POSITIONING YOUR “TRAIL” TO
MAXIMIZE THE ECONOMIC IMPACT

Michelle Clement
Director of Destination Development Projects, ROOST

l - y =g
1

|
)
"‘
sy - _'/_." L 4 =4
REGIONAL OREIGREESY TAINABVETOURISM
R%’; ) .
-y Ny
=z -

e S

7]

Zps,
PR

oy



?

!
REGIONAL OFFICE of SUSTAINABLE TOURISM

improve or

.-“A .

W .

2

[
.

.
~

. A
-

&

P Ty, B



- Provide an exciting new
option for hiking, biking, etc.

- Promote a healthy lifestyle.

- Improve quality of life for
residents.

Put your community on the
“map.

- Create an alternative
connection route.

* Link existing assets.
- Increase tourism.

- Economic impact.
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Total Overnight Spending in Adirondacks —
by Sector (2015)
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Total Spending = $1.05 billion
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Total Day Spending in Adirondacks —
by Sector (2015)

Total Spending = $526 million
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Average Per Person Per Day
Expenditures in the Adirondacks— By Sector (2015

. 9
: Total Per Person* = $141 vs. $53 & Overnight
B Daytrip
N *Inciuding children
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SOME QUESTIONS TO CONSIDER...

What type of “trail?”

Who is your targeted user group? . -

What is the current perception this y - _
user group has of your area? - : pot o1

What differentiates your “trail” &
community?

How are you linking your “trail” back
to your community?

Are there gaps in services, amenities,
and infrastructure needed to support
this audience?

Does your community support &
welcome this user group and the
impact the “trail” will have.

How does this concept fold in with
other regional “trail” efforts?




C--
ol
>
<
s
—
),
LL
=
o
A
<
2

Main Purpose of Leisure Trip —
Adirondacks Region

Base: Adult Overnight Leisure Trips

Visiting friends/relatives | PEGEG—_—_—— ,
Touring  MEEGEG—_—s »
Outdoors M 15 i

Special event fC ,
City trip - } &
Casino W

Theme park >

Sking/snowboarding ™ 2
Cruise ™'
Resort f° "
Golf Trip ™2
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Activities and Experiences

Shopping

Swimming
Hiking/backpacking

Beach/walterfront

National/state park

Fine dining
Landmark/historic site
Museum

Camping

Fishing

Casino

Boating/sailing

Travel

Base: Adult Overnight Trips
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Theme park
Fair/exhibition/festival

Mountain climbing

Bar/disco/nightciub
Art gallery

Spa

Biking

Brewery

Golf

Zoo

Winery

Theater

Business Convention/Conference

PART OF THE EXPERIENCE..

Business Meeting
Skiing/snowboarding

Base: Adult Overnight Trips
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THEN THERE ARE THE MILLENNIALS!

They have overtaken the Baby
Boomers.

86% of the children born today
have Millennial parents.

Experiences are more important to
them than possessions.

Their connection to the outdoors is
strong, but their connection to “non-
sporting” activities is even stronger.

Their definition of adventure is
different.

They’re looking for “itineraries” for
travel inspiration, but that doesn’t
necessarily mean they are going to
follow them.

They want “unique” experiences.




I you're going for more than
a day or two you need lots of
different activities. What if it
rans? What if you get
bored? You cant just hike.”
-Male, Abany

iS.

)

i 4

i

The travel /tim

€ equation
nt because. ..

s




MORE CONSIDERATIONS... IR

Does your “trail” speak solely
to a niche market, or does it
reach out to the other 85% of
travelers that don’t consider
the “outdoors” to be the
primary driver of travel?

Is your “trail” and your
community positioned to offer
the other experiences that
travelers are looking for? Do
those experiences match?

Does your “trail” offer a
“unique” experience?

How are you telling the story?
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