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#Welcome
to your

Guide

The thing is, you can’t 
stereotype us and you 
can’t ignore us. 

 

80
million 

Millennials in the US

40% 
larger

than X’ers

50%
larger

than Boomers

 

2.4 
billion 

Millennials globally



We’re sharers, and 
not just with pictures.

We base a lot of our decisions
on recommendations.

Experiences are 
so valuable to us.

Here’s what you have to 
know about Millennials:

A lot of us have kids!
86% of children born today are born to Millennial moms.



We’ve heard about the 
Adirondacks and want to visit.

86%

23%only

38%only

89%

of Millennials polled have 
heard of the Adirondacks

of us would consider ourselves 
an “outdoors person”

travel more for sporting/outdoor 
activities than anything else

travel for leisure and 
cultural activities.

of those would like to 
visit in the future

When it comes to the 
Adirondacks:

62%while



What don’t Millennials know 
about the Adirondacks?



Millennial
misconceptions



We are pushing the outdoors side  
when only 23% of Millennials consider 
themselves “outdoors people.” 

Find the other 77% and bring them to the 
Adirondacks, and let the outdoors people know 
about the really awesome stuff to do after their 
outdoor adventure.



The journey rewards 
those who choose  
the unbeaten path.



Let’s talk about
social media.



Investment
Assessment
Authenticity
Restraint

Things to consider:



At the core of social media 
endeavors should be a 
trueness to self.  



social media outlets to consider:



Millennial work
in action



show content 
that highlights 
the experience



get creative with posts



use video and
be interactive




https://www.dropbox.com/s/6p0ssojgbqh9ich/The%20Dodo%20Snapchat%20Takeover%20-%2011-12%20531%20pm_1.mp4?dl=0


Consider the strength of
Social Media Takeovers
and User-Generated Content





2016 Case Study



ExplORer
Club

Jr.



4761 state route 86 wilmington, ny 
518-946-2278    www.high fallsgorge.com

open all year long!

casual fare

local craft 
beer and wine

Adirondack 
gift shop

adventure 
over the river

safe  for 
all ages

gemstone
mining

1 mile  from
Whiteface
mountain  ski 
center



Consider Coupon Tracking
and Co-Op Advertising



 

2016 Growth
5% Increase
in Annual Attendance Count

10% Increase
in Total Sales, of which leading 
departments were:

  35% Increase
  in Food and Beverage

  3% Increase
  in Merchandise Sales

Social Media
Strategy:
• Sharing our own photos
• Showcasing User Generated Content
• Steady increase in reviews/organic chatter
• Increased investment of time and money (boosting)
• Effort to remain authentic

Social Media Results

June 2016—March 2017: 
+58% followers

June 2016—March 2017: 
+46% followers

June 2016—March 2017: 
+46% followers



You can do this



Stay smart with your goals:

Specific
Measureable
Attainable
Relevant
Time frame



ADIRONDACK REGIONAL 
TOURISM COUNCIL
Ron Ofner
ron@adk.com

CLINTON COUNTY
Kristy Kennedy
kristyk@northcountrychamber.com

ESSEX COUNTY
Jasen Lawrence
jasen@roostadk.com

FRANKLIN COUNTY
James McKenna
james@roostadk.com

HAMILTON COUNTY
Michelle Clement
mclement@roostadk.com

Official I Love NY Tourism Promotion Agents for counties in 
the Adirondack region, as of May 2016:

Contact List: Adirondack TPAs

LEWIS COUNTY
Anne Merrill
anne@lewiscountychamber.org

ST. LAWRENCE COUNTY
Brooke Rouse
brouse@stlawrencecountychamber.org

WARREN COUNTY
Joanne Conley
conleyj@warrencountyny.gov

TOWN OF WEBB/OLD FORGE
Mike Farmer
mikefarmer@oldforgeny.com



Thank you




