SPECIAL LEGISLATIVE COMMISSION TO STUDY
METHODS FOR GROWING TOURISM IN THE STATE OF
RHODE ISLAND THROUGH COORDINATED BRANDING AND
MARKETING EFFORTS

NOTICE OF MEETING

DATE: Friday, September 28, 2018
TIME: 11:00 AM.
PLACE: Room 101 - State House

AGENDA

. Opening Remarks- Chairwoman Lauren Carson

Il.  Presentation

¢ Megan Epler Wood- Principal, EplerWood International

[1l.  Updates from Hotel Taxes, Metrics and Structure Subcommittees
¢ Roundtable discussion regarding next steps

IV.  Discussion regarding 3™ party hosting platforms and agenda items for future meeting
with Rhode Island Commerce Corporation

V.  Update on the 2018 Summer season:
s Discussion on Rhode Island’s summer season
V1. Report from RI Commerce

e Campaign Metrics

VII.  Next Meeting Dates and Agenda items

*No Public Testimony will be accepted at this meeting Contact: Charles Donovan at House
Policy (401) 528-1765 CDonovan@rilegislature.gov

POSTED: TUESDAY, SEPTEMBER 18, 2018, 12:29 P.M.
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Sustainable
Tourism
Development

Megan Epler Wood
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=Optimal use of environmental resources

“Respect for socio-cultural authenticity of host
communities

*Viable long-term economic operations
=Sustained, informed participation of local stakeholders

"High level of tourist satisfaction

UNWTO Conceptual Definition 2004






International Travel and Tourism
Statistics 2017

.Growth at 6'8% 1.323 bi”ion UNWTO Tourism Towards 2030: Actual trend and forcoast 1960-2030
international travelers

= Fastest growth rate since 2010 1.800- = FT“‘
T 1,600
"Seventh consecutive year of | _ |
sustained growth, nothing § el jhum
comparable since the 1960s | B Americas
1000 | Asia and the Pacific
=U.S. market up 3%, half the oy | EERe

growth rate of the global market

International Tourist Arrival

= Receipts only 1% up “0-
200
=Outlook Long Term 2010-2030 | e AT .
= 3.3% a year in international e S L B B . I | )
visitor growth- a conservative
figure



PRODUCTS IN WIDE RANGE OF
CATEGORIES

SERVICES FREQUENTLY IN
PUBLIC DOMAIN




Tourism System

International Destination

InpUts Tourism Sales Sales

Impacts

Travel Agents

Human resources Natural and

cultural attractions Cultural

Tour Operators
Natural resources

Tourism Boards &
Ministries

Internet sales

portals Environmental

Government policy

Airlines

Locally owned
operators and Economic
facilities

Consumer
Expenditures

Transnational

Hotels
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Setting Priorities
> Economic Development
° Environmental Asset Protection
> Socio-cultural Asset Protection
> Uncongested Land-Use
> Rural Development and Poverty Alleviation
o Sustainable Resource Use |
> Well Managed Infrastructure for Tourism



=Destinations have a choice to
either upgrade systems or
rely on aging infrastructure
and planning approaches

"A new breed of technology
powered planning
approaches can help to
achieve sustainability
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"Enabling and providing incentives for the private
sector to function more sustainably

"|Influencing patterns of tourism flows

=Maximizing economic benefits throughout the state
"Minimizing environmental and cultural impacts
=Maximizing local benefits

=Protection and management of public assets
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=Tourism industry has a very fragmented set of
players in micro, small and medium enterprises

=Protecting air, water, & natural resources is a
government domain

"Protecting socio-cultural assets is a government
domain

="Governments have the power to both provide
incentives for growth & regulate tourism impacts



sFacilitate investment in
top public assets to
allow for responsible
use

=Create plan for
investment in valuable
tourism assets, both
historic and natural to
attract experiential
tourists

Historical Society Tour,
Manissean Native American 5Site, Block Island,



Careful planning of tourism infrastructure

> Master Planning the scale and siting of tourism
infrastructure to ensure it is not damaging to the
environment and not in conflict with local uses

° Projecting transport, energy, water supplies and waste

management necessary to meet tourism industry and local
needs

> Developing response to climate change impacts and sea level rise

> Determining system of tax support to underwrite sufficient
infrastructure



T’I-EESSBQ'ITALNATUREOFPLANINIING

The esse ntial A Master Plan Vision
N atu re Of i# Documenting Development Trends
p Ia n n i n g g \Watershed Threats

ﬂ’ Ecological Services
E’ Infrastructure Assessment

EZ Economic, Social, Cultural
Assessment

Tiered Payments for
infrastructure Costs



Planning Process: Examples of visualization

e [ DIAGNOSIS OF PRESENT SITUATION

—
———

B Highest Vulnerability
1 Medium Vulnerability
Lowest Vulnerability

S 4
e G
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3. Water 4. Groundwater 5. Historic/ Cultural 6. Visual/ Tourism

Source: Dr. Stephen Ervin, Harvard Graduate School of Destan



Challenges for Next
Generation Policy Makers

= Developing analysis approaches that look at
specific tourism impacts

= Balancing environmental and socio-cultural impacts
with sustainable development opportunities

= Gathering solid data on tourism’s impacts

= Mapping where possible and maintaining data on indicators in
GIS mapping systems for easy projections into the future

= Reviewing specific means to manage these impacts according
to each part of the industry



For More Information:

Megan Epler Wood

Director, International Sustainable Tourism Initiative HARVARD
. TH.CHAN
Harvard T.H. Chan School of Public Health SCHOOL OF PUBLIC HEALTH

h  EPLERWOOD

Principal, EplerWood International %
INTERNATIONAL

meganeplerwood@fas.harvard.edu

megan@eplerwood.com




Rhode Island Commerce Corporation

Rl Tourism
FY 2019 Media Propaosal
Mdndav Start Dates/2018-2019 Juby I August | September October | November Desember January February | March Apsil My | une | Total
MEDIA ) ) 25] 2| 9 [16]23]30] & |13]30)27] 3 [10]37] 24] 7 | 8 | 15]22]25] 5 |17]19) 28] 2 1017 24131| 7 | 142128 4 11]1s[2s] a[1]18]25] 1 | 8 as]zz|29] 6 [13]0]27] 3 [10]17]24 Cost
Paid Media Execution N | | 11 | |
| Vg | l |
§735,132
| L
§220,500
Il ' 498,750
Net media - Search 5155, 160]
Net media - You Tube i S, 3 S 559,620
Fee: strategy, implementation, management, frant end analytics 1 | ]_ | | |
monthly reports & recommendation
0 T ) e - Fans
Fee: measurement plan, data compliation from multiple sources, back 426,880
end analytics, monthly reports & recommendations | '
1
Fee: media strategy; DMA marker analysis {if necessary} {1 | ! 54,060
L _ |1 I | i
$1,700,102
rl = 700,000
s = ] RowW croum September 25, 2018 lhn ed 51,700,
RHODE -$102

ISLAND D
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RHODE ISLAND COMMERCE CORPORATION
September 28, 2018



STATE TOURISM EFFORTS

The Rhode Island Commerce Corporation has

a robust and detailed marketing and advertising

strategy, including paid search, display
advertising, ongoing public relations and social
media campaigns that are showing results and
bringing visitors to the state.




PAID MEDIA

The Fun-Sized paid media campaign has
generated $2.9M in hotel revenue to date

8,967 Hotel bookings (654,378 searches);
5,962 Flight bookings (148,608 searches)



EARNED MEDIA

In 2018, earned media has
produced more than 240
editorial features across leading
publications.

These features generated $18M
in advertising equivalency value
(AVE) and over 1B in total
impressions.

FOOD NETWORK

50 STATES OF WAFFLES

“Riode Isiand’s capital city is in the midst of a
baked-good renaissance, thanks o top-tier
businesses like Rebielle Artisan Bagels,

PVDonuts and the matter-of-factly named

Waffle. where the liege style reigns suprems.”

\W!AFFLE | PROVIDENGE)

CONDE NAST
TRAVELER

THE BEST BEACHES IN NEW ENGLAND
“Litlfa Biock Istand. off the southern coas! of
Rhode Island, offers an impressive 17 miles of
heaches, none more spectacular that this quiet

spot on he sfand's southem reachies”
{MOHEGAN BLUFFS BEACH, RIj




EARNED MEDIA

TASTING TABLE

RHCODE SHOW
"It may be the sialies! state, but Rhode istand

goes big on cuiinary traditions.”
AL FORNQ]

U.S NEWS AND
WORLD REPORT

50 TOP ROOFTOP BARS ARCUND
THE WORLD

“Open vear-round. the city's only rooftop bar has a
relractable glass roof, fire pits and private
founges. Snuggle up wilh a glass of red vwina by
the fire i the \winler or Sip prosecco mn He
summer. Then walch the city skyfine iight up after

sunse! as yotr enjoy the nighliy enterfainment,”
{ROOFTOR AT THE FROVIDENCE G}




EARNED MEDIA

READER’'S DIGEST
ONLINE

22 MINI FAMILY VACATIOQONS
THAT WON'T BREAK THE BANK

“Provitlerice is temrific for families, especially

Inigh schaool kids since the capital city is home to
awide range of colfeges (Brown Universily,
Johnson & Wales, Rhode Island Schooi of
Designyj, where they can get inspired wilh
campus tours and cn-campus museums.”

{DOV/NTOVYN PFROVIDENCE}

BOSTON.COM

IT'S WATERFALL SEASON.
THESE 6 I[N NEW ENGLAND
ARE WORTH A ROAD TRIP.
“The state of Rhode Island may nof be very
mountaincus but the Geean State stilf has its
share of falis.”

[SLATER MiLL HISTORIC SITE}




EARNED MEDIA

TRAVEL + LEISURE

THE 15 BEST PLACES TO
TRAVEL IN FEBRUARY
“Tho seaside fown — known for its Gilded Age

mansions and outdoor music performances ~

is perfect for cald weather gatawvays, particuiany

11 mid-February.”
[NEV/PORT)

USA TODAY

50 STATES: 50 FEMALE CHEFS
“At the Relais & Chateaux Weelapaug Innin
\Weekapaug, R L, execulive chef Jennifer
Bachman coaks with frash tierbs from the
reser!'s backyard garden and nearby Ocean
House's Food Forager to supplement
ingredien!s sourced from nearby Connecticut

and Rhode Isfand farms.”
(WEEKARAUG INN)




THE
WALL STREET
JOURNAL
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ADVENTURE & TRAVEL
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Newport

This fthande Islanl paart tewn it all swagger ami -
sealogs. Here's o peek at its sweeler side
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NEWPORT

“Plus, Don't Miss... Cliff Walk The 3.5-mile cceanlront path starts at Easton’s Beach and winds
along the shoreline, and the backs of the Bellevue mansions, to Ocean Drive. /The Attwater The
Lark hotel group’s cheery. 17-room boutique is on a small side street, just a quick walk from
Belleviie Ave and First Beach and includes great breakfasts. From $139 a night.

theatiwater. comy/Stoneacre Brasserte One of the newer restauranis in town. this handsome spot
sources its farm-lo-table fare focally and brings the same fresh aesthetic to a creative cocktail
menu. 28 Washington Square; stoneacrebrasserie com/NewportFIiLM Outdocrs The documentary
fitm festival runs through the summer, with screens set up at mansions, parks and working farms.

Live music before; Q+A with filmmakers after. Bring a picnic, newportfiim.com”



WEBSITE

VISITRHODEISLAND.COM %
‘T'al A

« Qver the past 12 months, the site has weicomed 840K

users totaling about 1,052,074 sessions.

» These visitors are logging on from all over the world,

including Canada and the UK, with visible upticks in

traffic from Europe.
+ Visitors have logged more than 2.4M page views on
our site and the events page consistently ranks

among the most viewed.



< visitrhodeisland [

G visitrhedeisland |
Mapatree Beach

SOCIAL MEDIA

+ RI Tourism social media platform followership

grew by 20% in the last year.
» Rhode Island hosted 11 social media influencers.

- Total impressions for the year clocked in at 16M

impressions.
Liked by ig_rhody, gcpvd and 2,020 others

visitrhadeisland Find yourself at the beach today.
= bswopephoto

a - — Pt el



INTERNATIONAL PAID MEDIA
+ BRAND USA PARTNERSHIP

A paid media campaign is being executed {o support the direct Norwegian routes in
Ireland includes TV advertising, VOD, outdoor media, social, and digital adverlising

atong with press efforts (May — Nov).

Parinership with Brand USA including Thomas Cook Tours Package (online and in
store), SEM driving to RI page on Norwegian, UK Multichannel Campaign
(Northern Ireland/ Scotland/ UK) includes activations with Facebook, Expedia +
Travel USA digitall print insert, Storyleller Host Video showcasing Rl {(on Brand
USA), USA Discovery {online agent tool training) and Inspiration Guide (inclusion
in Travel USA Guide}.



INTERNATIONAL PR EFFORTS

Rhode Island Partnership with Discover New England — A New England-wide Partnership

* DNE represents Rl in Europe’s German speaking countries, Scandinavia, the Uniled Kingdom, Ireland, Australia,
Japan, and China

+ Tradeshow paricipation with DNE: World Travel Market, Discover New England Summit, (TB, IPW.

+ Consumer show participation with DNE: Dublin. treland, Swensen, Norway, Copenhagen, Denmark

*  Other industry in-country training programs, media outreach, marketing irade missions and secial campaigns

+ Rhode Island has in-country represeniation in the UK/Ireland wia TTM Lid . and 15 promoling direct service from

Cork 10 Providence with Cork Airport's marketing representation, Springboard PR.

To date in 2018, Rhode Island conducted:

»  FAMs for 57 mternational tour operators
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+ FAMs for 16 international journalisls whose wisils will generale millions of dollars in exposure for the state
founsm assels

*+  3in-stale mega-FAM tours of 35 industry influencers from all over the world. including England, Ireland, Germany
ltaly, New Zealand, Sweden, and Australia, post DNE Summit. I

+ 200+ sales appointments wilh tour product developers and met with and pitched the stale o 40 separale
media outlets.

+  Commerce lead a trade mission 1o Edinburgh, Leeds and Manchester on September 14-22, with individual

appoinimenis with key operators and media




THE BIG E

The Marketing Team also manages and operates the

Rhode Island building at the Big E annually. Tha Big
E s the seventh-largest fair in the counlry and the
largest fair in the Northeast. More than 1 5 million
cansumers atlended last year's record-breaking fair,
which runs from September 14-30 Ihis year. The
Rhode Island buillding showcases the siate’s many
diverse recreational and cultural assets lo this

massive crowd

BRAND TOOLS

Rhade Island Travel Guides have been produced and are
being distributed through AAA offices nationwide, hotel
rooms in market, consumer and trade events, chambers of
commerce and visitor information centers statewide. This
year s guwle was refreshed for a more modern look and
feel, with a new stze and fayoul focusing on vibrant
photography, helpful trails and maps and tineraries
poinling back to VisitRhodelsland.com for more
information, The response has been gverwhelmingly
positive to lhe new look and feal of the guide and has

been extremely well received by wisitor and pariners alike

WEBINARS

Created the first aver webinar tool for trade.

This 11-minute video highlights &l regions in an
engaging format with notable tourism statistics.

The concepl is to interest and enlice {rade groups to
keep Rhode Island top of mind when they are selling
trips, Results are measurable with viewers served up
questions at the conclusion of the video to lest lheir
comprehenswon and knowledge of Rhode Island.
They re incented to watch the webmar in its entirety
with a tnp to the Uniled States for those who

complete the video and answer the questions






