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OVERVIEW

The ARC Tourism Council convened initially to address
opportunities related to the 2002 “Year of Appalachia”
designation. The regional showcase, at the Smithsonian
Folklite Festival, became a catalyst to identify key needs
and partnership opportunities for

Appalachia’s travel industry. The 13
state representatives quickly agreed
that the combined tourism and
. craft industries offer a far
greater potential for positive
economic and social growth
in Appalachia. To maximize
regional success for these industries, the Tourism Council
engaged in a facilitated eight-month strategic planning
process to determine how individual states can benetit
through multi-state collaborations. Extensive research
and analysis helped the Tourism Council to adopt the

following mission:

|. Tue Creative Economy 1, GrowinG AppatacHiA THROUGH CreaTive Ecomomies  1Il. ARC OrrorTunmy roR Toursm & Crarr IV, Five-YEaR STRATEGY FOR SucCEss

2



The mission of the Tourism Council

1s to leverage ARC assets into greater

economic prosperity by attracting and

hosting more tourists, and selling more

craft/products in the Appalachia region.

To satisty this mission, the Tourism Council and ARC statf determined

that all goals, objectives and recommended activities needed to

accomplish the following:

®* Add value to Appalachian counties/states

* Focus on strategies requiring and attracting multiple partners

® Measure impact in terms of jobs, economic growth and sustainability

ARC TOURISM COUNCIL MEMBERS:

Cameron Reeder
North Alabama Tourism Association
Cheryl Smith
Georgia Department of Industry,
Trade and Tourism
Carole Summers
Kentucky Department of Tourism
Marci Ross
Maryland Office of Tourism
Mary Beth Wilkerson
Mississippi Development Authority,
Division of Tourism
Patricia Driscoll
Empire State Development,
New York State Division of Tourism

Lynn Minges
North Carolina Division of Tourism,
Film & Sports Development
Linda Bayse
Ohio Appalachian Country
Rick Dunlap
Pennsylvania Departm ent of Community
and Economic Development
Isabel Hill
South Carolina Department of Parks,
Recreation and Tourism
Claudia Moody
Northeast Tennessee Tourism Association
Geneva O'Quinn
Virginia's Heart of Appalachia
Betty Carver
West Virginia Division of Tourism

V. Bunping Success: InmaL RECOMMENDATIONS V1. Future ProjecTs ror CONSIDERATION VIl. MANAGEMENT FOR Success



|. THE CREATIVE ECONOMY
THE NEW GLOBAL MODEL

In this dynam]c information age, lmclw}cdgt, based cconomies are thnvmg and changmg o meet new
CONSUmMer dE:S‘l]‘t.ii and local needs. CDmPEtltlnn in the 215 century demands that mdmdua]sfm'gamzatmns
redefine prosperity, reengineer strategic processes, and reinvent success models to learn new ways of dnmg
business. As communities move from extractive industries to more service and information-based industries,
a DDmPetit'm: Edgﬂ based on intuition and innovation is paramount for sustajnabi}it}r. The result is the

emergence of creative economies.

Acmrding to author ]D]‘ln Howkins, creative economy is “the idea business. Turning-ideas into
products. Buying and selling™ Howkins reports, “worldwide creative endeavors are now worth
$2.2 trillion and growing at five percent per annum, and in some countries much faster.,” Britain,
Scotland, Canada, Singapore, and New Zealand have designed sp_eciﬁc P-:ﬁicies to help their creative

CCD]’[D]’!}iCS HC}LiE\‘T_’ fll].l PDt(_’.]'I.tlﬂ.l.

“We live in a time when cultural he'rjruge‘ and z.mderefnped Iund.\'mpe_\' have
become valuable resoures, In today’s economy, wealth is no h_:nl;,wr limited to those who
possess minera! or other speci fic natural resources or to those who can manufacture I-_;thxu's. In

other words, the world has finally discovered that the definition (j'u-'eufih is broader than what

extractive pesoulwes you PL’? s or what Vou cdan make. It now L"Hl"{_—’.ﬂl’.fS to who Vol dare l'.”'h'j the

place you have the privilege to call home.”
William §. Norman, President & CEO, Travel Industry Association of America (TIA)

Peace and Prospenity through lourism
UUN Foundation: World Heritage Event, fune 2003

The deﬁning asset of a creative cconomy is intellectual property. Britain’s Department for Culture, Media

and Spurt further delines its assets as “those industries which have their Drigin in individual creathfity, skill
and talent, and which have a P_clte.ntia] tor wealth and jqb creation l]‘m:mgh the generation and explui‘tatinn
of intellectual property. This includes advertising, architecture, the art and antiques market, crafts, dcsign,
desigﬂer fashion, film and video, interactive leisure software, music, the perform.ing arts,

publishing, software and computer games, television and radio.”




[I. GROWING APPALACHIA
THROUGH CREATIVE ECONOMIES

Tourism and craft are established and signif‘]t:ant industries in the LLS. and around the world. The}'
are }w}' demonstraions of creative economices. The l:lntenﬁa] of these two sustainable industries to drive

overall ecconomic growth is substantial, especially in Appalachia.

A}ﬁumgh other businesses, such as msmufa::mring, mining and other extractive industries, may have
once pmvided the economic engines for the region, tourism and craft present the best direction for the
future. No other industries offer such Hex_i'bi}it}' for grnwﬂ'l in all levels of emp]n}ment, from entry level 1o
pmfcssiana] to part-time, post retirement. Tourism and craft ref}r upon unigue, indigennus resources and

Pmplt: to sustain local economies. They are not suhjecl to industrial moves across borders or oceans.

TOURISM IN APPALACHIA

Tourism is one of the largest industries in the ULS, Generating $174 billion in payroll, travel and tourism
din—:cﬂy emp](])-'s 7.9 million individuals and accounts for one in seven LLS. jobs. There isa strong future in
tourism, cspeciaﬂ)‘ tor destinations uffcring a cunsistenﬂ}r mmpe]ling, distinctive and diverse experience.
Despile current economic and industr}-' chaﬂengcs, domestic person-trips are expectcd to grow an average
of 21%, annuaﬂ)‘ over the next three years. Travel and tourism expendimms are ant.icipatcd to grow in thé

LL5. b} 4.75% annuaﬂ}' ﬂ'lmugh 2005. In comparison, GDP is Pm}ecttd to grow 2.5% in 2003,
36% in 2004 and 3.4% in 2005. (Source: TIA Travel Forecast Facts 2001).

“Asheville, North Carolina is a 1-mndegi1f example of how
productive creative workers can bolster local economies
and enrich community life.”
Eileen B. Mason, Senior Deputy Chairman,
National Endowment for the Arts (NEA)

In Appalachia, tourist spending contributed more than
%29 billion to the rt:giun’s economy in 2001, Visitors staying in
hotels, resorts and bed and breakfasts, sh()pping in retail
centers, purc}msing fﬂcaﬂ}'—made crafts, dining in restaurants,
engaging in outdoor recreation and gu]f., touring historic sites
and attending cultural events pmvida:i job opportunities for
more than 600,000 residents of Appalachia in 2001




THE TARGET MARKET POTENTIAL

The pra[achian travel and tourism pre wluct exists in various forms and appl:a}s to various audiences.

l’ackaging the appmpriatt‘ collection of assets and activities into multi-state crpcricnr_t*s will :;trrngthtn the

opportunity to increase the economic impact trom tourism, increase L‘.mpl(n-nwnl in tourism and craft, and

increase visitation to the rc.gion. The audiences that represent highl:sl market poT.L‘nu'al are as follows:

Niche Markets

Specialty, niche audiences will contribute the greatest opportunity for growth in multi-state travel. TIA research shows that:
* U8 million UL, acults have taken an Adventure trip in the past five years.

* 65% of Americans include a Cultural Heritage component in their vacation.

* 302 million adults have taken an Education-focused trip to leamn or improve a skill or activity.

* 10 million TLS. adults participated in Garden-related activity while traveling last year.

* 55 million Americans embrace Geotourism, travel experiences that “sustain or enhance the geographical
character of the place being visited.”

* Group Tour or packaged travelers spent $99 billion in the LS in 2001

Domestic Drigin Markets

The domestic 1LS. travel market can be divided into three key categories.
* Urban Gateways of Atlanta, Baltimore, Charlotte, Chicago, Cincinnati, Cleveland, Memphis, Philadelphia, New York,
and Washington are strong domestic markets (and international gateways) within a 500-mile radius of some or

all of Appalachia

* Residents living outside the ARC region but in the ARC states provide the greatest opportunity for Appalachia.
Research indicates that most member states already market to these audiences, and that a segment of this

audience already travels to the region.

* Travelers from states located outside the ARC states represent potential new tourism revenues. Short-haul origin
markets such as the Mid-West, Southwest, New England and long-haul (Calitornia, Pacific Northwest) origin
markets currently travel to one or more of the ARC states. These markets offer fy-drive, group tour and loop

tour potential for various regions of Appalachia.

International Grigin Markets
455 million overseas travelers visited the TLS. in 2001 Although the number of overseas visitors to the 1LS. has declined
recently, international visitors remain significant because they stay longer and spend more. North American markets remain

strong, LS. Department

of Commerce research

shows that in 2001:

* 594 milion
Canadians traveled
to the LS.

e 94 million Mexicans
visited the TLS.

e 4.2 million travelers
arrived from
the UK.

* Over 4 million
international
arrivals were
from Japan.

® The 1LS hosted
1.2 million
German visitors,

Economic Impact of Tourism in The Region

State
Alabama
Crey irgia
Kentucky
Maryland
Mississippi
New York
N. Carolina
Ohio

Pen HH_\'['.’.H nia
S Carolina
Tennessee
Virginia

W. Virginia

TOTAL

Appalachian Counties Only

Economic Impact

% 2,94(),432 395
4 2,876,254,388
$ 1,139,351,083
$ 208,600,104
% 546,447,493
Not available
2 216,580 0000
5 2 316,600,000

5 8,383,807, 4000

£ 1,134,900,000

$ 3,480, 760,000
% 796,24 2.000)

S 3,000 OO0, 00
$29,139,874,863

-

Employment

64,630
39,544
26,711
3,510
8,582
38, BA5
33,570
58,800
182089
18,220)
48,290

Not available
79,000

601,431

Source

Feonomic Impact Alabama Travel Industry 2004

Ecemomic Tmpact of Expenditures By Tourists Y 2001

Foomomic Tmpact ol 'l"_'t|3vn-.|i111|'r..". FY 2501

Impact of Travel on Maryland Counties 2000

FY 2002 Eroncmic Impaet for Tourism and Recreation in MS
NY Stabe Div of Tourism Master Plan 2000 - 2004
wwwonetourismooorm, 200 county statistics

Exec. Summary Economic Impact OH Traned Toorism Indhstry 2000
Feemomic Impact of Travel in Pennsyhania 1999 - 2000

The Economic Impact of Travel on South Carolina Counties 2001
The Eoemomic Impact of Travel on Tennessee Counties In 2000
wwwiatorg - fourism stafistics (2000)

WY Dept of Tourism, 2001 Eronomic Inpact Study



Craft Income Comparisons By State

State Median Median Crafi
Household Income  Household Income
Alabama $35.478 N/A
(mft is defined as a Georgia $39,003 $60,000
“(three dimensional) | Kentucky 435,226 $45,000
object made primarily | : Maryland $50,630 $75,000
f‘l hand in Mississippi 430,628 N/A
Appalachia, | - \ New York $38,479 58,450
distinguished by the { : N. Carolina $37,057 $42,000
materials used in Ohio $38,970 $50,000
their creation. b 4 Pennsylvania $38,938 $52,000
5~ 8. Carolina $35,376 $53,000
Tennessee $34.393 $48,000
contemporary, | ¢ Virginia $44,844 $55,000
traditional and/ ' W, Virginia $28.420 $40,000
or decorutive.” } National Average 339,657 S50, 000

(Source: HandMade in America)

SE]U oo l”'If‘ l‘( j{.’.’l SL‘LFVI‘}': l”'If‘ 1I'I'I|Tl.:lf_1. (]J‘L‘I'ﬂl‘tﬁ on 1I'Il Nﬂlitﬂ]ﬂl IEL‘CJJ]O'I'II_\'

CRAFT: APPALACHIA’S ADVANTAGE

The ULS. craft industr}' continues Lo grow and is now r:-:coé_‘mimd as a vibrant economic sector. While a
m}-’ria[] of small businesses, the imiun‘lr}-' s a largc netwiork of guilds and mcml'n:rship organi:rﬂtiuns, schools,
supplil:rs, shopf:, gaul:ri-:s, and publi::ati-:hns fost-:ring the artistry and economic .‘:usta‘:nabﬂit}' of craft. A
national economic impact r;tud}' of 80,000 L'raf'lspm.)plt in 2001, b}' the Craft Organization Directors
Association (CODA), revealed that national craft sales are approximately $13 billion per year. The study
showed that the medium household income of full-ime L‘raftspr:uph‘ is $30,000 per year, 26%, above the
national median of $39,657. A dumographic pr-:‘;ﬂlr: from the sLucl}' revealed that 79% of L'rafb;puoplt work
in a studio located on or in their residential property, rt:ﬂcf_'t.ing a major home-based business component.

Cralt is a major clement of Appalachia’ﬁ cultural tradition and a si&\miﬁcant community assel connecting
all 13 Appalachian states. The impact of this “invisible indu:;tr}-‘” has been ru_‘ugni?:cd and documented in
several Ap palachian states. Buildiné upon CODA l"mdings., a June 2003 Marshall University stud}' on the
Craft Industry in West Vipginia reports that 2,539 craltspeople in the state generated a direct economic impact
of $54 ITllHl( m, with a total economic impact (_inc_'Iuding the wholesale sector) of over $81 million in 2002, A
Uni\-trsit}' of Ktntuck}-‘ stud}-', n:ctnﬂy released I‘ry the Commonwealth of Kunluck}-’, estimates total annual
sales of Krnluck}-’ craft prt)ducrcrs in 2000 at $252.4 million with out-of-state sales of $1487 million. The
smd}: also reports that the state’s craft in-:lur;tr}' is rl:spon:;iblr. for 3,200 full-time and part-time jobs. A 1996
HandMade In America economic impact stur_l}-' found that craft contributes $122 million to Western North

Carolina’s economy on an annual basis,

Craft is an important motivator for visitors to J"\ppalachia and is vitally important to the rl:giun’s tourism
indwilr\,' However, craft is also an indu‘tlrv on its own, ct:-ntrihuting o *’\ppalachia’ s cconomic and social
prosperity in a different manner than tourism. As a result, the craft com munity has dl..‘\r(.].(.l}]ﬂ’!l.. nt and

marhﬂmé‘ needs that ditfer from those of the tourism uc]mmumt\ and must bc addressed ﬂLpaI’alLl\



Benefits of Developing & Sustaining
Tourism and Craft

Tourism Craft

* Increased hotel * New entreprencu rial
occupancy opportu nities for workforee

* Scasonal travel * Brand reco sgniL'Lun bor
extended to 1JL1&UL.\' pre slucts
vear round * Increased sales tax revenues

* Increased sales . E-{x'l'!l.‘u.'i.‘.‘é lost manufactu ring,
lax revenues a-__:t'ig'ulLu re and traditional

* [ncreased visitation incustry jobs

It is important that regional strategies complement and
leverage individual state development and marketing pro-
grams, build on stakeholder activities, and meet specific

tourism/craft needs. A regional approach — offering seam-

less experiences for traveling Appalachia — is a strategy that

will pay dividends, present and future, if done right.

WHO BUYS LOCALLY-MADE CRAFT?

Shupping is rctt)gni?:ed as the number one activity of LLS. travelers tmia}'. TIA reports that 91 million
people, ar 63% of adult travelers, included shopping as a leisure activity on a trip in 2000. Pacfcaging
Appalachia’s assets of natural beauty, culture and craft creates a major draw for the tourism economy.

Research b\, North Central Rt:gicmal Extensions Publications pmfilr:s two types of buyers of lnca]]y

made craft:

“History and Parks” tourists devote time to pfanning trips and then spcnci time enjoying scenery,
cnnmmplating a sense of Pfacu, and phc:tographing the experience. Thc}' visit historic sites and museums,
ga]:'dl:ns1 and state and national parks. Thu}.’ buy crafts, pustcards, area hisl{:-r_f bnnks.. local food prtduc!s,

and collectibles.

Craft buyers in urban destinations are typically “Ethnic, Arts and People” travelers who tour ethnic
communities, enjoy community festivals, attend concerts and theatre, visit art gd]leries and museums,
and like to interact with local residents. Thq’ pmfur to buy cthnic crafts, folk art, citsigner cralt,
and traditional crafts of the region,



I11: ARC OPPORTUNITY FOR
TOURISM & CRAFT

The New Regiuna]ism

Appalau‘hia is a region defined by far more than state lines. In the travel and tourism induslr)-', this is a
distinet atlvanlagc. As budgl:lﬁ Lightun and pcrfnrmanu‘ measures are more critical, rcginnaI Lourism
(‘1rganizalinns have E:mr:rgq:d as cost effective ways to lt'_'w.-'crage resources for the Icmg term. More than

20 rcgif.ma[ tourism organizations L'LJI'I'CHL[}-’ operate in the ULS,, and ARC states are a}read}-' members of

several of these organizations. Travel South LISA, L"apital Region UISA, Southeast Tourism S ciety, and
Great Lakes of North America have demonstrated how marketing collectively can enhance regional success
and sustainability. Understanding what these organizations do well and how they produce measurable

results can help ARC identily its appropriate role in the region for building Appalachia’s creative economies.

Travelers hu}-' experiences rather than destinations, and Appalachia can appral tey potcnlial customers
in ways that sati:;ﬁ' their intent, motivation and desire for Spt.‘(.‘.iﬂf.‘ experiences. The Tourism Council
determined that three Call:gorit‘s —m arkn:ting, produt‘t dm'clopmcnt and lr"ainingfcducation — will allow
the region to enhance consumer experiences and commun ity benefits Ihrnugbh the av allalnhty of Appa}aL “hian
tourism and craft The Tourism Council recommends that thL ARC focus 1n11:.1a11\, on product development

enhanced l"y 1ra1mn£‘ and educ atlon, and mar[\l:tmé‘. With a coordinated and hmé‘—ter m commitment,

the ARC can:

* Increase the quality and quantity of tour product available;
* Educate influencers/ stakeholders about .ﬂppalarhia"s positive asscts and identity;

* (reate sustainable economies Ihmugh vear-round travel experiences.

An inlcgrau‘LL L‘Umpruhvnsi\l‘ strategy will maximize ARCs

return on its investment in tourism and craft, rusu[ting n
more jubs, highl:r‘ traveler spcnding and increased visitation,
Local communities and stakeholders will benefit from a
n‘gitmall}' coordinated strategy that is t'hampiuncd }‘n,

member states.



THE ARC ADVANTAGE

Over the past 30 years, ARC has funded a total of 234 tourism

or craft-related pm}ccls with an investment of over $28.3 million:

153 tourism projects funded at over $15.6 million and 81 craft
projects funded at $12. 6 million. Projects supp()rtt:d both individual
state and regiﬂnaI ctforts, and rangcd from a rcgion—widc training and research center, to pmducing a

Batr!gﬁe!ds and Backroads Georgju travel pubficatiun, to the construction of a state arts and craft center.

The ARC is afread}' implementing a number of programs that signiﬁcanl])’ impact the gmwth and
sustainabﬂit}' of tourism and craft. ARC offers three kcy advantagcs that can immcdiawl}' benefit cach

member state, and pnsitiun Appafachia as a leader in tourism and craft over the fung term.

1. Decades of Experience

Collected over the past 30 years, the ARC’s base of information, case studies and experience prm-idn:s
an invaluable institutional hist()r}-‘ and reference about issues, needs and Challunges spl:r_‘iﬁ:: to tourism and
craft in Appalachia. The success of the ARC in other areas of economic and human dl:w:]upment,
cntrcprcncurship., export and education can casi}y be transferred to the tourism and craft industries.
With this foundation of km}wfudgc, ARC can jumpstart many of the strategics identified h}-' the Tourism
Council and rr:ginnaf stakeholders.

2. Regional Delivery System

Prm-'iding the critical mass to attract and sustain visitors — and their spcnding — is a constant chaﬂenge
for communities. B}-' banding tugether‘.. rural and urban areas can strengl‘hen their pmducl Uffering to
pmvidc diverse tour experiences. The ARC can assist with multi-state initiatives b}' r.‘nc:rﬂinating elements
so that the traveler can experience the region easil}: The region needs established standards and tlualit}'
initiatives to ensure that deliverables meet desired consumer expectations. The ARC can work with
member states to ensure that the appmpriatc and Cump}emenmr}' messages are communicated to the

desired target markets.

3. Partnership Magnet
The investment ra:iuimd to sustain a successhul tourism program in l(xia}"s market is signiﬁcant and
requires a slead}' infusion of resources. The ARC has a strong base of established mIatiUnships with many
federal agencies, national associations and foundations. It has a proven track record that demonstrates
pcrf()nnancc Lo p()tﬂntial new parmcrs and an (:xpl:rit:nced staff that can manage collaborative efforts
The ARC can demonstrate the “power in numbers” b}-' bringing a more robust inventory and packagc
of Partn-:rship opportunities to putcnﬁaI federal and state government agencies, as well as private
businesses. National companies will be drawn to the deliverables and market association offered

b}' a qualit}' rcgional program.



THE PARTNERSHIP POTENTIAL

The ARC’s urnphasis on rcgicmalism can attract [luhlic and private par’tnrrships thrnugh
innovative initiatives or tourism and craft, these [Jublic and private partm'rships can result in
financial investments as well as in-kind contributions such as airline tickets, pr’(){lut't alliances and
markcling, These parlncrﬁhips L'omplcmcnl rcgi( mal support from .spu'iﬂc tourism imlustr}-‘
companies — resorts, attractions, tourism dl.*\'tlnpm-:nt authorities/destination marl«:tting
1)Iganixati(m.~;, guidr services and tour operators — as well as retail outlets, artists, pr‘i\'au: and
L'(Jmmunil}' L‘()Hc.gc& and pri\-'atc foundations in A[)palachia, A sampling anartncrship

(\I'spn.'n'tunitit-.-: include:

* Federal agencies and affiliates « ffer Parmcrship opportunities, cither in the form of
cooperative agreements, memorandums -)Fum]:_‘rslanding or grants.

® Several national associations and companies focus on tourism, craft, education and
community dL‘.\-'L'lnpman National tourism imlustr}-' corporations, credit card service
companies, related prnduc‘t manufacturers, and service prm-'idq:rh' create parmq:rship
opportunitics Lhrnugh in-kind contributions, human and c'a[)il.ﬂ investment, and markuling.

. Nat'[onal;fprivate foundations olten provitlt the base l'hnding to create or launch new initiatives.

These funds allow ()rgani)'atit mns o lc\-'r:ragc additional t‘manc'ing from pr‘i\-‘.alrc investors or entities.

Appalachian partners may include major cnrporaliuns and foundations, hcarlcluarlcrcd n

the regton. as well as state, puhli{' and pri\'ale secltor entities tngagu] in travel and tourism-

related programs and services. Individual artists and Craf'mpenplc are also k-:}' contributors to

suceesstul par’mcrshiph' and sustainable growlh The ARC can establish an innewvative

partners program, creating a win-win benefit for all involved.




IV: THE FIVE-YEAR STRATEGY g

FOR SUCCESS ¥ BQUCH

Four prim‘ipics form the basis for r.im-‘l:iuping an intcgratcci,

cumpmhcnsivc and successhul s&atc&y‘ for Appaiachian tourism and craft.
Principle 1: Quality products yield quality travel experiences.

A kc_w,-' concern of the Tourism Council and stakeholders is the per::r:i\-t[i lack of available quaiit}'
pr\cxiucL The ARC can establish eriteria and mentor iif_‘}' audiences within the region 1o hr_-.ip raise the bar
and elevate the level of protiucts and services for both visitors and residents. With incentives and awards,
the ARC can also motivate the puhiic and private sector o increase quaiil}-‘ of deliverables and recognize

cxisting pm-:iucts of excellence.

In some areas of ﬁp}:ﬁalachia., the lack of “tour prmiuﬂ" {items and piaccs for travelers to spund money)
hampers tourism gruwlh oppor'tunitius, The addition of restaurants and hotels was ranked as one of the 10}1
needs for the Appalachian tourism community. Dm-'c.loping new venues to sell crafts, as well as tniiant‘ing
markl:ting and business skills, ranked as top needs of the Appaiachian craft c(')mmunit)'. ]l_iuntii'ying,
cuili\-'aling and rcwartiing quaiit)-‘ pra[iucl (ic\'cinpmcm is crucial to attracting and hosling visitors in
Appaiat:hia. While t*stabiishing the critical mass to attract and sustain tourism is vital, (‘1uaiit}' prmiucl.-:
pn‘wiciw grf:alcr return on investments. Local residents net the economic gain._, through -:mpio}'mtnt or

sales, and visitors receive valued experiences worthy of their ime and money

Print_'iple 2: The residents, land and traditions define Appalachia"s identit}-'.

Establishing a desirable “brand™ for Appalachia is a top priority for stakeholders, Tourism Council
members and ARC staff. How is a positive identity cim—'f:iopcci?
. B}' countering m}-‘ths or pruconcuii—'cci notions built on former assumptions or marginal

views rather than fact

By showcasing ready-to-visit distinctive, unique or authentic assets that
pl:rst')naiiy connect the visitor to the Piacu.
* By ct‘icbmu'ng the P\ppaiachian values and cultural traditions handed

down from gt:m‘ralinn to gcm::'atinn.

By idcntii'i;ing rich, untappt:ti or undiscovered assets — built and natural —

that can enhance or contribute to the authentic travel L‘J;p::riencc,

B}' unticrstamiing the value of wnrlcing Lug(-:thcr for a common gnai

rather than ct:-mpcting againsl cach other,

By i‘miil:iing respect from visitors Lhmlugh strong community values.

RL‘ginnai craft and tourism stakeholders rl:pnru‘.t.i a vital need for coordinated
advrrtising and pr\cimntinn, But r_‘ummunicaling an imagc is nni}' one component
of .-:lllrar_'ling and .-;l:n-'icing visitors ]I()spitaiil}'—lrainq:ti communities and person-
nel are highi}-' important to stakeholders. To capture desired visitation and target

audience spcmiing, Appaiat‘hia’s identity must be linked to on-site experiences

that exceed consumer L'xp-:ctati(ms and reinforce pnsiliw: messaging

A successful, integrated tourism strategy, based on quality, identity
and sustainability, does not need, nor should be, a stand-alone
effort within the ARC. Instead, many elements and programs can be

incorporated into existing programs alrea d}' identified as prioritie-s for the organi.zation.




Prinr_'ip]c-: 3: Craft, an impm‘ta nt component of tourism, is a separate industry with

different needs and assets.

During the strat-.‘gic Planning process, the Tourism Council determined that the develk )pment and
markl:.ling needs of eraft are signi[lcantl)—' different than those of tourism. Craft has a[ruad)' pmwd its value
as a kc}' component of the r::gion’s travel experience. The Council identified numerous other ways that
craft contributes to the economic and social prosperity of Appala{‘hia. To ensure continued gmwth in
pro-r.luct (luaIiL)-' and quantity, as well as skills and business acumen, the un ique needs of the craft

community must be addressed s eparal 1:1\_.'.

While the private sector may prcwidc CCONOmMIc dcw.'lopmcnt opportunities for t‘mfb:ptoplc thxt)ugh the
establishment of shops, gchriL—‘.s, puh}ishing firms and tourism venues, the ARC can ht:lp h}' t‘staHiﬁhing

an economic SLlI]pUI'I. system that l:nham‘l:s é"T()\‘p'tl‘l and L‘:-Lpanr:i( mn UF (.‘I'Elfl. a5 a n:gional industn'.

Principlc 4: Sustainability is based, in part, on year-rou nd diverse @X')t‘l‘it‘l]f@.\' and
p roducts that enhance community vitality.

To ensure a sustainable qualil\f of life, the region must pr()\-‘idu g()-ud, year-round j()b opportunities,
slus those activities and amenities that enhance community vitality. The economic impact generated from
plus t liviti | ties that enh tv vitality. T1 pact g ted |

avel and tourism helps pay for safety and public services, infrastructure improvements, and other capi
travel and t helps pay | fety and publ frastructs | t | oth pital
pr{)jrctﬂ such as new museums, pc.rﬂ)ming art and civie centers, and parks. Local residents benelit from

new events and attractions, which prm-'idt: entertainment or recreation oppe rtunities subsidized by travelers.

Because of scamnaht}-’ and demand, it is difficult for some areas of Appalachia to support accommoda -
tions or restaurants year round. B}-‘ creating an action plan to address unique needs and opportunities,
cach community can dcsigﬂ its contribution to the travel experience and determine its p(.‘r‘u:ntial return
on investment. For cxampll:, L‘stablishing retail outlets for I()Call}'—madc pr‘ndu cls Lhr\r)ughout the rug}'un
stimulates the need for artists and L‘I'afl.:;[)tt)plt. Dt\'l:l(‘)ping )—'L‘ar—muml outdoor recreation/ sports programs

increases the need for outfitters and (1ua1if‘icd guidcs,

Tourism and craft have been an
inh:gx"al part of several past ARC

programs. The ARC can continue Top Needs of Appalachia’s Tourism and Craft Communities
its support of these industries in a
variety ()['“-'a}'s, including wnrking Need Percentage
with local L‘(')Hcgcs and universities,
adding tourism to existing (or Tourism:
pr{}pﬂsud) n‘gicmal measurement * Coordination thre lughtml the region on initiatives 199,
models, and enhancing grant * Additional restaurants/hotels 199,
programs to inchude tourism:and * Advertisi ng/promotion/exposu r._-r"\'ihihilit}' 199,
craft initiatives. * He =.wpil..ﬂit}' trained commu nities/person nel 18%,

To maximize the long—tﬂ;‘rm Craft:
benefit of tourism and craft — . ﬁ'l.:rkvLin‘:__{ and business ﬁki“ﬁ,fl:x[u' rtise 259
thre )ugh gz’(m'th in j()bs., economic * Deve ln[mu‘nt of new venues/outlets to
impact and visitation — the ARC sell crafts tins_'lmling internet ) 25%
Tourism Council must lead and . Mnt'kclingf[n'udu ¢t ma rkrling anl pat'l{a_ging 21%
lC\-‘E‘I‘ag&.‘ regic mnal initiatives. = :\l]\'g't'Li.\ingr’[m smotion/increased consumer awareness 18%;

Sowrce: Stakeholder Survey
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MEASUREMENT OF SUCCESS
I.I!'li.’ l';:)llf)\-ving gc)a.ls an-:'l ()b]'(.‘t'l.i'\-'l‘:'i J:‘la'\-'l.‘ hL‘-E‘-I! lll.'FI.DE'.] 1o measure t.l:'ﬂ.‘ Et}‘L't'Li'\'L“nl‘Sri ‘J.E. thi‘- .ﬁ'\-'l.‘—}-'t‘a.'!' plan:
Goal 1: Increase visitation to the rcgion.

Obj ective A: Enhance awareness and recognition of Appalachia as a desirable and diverse travel destination

among residents and travelers \-’isiling friends/relatives to result in year round visitation.

Obj ective B: Upgradl: the quality of tour and craft pr{)ducl available in Appalachia to attract high—cnd

niche markets such as nature-hased Lra\-'r:li:rh‘, cultural hcr’imgt Lra\-'c[cm, and spcL'iall}-',"u:ducalinnal Lours.
Goal 2: Increase economic impact through tourism.

Objective C: Grow tourism L‘xpcm‘liturus in region by -:xtcm‘ling visitors’ Iungth of stay throughout the

"‘,'Cal' \'\'Ith l.li"p'CI'.‘iC" an-:] t:nham‘l:.d tra!.'ul pmducts anl.] events,
Goal 3: Increase economic impnct rllrc'rugh craft.

Objective D: Increase retail sales of lor_‘all}f made pmtlucts b\ L‘nhancing the clualit:r, diw:rsit}' and
a\-'ailabﬂil}-' of crafts in the ARC region.

Objective E: Expand the quantity of craft available through apprenticeships, training and merchant
incentives that result in more expert craﬁspcople pr'oducing and distributing more qualih-' items

Lhruugh retail -;‘stahlishmcnl.-:, wholesale outlets and direct sell.
Goal 4: Create and retain jobs in tourism and cralft.

Objective F: Offer training that enhances the expertise and business capabilitics of local entrepreneurs

to pn)\-‘ir_]t‘ key services and products for visitors,

Dbj ective G: Establish and (:xpand training programs in local private and community collcgl:s andl

universitics Lo prn\-‘icil: the skills and education r'l:quirl:d tor ('1ualil\' tourism and craft industry jobs.




BENCHMARKING PERFORMANCE

Performance is eritical to all programs. Travel

and tourism contribute to the region’s economy Benefits of Measurement

lhrt.)ugh j(.lh:;, pavmll Laxes, sales Laxes, Lul]r:, user

fees and licenses, pur'{'hascs of foad, gasnlinc, States

attraction tickets and Lours, retail produt‘ts and ® | ove rage resources

accommodations. The region is challenged to * Expand national, international exposure

prn\'idl.: a systematic, c‘umprrhr:nsi\'t‘ appr('mach to 8 Croator rahineh B et Bne

measure direct visitor .\'pq_:nding and size of the craft * New tax revenues generated from increased "‘P"‘m] ing
and tourism industries across state lines. Current * Identify strengths, opportunitics/areas of improvement
methodology used by several states does not ® Understand market motivation and trends

accurately represent rural areas. Demonstrating
how ARC directly contributes to the total impact ARC

Lhrnugh prngramming, grants, Parmcrships and

other activifies is another ChaHL‘ngL‘. I'rack new |u|$.~ and revenues in region

* [nerease accountability for programs

To implcmcnl a r-;:gion—\-\-'i(lv measurement * Consistent baseline for comparison
system for tourism and craft, showing the * Demonstrate value of craft and tourism to region
rclati(mship between these two industries and to * Attribution for management, impluncn tation of pregrams
other economic d-:vcknpmcnl ctforts in Appalachia, . EL_—u;gn ition as national leader

ARC grantees will need to establish a clualiﬂl:d

hasc'linc and I}ll‘.ﬂ track data on a n‘gular hasi:&

Short-term: Creative Economy and Experience Cluster Model

A cluster measurement maodel is rl:(luir'cd to capture desired (luahtali\-‘c and quantitative data related to
tourism and craft. Rtgional 'I'cchnolog}' Strategies offers a proven cluster model for t.t'at'k.ing creative and
::xp-:ricncc—bascd industries The Tourism Council and ARC will investigate this model and others for
Emilcling a credible baseline of rt:giunal data. In FY 05, a pil( ot project will be available to several states so
that the selected methodole WY can be tested. If proven appre )pr"tatt, the model can be launched rcgi( mall}'
in the future. A short-term alternative for compﬂing Appalachian tourism statistics ((Jnl}-‘] is contracting

with TIA for a custom study inclusive of all ARC counties to ensure a consistent region-wide methodology.

Long Term: NAICS Code for Craft and Tourism Industries

ldcall}', the establishment of a NAICS {ff';rm::rl)' called SIC) code for craft and tourism will validate
them as credible industries. The current lack of an NAICS code prevents craflspcx)plc and tourism
entrepreneurs from L]ualiF}-'ing for workers compensation and other benefits. A more accurate NAICS
code system would enable the federal government o mt'ognim: the contribution of small craft and tourism
businesses as a majar source of new ]'nl‘.l creation. The ARC can spea rhead the necessary steps — initial
research, continuous communication and 10H1}'ing between the TLS. 'l'r{'anur}' and the TLS. l)cpartmcrll

of Labor — rr:quin:d to establish these codes when the next evele is introduced in 2010,

Other measurement 1001.-:, such as focus groups, exit interviews and direct-mail survevs, may be ruluin:-:l
to track spcciﬂc pr(]-}ct‘ls implt‘mr:nlcd over the next five years. Spcciﬁc pre )jt—:clcd ()ulput:-; and outcomes

will dictate the type of research I"L‘{]Lli}"l.‘d tor (1uaﬂt}' and ()hjccti\-'c evaluation.
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V. BUILDING SUCCESS:
INITIAL RECOMMENDATIONS

After reviewing more than 100 project ideas, the ARC Tourism Council selected three major projects to

::ati.-:f'}' r;p-:ruif‘u‘ stakeholder needs and create the greatest impact for Appalat‘hia in Y 04-05.

I. New Appalachian Trails

A new series of “:"\ppalachian Trails” lct-'l:ragl:s the well-known ﬁppa[a{'hian Trail h}-’ linking assets
to create multi-state cultural corridors and recreational routes through the rt:giun. Initiall)—', the projf.:ct will
showease an l:xisting cultural collection — Iinlcing music, craft, literature, film, outdoor drama, public art
exhibits, or events mgq:thtr — to form a corridor L‘xptﬁuncr. A series of nature-based and recreational
activities — hiking, canoeing, r‘a{"t.ing, hiking, rock L'limbing — will be linked to form another multi-state
travel experience. A trail map, pmt.luct d with coupons or other consumer response vehicles, will promote
the corridors and facilitate ttad«.mé‘ of visitation. The program prcmtics many exc 11111‘1_. parmcrc}up
oppurtunml:s for the rcélon 1ntlud1ng the National (:L‘Dgraphu Socie L\ the National Endowment for the
Arts; National Association of State Arts Agencies; Southern Arts Fec 1crat.1( m; Mid-Atlantic Arts Foundation;

Outdoor Drama Association; and Outdoor America.

Budget Estimates: $300,000 total over five years
ARC investment: $55,000 FY 04; $30,000 annuall}' for additional trail dt‘vclopmtntfmaps

Matching Funds: $25,000 ad\-'t:rt.is-:rs,fr:}mnsorﬁ: for map

Expected Impact:

* Attendance increased 25% at sites along the trail; revenues generated from sale of products, craft,
coupon rl:c'itmption, lmiging and meals related to multi-state Louring.

. Dumographic pmfﬂr:s and other important feedback is secured from trail map surveys.

* Tour dt'w:h)pvrs and marketers benefit from the avaﬂabilil}r of new pruduct; meore Uppm‘mnil}-' for
on-site visitor services and businesses to accommodate increased visitation along trail routes.

* New pub}ic and private partners to ll;‘vcr'agc ARC investment.

2. Discover Appalachia Website ‘

A website — \ﬂﬂ\:dih‘uc:\'::1'appaLJchi.J.chg — offers
consumers and the travel trade a du:]irau:d.. tim clw_.-'
tour prnduct with T.I'ip platming information on

Appalarhia. Linked to the 13 state sites, the ARC DI-SCO ‘.'IEIA 14PP ajd(jhja

website (wwwarcgov), and other relevant rcgional : r - : -
_ S S ; Appalachian Regional Commission

travel and craft web pages, the I)lsa)\-crﬁppa}achla f .

website offers a rt:giunal p()rtal for t.rip Planning.. tour packagts and other related information. As

appmpr‘iatt, and in tandem with other programs, the site's content will txf)and from information on the

diverse and (luaﬁl‘y tour product available in the region, to multi-state tour packagcs and salable items.

The site will use craft, as well as the rl:ginn's: natural beauty, recreation, music and hﬂ:ritagt, 1o showcase

the assets of .ﬂppalachia. .f’kcc_‘nnling to stakeholders, there is also a need for t‘uunlinating existing marki.‘ting

mcssagcs an(l pr{nm.)ﬁonal L‘H"UFLS, \\'hi{‘h can casil\,-' l".ll_' F(_'IL'U.\‘Ud aml TL‘pﬂL‘kﬂgﬁd. Using 1}1(‘. \\'{]ﬂl



“Appalachia” does not conlflict with the marketing programs and messages of any ARC state, and helps

htgin t‘stablir;hing a positivt brand for the rcgion.

Budget Estimates: $150,000 over five years
ARC investment: $20,000 FY 04; $15,000 FY 05, 06, 07 and 08
Mau'hing Funds: $10,000 FY 04; $15,000 FY 05, 06, 07 and 08

Expected Impact:

* Downloadable coupons track increased sprntling at Iodging, allractions, restaurants and outfitters.

* [ commerce sales benefit 50 tour np-:rau s, s:raﬁ.npcoplt‘ and retail outlets

* Downloadable incentives track increased visitation to attractions, guidc services and events.

L Ru:spunsc mechanisms will be installed on each program dt‘.‘:cripliun to track feedback

L Monthl}' reports i:mﬂining usage of the website will be prt‘parcd and distributed h}' an ARC grantee
to record pagt'fducum-:m views, origin of users, leads genera ted, and average time on site.

* New public and private partners lu:\-'m'agi: ARC investment.

3. Regional Communication/Promotion of Tourism & Craft
Stakeholder survey responses indicate a strong need for rr:‘gion—u-'ith: coordination and communication
of tourism and craft related activities The Tourism Council members echoed this desire for a wav to

communicate with stakeholders about rcgi(mal cfforts.

Expanding the ARC Website

A new section on tourism and craft can be added to the ARC u'cbsiu:, www.arc.gov, Lo share impnrtanl
news and resources with n:gional stakeholders. This website section will prm-'idl: tourism resources and technical
assistance for r‘\ppalachia The site will educate stakeholders, including tourism imhislr}' n‘prcscntati\'cs, the
craft commun ity, residents and other leaders -.‘ngag&‘tl or interested in tourism and craft, about Appalachia.
The website section can also pr(.widr T.'mel}' updams on the ARC Tourism Council’s programs, prm'idr contact

inﬂ)mmli(m, I'L'}a\' trends and market pn]ﬂlc dala, and inclide a calendar of related travel and craft events

Tourism and Craft Showcased at ARC Conferences

The ARC can include sessions on the tourism and craft industries at various ARC conferences, Council
mrrting:-s and Commission events b}' Fncusing on program updatrs, trends and best prat'tic.cs. Duﬁcating an
entire theme of an annual conference on tourism one year, and craft the next, plat[hrmﬁ these industries with
educational sessions, successful initiatives, and the ARC’s involvement in S‘EJCCiH{' projects to demonstrate

J!'l( 0w ('!thl.‘-l' coonomic d-:vclopm-.‘nt and L‘I\'P'( L PI’OE"I"B.H’I:S int-.‘rl:acl: '\\'.i.th t.hL‘SL‘ creative economics.

Expected Impact:

* Information on tourism and craft shared at annual conference generates mg'tonal support an
part.it.‘ipalion in pmjccts.

* Tourism section on website leads to increased monthI)—' usage on website.

One article on craft and one article on tourism in Appalachian Life magazine enhances image

and idr:nlit}-' of creative economies as impt‘)r’tant contributors to prr.i:sptril}}"\-'italit)' of rcgif:-n.

* ARC prcscnlat.iun at member state or r-:‘gional tourism anl:]fm' craft conference increases stakeholder
awareness/education of Tourism Council plnjcuts and parmclsh ip oppurmnitics,

* ARC website receives more recuests for tourism and craft information from travel indur;tr}-' pmﬂ‘.ssiunals
and I:-utential travelers.

L Campaign hdps break down prrucxmcri\'cd ideas about tourism and craft (and Ptppalachiaj.

* New puhlic and private partners secured to li:\-'l:ragc ARC investment
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VI. FUTURE PROJECTS
FOR CONSIDERATION

In choosing the tollowing initiatives from more than 100 potential projects, the Tourism Council was
mindful of its g()als of creating qualit\_{ j(_)hﬁ, increasing visitation and tourism :-:pcnding in the region,

and r:nham'ing the clualit}-' of life for residents.

The pre jects are divided into three ::att:gnri::s i pr-:nduct dcvclupmcnt, Lraining and education and
markcting — Lo create an inlcgr“atc(L ct')mprchcnsi\'c scope of work for susminahiliu’. Each of these
projects could be implrmcmcd over the next five years cither as regional initiatives, as state-initiated

projects, or expansion of existing ARC programs.

Product Development Projects

FProduct development includes infrastructure improvements — signage, roads, emvironmental and building preservation,
protection and conservation — [Dhrs creation nlfnfu-' travel Producfs. enhancements gfe.\'fsfing [Dmduc!s (such as
interpretation, tours, exhibits), petail merchandise, retail establishments, visitor readiness, Preparedm’ss and accsssibifig-',

and visitor services induding fm'armbr, restaurants, entertainment, attractions, events and museu ns.

1. Quality Town/Preserve America Designation

The enhancement program will reward communities that demonstrate their commitment to hnsting
visitors h}-’ ()ffrring (lualil}' experiences. lnitjall}-', the program can build on Preserve America dcsignalinns
(through the Advisory Council on Historic Preservation) with technical and financial assistance provided
b}-‘ EDA and LLS. l)t‘pL of Interior for improvements, training, and beautification that (111'(:{'11}' impact
f_lualil}' tourism cxpcricnn‘s and spcnding. To sustain the prrslige of the dl;:\‘i&\l‘naT.i(m1 a partn-:rship with

]I Power & Associates or other national corporations can be established.

2. Appalachian Cultural & Craft Centers

]dcall},‘, each state will have a dedicated inlcrprcu'\-'c center at a gateway or pr’imar}-' destination in
Appalachia. The centers — modeled after existing programs in North Carolina, West Vilginia, Krntuck}-'
and l’cnns:-,'lx-'ania — will serve as gateways tor intr(xiur.‘ing and interpreting the region to visitors. Luc'all}'
Made in .dppafdchfd T.aggq:l.l crafts and prmdu:.‘t::.. an educational film, and Lrip—planning information will

assist and encourage visitors to cxpcriq:nc.‘q: the n:gir.m often.

3. Informational/Interpretive Signage
Welcome to _dppufdchfu signs attached to existing county signs will indicate the

boundaries of the region. The signage can also hclp interpret key assets in the

Il‘.gil’]n and prn\'i(ll: valuable insight o A}Jpalachia.




4. “My Appalachia” Tour Program
The “My Appalai:hia" Tour Program creates a signature itinerary based on input from local celebrities to
showease their preferred or special places and sites. A complementary guidebook, featuring celebrity tour

itineraries, PI'D{:ﬂi_‘S and destination information will be pr{.n]uu:d for travelers.

5. References for Growing Tourism and Craft in Appalachia

l?nuilcling on its Information Age Appalachia initiative, the ARC can utilize Lcchnulog.—' to create and m anage

a database that will prm-'idc the foundation for dl.‘\-'rl(‘)ping, mar[-:k‘ling, and managing creative cconomies in
P\ppalauhia. l)cﬁigncd Lo support both craft and tourism stakeholders, the database will house information
for three key references — a Resource Guide, a Regional Craft Registry, and a Tourism Asset
Inventory.

6. Building Entrepreneurship through Craft Studio Incubators

EHective craft studio incubators will pn‘witle t'raf'l:;pct )plq: the opportunity to devele p \\'L‘.H—(lcsigwd

and communih' COHC‘{__"L‘S, located Lhruughoul the rcginn, can be utilized for dc\'clupmcnt and managq:mcnt

of a studio incubator system.

7. Revolving Load Fund for Tourism & Craft
Expaml the existing rt‘\'olving loan fund managctl h:g; the ARC entreprencur team so loans can be used
for new construction, to rehabilitate historic structures into
viable hoﬂpilalil}_{ imlustt}' facilities, or to enhance existing
visitor services. The establishment of a tourism and craft
component in the I'C\-'nlving loan fund will allow the ARC to
annuall)’ creale new prﬂducl‘s and [(l:l:p tourism induslr}'

[11_’ \-'u:lopl:rsfmanagt:rs Ao Illabl(‘.

8. Exporting Appalachian Craft and Tourism
An export bank for handmade Ubj::.cts can be established

in response to the demand for these pr{)dut‘ts. These
companies could oversee markuting, export, rcgulation,
tariff constraints, cxchangc of monies, ete. As Appalavh ia
dl:\-'clops and markets its unicue collection of travel
=:xf:utricm:c.~:.. the n:ginn can maximize its Pmrntial

for economic and j(.)h gr(m-'th lhrnugh inbound

international visitation.
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Training & Education Projects
Truininér and education includes dpprentifeships, arts incubators, skill demfopmem. education, hn:pimff!}'

training and grants.

1. Trade Apprenticeships

The first rn:gional program will establish a prototype tor a national crafis a pprcnliccshi p system in the
United States and hclp preserve Appalachia'ﬁ rich crafts tradition h}' ensuring that skills are passcd on o
future gcntmtinns. Craft schools and [‘1.}mmuni1}-’ u.nllcgcﬁ located in the ri:gion will be tappi:d to offer
curriculum and apprcnlirl::;hips as a way to pmridi: residents tlualit}' and mtaningful l:mplo}-‘mtnt options

within the rt'gi()n,

2. Best Practices
“Best Practices” is a recognition program for tourism and craft businesses. It will elevate the {Jualivg.-'
and Lluanﬁn-' of tourism praclicl:s in the rcgi('m. Thre )ugh a financial reward tied 1o technical assistance,

rccipicnts will benefit from past efforts and can lc.\'-:ragl: their suceess into new initiatives

Marketing Projects
_-Hurfzeﬁng includes udwrrisfng, brochures/ mdps, cooperative pragrams, _ﬁrfﬁ”mem distribution, promotion, Ptrbficii}:
regionuf bmnding. sales and Internet/E-commerce.

I. Regional Awareness Campaign
The Regional Awareness Campaign, which includes an annual Friend of Appalachia Award, a yearly State
of the Tourism/Craft Industry in Appalachia Report, speakers” burcau and reference tools, will help build interest

in and enthusiasm for ARC tourism and craft initiatives.

2. See America’s Appalachia
This tourism promotion campaign will be conducted in parlncrship with TTA using
their pnr'taI brand www.seeamericau oy to attract international visitors to the E\ppalat‘hian
region. See America’s :\ppalarhia will Elcctronicall}-‘ market and offer a series of rcgional,
multi-state itineraries to highhght destinations and events most attractive to Lar"g_‘m‘mcl

travelers. Printed collateral will complcmcnt and market the electronic pmduct deliverables.

3. “My Appalachia” Exhibits at Wholesale Shows

As a forum for exhibitors at wholesale and retail markets/shows, the program will include an
incentive plan for building participation in the shows. An ARC Grantee will also research and
dcvl:lup programs to hr:.lp artists L‘.\‘[:-and traditional retail sales T.hr'nugh targctul non-traditional

retail and wholesale outlets such as state parks, museum r;hop associations, and trade shows

held at bu ﬂ(‘]ing/inlcrior (1L‘sign expos.



VIl: MANAGEMENT FOR SUCCESS

Successtul impl-:ml:ntatit m of this .‘:tratt:gic plan n:(luire:s a broad, interrelated scc pe of work, rather than
a collection of stand-alone projects. The results-driven mission dictates the need for an ongoing entity to

pr{)—acli\:ch‘ I]Ian for gro\\-'t}u 11:\'L‘r'ag|: parlncmhipr;~ and rccogniﬂ‘ oppe srtunities for the rcgi(m.

The Role of the Tourism Council
Inan on-going role as travel industry experts, the Tourism Council must continue to act as advisor,
monitor, communicator and evaluator. Sptcif'it:al}}', the Ix‘spﬂnsihilit}' of cach ARC Tourism

Council member is to:

. Champiun ARC projects in their Appala::hian counties,
* Interact with stakeholders in their ﬁp}mlachian counties.
. Engaga: other state agencies and entities relevant to
inﬁ.plcnﬁ.cntation, managcmtnt and measurement.
* Maintain close communication with respective ARC
state officers {Commission member,
alternate, and program manag::r'J.
* Provide feedback on initiatives.
* Share issues or trends poten tiall}' impacting the
scope of work

* Recommend p:)ti:nlial partnl:r's for ARC [)roj ects

* [dentify wavs for their state to participate in and

levera ge ARC projects.

The Council will convene three or four times annually to conduct its business. h‘!v-:t.ings: will enable
the Council to address rt:ginnalf'indi\-'idual state needs, pre wide insight on timely issues, advise on current

' i o . & i i & u
projects, share information, and confirm the course of action for the future.

A committee for each of the priority projects should be formed to oversee the implcmcntation of the
recommended activities (in I'Y 04/05: new Trail ])L‘\'clopmtnt and Website). A L'hairptrsnn will be selected

for cach committee to guidr: its work and report to the full Council.

At its West Virginia Retreat in March 2003, the Tourism Council recommended continued exploration
of ways to ensure that the needs of craft induslr}-’ are met. As several strategies for :;tirnulating craft :ia.]t.‘ri..
(11:¢:pening the skills of crai"tsptuplu, and cult.ivating new artists in the region are included in the sce pe of
work, a convening of (1ualif‘1c.d arts and crafts indush}' pr()ﬁ:ssionals is sug:{l:stud to discuss next steps and
recommendations This group can also share other issues/needs with the Tourism Council for consideration

and communication to the ARC.

Ta accomp is ¢ desired, measurable results, it is imps_‘ra ive that Tourism Council members liaise

1 lish the d 1 bl Its, it tive that 1 C | bers |
frequently with their ARC state officials to engage support for proposed projects and upcoming tourism/ craft
opportunities, in form about news and events, share trends, and secure feedback on critical issues impacting

the successtul launch, implcmtntatii m and measurement of key rt:gional and state tourism and craft projects.
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THE ROLE OF THE ARC

The ARC currently and capably acts as fiscal manager, oversight coordinator and convener for the
Council, and internal L'hampion for tourism and craft. To administer this scope of work, it must continue
its 1i:adcr.~;hip role to prf_n-'idc. the rt:ginnal infrastructure, n\-'cmr{'hing pfﬂi{'ics, and to 1::.\-‘L'ragc the federal

and pri\-‘atv sector pa;'tncrships rcquirud for successtul implcmcnlati(')n.

The ARC will serve the region by:
. ('rmtinuing support of state-initiated programs.

s SL‘r\-'ing as a central data source for inventories, measurement, and research.

Champiuning tourism and craft Lhmughuut the rq:gicnn with prc::cntati-:m::, Appalarhian
magazint articles, indu.-:tr}' ru'ugnilion at ARC functions, and increased resources for
tourism and craft programs.

. ]_c\-'craging its rtgional clout to attract pul'nlic and privalc sector partners for programs to

expa ned investment.

Cnmmunicating with other n:gif_mal organizatinns involved in tourism and craft to ensure

that programs complcmcnt rather than cmnpetv.

During this process, the Tourism Council requested that the ARC:

* [Enhance its existing website to include a tourism and craft section with information on
ARC grams, programs and other services available to member states, stakchuldcrs,
and pm-.'ntial partners.

. Expand and promote the rq:\'ol\-'ing loan fund to include tourism and craft

. E};plurc the hn.}adrning of the jnh—l_raining program 1hrough vocational and educational

institutions to include tourism and craft curriculum and apprtntiucship.-:.

The staff liaison will be resp msible for o x)rdinating
lugi.-:tics of all Tourism Council meetings, L"c:-ru‘.-:ponding
with the members, and pro\-'iding program updalm and

announcements on upcmning pl'()ji:{‘t deadlines via

the ARC website and e-mail




APPALACHIA’S OPPORTUNITY FOR GROWTH

The ARC Tourism Council recommends an inlcgral::(l regic wnal strategy f()cusing on ﬁppalachia's creative

cconomies of tourism and craft. The Tourism Council asks the ﬂppalachian Regic mal Commission to:

. Rct'oé\mi;f.c and support these industries with an investment of human and financial resources
that can lm'tragc other parml:rﬁ for sustainable []I'Udui_'l dvvclopmcnl and managcman

* Tndorse the creation of new F\ppalachian Trails and a dedicated n‘gi(mal tourism website
during the next two years.

* Provide ongt)ing lcatlcrship and collaboration with states and pa:‘tncrs Lo htlp -:]L‘\'l:lop
and offer (]}namic, diverse and desirable experiences for domestic
and international visitors to .-"\ppalat'hia.

. ldcmif}' and deliver SI‘.IL‘(_‘i["l{_‘ services and T.raining to cultivate and

maintain (]ua[ity jubs for creative economies in A.ppalat'hia.

Succesju] imp]ementation will result
In new emp]qymem, a positive impact on
local economies through increased
visitation and Spendjng, and enhanced pr@fﬂe
for Appa]achia as a desirable destination.
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Appalachian Assets

Item In Appalachia
]‘n[:rulatiun 200,345,017
Squam miles 167,890
Sites on National Register 6753
Counties 410
National Parks® 36
Scenic Byways/ All-American Roacds 20
National Heritage Areas 5
Multi-state National Parks -+

Sotrve: ARG National Park Servive,
Nattonal REEILFS[‘E?' t_y"fhﬂﬂ!t Places,
H\fmfffryhuu_r Admsinist ration

* inchrder j'u!‘kc, manmments and kandmarks

DE

~ Phovo Credits:
AL: Space and Rocket Center, Credit: Dan Brochers, Allama Burear of Toursm and Traecl
KY: Crmbedand Falls, Corntry Music Higheray sign: (outtesy: Kennechiowsism.com
NC: Grandfacher Mountain, Biftmore; Courtesy NC Division of Tourism, Film, and Spoees Doelopment
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