How to Partner with the Office of Tourism

No-cost Marketing Opportunities * e
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Overview of This Presentation

*  Why is tourism important?

« Overview of statewide marketing program
(and how to get featured at no cost)

« Stay informed via the Tourism Industry Portal
« Maximize free opportunities on CTvisit.com

« Take advantage of other no-cost marketing
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What is Tourism?

Tourism is the act and process
of spending time away from
home in pursuit of pleasure

Recreation Theater Arts

« engaging in places of Relaxation y Events Culture
I HH T seums
interest and activities -
Eniovi / B&Bs Experiences
« while making use of the njoying nature
commercial provision of | | Accommodations
services Sight seeing
Shopping
Activities Dining
Attractions
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Tourism is an important economic driver
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Contributes $15.5 billion Generates $2.2 billion 84,254 jobs directly related
in total business sales, in tax revenues, to tourism; 123,521 total
a 5.5% increase since including $960 million jobs supported by direct
the last study (2015). in state and local taxes. and indirect activities.

Tourism is Connecticut’s 8t largest employer.

Connecticut



Tourism supports many types of businesses

Lodging
17:1% Food &
Beverages
24.8%

Air
Transportation
2.4%

Local
Transportation |
9.9%

Retail
15.1%

Recreation &
Entertainment

30.8%

Sources: Longwoods International, NTTO, Tourism Economics
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Statewide Marketing ProgramiOvenview: ===
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Tourism marketing drives new visitors!

In 2018, the Office of Tourism:

» Generated 280 paid media impressions and
over 1 billion PR impressions

e Attracted more than 5 million to CTvisit
e Sent over 3 million calls, emails, and clicks to tourism businesses

* Featured more than 1,100 hotels, restaurants, attractions, arts
organizations, and events from every corner of the state

» And efficiently increased visitation! In fact, last summer:

Those exposed to our than those Those exposed to our than those
digital marketing in NYC who were digital marketing in NYC who were
actually visited NOT actually stayed NOT
Connecticut exposed. in Connecticut Sposst,

Connecticut



Two key elements of our brand positioning

Diversity of Experiences

“nature and city”

“charm and sophistication”
“scenic and active”
“mountains and sea”
“urban and rural”
“outdoors and nightlife”
“relaxing and fun”

“history and style”

+

Proximity

The compact nature of our
state is both a benefit —
and a differentiator.

Things are close to each
other — and close to our
key target audiences of
New York and Boston.

Connecticut



Connecticut’'s tourism brand positioning

Only Connecticut
offers such a dynamic blend of the....

historic and contemporary,
natural and cultural,

[

relaxing and active.
All so close to each other.
All so close to you.

All marketing reflects this brand positioning by
offering a blend of experiences in every
communication.

Connecticut



Key objectives in all our marketing

Connecticut 1. Inspire visitation to the

Lighthouse Point State Park, New Haven CTvisit.com Mystic Aquarium, Mystic

site and the state.

2. Promote as many

_ partners as possible.
LU Connecticit % \ A We aim to promote 1,000+

e Seam T s csteen o Bl Fest e different partners a year.

3. Push overnights.

~ “‘snnmuch ‘ sn c’ﬁ]se
i % "\? )‘-.;./ 4. Be true to the brand

positioning in
everything we do.

e Center, Hartford CTvisit.com The Maritime Aquarium, Norwalk

The Adventure Park, Bridgeport CTvisit.com Ledge Light, Groton

Connecticut



Strategies for creative executions

Backtorane LONMECHCUT
Still elase 1 chrilization ol g

1. Tourism is about images. Show gorgeous
shots.

2. Present activity mixes. Show/mention
more than one complementary experience.

'"’Euﬂnfﬁ 4 . ' 3. Favor tactics that present multiple
] A e ) - executions near each other. Or present
many different experiences/partners.

Connecticut

4. ldentify the location. The target wants to
know exactly where to go.

5. Spread the love. Feature as many different
partners, locations, activity types, and
attraction sizes, as possible. Show range of
ethnicities and ages.

= toneciot BESSSSSSSS 6. Drive them to CTvisit.

Saltwater Farm Vineyard, Stonington CTvisitcom Black Hall Outfitters, East Lyme

Connecticut



We promote as many partners as possible!

Over 1,000 partners per year are featured in the statewide
tourism campaign, from every region and town.

Connecticut



Who are we targeting?

» We focus on our key out-of-state
markets, keeping a strong
focus on New York & Boston,
and to a lesser extent Rhode
Island

New York

 We reach in-state travelers
with 20% of the media budget

* We define the target most
likely to be receptive to our
message:

* HH Income of $100K+

* Age 25+

» Skew female

» Approximately half have
children at home

Connecticut



Content marketing has become our core tactic.

We start with research on potential topics, create a calendar of stories,
manage a variety of content creators, and then package each story and
distribute via as many different tactics as possible.

~ © oo @
p;:j H@@ 2 paiddcontent
. seeding via @ branded
-~ search ads s?cigla:g o Taboola and content via
on Google Outbrain ongoing trusted pubs
PR: print, online, email

broadcast outreach

media
coverage

vsaae imeli TRAVELL
. voen LEISURE
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Examples of our content marketing

More than 400 “stories” live on CTvisit COMeCtolt =8 © 7 s
* 4-8 new pieces developed each month
« Almost all of them updated each year

« Each article promotes and links to many
partners, from 5 to 45 partners each.

Upcoming topics:
» 30+ Things to Do in December

e Self-care health, mindfulness and
wellness

» Culinary experience gifts

Check the portal for current upcoming topics.

Connecticut



Content marketing is driving momentum of CTVvisit

Potential travelers are interested in articles/content about travel ideas.
This is advertising they WANT to read.

4000000 Summer CTvisit Performance o ]
Total CTvisit Traffic
4500000 3.7M Visits
3000000
2500000 Traffic from Articles
2.2M Visits (58%)
2000000
Organic Traffic
1500000 1.8M Visits (48%)
34%
1000000 - 33% 1.3M Visits (35%)
500000
0
2016 2017 2018 2019
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Our PR efforts reach 1 billion people a year

The Office of Tourism secures media coverage that:

» Builds awareness for Connecticut as a destination

» Differentiates Connecticut from other New England states
» Encourages visitation and overnights

» Features a wide variety of tourism partners from every corner of the state
(950 different partners were featured due to COT’s PR efforts last year)

DAILY2NEWS boston.com ’

NYDAILYNEWS.COM

:'!::?ctg: cgﬁlf lsmhhuh goodbye this fall with breezy 6 New England towns to visit in October 11 Essential Bike Trails for
y trip Get ready for some major leaf peeping. EXpel’ienCiﬂg Fall Color

Get close to nature by cycling on one of these scenic routes in the U.S.

and Canada this fall.

Enjoy foliage —and scarecrows — in Wethersfield, Conn.

When you stroll through Old Wethersfield between Oct. 5 and Nov. 3, you'll enjoy
scarecrows of all shapes and sizes during the 24th Annual Scarecrows Along Main . . .
Street event. Each fall, dozens of dressed-up scarecrows dot colorful Main Street The Ha‘EV Farm Bike Tra\l, Connecticut

throughout the month of October for the event, which is sponsored by the Old From mid-to-late Octaber and early Navember you can catch the fall foliage peak in
- ' CGonnecticut on the Haley Farm Bike path which is a 7.5 mile bikeway that extends
Wethersfield Shopkeepers Association, While there, you can explore the historic 4 oy e way

from Mystic to Groton. During the trek you can hit some of the area's picturesque

town's shops. Last fall, the Hallmark Channel filmed the movie "Christmas on nighlights such as Bluff Peint State Park, the Mystic Seaport Museum and Haley Farm

Honeysuckle Lane" in this historic town. The event is free. State Park with its scenic shoreling.
C t * -

rooms include a swish Bridal Suite .



Recurring PR opportunities: Fox 61

We are continuing into our 7th season with this whatsnn your Connecticut

very successful partnership to encourage

Connecticut residents to do more in .

Connecticut! ?
* On air promotion of hundreds of attractions 'UEHIET ILIST °

« Special programing dedicated to featuring FOX(@ | Connecticut
tourism locations

» Live broadcasts from tourism locations weekly
 Promotion of CTvisit articles on TV

« Heavy social media promotion on COT’s and
Fox61’s platforms

« Live interviews with Randy Fiveash

[ ]
D e
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Recurring PR opportunities: Radio 100.5FM

“Tell Me Something Good About Connecticut”

We have an ongoing partnership with
WRCH-FM (Lite 100.5) for this segment
featuring:

» 4 different partners each week on the
show

* an additional 2-3 partners mentioned
weekly as part of the monthly prize pack

O M
W R CH

Partners can be featured by donating to a
CTvisit Prize Pack: Gift Certificates,
Tastings, Tickets, etc.

Connecticut



Tips for being featured in content, social or PR

1. Stay informed about
opportunities!

* Check the portal

« Sign up for, and read, emails
from COT

2. Submit news/ideas via the portal.
Keep us aware of what's going on

3. Send great photos! The better your FllSEES PR
photos, the more ways and more
times we will feature them!

4. Tag @Ctvisit in your social posts:
We’'ll get notified and can determine
ways to share

5. Be responsive to email requests
for PR inquiries, FAM tours, prizes,
news and ideas

Connecticut
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Introducing the Tourism Industry Portal!

Partners asked for one place to find everything the Office of Tourism
has donelis planning. So we built it!

Ennnect":[i't Sign up for industry email  Contact us CTVISIT LOGIN | REGISTER
Tourism Business

Partners
PLANS/EVENTS CTUISITTIPS ~ CAMPAIGN HIGHLIGHTS PARTNER WITHUS ~ RESEARCH/RESOURCES ~ SEARCH

THINGS YOU CAN DO RIGHT NOW

summer is Coming!

CTvisit.com will switch over to its summer look on May 28. Please update

your listing's photos to promote warm-weather visits!

LOGIN TO CMS

Welcome to the Tourism Industry Portal

If you have a tourism-related business, casino, restaurant, hotel, attraction, or are an event organizer,

you are a Connecticut tourism partner! Use this site to find planning calendars, how-tos, research, and

marketing strategies that can set you up for success. Get started now by looking yourself up using
our Search feature in the toolbar.

Connecticut



Get to the portal via CTvisit

- u
——
EU""BCU CUT IDEAS 2 STAY EAT EVENTS
This Weekend

still revolutionary

Connecticut Experiences Attractions by interest Accommodations Restaurants

by Type/Region by Type/Region

Suggested Getaways Specialty Trails Calendar of Events

Travel Deals Antiques
Connecticut Office of Tourism Contact Us
450 Columbus Blvd., Suite 5 REGIONS MAP Climate

Hartford, CT 06103 - .
& Fairfield County Interactive Map Groups, Meetings &

Greater New Haven How to Get Around Conferences - ;
Travel Planning assistance (US/Canada) Litchfield Hills Resources & Links Privacy Policy Report a Problem

888-CTvisit (288-4748) ; Disclaimers Sitemap
Mystic Country Press Room

. River Valley/Greater Hartford
Email-us Copyright ©2019 Connecticut Office of Tourism

“ , - @ Contact E-Newsletter Groups/ Tourism Free Visitor
Info Sign Up Meetings Partners Guides

~.

Access the portal from the Tourism Partners link on the CTvisit footer.

Connecticut



The portal now houses access to the CMS

Now the footer link will take you to the homepage of the portal, which
offers a link to login to the CMS.

CﬂnnectiClﬁ' Sign up for industry email Contact us CTVISIT LOGIN | REGISTER ’

Tourism Business

— Partners
PLANS/EVENTS CTUISITTIPS ~ CAMPAIGN HIGHLIGHTS PARTNER WITHUS  RESEARCH/RESOumvcs  SEnncw

THINGS YOU CAN DO RIGHT NOW

Summer is Coming!

CTvisit.com will switch over to its summer look on May 28. Please update
your listing's photos to promote warm-weather visits!

LOGINTO CMS

Connecticut



Everything you need is on the portal!

h(')l'\;\[/) fooget IchetaiIs on
The topics e many
we are otSteO:cn;OsLtjr Examples no-cost Research
working on The dates and | | free CTvisit | | Of all of the ways to and
for upcoming descriptions listing creative partner with | | performance
articles of upcoming used in the Office resultg,,
industry recent or of Tourism marketing
events current plans, and
campaigns more

Sign up for industry email Contact us CTVISAT LOGIN | REGISTER

Connecticut

Tourism Business

Partners

PLANS/EVENTS CTUISITTIPS ~ CAMPAIGA HIGHLIGHTS PARTNER WITHUS  RESERRCH/RESOURCES  SEARCH

T

And the ability to search all COT marketing to see where any listing partner has
been featured in PR, content, email and advertising.

. odl

THINGS YOU CAN DO RIGHT NOW

Connecticut
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Why do you want to be on CTvisit?

\edia Impressio’

Over 1.25 billion impressions a year drive
awareness of CTvisit

Over 5 million visits to the site per year

58% enter via an article

Listing Over 40% viewed a listing page
Pageviewg

3 million partner referrals per year
icks to partner website, calls or emails)

(We get images and ideas for content, PR and social posts from the site.
If you are there and active, we are more likely to give you exposure.)

Connecticut



So get to know CTvisit.com!

CU""BCtiCU‘i‘ IDEAS DO STAY EAT  EUENTS  REGIONS SERSONS ¢ = 2

U FIND FALLFASTER,

2.3
B
-

Connecticut
v
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So get to know CTvisit.com!

CUHHEC’[IEIJT IDERS EUENTS  REGIONS  SEAsOnS  © ‘ or G ws S ) O L [:UﬂﬂE[:ti[l'lf;.' DS 00 SWY GT WENS RGORS SHSNS ¢ @ o
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utionary
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HIGHLIGHTS ACTIVE ADVENTURE REST/RELAXATION ARTS/CULTURE FAMILY FUN HISTORY

So many places to stay in Connecticut!

There's 50 much 1 60 i Comnecticut, you really need an overnight break 10 catch your breath Lusckiby Conmecticns has lots
Of places 0 sLay Ower in style. Prom Coly COuntry ifns 10 honary Fresorts Sohurpe on 3 beach house rental of sgend the naght

i 3 Camgground at an srmusermant park! And i you e bri
the whole garg. with dining. seun. shopping. §oif and other attr actions shaays neartry.

3 EPOuD YU P e 10 A lodping in Cornectout 1o please

Take Me Out to the Ballgame in Connecticut

What's Bew in Connecticnt

ON DXHIBIT NOW; Assur Tiger Cubs 8t
sanecticut's Beardsiey 205
Bitgupert / May. 2018

Foumoods Debuts High¥ hyer Zigtine
Mabartixhat /My 2018

Quansay Celebe sten 1108 Asniversary
Rides

with New Ri
Mddetury / Agri 2018

W ALL THE LATEST NEWS

EMPOWER Leadership Sports &
Adventure Center

Connecticut



Create a free listing page

Connecticht w= = = =

Geaspetd Mesicals - The e T ——

e Attractions, Accommodations, Restaurants
and Towns can create a free listing!

* Go to the login on the Partner Portal

* Request a login

* Once you receive your login credentials, you
can now edit your property listing and add
event listings.

* The Portal offers tips on how to maximize
your listing

Connecticut



Features of a free listing page

Upcoming Events

*Hero image. Can be
horizontal as shown
(preferred), or square.

-Image carousel.
Insert as many
images and videos
(from YouTube post)
as

you like.

*Button link to your
website

—————

*Button link to “buy _—
tickets” (optional)

*TripAdvisor review A
widget (optional)

*Description. Intro /

d Musicals - The=

-—Qﬂ-ﬂﬂﬁp'mr

copy shows. “Read

CUﬂﬂECthﬂT WERS B0 STHY G EUENS REGIONS SEASOOS ¢ =

[ ——

More” expands area
to

show text of any
length.

*Contact information

*Upcoming
Events —
(optional)

‘Deals & —
Packages
(optional)

*Pull in your
Twitter and
Facebook
feeds

(optional)

*Automatically

suggests —°§

nearby
businesses

*Automatically /.

offers a map —
of your
business and
others close

by

Connecticut

e
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Data shows the visitors want town information

« Google users search on town names more
than any other relevant theme

«  Within CTvisit, town names are the most __ A
searched theme DR 5. o ol

/o ol Moy
VI E .1u:=‘.7 1!_‘;1!“3

; ““ 1 ‘_ - J:TEE:_- i
« “Cities and Towns” is consistently one of the ) 4o 3
most popular topics on CTvisit's DO menu "

« Content marketing articles about exploring
Connecticut towns are top performers

 The press often seeks information about
Connecticut’s towns. (i.e. “most romantic

”» (11

towns”, “best town for a long weekend”)

Connecticut



owns have special free listing pages

Connecticut wes o sy @ wems woons seasmns y ® o ST BN EENS  MNNES SHsms

VISIT OLR WIRSITE

FACTS ABOUT WESTPORT

* Town/City established

bncorporated in 1835,

* Named from FIND US ONTHE WA §

Incorporated from Fairteld
Normalk, and Weston, May, 1835

mame dewrigtive, Indian name ties. with open country lLandsc apes 23 well 23 friendly neghborhoods
Sk FACTS ABOUT BRISTOL
READ MORE
* County * Town/City established
Farheld Incorporated in 1785,
rheld

Attractions SEE MORE + % Nomed frem

Named trom Bristol England
tormualty Newa Cambradge

# Notable citizens (past and
fecrent)

Paud Nerweman, 2 tor
Dome Observatory Rolrick Obseryatory Downender Kayak, SUP. & * County

Serl Shop

Gane Tiernery. actress
Hartford.
Martha Stewart: suthor, ched
# Notable citizers [past and
Saint Jean Donowan, 3 Ly present)

mivsones martyred in £ Sadvador Gary Burghoff, the actor who

SLEMORE + played the character Corporal
Imagine Nation, A Museum American Clock & Watch Bristol Mistorical Sockety Walter “Radar™ O'Reilly in both
W Top Five Attractions Early Learning Center Mhusensm the film and television
Compo Beach series M
b 2 )
Sherwond Island State Park l:c..t C:';:‘\‘l:; :3“1:7:\ v\;:v_.-
o pl ithe rote in
Wiestport Country Plahouse Euents SEE MORE+ tallevision serfes .
Lewvitt Parvdicn for the Pectarmng Michelle Guerette, Olympic
Arts. sthete
Westport Arts Center. Scott Purkda, Amricen
componer.
- * Ancwasl Visitor's Events: Mixe Rewss. longtime writer
Auther Discussion A Destination Westport P )
Documentary Hatory of rduntrisl Boomtows Art About Town, May Adrian Wojnar g
the United States” Walking Tour Firwe Arts Festival, by st selling 2ahor and NBA
Biues, Views & BBQ Festval columnist
Imagine Nation Loves Handbell Concert
August Bristol * Top Five Attractions
- Lake €.

Connecticut



Make the most of your free listings

Connecticut mwes o sw o oans soms smsms o @ o
still r i nary

* Add more photos; change them out
seasonally

* Make your “facts” as inspirational and
motivational as possible — let your
personality shine through

* Encourage more attractions, restaurants,

hotels, B&Bs to optimize their pages on City of Bristol
CTVi S it . CO m :::Dl‘:;;::::‘:h s i e i T N T FACTS ABOUT BRISTOL
Rttractions SEE MORE + * :ﬂ. o

* Encourage all events managers to leverage
this site to promote events in your town/city

Named from Bristol, England
formully New Cambridge

rrrrrrrr

Gary Burghoff, the actor who
pliryed the character Corporal
Walter “Radar” O'Reilly in both
the him and televiuon

yeries M

Bab Crane (1928-1978), the actor
who played the title role in the
televiuon series

Michedle Guerette, Obympic
athiete.

* Get more tips on the Partner Portal

Scott Perkira, American

componer.

Mike Resss, longtime writer

for

Adrisn Wojnarowsii, i
best-selling suthor and NBA

columnist

* Top Five Attractions

Connecticut
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Participate in Open House Day

200+ partners participate one Saturday in early June.

Participation in this event
encourages partnerships among
local museums, attractions,
historic sites, etc. in your
town/city

Partners offer free or reduced
admission, provide tours and
interactive experiences.

All participants benefit from
statewide public relations. In 2019
there were 241 placements in
media that resulted in over 63
million impressions.

On CTvisit, the Open House page had
51,400 views that generated 100,185
clicks to our partner websites.

Connecticut



Welcome Centers open again!

* 6 Welcome Centers Connecticut
opened; Danbury, i
Darien, Greenwich, N.
Stonington, Westbrook

e Seasonal operation:
May-November

* 7 days a week: 9am-6pm

* Accepting tourism
literature to display for
visitors to take

* Volunteers welcome to
serve as travel
counselors

Connecticut



Be a part of the Big E! September, 2020

i
[T ot

| -
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Promote CTvisit on storefronts in your town

Nearly 30% of Connecticut travelers
are coming to visit friends and families.

EAT. PLAY. STAY.
CTvisit.com

Connecticut

How effectively are you letting your own residents
know what there is to see and do in Connecticut —
and making them brand ambassadors for your
community?

Connecticut



How do you get involved?

For more information, contact:

Randy Fiveash at randall.fiveash@ct.gov

Jean Hebert at jean.hebert@ct.gov

Rose Bove at rosemary.bove@ct.gov

Connecticut
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