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EXECUTIVE SUMMARY

Even though 2020 has been a year of unique and historic challenges, the Adirondack region has fared
well. We have found our successes in working with community residents, businesses, governments, and
visitors during this unprecedented time. ROOST reorganized staff, reconstructed the program of work,

and adjusted budgets to increase efficiencies and productivity in 2020.

The ROOST 2020 program of work was appropriately reshaped for this unique year. The team created
“Pathway Forward,” an initiative with the mission of reopening the tourism economy in a way that kept

the safety of our residents the priority, while speaking to the traveler with appropriate messaging.

As we plan for 2021, we will start to move from a destination marketing organization (DMO) to a
Destination Marketing and Management organization (DMMO). We will start the process to create
a vision and a road map that will develop an overall positioning and implementation strategy for the

future of the visitor economy in all of our regions.

We will continue to focus on the safety and economic health of our communities using new and creative
marketing initiatives to speak to the newly reinvented travel market. Our outdoorsy, community-driven,

fun, creative, passionate, and dog-friendly team are excited to tackle 2021!

Thank you for your support,

James B. McKenna, CEO
Regional Office of Sustainable Tourism
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MISSION

“To enrich the lives of residents and visitors by creating a tourism economy that sustains

itself over time - economically, socially, and environmentally.”

VISION

“Fostering connections between locals, visitors, and the world to elevate our

communities.”

The Regional Office of Sustainable Tourism and its Board of Directors are united in their vision for the

future of the region’s visitor economy.

ROOST has continuously evolved to stay ahead of the changing destination marketplace. Our destination
marketing focus is based on traditional advertising, digital marketing, public relations, and by harnessing

the power of electronic media.

Looking to the future, ROOST is committed to partnering with communities to assist with destination
management efforts. These efforts include community housing, workforce development, and tourism

infrastructure.

INFRASTRUCTURE

ROOST is governed by a Board of Directors representative of the membership.

In-house staff manage all facets of our tourism marketing initiatives for the seven regions served, including
website development, design, photography, videography, content development, media placement, and

search engine optimization.

ROOST is also the NYS-designated Tourism Promotion Agency for Essex County and Hamilton County.
Through this designation, the organization holds two board member seats on the Adirondack Regional
Tourism Council (ARTC).
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2020...

The first step of developing our annual marketing plan is to review the activity, data, and industry trends from the previous
year. As we embarked on this activity for the development of the 2021 plan, we had a flashback to one weekend in late
January of 2020. On this specific weekend, part of the ROOST team was busy helping kick off the annual Empire State
Winter Games torch run in both New York City and Buffalo, preparing to make their journey to the Opening Ceremonies
at the Olympic Center in Lake Placid. Meanwhile, another part of the team was at the Javits Center for the New York Times

Travel Show, where they were enticing potential travelers to plan a trip to the Adirondacks.

Winter marketing campaigns were running strong and the team was going full speed ahead on summer planning. Overall,
things were looking good for the region as travel numbers were continuing to grow year-over-year and all indicators pointed

towards another strong year for tourism in the Adirondacks.

What a lifetime ago that now seems. Just a little over a month later, we were meeting with community partners in the
Conference Center at Lake Placid to discuss the status of the COVID-19 pandemic. It was here that many of us witnessed
for the first time what chairs 6-feet apart looked like — while many others joined by phone. Within the next week, our

communities came to what felt like a screeching halt.

As the days, weeks, and months unfolded, ROOST hosted regular “Community Update” meetings in coordination with
our community leaders and health officials. We created the “Pathway Forward” strategy, an initiative with the mission of
reopening the tourism economy in four mindful phases: Mitigation, Local Kick Start, Regional Movement, and Reinvented
Travel Market.

When the North Country began to move through the phases of reopening, we initiated the “Politely Adirondack” campaign
in partnership with our local communities to help step up compliance of the recommended health protocols using friendly
Adirondack animals. Next, the team transitioned to highlighting safe regional travel focused on wide-open spaces and outdoor
activities that could position the Adirondacks for recovery. Together along the way, we learned to pivot and adapt on a

moment’s notice.

Even though 2020 has been a year of unique and historic challenges, we are proud of the work we have completed in
partnership with our stakeholders, industry partners, and local communities. Throughout, we continued to be inspired by the
hard work and ingenuity of our local businesses and community members as we faced ever changing situations. In 2021, we

remained committed to working together with all of our partners to become an even stronger Adirondack region.

If there was one quote of the many cliché quotes that came out of 2020 that truly shaped our thinking as we developed
the 2021 marketing plan it is “the only thing that is certain is uncertainty.” The plan needs to provide a strong roadmap of

priorities, while still providing the flexibility to pivot on short notice as we navigate the coming year together.
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COVID-19 IMPACT

Beginning in late March of 2020, traveler data and positive travel indicators took an abrupt dive. The Adirondack region did

see a slight rebound during the height of typical summer and fall travel, but with the increase in COVID-19 cases in the latter

part of 2020, the area is experiencing a signiﬁcant downturn in travel again.

According to data from Longwoods International, as of late November 2020, 77% of travelers will change their travel plans in

the next 6 months due to COVID-19, and 44% do not plan on traveling until there is a vaccine available.

The impact of the pandemic can be easily seen when comparing various year-over-year data we track routinely.

Example COVID-19 Impact on Website Sessions

(TUPPERLAKE.COM)

2019 2020 % Change
January 29,975 31,670 5.65%
February 21,510 22,690 5.49%
March 14,755 12,847 -12.93%
April 20,474 14,117 -31.05%
May 30,916 20,445 -33.87%
June 36,753 28,878 -21.43%
July 53,765 45,853 -14.72%
August 37,466 52,615 -21.43%
September 31,837 34,183 -14.72%
COVID-19 Impact on Occupancy Tax
(ESSEX COUNTY)
2019 2020 % Change
January $138,169.02 $170,312.10 23.26%
February $390,078.08 $394,145.17 1.04%
March $135,632.94 $42,536.49 -68.64%
April $78,442.68 $4,168.43 -94.69%
May $193,415.33 $90,764.11 -53.07%
June $169,990.36 $201,458.12 18.51%
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Traveler Spend

Essex $470,902,000 $494,822,000 $508,000,000 2.7%

Hamilton $79,611,000 $82,978,000 $83,000,000 -0.5%

Local Taxes

Essex $470,902,000 $494,822,000 $508,000,000 2.7%

Hamilton $79,611,000 $82,978,000 $83,000,000 -0.5%

Return on Investment (ROI)

Source: Leisure Travel Study

Traveler Expenditures $240,416,938 $259,401,298 $333,390,990
Marketing Budget $3,889,219 $4,444,201 $4,512,724
Conversion Factor 79% 77% 79%
Marketing Budget ROI 62:1 58:1 74:1

Social Media Performance
Includes followers from each of our seven regions, Adirondacks, USA, and VisitAdirondacks.

Facebook 275,099 349,461 393,913 416,762
Instagram 53,654 77,912 103,731 125,000
Twitter 15,946* 18,350* 35,124 36,830

*Does not include @VisitADKs followers

Website Performance
Includes each of our seven regions, Adirondacks, USA, and VisitAdirondacks.

Sessions 4,495,206 4,449,800 4,253,940
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PROGRAM GOALS

The goal of ROOST’s programming is to not only attract travelers, but to also be an advocate for local tourism issues in order

to reach a year-round tourism economy that aids in diversifying local communities.

In January 2020, the Regional Office of Sustainable Tourism developed a new 3-year strategic plan for the organization.
The purpose of this plan is to provide an updated vision and mission, new strategic goals and actionable initiatives, and new

targets and timelines.

ROOST and its Board of Directors are united in their vision for the future of the region’s visitor economy. As agreed
collectively, the new vision and mission for the organization provide direction for the sustainable growth of the region, based

on the shared interests of stakeholders, visitors, and the local community.

To achieve ROOSTs vision, there are four new strategic goals for the organization:

INTENTIONAL COMMUNITY DESTINATION MANAGEMENT

ALIGNMENT
Align with the region’s public and
Build stronger relationships across private sector strategic planning
tourism, community organizations, initiatives; and develop an overall
positioning and implementation

strategy for the future of the visitor

and residents region-wide; establish
better partnerships with workforce
development organizations by economy.
advocating for career opportunities;
and develop initiatives to increase full-

time resident and youth retention.

STRATEGIC SALES
AND MARKETING

Drive midweek business and the

average length of stay; expand

and promote environmental cause
marketing; and diversify the customer
base by expanding a variety of content

on destination experience.

SUSTAINABLE
ORGANIZATION STRATEGY

Increase transparency around
ROOST s initiatives and create
partnerships that will align with the
communities and organizational goals.
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SWOT ANALYSIS

By evaluating the strengths and weaknesses of, opportunities for, as well as threats to, the region, we can develop a greater

understanding of the market environment and how to most effectively position the region’s marketing initiatives.

Strengths

* Recreation: Critical mass of varied outdoor recreational experiences.

Amenities: Diverse blend of amenities, attractions, and unique experiences.

The Adirondack Park: Largest publicly protected area in the contiguous United States.

Mountains and water: Diverse and beautiful topography of mountains and lakes.

Location: Within driving distance of major metropolitan areas in the Northeastern U.S. and Southeastern
Canada.

Space: 6-million acres and with low population density, the Adirondacks provide ample space to spread out

and explore.

oo  Weaknesses
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Seasonality: The natural seasonality of the Adirondacks poses challenges, everything from staffing to
investment opportunities.

Transportation infrastructure: Limited air service, mass transit, and ground transportation.

Capacity: Some resources are over capacity during peak travel times and major events.

Lodging: Limited availability of modern lodging amenities in some areas of the region.

Workforce: Across the region, businesses are feeling the crunch from workforce shortages and workforce
housing.

Communications and Broadband Infrastructure: Gaps in cell phone coverage and high-speed broadband

continue to exist.

Opportunities

* Transportation: New United/SkyWest connection between Plattsburgh Airport and Washington-Dulles.
Work with regional partners to expand air connections.

Mid-week: Room for growth mid-week throughout all four seasons.

Cultural experiences: Increased awareness of Adirondack experiences beyond outdoor recreation, cultural
attractions, arts, and agritourism.

Diversity: By focusing on cultivating more inclusive destinations, the Adirondacks has the opportunity to
reach and attract a new and growing audience.

Seasonality: Through more focused efforts on cultural activities, groups/conferences, and events, the

challenges of seasonality can be turned into an opportunity.

Threats

* Health and safety: As witnessed in 2020, a health crisis (i.e. the COVID-19 pandemic) can impact

travel patterns.

Economy: Factors like an economic downturn and U.S./Canadian exchange rates can impact

travel patterns.

Weather: With such a high concentration of tourism drivers being outdoor activities, the Adirondacks sees
a large impact from unseasonable weather.

Political: Shifts in political policy, border crossing regulations, and perception of the U.S. can impact
travel patterns.

Natural resources: Increased use of natural resources has a negative impact on communities, the

environment, and the traveler experience (e.g. the High Peaks).



Performance Measures Performance Indicators

Mechanisms over which ROOST has complete control Mechanisms that determine the success of the tourism
that, when targets are applied, determine ROOST’s industry within a given destination and “indicate” the
success: impact of ROOST’s efforts:

* Return on Investment (ROI) Leisure Travel Study * Economic impact of tourism (NYS ESD)

. Bookings: traditional, convention, events, tours * Occupancy percentage

* Smith Travel Report (hotel occupancy) * Occupancy tax collections

* Leads generated * Length of stay and per party expenditures

* Inquiries converted ¢ Attraction and event attendance

* Media outreach, quality, and volume * Advertising, social media, and website analytics

* Social media followers, fans, and engagement
* Website performance analytics

* PR reach (Cision data tracking)

COMMUNITY ENGAGEMENT

Strong community outreach and engagement is a critical component to successful strategy development and

implementation.

As stated in our mission, ROOST leverages tourism to “enrich the lives of residents and visitors by creating a tourism
economy that sustains itself over time - economically, socially, and environmentally.” Additionally, a major goal of the 2020-

23 ROOST Strategic Plan was “Intentional Community Alignment.”
In 2021, ROOST will remain committed to:

* Continuing to build on regular communications with municipalities, community leaders, Chamber partners, and
community organizations/groups to build strong partnerships.

* Collaborating with all local hospitality and business partners to set priorities and achieve goals.

* Hosting regular “community updates” and planning meetings.

* Strengthening relationships by developing opportunities to increase engagement with community residents region wide.

* Rebuild RoostADK.com to create a more efficient place for community members and partners to find important

information and resources.

RESEARCH

While incorporating a variety of research into marketing planning and initiatives, ROOST also strives to be a source of
research and information. Through a variety of annual and semi-annual in-house and partner research projects, we've been
helping investors and small businesses understand the Adirondack tourism economy for decades. Additional data and sources
regarding COVID-19s effects on travel have been, and will continue to be, a large part of the decision making process
throughout 2021.

Leisure Travel Study
Each year, as part of our commitment to tracking performance, the Regional Office of Sustainable Tourism conducts a
conversion study. Known as the Annual Leisure Travel Study, this research is administered by an independent third-party

research company. PlaceMaking consultants have been conducting this research for Essex County for 16 years.

The research includes poll results from visitors to the region through a survey designed jointly by ROOST and PlaceMaking
consultants. The survey is distributed through ROOST’s trackable leads database. Leads represent the contact information

collected from individuals who have responded to ROOST’s destination marketing efforts, such as online contest entries,
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newsletter sign-ups, or engaged social media followers. The survey’s goal is to measure detailed visitor information and
estimated expenditures for both traditional lodging and camping, as well as short-term rentals and day-trippers. This data is

then analyzed by PlaceMaking consultants and published for use by all regional tourism-related businesses.

ROVE - Mobile Location Data
New in 2021, in partnership with the Adirondack Regional Tourism Council (ARTC), ROOST will take advantage of a
NYSTIA (New York State Tourism Industry Association) co-op program to gain insight on the Adirondack traveler through

mobile location data.

The ROVE mobile location data service will provide a more granular lens on visitor behavior, helping us see where they come
from, who they are, how long they stay, and where they go while in their destination. This data becomes a valuable source of
insight for media planning, itinerary development, and developing strong regional partnerships. More specifically, this will
help us have nearly real time data to help better understand shifts in travel patterns such as we experienced in the summer and

fall of 2020 when, anecdotally, we saw a trend of first time visitors around the region.

DESTINATION MANAGEMENT

Successful destinations need to balance economic development and sustainable tourism with resident quality of life.
Destination management is the means by which communities and regions can build support around a shared vision for the
destination. ROOST will continue to assist in identifying and implementing programs within the communities it serves

that balance community and tourism stakeholder goals. Destination management is an important tool that can unify a
community/region towards a sustainable tourism economy beneficial to both residents and travelers. Please reference regional

destination management sections for specific destination management programming.

Additionally, we will continue to leverage our destination marketing efforts to address destination management issues. A
few examples of this can be found in programming such as #ShopADK, Love Your ADK (Leave No Trace education), and
Politely Adirondack. By dovetailing together both destination marketing and management efforts, we can maximize resource

utilization as we work to achieve the shared goal of strengthening our community/region.
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DIVERSITY, EQUITY, AND INCLUSION (DEI)

ROOST is committed to a greater focus on diversity, equity, and inclusion, and considers them essential to our organization

and Adirondack communities. We are determined to foster an environment of inclusion, diversity, openness, and respect for
the many differences that enrich our regions, including race, ethnicity, religion, gender, age, socioeconomic status, national

origin, language, sexual orientation, and disability.

In 2020 ROOST partnered with Travel Unity as a member of the first cohort for Travel Unity’s DEI Standards for Travel and
Tourism certification program. ROOST will continue to work with the Travel Unity team into 2021, working through their
list of standards to ensure that our organization fosters an open and inclusive work environment, promotes and welcomes a

diverse traveler, and ultimately, creates a more diverse Adirondack community.

The three sections outlined in the DEI Standards include Management and Workforce, Visitorship, and Community Impact.

As we work through these sections some of our goals for 2021 and beyond include:

* Host regular DEI staff training covering a variety of topics.

* Work to bring educational programming to our regional marketing partners.

* Build relationships with and pitch stories to travel writers and influencers that appeal to a diverse audience.

* Foster relationships with diverse travel ambassadors to help create authentic content (images, stories, etc.) for the regional
websites.

* Explore developing translated landing pages for key languages.

* Identify and develop website resources that more clearly display accessible amenities.

Program Overview | 21



22 | Destination Marketing



TARGET MARKET

The target market contains those most likely to choose the Adirondacks as their vacation destination. The information in this

section consists of a mix of previous year’s data combined with emerging pandemic travel data available.

REGIONAL TRAVELER

The safety of our residents and travelers remains our highest priority. During this time we have adjusted
our target audience to focus on the “regional traveler.” This consists of New York state residents within a
2-3 hour drive of the destination. We will continue to monitor the impact of the pandemic via the New

York Forward dashboard and adjust accordingly throughout the coming year.

THE ADIRONDACK TRAVELER

The Regional Office of Sustainable Tourism employs a data-driven strategy. In addition to following the latest industry trends,
referencing tourism research (regional, state, and national), and tracking campaign metrics, ROOST conducts an annual
Leisure Travel Study to help gain a better understanding of the target market and the impact that ROOSTs efforts have on
visitor’s travel decisions. We are also making strong efforts to include emerging pandemic travel pattern data from sources like

Longwoods International.

PlaceMaking researchers have been conducting the Leisure Travel Study for ROOST for 16 years. This survey, in conjunction
with other metrics, provides a comprehensive picture of the Adirondack traveler. While variations certainly exist among

regions and are explored in some detail within each region’s individual marketing plan, the Adirondack traveler is generally:

* Primarily from New York state.

* Secondarily from other northeastern states.

¢ Canadian visitation is around 5%, but skews much higher in the Northern Adirondacks. This share has been steadily
increasing over the past few years.

* Average age is 56, with strong populations in the 39-54 range and 55+ range.

* Average income is typically around $100,000.

* Most reach the Adirondacks either by rental vehicle or a vehicle they own.

* Typically within a 2-8 hour drive.

* Average length of stay is 3 nights, with a party size of about four people.

* The 2019 Leisure Travel Study also included a comprehensive breakout of day-trippers. This additional data reinforced

some key differences in this traveler type.

DAY TRIPPER

* Approximately a 17% lower average income than the average overnight traveler.
* Less likely to participate in outdoor recreation.
* While average expenditures were around 20% of those of overnight travelers, they are strong repeat visitors.

* Typically within a 1-3 hour drive.
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SHORT-TERM RENTALS

Short-term rentals have seen significant growth over the last 3 years with the explosion of online booking sites like Airbnb.

Travelers making use of short-term rentals tend to:

* Have 1/3 higher average trip expenditures than other overnight travelers.

* Tend to stay longer, average of 4.9 nights.

* Tend to have higher average income, over $110,000.

CANADIAN TRAVELER

The border with Canada is currently closed through the start of 2021. As such, there is currently no scheduled advertising to
the Canadian market other than regular email communications. However, once the border re-opens to non-essential travel,

the following data should remain relevant for targeted marketing to Canadians.

* The Adirondack region has a strong image and visit conversion level as an outdoor recreation destination for Canadians.
* Most Canadian customers indicate visits to multiple communities within the region.

* Canadian customers are equally willing to consider a fall visit to the region as a summer visit.

* According to 2019 data, cross-border shopping is viewed as a secondary reason to visit by 44%, while only 7% noted

shopping as the primary reason for a trip.

REINVENTED TRAVELER

As we move through 2021 and emerge from the pandemic, we anticipate the new traveler may not be exactly the same as
the pre-pandemic traveler. Changes are anticipated in expectations of the traveler, tourism drivers, and new markets may
emerge or shift. To best understand and target the “reinvented traveler,” we will use a combination of existing data, new data
collection sources, and new industry travel information. All of this information will help us better market our region to those

who will choose the Adirondacks as their vacation destination.

Destination Marketing | 25



26 | Traveler Cycle

TRAVELER - &
CYCLE \S\/\A? /\QLQ




The overall leisure travel marketing strategy that ROOST implements focuses on the five stages of travel: Dreaming,
Researching, Booking, Experiencing, and Sharing. As travel marketers, it's important for us to target potential customers at

each point in that travel funnel.

Dreaming
THE STIMULUS

Travelers love to dream about their next vacation or weekend getaway. During the initial
dreaming phase of travel, the audience is made aware of the general product and experiences
the Adirondacks has to offer.

Researching
ZERO MOMENT OF TRUTH
'\ As the traveler moves from the dreaming to the research or planning phase of the travel

journey, they begin to explore what travel experiences meet their desires, budget, etc. ROOST
employs a significant amount of resources to ensure that the information the traveler is looking

for is easily accessible as they plan their trip.

Booking

FIRST MOMENT OF TRUTH

As consumer travel behaviors continue to demonstrate, consumers want transactions that are

as smooth and seamless as possible. As a result, simplifying the user’s booking process will

continue to be a high priority. Younger travelers in particular would rather book online at their

convenience than by speaking with someone on the phone.

Experience
SECOND MOMENT OF TRUTH

The customer has chosen the Adirondacks as their vacation destination. While marketing is

important, the outcome of the Experience Stage is largely reliant on the experience the traveler
has while staying in the region. A great customer experience is critical to ensuring the person
leaves happy and shares this positive experience. With sharing now happening in real-time,

travelers are sharing both positive and negative experiences while they are on their trip.

Sharing

ULTIMATE MOMENT OF TRUTH
Even though the trip is over, the journey through the travel cycle is not. Now the traveler is
not only telling the world what they did, but they are also stimulating the dreaming phase for

others. This is our chance to make them our ambassadors.

Crossover
Researching/Booking: According to Google, “over 40% of travelers say they bounce back
and forth between dreaming and researching their next trip, zooming in on the details for one

destination and then zooming out to reconsider all the options again.”

Experience/Sharing: With the growth in popularity of social media and travel review sites,
sharing now begins while travelers are in the Experience Stage of travel, and can even begin in

the early stages of the travel cycle.
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CONTENT MARKETING STRATEGY

A strong content strategy is about building relationships with your customers. Taking a trip is a personal experience and
authentic content that builds relationships with potential travelers matches that sentiment. Furthermore, blog posts are

compounding, meaning organic search increases their traffic over time.

With changes in search engine algorithms and display tactics over the last several years, organic search traffic has seen flat or

declining growth for business and other generic site pages. However, search traffic directed to story content has continued

to grow despite these changes. As such, a strong content strategy focused around stories and personal experiences remains

effective for both the traveler and as a method to garner more organic search traffic.

Q DREAMING

RESEARCH

AUTHENTIC STORIES

&

Authentic stories, also known as blogs, continue to
be powerful vehicles for destinations to stimulate the
dreaming phase of travel and build good relationships
with potential visitors. Story content has been and
will continue to be a major component of the overall

marketing strategy that ROOST employs.

As a result, story content continues to play a major role
in the leisure travel marketing strategy for 2021. This will
include a blend of the following first person narratives,
photo essays, listicles, itineraries, human interest stories,

FAQ, and UGC (User Generated Content).

* New long-form content (800-2,000 words)

* Even with people reading less, and Google adjusting
their algorithms to be mobile-first, the average
content length for Page 1 search results is still around
1,900 words.

¢ New short-form content or “micro-moments” (500-
800 words)

* With more than half of travel inquiries now coming
from a mobile device, having short, digestible
content that answers their inquiries is imperative.

¢ Refreshed Content for SEO

Along with writing new story content, ROOST will
also continue to leverage past efforts by conducting a
comprehensive review of existing content and identifying

resources that can be adjusted and updated to improve

BOOKING

[]j] EXPERIENCE 2>0 SHARING

their search rankings. See the Search Engine Optimization

Section (SEO) for additional details.

PAGE CONTENT

QQ

Page content is a critical part of the research phase of
travel. A good, persuasive landing page grabs the attention
of the user and compels them to convert from a website
user to a traveler. Since page content is often an inbound
landing page for targeted paid advertising efforts, it is
essential that the landing pages feature a clean layout,
boast vivid images, display information in an easy-to-
navigate manner, and answer any questions the potential

traveler may have.

Continuously updating and improving page content
will continue to be a high priority in 2021, as it not
only ensures that the most relevant content is available
to travelers, it also triggers search engines to reindex the
pages, resulting in higher SEO rankings. Additionally,
new pages will be created on many of the websites in

order to better meet the needs of the traveler.

ADKDATA.COM

(=)

N

Business and Activity Listings
ROOST maintains a database of all known travel-related

businesses and activities in the region. Across all ROOST
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regions, these businesses and activities receive a free

basic listing. In some regions, businesses can purchase an
enhanced listing on their respective destination websites
to increase their visibility in marketing programs. In other
regions, long-standing agreements have been made in
which ROOST supports the Chamber of Commerce by

providing enhanced listings to their business members.

Events Listings

ROOST maintains one of the most comprehensive
databases of events, virtual experiences, and notices in
the region. This calendar, and “Insider” email which is
populated from it, continues to be a popular resource.
Traditionally geared toward the leisure traveler, in March
0f 2020 during the initial days of the COVID-19
pandemic, the calendar took a quick pivot toward being
a resource for local residents and business owners to find
information that is relevant to them. These modifications
have allowed us to continue to not only use the event
listings to get details out about traditional and digital
events, but also on information such as public notices,

restaurant take—out, business OECI‘iIlgS, etc.

The database is accessible to anyone from the public who
wants to enter content into it. ROOST ensures quality
control of this database and continuously monitors the
events listings to make sure all major events are listed with

the most up-to-date information.

PHOTOGRAPHY

QQ

Compelling and inspiring photography increases

engagement across all media applications, whether it
is increasing the click-through rate on a display ad,
improving the view rate of an article, or strengthening

social media engagement.

Great photography that captures the beauty and
uniqueness of the region will continue to be a priority in
2021. As a result of this continued effort, ROOST has
accumulated and indexed more than 79,000 professional
images of the region. These images are being used in

all facets of our marketing efforts. Additionally, these
resources are made available to marketing partners upon

request for use in enhancing their efforts.
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The priorities for photography in 2021 are as follows:

e Fill in identified gaps in the media library (see
regional sections for specific details).

* Continued effort to increase diversity in images.

e Assist marketing partners with improving the photo
assets.

* Incorporate high-profile influencers into photos for
use in content and paid campaigns.

* Increased incorporation of user-generated content.

VIDEO

In an era in which video consumption continues to grow
at a staggering rate, ROOST is positioned to continue to
deliver strong video content to inspire the Dreaming and
Research phases of travel. Our 2021 digital video strategy
aligns with our overall strategy of continuing to build
awareness of the destination by leveraging our unique
assets to position the Adirondacks as a premier travel

destination.

In 2021, the following initiatives have been set with

regard to video:

* Increase brand awareness through video content by
developing one signature four-season promotional
video per region.

* Continue to fill in identified gaps in the media
library (see regional sections for specific video
acquisition and production details).

* Production of raw material gathered previously.

* Continued effort to increase diversity in video.

* Follow industry trends and implement best practices

for video content.

SOCIAL MEDIA

e 0>

Social media continues to be a key component in almost

all facets of the Travel Journey, from stimulating the
Dreaming Phase and carrying the traveler through their
experience, travel is one of the top topics shared across
social media. As a result, ROOST will continue to engage
our growing audience by sharing unique content via social

platforms.



Guided by numbers

* 30% of U.S. travelers turn to social media to find trip
inspiration.

¢ 74% of travelers use social media while on vacation.

* 52% of Facebook users say their friends’ photos

inspire their travel plans.

The goal for our social channels will be to continue to
create and share captivating and informative content
that focuses on encouraging followers to participate and
engage in the brand as opposed to only receiving static
messaging. Additionally, in 2021 ROOST will continue
to leverage influencers and ambassadors to continue to
build brand awareness in the marketplace with a younger
and more diverse travel demographic. As part of this
strategy, we will revamp the ambassador focus from an
event and general Adirondack awareness focus to tighter

alignment with specific campaigns.

EMAIL MARKETING

&

The direct email marketing strategy grew considerably in
its scope and complexity in 2020. This growth was driven
by both the implementation of the Acoustic marketing
platform, and as a result of the reduction in available paid
advertising dollars in 2020. We saw great success with
remarketing campaigns based on data from website traffic

and user email behavior throughout the year.

2021 will also see the advent of a new round of region
branded emails. These emails will primarily highlight
individual experiences through the use of new and
existing story content, and will be sent to a smaller send
size of travelers who have interacted with the region brand
cither by providing their email address directly or by
interacting with the website. The send size will be further
narrowed down to individual interests of the specific
traveler receiving the content - e.g. only travelers who

have visited regional website hiking pages.

The “Community Insider” emails became a valuable
asset during the COVID-19 pandemic as a way to reach
locals effectively and disseminate vital information

about businesses. These email lists saw increased growth
during this period and this program will continue for the

foreseeable future.

PAID MEDIA

Qa

Paid media continues to be a component of our strategy

in 2021. We anticipate that in the coming year, we will

need to continue to ensure that media placements take
into consideration the ability to be adjusted quickly based
on the current fluidity of travel due to COVID-19 and its

impacts.

The main tactics that ROOST will consider employing in
2021 include:

NATIVE ADVERTISING

Native advertising continues to be a strong performer in
ROOST-driven efforts. In particular, it is a useful tool for
attracting a specific audience to a specific piece of targeted
content. When placing native content advertising, we

will primarily use pieces written by our in-house content
team; however, at times (depending on the platform, as
well as the size and scope of the media buy) it may also

include pieces written by third-party contributors.

Some of the native content platforms that ROOST
will employ in 2021 include, but are not limited to:

StackAdapt, Google, Facebook, and Instagram.
DIGITAL DISPLAY

Display ads are helpful for remarketing as well as for
targeting a specific website audience. The majority of
display ads placed will be retargeting ads, reaching out to
individuals who have previously engaged with our website
or social media content and/or have expressed a recent
interest in travel. They will typically have a stronger call to
action aimed at conversion. Additionally, we often partner
with specific websites that have an audience which aligns
well with the specific product we are trying to market.
The latter form of display ads is usually part of a larger
media mix that also may include other forms of paid

media, such as print and sponsored content.

SPONSORED CONTENT

Depending on the audience we are trying to reach,
sponsored content with a source trusted by the audience is
an opportunity to gain awareness and credibility. ROOST
will seek out partnerships with travel and activity-based

platforms that align well with the Adirondack brand.
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VIDEO DISTRIBUTION

Video is only as good as the audience it reaches. With
video being an integral part of the overall strategy,
ROOST will amplify its effectiveness by disseminating
these assets to a target audience through pre-roll and mid-

roll video placement and native placements.

PRINT

Print continues to be a strong component for building
destination awareness. Typically, we seek out print
opportunities that also carry a digital component to

retarget the distributors’ audience.

INFLUENCERS

Personal recommendations are considered the most
effective form of advertising, especially when it comes to
travel recommendations. As a result, influencer marketing
will continue to be an avenue to expand awareness.
When choosing influencers to work with, a detailed
vetting process will be undertaken to ensure that the right
audience and values align with the particular destination’s
brand. Additionally, a focus will be placed on building
relationships with influencers that can speak authentically

to diverse audiences.

Beyond the primary tactics, ROOST may continue to
include a mix of television, radio, and paid search as part

of the overall paid strategy.

PUBLIC RELATIONS AND
COMMUNICATIONS

&

Third party validation provides “social proof” from
trusted sources and experts that the region is a premier

travel destination.

As part of its overall proactive communications

strategy, ROOST pursues earned media exposure to
elevate brand awareness and enforce key messages for
the Adirondacks. To acquire earned media, the team
develops and maintains relationships with media to gain
publicity through various channels. This includes mass
media outlets such as newspapers, television, radio, and
the internet, as well as publishers and contributors for a
variety of formats such as television/radio shows, travel

editorials, blogs, vlogs (video blogs), podcasts, etc.

2021 PR STRATEGY:

* Continue to review and update the media kit.
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* Develop story pitches that differentiate the
destination and align with region priorities.

¢ Search national media databases for relevant media
outlets to pitch story ideas to, send press releases to,
and develop relationships with, in order to meet the
goal of securing regional and national press coverage.

* Work with our PR firm, JMCPR, to secure regional,
national, and international press coverage on
new development, seasonal offerings, and specific
differentiators for each region.

¢ Fulfill media inquiries from partner entities such as
ILNY (Finn Partners) and other sources.

¢ Attend press events such as ILNY Media Nights,
ATTA (Adventure Travel Trade Association), and
Elevate Conference. For 2021, should in-person
events not be available, ROOST will work with
JMCPR to host virtual Adirondack media nights.

* Host travel writers and organize FAM
(familiarization) tours based on vetted leads acquired
by above listed activities.

* Focus on building relationships with travel writers
and influencers that appeal to a diverse audience.

* Leverage paid media strategies through earned PR
programs such as in-kind editorial content.

e Write and distribute press releases for regional
promotions, seasonal “what’s new” pieces, and events.

* Amplify regional and partner PR efforts.

¢ Use Cision and Google Analytics to measure traffic
and engagement generated by media coverage and

influencer content.

CONSUMER SHOWS AND
EVENTS

In past years, ROOST has participated in a number of
strategically positioned industry shows and activation
events. Examples of these activities include, but are not
limited to: Adirondack Day at Saratoga Race Course, The
New York Times Travel Show, AT TAElevate (Adventure
Travel Trade Association), and the Ottawa Travel and
Vacation Show. We plan to evaluate these opportunities
and types of events again in the future as they become

available.



ORGANIC SEARCH
QB
SEARCH ENGINE OPTIMIZATION

Trends continue to show that travelers are using online

search as they look for travel ideas and plan their trips.

Each of our websites employ a particular keyword strategy
specific to that region’s products and differentiators. By
creating content that’s focused on these targeted keywords
and phrases, we improve search engine visibility. While
the overall strategy is decided upon in advance, to keep up
with shifts in market demand, individual pieces of content

may be adapted or developed to target emerging trends.

Since 2014, ROOST has employed an aggressive content
creation strategy, with an especially high focus on stories,
producing at least 400 new stories per year across all
regions. Many of these old stories are highly trafficked,
resulting in compound organic search traffic over the life
of the story. Unfortunately, some of these older stories
are out of date. In 2020, ROOST cut back new story
production by about 35% to put a focus on refreshing
and improving existing content for search engine

optimization.

CHANGES IN SEARCH
In recent years, organizations have faced increasing
challenges with regard to growing their organic traffic due

to a few key factors. Examples include:

* Ongoing changes in search algorithms.

* Top search results continue to fall farther down the
page as the pay-to-play market increased with more
ads at the top.

* Emerging technologies such as voice search.

* Local listings became more prominent, pulling
attention away from organic results and again
resulting in lower positioning of the top-ranking
organic results.

* Google, similar to other platforms, is trying more
and more to keep users on their platform, especially
on mobile, where they are pulling information from
other websites and displaying that information in
search results.

* As a result, research shows that 40% of organic traffic
is answered by Google rather than resulting in an

organic click.

MANAGING ONLINE REPUTATION

With these changes, DMOs need to pay more attention
to how their destinations are represented across Google
and other third-party platforms. To offset the challenges,
Google has created the Google DMO Content Program.

ROOST will continue to put a further emphasis on

evaluating and ensuring that the destination is displayed
in a good light. An increased effort to improve the
completeness, quality, and accuracy of content across
Google Maps, Destination and Travel Guide Pages,
Google Trips App, and more.

Similarly, we will continue to ensure the listings are up
to date with partners such as I Love New York, Visit
Adirondacks, and other third-party platforms.

BOOKING

ROOST continues to offer the Inntopia booking engine
to partners interested in adding or expanding online
booking efforts. The system is available for lodging and
for activity/event booking. The system is offered at no
monthly fee and only requires a small commission on
behalf of participating partners for completed bookings.
Currently, Inntopia serves as the primary booking
platform for several regional partners and events, and as a

supplementary sales channel for many more partners.

Inntopia also offers opportunities for packaging and
ROOST is exploring other improvements which partners

can use to promote any packages they offer.

IN-MARKET SERVICES

VISITOR SERVICES

Visitor services continue to be an integral part of our

operations, either through ROOST-managed visitor
service offices or through the support of continued
partnership with local chambers of commerce and/or
community-based tourism departments. Additionally,
having Regional Marketing Managers/Representatives

on the ground in each region further encourages the
collaborative effort between our marketing partners’ front

line staff and the overarching tourism program.
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PRINTED GUIDES

While printed guides are no longer used to the scale that
they once were — as a fulfillment piece to aid in the
research phase of travel — today’s traveler still appreciates
maps and guides while in the area. ROOST will continue
to evaluate the need for and produce a select number of

printed materials as needed.

For a detailed outline of the planned print projects for

each region, please visit the specific region sections.

SIGNAGE

ROOST has often assisted communities with the
development of welcome signage, event information
signage, etc. In 2020, as the North Country began to
move through the phases of reopening, a need arose
for informational signage on the health guidelines
and expectations within our communities. ROOST
anticipates that in 2021 we will need to continue to
evaluate signage needs as they arise, and assist with

development on a case-by-case basis.
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ADIRONDACK REGIONAL TOURISM COUNCIL

The Adirondack Regional Tourism Council (ARTC) is made up of the seven counties in the NYS Empire State Development-
designated Adirondack Region: Clinton, Essex, Franklin, Hamilton, Lewis, St. Lawrence, and Warren counties. ARTC is
overseen by a Board of Directors made up of the Tourism Promotion Agent (TPA) from each of the seven counties. ROOST
holds two seats on the ARTC Board:

* Essex County: Mary Jane Lawrence

* Hamilton County: Michelle Clement

Together, ARTC executes the marketing program “Visit Adirondacks.”

ILNY MATCHING FUNDS

The New York State Department of Economic Development has traditionally awarded counties with I Love NY (ILNY)
Tourism Matching Funds. The purpose of the I Love NY Matching Funds Program is to provide county funding for the
planning and execution of marketing programs designed to stimulate and increase the economic impact of tourism for New
York state. All efforts administered using ILNY funds must follow the ILNY Matching Funds requirements. The program
also encourages TPAs to participate in regional, multi-county, and thematic-based programs that are aligned with those of the
state. Additionally, ILNY encourages TPAs to base their plans on consumer research that identifies marketing opportunities

for sustainability and growth.

ROOST has annually applied for and been awarded matching funds on behalf of Essex County and Hamilton County. Once
each county has matched their award amount, the funding was used to support the Visit Adirondacks regional program, as

well as the Adirondacks, USA supplemental program themes.

In 2020 the ILNY Matching Funds Program was placed in a holding pattern due to budget constraints created by the
COVID-19 pandemic and it is unclear as to their status in 2021. Unfortunately, without ILNY funding, the ARTC board has
had to make some challenging decisions with regard to the Visit Adirondacks program. As a resulg, it is anticipated that the
Visit Adirondacks program will be continuing to operate on a much scaled back capacity, however the board has prioritized

the following action plan to keep the program alive until funding has been stabilized:

* The launch of a new traveler based website at VisitAdirondacks.com. The fresh layout will be focused on helping travelers
become acquainted with what the Adirondacks offer and help travelers narrow in on the different destinations within the
greater Adirondack region. (Paid in full with 2019 funds.)

* Managing the Visit Adirondacks social media channels by rotating weekly takeover among the 7 counties that make up
ARTC.

* ROVE Mobile Tracking Data. (See research and development section.)

¢ Coordination of a regional email campaign to leads generated through years of collaboration.

THE ADIRONDACKS, USA INITIATIVE

In addition to the ARTC regional program, the Adirondacks, USA initiative provides the flexibility to efficiently pool
together resources from 7 ROOST regions in order to have a larger reach and make a greater impact. The Adirondacks, USA
programming touches and enhances many aspects of the overall marketing strategy, from PR and communications to content

development and email marketing to media placements.

Along with using Adirondacks, USA for general Adirondack awareness and seasonal campaigns, over the years the
Adirondacks, USA brand has been leveraged to promote some specific regional themes and priorities. The following section

outlines some of these recurring campaigns.
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Love Your ADK
LEAVE NO TRACE EDUCATION

Outdoor recreation continues to be a primary tourism driver for the
Adirondacks. Like many outdoor destinations, the increased interest
and use of our trails, waterways, and backcountry has brought

over-use challenges. In an effort to protect these natural resources,
educate travellers, and sustain our outdoor recreation economy,
ROOST partnered with the New York State Department of
Environmental Conservation, the Adirondack Council, and the
Adirondack Mountain Club and together launched the Love Your ADK
website and pledge on April 22, 2020. So far 1,000+ people have signed the Love Your ADK

Pledge and learned more about Leave No Trace. The pledge and Love Your ADK site will continue to be promoted

in 2021 through organic social posts, a display at the Northbound North Hudson High Peaks Rest Area, web banners, emails,
and other print and digital materials.

GOALS/PROGRAMMING NOTES:

* Educate travelers on how to minimize their impact on our natural resources.

* Inform travelers on how to be prepared for their backcountry experience.

* Align our efforts with the nationally recognized Leave No Trace Seven Principles.

* Maintain our Community Partnership level with the Leave No Trace Center for Outdoor Ethics.

* Help disperse hikers from high use areas by raising awareness for other great areas to explore and encouraging hikers to

have a ‘Plan B’ in case trailheads are full.

Ski ADK (Ski the Adirondacks)

ALPINE SKIING / CROSS-COUNTRY SKIING

Beginning in the fall of 2017, regional alpine ski mountains started working on a collaborative
marketing effort to raise awareness of the quality and availability of the great skiing within the
Adirondack Mountains. We started off small with the focus on the consistent use of the hashtag

#SkiADK and a small amount of physical in-market advertising such as stickers, banners, and flags.

The following season we began to create a larger awareness of the #SkiADK message with partnerships
with Ski Magazine, Powder Magazine, Ski Canada, and a variety of both traditional and digital ad
placements. During the 2019-20 ski season, we expanded this program to include Nordic ski areas.

As we move forward in 2021, a continued effort will be placed on building awareness for the #SkiADK

message through a collaborative partnership with Adirondack ski areas.

GOALS/PROGRAMMING NOTES:

* Increase awareness of the Adirondacks as a ski destination.

* Promote mid-week skiing/riding.

* Help connect skiers/riders with important information they need to “know before they go.”

* Increase tickets sold at area mountains (Note: this ongoing goal may meet challenges due to
capacity restrictions for the 2020-21 season).

* Increase visitation to area Nordic ski centers.

* Generate leads for remarketing.
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Adirondack Wayfinder
INSPIRING THE ADIRONDACK ROAD TRIP

’ (X ]
Adirondack Wayfinder is a theme-based approach to connecting communities ° )
[ ]
and a tool to help travelers be inspired, dream, and plan. The premise of the ‘ b
program is to create road-based itineraries that are curated based on theme, ,
°

traveler interests, and/or travel party make-up. The itineraries are mapped, can " o®

be modified to start from any address, and can be used for navigation. This

allows the tool to follow the traveler from the dreaming phase and research wd *

phase through to the experience phase in their travel journey. y n e r
In 2020, as New York state navigated from “NY Pause” to the “NY Forward”

reopening strategy, so did the demand for safe and “close to home” travel

experiences. As a result, in fall 2020, a new and improved Adirondack Wayfinder was launched to help meet that demand by
inspiring the Adirondack road trip. For the initial launch, the content was focused around themes and itineraries that were
timely for travel in 2020, highlighting outdoor wide-open spaces as well as attractions, businesses, and experiences that were

open and could safely accommodate travelers at the time.

In 2021, we look forward to working with our community partners to continue developing itineraries and creating thematic
connections. Additionally, we will leverage Adirondack Wayfinder as part of our overall communications strategy to help

showcase seasonal offerings that are relevant to media inquiries and pitches.

GOALS/PROGRAMMING NOTES:

* Increase awareness of the Adirondacks as a touring destination.

* Increase visitation to unique amenities and attractions.

* Discover lesser-known communities throughout the region.

* Work with communities and businesses to leverage Adirondack Wayfinder to create and promote thematic tours and

itineraries.

Upper Hudson Recreation Hub
THE FIVE TOWNS INITIATIVE

The Upper Hudson Recreation Hub consists of the tourism assets surrounding and including the
Essex County towns of Minerva, Newcomb, North Hudson, and the Hamilton County towns of
Long Lake and Indian Lake. Several years ago, following the state acquisition of several large tracts
of lands within these communities, an alliance was formed. As part of this alliance, these five towns
identified the opportunity of combining efforts to market and promote the unique geographical

surroundings and world-class recreational experiences the area offers.

Recently, the Upper Hudson Recreation Hub has seen significant commitment from New York

state with the construction of the new Frontier Town Campground and Equestrian Center in North
Hudson, as well as significant trail build-out over the last several years. Long term, the Upper Hudson Recreation Hub
strives to position itself as an interconnected hub of multi-use trails that include activities such as hiking, horseback riding,

snowmobiling, and biking.

RECENT UHRH ACHIEVEMENTS
* Rebranding of the two regions that fall within the Upper Hudson Recreation Hub
* Adirondack Hub (Essex County)
* Adirondack Experience (Hamilton County)
* Development of a new logo mark for the Upper Hudson Recreation Hub.
* Website design development for the Adirondack Hub and UHRH.
* Relaunched new and improved Adirondack Wayfinder with dedicated section for Upper Hudson Region Hub itineraries.
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2021 PROGRAMMING GOALS

* Continue to build awareness of recreational opportunities available in the Upper Hudson Recreation Hub.

* Acquire additional photo and video assets to use for promotional purposes.

* Increase UHRH itineraries on Adirondack Wayfinder that interlink the assets between the five communities.

* Leverage the Upper Hudson Recreation Hub to create cross-promotion campaigns between Essex and Hamilton County.
* Work with our community partners in the 5 Towns to identify ways we can further support their initiative of positioning

the region to be an interconnected hub of multi-use trails.

Adirondack Showmobile App
SNOWMOBILING IN THE ADIRONDACKS

Snowmobiling continues to be a strong activity throughout the Adirondacks. A recent survey of snowmobilers completed by
ROOST found that snowmobilers have a higher average income and spend more on average than other leisure travelers per
party. Snowmobilers are also very likely to tour multiple communities throughout their stay, spreading their economic impact
throughout the Adirondacks. These travel patterns make this demographic a prime target for multi-region campaigns and

marketing efforts.

During the 2018-19 snowmobile season GPS data of the snowmobile trails was collected throughout the region. In the fall
0f 2019 a new snowmobile app was launched to help travelers learn about snowmobiling in the area and navigate the trails/

amenities once they are here. In 2020, we invested in making additional upgrades to the app to improve its functionality.

In preparation for the 2020-21 season we have been working with community partners to help create signage and other
materials to help connect snowmobilers with the information they need to “know before they go.” In the coming year, a focus
will be placed on building awareness of snowmobiling in the area and encouraging users to download the app. Additionally,

we will continue to work with community partners to ensure the accuracy of trail and amenity information.

GOALS/PROGRAMMING NOTES:

* Continue to work with community partners to ensure all trail information is accurate and remains up-to-date.
* Increase visitation by snowmobilers.

* Leverage snowmobiling to boost the economy during a slower season.

#ShopADK
SHOP SMALL AND MAKE A BIG IMPACT

Supporting locally-owned businesses is a critical component to building and maintaining vibrant communities. During the
2020 holiday season we introduced the #ShopADK messaging as part of our regional holiday shopping campaign. While the
#ShopADK message will extend year-round, the first component focused on holiday shopping with the goal of:

* Supporting community based holiday shopping events hosted by our regional partners.

* Promoting the importance of supporting our local communities by shopping local.

* Highlighting the unique variety of one-of-a-kind gifts and experiences you can find
locally this holiday season.

The #ShopADK message was developed strategically so that it could speak to both local
community residents, regional residents, and travelers who love the Adirondacks. It is
Adirondack focused, and allows a way to promote the “Shop Local” message to all three
of these audiences who consider “local” to be a different location based on where they

are geographically.

In 2021, the #ShopADK messaging will expand year-round and will continue to
focus on the unique retail opportunities. Additionally, we will work to incorporate

additional industries such as restaurants.
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GOALS/PROGRAMMING NOTES:
* Foster a buy local, support local, state-of-mind in our communities.
* Support community-driven initiatives by regional partners (i.e. Chambers, Business Associations, etc).

* Raise awareness with visitors of the unique shopping and dining opportunities in the Adirondacks.

Politely Adirondack
CONVEYING IMPORTANT INFORMATION IN A KIND, FRIENDLY, AND ADIRONDACK WAY.

In 2020, the “Politely Adirondack” campaign was born from necessity. The goal was to heighten awareness and compliance
with the required health and safety protocols (face masks, social distancing, etc.) in a friendly and engaging way. The solution

came in the form of the popular “Politely Adirondack” animals.

ROOST has continued to develop signage, digital materials, handouts, and other materials to use throughout the region to
create a cohesive message of what is expected when people are in our communities. These resources have been made available
to businesses via downloadable resource toolkits and deliveries of printed copies. They have also been updated seasonally and
leveraged for community shopping events such as the Community Jumpstart (during initial reopening), and #ShopADK
Holiday Edition.

. . « . . » . . o0
We anticipate that the “Politely Adirondack” campaign will c
continue to be relevant in 2021 as we continue to navigate ﬁ

through these unique times.

Empire State Winter Games
POSTPONED UNTIL 2022

Each winter, Empire State Winter Games (ESWG) is a multi-day sporting event
hosted in Lake Placid, Saranac Lake, Tupper Lake, Wilmington, Brighton,
and Paul Smiths. The games bring together athletes from across New York and

beyond to compete in over 30 winter sports events.

In 2020, the games celebrated their 40th anniversary as they hosted more than

2,700 athletes of all ages, including master divisions.

We look forward to the return of ESWG in 2022. In the meantime,

we intend to keep the spirit of the games alive as we stay \

connected with the athletes through virtual experiences.
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SUMMARY

The Lake Placid/High Peaks Region comprises Keene, Keene Valley, and Lake Placid in Essex County. The many outdoor
activities, combined with traditional and unique Main Street shops, restaurants, and variety of amenities and attractions allow
the traveler to create their own perfect day.

Brand Statement
Lake Placid - Invent your own perfect day.

There is a village sheltered high in the Adirondack Mountains where all are welcome to come and invent your own
perfect day.
Lake Placid is a real community, with a Main Street made for walking, nights where you can see the stars, and people

who love their hometown. It shows.

Families like to call this place home because it has a thriving sense of community and it is set away from the more
hectic world. A legendary park, bigger than any other in the contiguous United States, protects us. We have clear skies,
deep forests, high peaks, lakes of all sizes and shapes, and moose.

The world came here twice to hold its Olympic Winter Games. Today, Lake Placid is a place where you're free to join

in and fill your days with the things that make life more adventurous, romantic, and fun.
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ONLINE PERFORMANCE

Website Performance

LakePlacid.com Traffic
(10/01/19-09/30/20)

Pageviews
Users
Sessions
Paid
Organic Search
Direct Traffic
Social Referrals
Adirondacks, USA Newsletter
Adirondack Experience Insider
Avg Session Length
Avg Pages/Session

3,133,448
960,085
1,377,884
63,430
719,628
112,570
24,685
14,359
10,478
2:32

2.27

0 76,768 followers (6,885 increase)
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Top Website Content

Page Pageviews
Homepage 234,581
Do 101,521
Lodging 63,338
Travel Updates 64,497
Events 62,937
Dining 54,417
Mount Marcy 48,998
Contest 45,008
Hiking 28,379
Indian Head 27,130

Share

7.49%
3.24%
2.09%
2.06%
2.01%
1.74%
1.56%
1.44%
0.91%
0.87%

36,400 followers (7,429 increase)
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TARGET MARKET

The following targeting parameters represent the primary Designated Market Area
(DMA) and general travel demographics used for conducting targeted marketing
efforts for the Lake Placid Region. NOTE: For some specific topics, additional
refinements may be made to the DMA and traveler demographics, as well as
targeting based on interests relevant to the topic.

. Primary DMAs

Albany-Schenectady-Troy
¢ Boston (Manchester)
* Buffalo
* Burlington, VI-Plattsburgh, NY (excluding Adirondack

counties)
e Hartford and New Haven, CT
e New York City

* Ontario

¢ Quebec

¢ Rochester

* Syracuse

— Secondary DMAs

Pandemic Travel Restriction * Binghamton

* Elmira (Corning)
The safety of our residents and travelers remains our highest + Philadelphia, PA
priority. During thif time we han: adj‘usted our target audience « Utica
to focus on the “regional traveler.” This consists of New York
state residents within a 2-3 hour drive of the destination. We * Wiashington, DC (Hagerstown)
will continue to monitor the infection rate via the New York ¢ Watertown
Forward dashboard and adjust accordingly throughout the o Wilkes Barre-Scranton-Hazleton

coming year. o .
¢ Major interests: travel, family travel, adventure travel,
When the time comes that we can safely expand marketing outdoor recreation, outdoor enthusiasts.

efforts beyond the “regional traveler,” we will review interest
based and other demographic priorities at the campaign level
from emerging data sources such as Longwoods International,
ROVE mobile tracking, and the annual Leisure Travel study to

¢ 'The majority of travelers that come for outdoor activities are
interested in hiking.

e Traveler average income higher than regional average.

identify any relevant changes in travel patterns.
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2021 PROGRAMMING HIGHLIGHTS

Region Recovery
In 2021 the focus will remain on cultivating a travel demand that stimulates the Lake Placid economy while keeping the
safety of our residents and travelers as the highest priority. As noted in the target audience, during this time the strategy will

remain focused on the “regional traveler.”

In March of 2020, “traveler alerts” were added to the top of LakePlacid.com. Additionally, all facets of our marketing efforts,
from emails and social media to seasonal landing pages, link travelers directly to what they need to “know before they go.” A
large focus was also placed on making sure in-market signage, handouts, and other resources helped ensure that expectations

within the community were communicated. This information will remain at the forefront of marketing efforts.

The promotion of the region will remain focused on positioning the area as a destination with activities that are open and

available, and align with what travelers are looking for during this time. This will include, but not be limited to, a focus on:

* Qutdoor activities
* Skiing, snowshoeing, hiking, biking, golf, watersports, outdoor attractions, etc.
* Focus on Leave No Trace principles.

* Fresh air, wide-open spaces.

* New developments (Olympic Venues, new business and amenity developments).

* Road trip itineraries.

* Continued support of business including a focus on take-out, curbside pick-up, and other offerings.

First Time Visitor Page

In 2021, a first time visitor page will be created for LakePlacid.com. This landing page will provide those visiting the website
for the first time with easy access to resources that answer basic questions they may have about visiting Lake Placid. The page
is designed to be visually heavy and copy light in order to easily guide the visitor and inspire them to delve deeper into the
site. The goal is to connect them quickly to the information they are seeking in order to increase their move through the travel

sales funnel.

Region Specific Emails
The email marketing strategy grew considerably in 2020. In addition to the refresh of the Adirondacks, USA weekly email,
welcome emails and retargeting emails were added to the email strategy. These new emails are branded specific to Lake Placid,

and are triggered based on the behaviors of people visiting LakePlacid.com.

In 2021, a targeted email strategy will include sending segmented interest-based emails directly from Lake Placid. These
interests are determined by both the information provided when someone signs up for an email as well as the content they

engage with once they have signed up.

Additionally, the “Lake Placid Insider” emails will continue to be a way to reach locals to disseminate information about
events and other happenings in the region. During the COVID-19 pandemic the “Insider” also became an effective way to
share important information about business offerings, COVID-19 testing sites, and other important information for locals.
As a result, the lists saw increased growth during this period and we will continue to leverage this tool for the foreseeable

future.

Photo/Video Summary

As we continue to build a library of photo and video assets to showcase the Lake Placid/High Peaks Region, a priority has
been placed on developing a more diverse library of images. This will be accomplished by pairing our media team with
influencers and ambassadors who share an affection for the activities and amenities of the Adirondacks, and are part of

and speak to a diverse audience. Additionally, we will focus on increasing photos for Main Street experiences, the new
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developments at the Olympic Venues (showcasing all seasons) including spring skiing at the new Midway Lodge at Whiteface,

and highlighting areas where people can disperse to experience wide-open spaces.

Throughout the year we will also continue to focus on working with our partners at Travel Unity on increasing diversity

representation.

Public Relations/Communications
As part of its overall proactive PR and communications strategy, ROOST pursues earned media exposure for the Lake Placid
Region. The strategy includes developing story pitches, writing press releases, and hosting familiarization tours (FAM) that

focus on elevating key messaging that heighten interest in the region.

More specifically, PR pitches and press releases will highlight new developments, seasonal happenings, and unique travel
opportunities that differentiate the region. In 2021, we will continue to seek partnerships with travel writers and journalists
that are looking to share their passion for the outdoors and are able to showcase Lake Placid’s perfect balance of nature and
amenities with their audience. A focus will also be placed on showcasing the new developments at the Olympic facilities and

highlighting best practices for outdoor recreation.

Additionally, we will target family travel writers and build relationships with travel writers that speak to a diverse audience.

High Peaks/Leave No Trace

Outdoor recreation continues to be one of the primary tourism drivers for the Lake Placid Region. The High Peaks, in
particular, have seen a significant increase in use in recent years. ROOST has been and will remain committed to working
with regional partners to protect these public lands and the impact it has on the surrounding communities by promoting

sustainable recreation.

In 2020, in partnership with the Adirondack Mountain Club, the Adirondack Council, and the NYS Department of
Environmental Conservation (DEC), the Love Your ADK campaign was launched. This was just one of many efforts focused
on educating travelers on Leave No Trace principles, as well as helping elevate the challenges that come with the increased use

of particular hiking trails. (See Love Your ADK section under Adirondacks, USA initiatives for more details)

In 2021, ROOST will continue to leverage the Love Your ADK campaign to promote the importance of hiker preparedness
and positive outdoor stewardship. Meanwhile, there will be an ongoing focus to work with our local community leaders,
outdoor recreation partners, and the High Peaks Advisory Group to mitigate challenges in the short term, while a long term

plan for the High Peaks is developed and implemented.

Event Support
While events saw a major setback in 2020 and are projected to continue to be on pause into 2021, ROOST is committed
to working with the community and the various event organizers to hit the ground running to ensure events have a strong

return. Some of the support we have provided for events in the Lake Placid in the past includes:

* Managing a comprehensive events calendar on LakePlacid.com and the related “Lake Placid Insider” email.

¢ Lake Placid Ironman volunteer coordination.

* Planning and execution assistance for the Holiday Village Stroll, Lake Placid 4th of July Celebration, Community Day,
and a variety of other community-driven events.

* Support for Lake Placid Summit Lacrosse, Can-Am Rugby, etc.

* ROOST maintains a fund to support marketing efforts to bring overnight visitors to communities hosting events within
the Lake Placid Region. Funds must be used for marketing efforts only and not for operational expense. Funding support
is requested via application and is distributed on a first come, first served basis.

* Raising awareness of events through content writing, photo/video support, social media, and targeted ad placement for

other larger tourism driving events.

See “events” in the General Topic Description section for additional details.
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Perfecting Placid

Lake Placid will soon be even more perfect! The work being completed to make Lake Placid even more perfect is both
necessary and exciting! Some of the projects were identified as a result of the upcoming 2023 World University Games. Other
projects were identified as necessary to sustain the unique beauty of our village and Mirror Lake, while upgrading Main
Street’s walkability. We will be working, in coordination with our state and local partners, to communicate in real time to

community members and travelers what they can expect during this time.

2023 WORLD UNIVERSITY GAMES

The organization of the games continues. Working closely with New York state and the Olympic Regional Development
Authority, the Adirondack SPORTS Council’s Organizing Committee is moving forward in all organizational areas. A new
logo, website, and mascot will be launched in the spring of 2021. Broadcast partners and the sponsorship program will also
roll out in 2021. The games are scheduled for January 12 - 22, 2023 with over 2,500 athletes and officials, and more than 50

nations competing in 13 different sports. (www.lakeplacid2023.com)

MAIN STREET CONSTRUCTION
In the spring of 2021, the proposed Lake Placid Main Street Improvement Project will begin. A focus will be placed on
mitigating and alleviating the inconveniences anticipated for travelers, local residents, and businesses throughout the lifetime

of the project. This will include, but not be limited to:

* Working with the Village of Lake Placid and other entities to ensure timely and accurate sharing of project information
to Main Street businesses, community residents, and travelers.

* Encouraging travelers and community residents to continue to patronize Main Street businesses.

* Work with Main Street merchants on creative promotions to encourage business during this time.

* Coordinating with the Village of Lake Placid and other entities to assist with mitigating inconveniences.

* Providing in-market information to travelers on detours and parking.

OLYMPIC VENUE CONSTRUCTION

Additionally, construction will continue at the Olympic Venues in 2021. The New York State Olympic Authority has been
working on several upgrades in 2020 to Whiteface Mountain, the Olympic Jumping complex, Mount Van Hoevenberg, and
will begin construction on the Olympic Center in 2021. We will promote all of the exciting new features at these Olympic

venues.

DESTINATION MANAGEMENT PLAN
We have initiated the process of pursuing a Destination Management plan for Lake Placid/North Elba. This initiative will
create a vision on how the community can plan it’s physical, social, and cultural attributes and assets to create a stronger sense

of place, and develop an overall positioning and implementation strategy for the future of the visitor economy.

LEAF (LOCAL ENHANCEMENT AND ADVANCEMENT FUND)
In 2020, we completed a three year process of developing a perpetual and dedicated fund for community and tourism
enhancements paid for by visitors. This fund should provide an estimated $1 million annually for North Elba programming.

A committee will vet applications for final approval by North Elba Town Board.

COMMUNITY HOUSING PROJECTS
MacKenzie Overlook
Starting in 2019 and continuing into 2021, this is an initiative with the HCR affordable housing project that will provide 60

units, totaling 80 bedrooms, within walking distance of downtown.

The Peaks
This project is to cultivate long-term community housing at the former Cell Science Center. These units will serve as an

Athletes Village for the 2023 World University Games and then, post games, long-term community housing.
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Town of Keene

In 2020, we assisted the Town of Keene with the development of a new website. In 2021, we will continue to assist the
community with the initial content additions and training on long term site maintenance. Additionally, we will remain
focused on cultivating sustainable tourism, educating travelers on Leave No Trace principles, and helping navigate the

challenges that come with the increased use of particular hiking trails.

Community Engagement

ROOST COMMUNITY OUTREACH COMMITTEE

ROOST and community members joined together in 2020 to create this committee with the purpose of better understanding
the wants and needs of residents. Committee members are an assembly of residents representing schools, public organizations,
retail, food and beverage, and the non-tourism related work force. This committee directly influenced the “Community Jump
Start” initiative, 4th of July Celebration, and Halloween. We look forward to continuing to work with this committee as we

navigate through 2021.
ORGANIZATION COLLABORATION

Having strong partnerships is a critical component to continuing to advance Lake Placid as both a vibrant community and a
must-visit destination. ROOST is proud to collaborate and engage with a variety of organizations throughout the community.
Some of these committees include the Lake Placid Business Association (LPBA), Arts Alliance, the Appearance Committee,
the Development Commission, and the Olympic Regional Development Authority (ORDA). In 2021, we look forward to

continuing to work with these partners to support their initiatives.

Conferences

COVID-19 has had a significant impact on group and conference business in 2020. In addition, the anticipated Olympic
Center construction in 2021/2022 has limited the availability of town-wide conferences. In 2021 our sales team will be
focusing on supporting hotel group business, unique group travel, and securing contracts for large town-wide conferences in
2023.
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REFERENCE: GENERAL TOPIC DESCRIPTION

The following is a list of topics that have been outlined and refined over years of community

collaboration developing marketing priorities for the region. While the weight of promotion of

these priorities will need to be flexible to accommodate the impacts of travel restrictions and

business operations, the topics themselves will not change. As a result, this list will continue to be

referenced on a regular basis as we outline the specific seasonal campaigns.

Arts and Culture

The Lake Placid Region is proving to be a destination
for arts and culture, with performances, shows, and
concerts throughout the year. The Lake Placid Center for
the Arts brings in many national acts and consistently
offers cultural experiences to locals and travelers. There
are art galleries on and off of Main Street featuring
paintings, photography, and artisan crafts. There are
weekly concerts of national and regional acts throughout
the summer in Mid’s Park downtown. The Sinfonietta
adds to the cultural experience with “The Orchestra of
the Adirondacks” during the summer months. Events
centered around the arts such as the Lake Placid Film
Festival and ballets are growing each year. Lake Placid
offers a wide range of arts and culture amenities that
complement the traveler experience. The historic Palace
Theater is typically open year-round, with the latest
movies on multiple screens. The Lake Placid History
Museum highlights fascinating local history and hosts

special events.

Dining

The Lake Placid Region has award-winning restaurants,
breweries, and chefs. Studies show that millennials
consider where they are eating as much as where they are
staying when planning a trip. In 2021, we will continue
to focus on supporting the restaurant industry as we
navigate through the challenges of operating at reduced
capacity and other factors associated with the pandemic.
Additionally, we will showcase the hidden gems in the
region, and unique and creative alterations being made to

accommodate patrons during this time.

Events

Traditionally, the Lake Placid Region boasts a diverse and
robust event schedule. Every year, Lake Placid is host to
world-class sporting events such as Lake Placid Ironman,

World Cup bobsled, luge, and skeleton races, the Lake
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Placid and I Love NY Horse Shows, Summit Lacrosse,
Can-AM Rugby, Empire State Winter Games, and Can/
Am Hockey, to name a few. Additionally, Lake Placid

has a unique variety of arts and cultural events such as

the Songs at Mirror Lake series, Lake Placid Sinfonietta,
and recurring farmers markets in Keene and Lake Placid.
Family-friendly events including the I Love BBQ Fest and
Lake Placid Holiday Village Stroll make Lake Placid a

perfect destination for everyone.

LIST OF EVENTS:

¢ Can/Am Hockey

e Can/Am Rugby

¢ Lake Placid Film Festival

¢ Lake Placid Holiday Village Stroll

* ECAC Division I Hockey Championships
¢ Ironman Lake Placid

* Empire State Winter Games

¢ Lake Placid and I Love NY Horse Shows

¢ Lake Placid Marathon and Half Marathon
* Summit Lacrosse

* World Cup events

* Figure skating events

¢ I Love BBQ Festival

¢ Lake Placid Sinfonietta

* Songs on Mirror Lake Music Series

¢ Lake Placid Center for the Arts events

* Supporting: Virtual events, business events/

promotions, and other community-based events

Holiday Season

When it comes to the holiday season, the Lake Placid
Region is an iconic winter wonderland. Enjoy outdoor
activities such as ice skating, dog sled rides, and skiing
(alpine and Nordic), then cozy up next to a fire, and
enjoy roasting marshmallows and eating smores. The
opportunities to make holiday memories are plentiful in

Lake Placid. Additionally, seasonal events and activities



such as a visit to Santa’s Workshop, the Lake Placid
Holiday Village Stroll, the Holiday Fun Zone, and Santa
Ski Day provide additional incentives to visit Lake Placid

and invent your perfect holiday.

Fall Travel

Fall foliage, festivals, and crisp air make the Lake Placid
Region unlike any other destination in the fall. Autumn
is an excellent time for scenic drives, nature walks, golf,
hiking, mountain biking, and many other outdoor
activities. Complement your daily activity at one of the
region’s restaurants and breweries, which offer unique
dishes and a showcase for locally harvested and made
specialties. As events return to the calendar, travelers can
pair scenic beauty with cultural activities such as the Lake
Placid Film Festival, Oktoberfest, Flaming Leaves Festival,
farm cheese tours, and a visit to the Olympic sites; the

result is a perfect fall experience.

Golf
Panoramic Adirondack High Peaks scenery, coupled with

lush fairways and well-manicured greens, make for a one
of a kind golfing experience that is unique to Lake Placid.
There are five golf courses in Lake Placid, making it an

ideal destination for golfers and groups.

Guided Services

Lake Placid is the home base to a variety of knowledgeable
Adirondack wilderness guides to help travelers explore

the mountains, lakes, and rivers surrounding Lake Placid.
In addition to bringing a wealth of knowledge about the
backcountry and local folklore, Adirondack guides are
licensed and certified in first aid, CPR, and water safety.
Guided services offer the opportunity for both first time
explorers and experienced recreationalists to discover the

Adirondacks in a deeper and more meaningful way.

Hiking

Hiking, and in particular hiking in the High Peaks,
continues to draw a large number of visitors to the

Lake Placid Region. As a result, all promotional efforts
for hiking in the Lake Placid/High Peaks Region are
focused on educating travelers on the importance of
backcountry preparedness and choosing the right hike to
fit their abilities and expectations. As a result, the primary
marketing messages are Love Your ADK (Leave No Trace
principles) and alternative hikes and unique nature walks.
Additionally, we will continue to leverage relationships
with ambassadors and influencers to help relay these

important messages.

Lake Placid Olympic Sites

The Olympic Regional Development Authority (ORDA)
manages several Olympic sites in the Lake Placid/
Wilmington area, including Whiteface Mountain, Mount
Van Hoevenberg, the Olympic Jumping Complex, and
the Olympic Oval. For the 2020-2021 season, there

are many updates and changes to these venues aimed

at enhancing user experience. Mount Van Hoevenberg
anticipates opening the Mountain Pass Lodge, which will
serve as the Nordic center, Mountain Coaster check-in,
and dining locale. There were also 5km of new ski trails
added to the property. At the Olympic Jumping Complex,
the SkyRide and Sky Flyer Zipline will remain open year-
round, as COVID safety allows, so visitors can experience
the thrill of soaring to new heights as ski jumpers do. All
venues will adhere to strict COVID health and safety

protocols.

Additionally, nearby Whiteface Mountain in Wilmington
offers skiers and riders access to the largest vertical drop
east of the Rockies. With terrain to meet the needs

of everyone, from the never-ever to the expert, being
located just a short drive to Lake Placid’s rich offering of
amenities makes the Lake Placid/High Peaks Region a
true ski destination. There have been a few improvements
to mountain operations, including facelifts to the
gondola, Bear Den Mountain, and the snowmaking
system. Perhaps the most noticeable improvement

to Whiteface Mountain this winter will be the new
Midstation Lodge. When complete, this lodge will offer
skiers and riders food and beverage, multiple seating
areas (indoor and out), and restrooms. Construction of
Midstation is being done in two parts, with the first slated
to be ready for the 2020-2021 ski season and the second
projected to be completed in October 2021. In 2021,

the marketing focus will be on helping connect travelers
with the information they need to know before they go.
In addition, an emphasis will be placed on avoiding the

crowds to enjoy midweek skiing/riding.

Mountain Biking

Mountain biking has been on the rise in Lake Placid, and
as an attraction saw huge growth in 2020. Lake Placid
hosts the greatest concentration of single track in the
Adirondacks with the two main trail systems being the
Lussi Trails and the Craig Wood Trails. These trail systems
are built and maintained by the Barkeater Trails Alliance.
There are also two bike shops in Lake Placid, High Peaks
Cyclery and Placid Planet, both offering bikes, accessories,
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rentals, maintenance, and more. In 2021, we will
continue to promote mountain biking in Lake Placid and

surrounding towns such as Wilmington and Saranac Lake.

Outdoor Recreation

Outdoor recreation continues to be one of the primary
drivers for leisure travel in the Adirondacks. The
abundance of breathtaking mountains, lakes, rivers,

and streams offer a playground for all kinds of outdoor
activities. From pastimes like golfing, boating, paddling,
biking, and hiking in the warmer months to alpine skiing,
cross-country skiing, ice skating, and dog sledding in the

winter, the next outdoor adventure is waiting.

When promoting outdoor recreation a focus will be
to continue to raise awareness of the Leave No Trace
principles, and to promote alternatives to the highly

congested High Peaks.

Shopping

The Tourism Sentiment Index shows that Lake Placid
shopping is a positive amenity in the region. Shopping
in Lake Placid offers unique souvenirs, Olympic
memorabilia, Adirondack food and goods, and is a large

part of a perfect day in Lake Placid.

Spring Travel

Spring travel in the Lake Placid Region is full of great
indoor recreation such as pools, spas, movies, and arts and
culture. Spring means premium lodging opportunities

at perfect rates. Travelers can rejuvenate and pamper
themselves with Lake Placid’s award-winning spas and
amenities. Or they can choose to beat cabin fever by
partaking in activities such as spring skiing, visiting a

maple sugar house, fishing, etc.

Summer Travel

In the summer, the Lake Placid Region is full of activity,
adventure, and events, from outdoor experiences such as
hiking, biking, and days spent on the water, to a leisurely
afternoon stroll through the quaint shops of Main Street.
Visit any of the Olympic venues for a unique experience
and finish the day dining outdoors by the water. There are
many indoor and outdoor pools in the region to enjoy,
as well as boating on Lake Placid lake, while stand up
paddleboarding, kayaking, or canoeing on Mirror Lake
provide the opportunity to cool down on a hot summer
day. However you choose to invent your perfect day,
Lake Placid is ready to welcome you during the summer

months.
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Water Sports

Part of outdoor adventures perfect for families, water
sports are an integral part of the Lake Placid Region
experience. The region offers boat rentals, guides, tours,

and lessons, all available for visitors to take part in.

Weddings

The Lake Placid Region is a perfect destination for
weddings and reunions. There are many venues that can
host large groups for receptions, parties, and lodging.
The views and venues in the region are different from
any other destination and include lakes, mountains,
and quaint towns. Wedding planners are ready to help
organize and there are many photographers, florists,

bakers, and event planning professionals in the region.

Due to the continued restrictions on large gatherings,
there is a growing popularity for elopements and mico
weddings. The Lake Placid backdrop and rich amenity
offerings make the Lake Placid Region the perfect

destination to meet this new demand.

Wellness

Wellness and the Adirondacks go hand in hand. With
numerous full-service spas, Lake Placid is lauded as a
relaxation destination. Many of the spas offer special
packages, innovative services, and local specialties such as
maple scrubs. The wide range supports the needs of the
traveler and the Lake Placid Tourism Sentiment Index
reflects a positive traveler experience at our award-winning

spas.

Winter Travel

As America’s first winter vacation destination, if there

is one thing the Lake Placid Region knows, it’s how to
get the most out of winter. The frozen lake in the center
of town is a true differentiator for Lake Placid, as it
provides both beauty and activities such as skating, dog
sled rides, and a toboggan chute. Beyond the heart of
downtown, you will find that the area is full of cross-
country ski trails (including new capital improvements at
Mt. Van Hoevenberg), endless opportunities for winter
hiking and snowshoeing, skiing and riding at Whiteface
Mountain, and much more. Pairing these activities with
the amenities, shops, restaurants, and cultural attractions

creates the perfect balance for a winter getaway.
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GLOSSARY

Adirondack Regional Tourism Council (ARTC)

The Adirondack Region is one of eleven designated
vacation regions promoted through New York state’s |
LOVE NEW YORK brand. It is not defined by the Blue Line;
instead it is made up of Clinton, Essex, Franklin, Hamilton,
Lewis, St. Lawrence, and Warren counties. The Adirondack
Regional Tourism Council (ARTC) oversees the official
regional program for the Adirondack Region under the
Visit Adirondacks brand. Structure for ARTC includes an
executive director and Board of Directors made up from
the Tourism Promotion Agent (TPA) from each of the seven
counties.

Ambassador

Ambassadors are simply people who represent and share
the story of your region in a positive way, preferably in
front of a lot of potential customers (i.e. their friends,
family, and social media followers). A brand ambassador is
someone who embodies the brand he or she is endorsing.

Boomer
The Baby Boomer generation includes all Americans born
between the years 1946 and 1964.

Content Marketing

Content marketing is a strategic marketing approach
focused on creating and distributing valuable, relevant, and
consistent content (stories/blogs, press releases, photos,
videos, infographics) to attract and retain a clearly defined
audience and, ultimately, to drive profitable customer
action.

Designated Marketing Area (DMA)

A defined geographic area of varying size and/or
combination of town, city, and state jurisdictions
representing a core marketing area that can be reached
with advertising. The industry standard often used is the
DMA list provided by Nielsen Media Research.

Destination Marketing Organization (DMO)

A destination organization, oftenreferred to as a
destination marketing or management organization,
convention and visitors bureau, or tourism board, is
responsible for promoting a community as an attractive
travel destination and enhancing its public image as a
dynamic place to live and work.

Earned Media

Different than paid media, earned media is defined as
exposure that is not bought or owned; it can only be gained
organically, when content receives recognition and a
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following through communication channels such as social
media and word of mouth.

FAM

A FAM trip is a Media Familiarization Tour, offered to
media on behalf of an organization to get the media familiar
with the destination. They are also called Press Trips. They
can be either a group or an individual Media FAM trip.

Influencer

An influencer is an individual who has the power to affect
purchase decisions of others because of his/her authority,
knowledge, position, or relationship with his/her audience.
Influencer marketing is a form of marketing in which focus
is placed on influential people rather than the target market
as awhole. It identifies the individuals that have influence
over potential customers, and orients marketing activities
around these influencers.

Infographic

An infographic, also known as an informative graphic, is a
representation of data presented in a format that is more
engaging than usual written copy. People use infographics
to quickly communicate a message or to simplify the
presentation of large amounts of data.

Millennial
The Millennial generation includes all Americans born
between the years of 1981 and 1996.

Native Advertising

Native advertising is the use of paid ads that match the
look, feel, and function of the media format in which they
appear. Native ads are one of the fastest growing digital ad
formats, more likely to get clicked compared to display ads,
achieving greater cost efficiencies.

Page Content

Page content refers to landing pages that have been
developed to display one specific topic. For example hiking,
dining, shopping, historic attractions, and events each have
designated pages on individual websites. These pages
house the database listings discussed in the previous
section.

Pageview

Each time a user visits an individual page on a website it

is called a pageview. Pageviews are recorded whenever a
full page on a website is viewed or refreshed. A user can
have multiple pageviews during one session if they click on
multiple pages. Unique pageviews only count a single user’s
pageviews once, even if they view the same page multiple
times within a given time period.



PR

PR is the abbreviation for public relations. Public relations
represent a unique way of promoting a destination by
building a higher visibility in the public space. Public
relations represent a strategic form of communication
that focuses on gaining the audience’s understanding and
acceptance, as well as on the process of building a good
relationship between an organization and the public. In the
tourist sector, public relations includes everything from
traditional press releases to pitching and/or hosting travel
writers.

Sponsored Content

Sponsored content is a piece of brand journalism that
lives on a publisher’s website. It's usually written by the
publisher’s staff so the article matches the tone and the
voice of rest of their content.

Stimulus
Factors that influence or stimulate a person’s consumption
choices.

Tourism Promotion Agent (TPA)

The individual who has been officially designated by the
county to be the official state contact for all matters
relating to tourism promotion and marketing. Additionally,
the Tourism Promotion Agent represents the region on the
board of directions of the Adirondack Regional Tourism
Council (ARTC).

Tourism Promotion Agency (TPA)

Any not-for-profit corporation or other nonprofit
organization, association, or agency designated by
resolution of the county legislature or other governing
body of any county, or upon designation of the mayor of the
city of New York, as the agency authorized to apply for and
receive Tourism Matching Funds.

Umbrella Brands

Umbrella brands are brand names that are utilized by
arange of different related products; sometimes this is
referred to as family branding. An umbrella brand strategy
is a marketing practice that involves marketing many
related products under a single brand name.

ZMOT

The ZMOT (Zero Moment of Truth) refers to the moment
in the buying process when the consumer researches a
product prior to purchase. The Travel ZMOT Journey

is defined by five steps: Dreaming, Research, Booking,
Experience, and Sharing.
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