, how are we going to be hospitably, and how do we make this positive for the birders.  They are all willing to let Parks and Tourism do that with some frame work of where we can send tourist on their land.   The other agencies will have to gather up visitor services available.  Most of the information is listed on Arkansas.com, but will have to qualified guides.  

Shelby Woods stated that Arkansas has seventeen international bird watching locations that are designated around the state and we need to use the attention we are getting from the woodpecker and send them to other locations.  Richard Davies stated we have made the point that marketing can be used to spread out the crowd with the Federal Agencies as a protection measure.   Steve Arrison suggested using the woodpecker in some of the tourism ads.  

Co-Operative Literature Distribution Plan

Shelby Woods stated the co-op literature distribution gets back to cross selling and moving people around the state.  We need to get literature in the hands of those people so while they are here they will go to other places in the state.  The private sector is expecting us to do something like this and are willing to help.  Because of the internet more people were getting information off the internet and our literature needs went down.  The last year or so the Arkansas tour guide didn’t go to waste.  The agency has worked with Charles McLemore regarding the distribution and has a good literature distribution system through the cooperation of the private sector and the department.  
Legislative/Leadership Planning

Richard Davies stated again that every time we do something good, somebody will say good job or good we can take that money from you.  We are getting two bads for every one good and we need to come up with a PR plan to erase the notion that because we have money and we are growing it shouldn’t make us a target, which is what it has done. Mike Mills stated we need to be low key on new openings of the Welcome Centers and State Park facilities.
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