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Overview of This Presentation
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• 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



Do we want photos behind section titles?
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Connecticut’s Brand PositionWhy is tourism important to Connecticut?



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

interest and activities
• while making use of the 

commercial provision of 
services 
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Tourism is an important economic driver

Tourism is Connecticut’s 8th largest employer. 



Tourism supports many types of businesses
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Statewide Marketing Program Overview

(and how to get featured)
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In 2018, the Office of Tourism:
• Generated 280 paid media impressions and                                        

over 1 billion PR impressions 
• Attracted more than 5 million to CTvisit
• 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:
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Tourism marketing drives new visitors!
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“nature and city”
“charm and sophistication”
“scenic and active”
“mountains and sea”
“urban and rural”
“outdoors and nightlife”
“relaxing and fun”
“history and style”

Two key elements of our brand positioning

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

communication. 

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.

Connecticut’s tourism brand positioning



Key objectives in all our marketing
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1. Inspire visitation to the 
site and the state. 

2. Promote as many 
partners as possible. 
We aim to promote 1,000+ 
different partners a year.

3. Push overnights. 

4. Be true to the brand 
positioning in 
everything we do.



Strategies for creative executions
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1. Tourism is about images. Show gorgeous 
shots. 

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

3. Favor tactics that present multiple 
executions near each other. Or present 
many different experiences/partners. 

4. Identify 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.

6. Drive them to CTvisit.



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

We promote as many partners as possible!



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

• 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 
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Who are we targeting?



Content marketing has become our core tactic.
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paid
social media

ongoing 
email 

outreach 

branded 
content via 

trusted pubs

paid content
seeding via 

Taboola and 
Outbrain

paid 
search ads 
on Google

PR: print, online, 
broadcast 

media 
coverage

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.



Examples of our content marketing
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More than 400 “stories” live on CTvisit 
• 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

• Self-care health, mindfulness and 
wellness

• Culinary experience gifts

Check the portal for current upcoming topics. 
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Content marketing is driving momentum of CTvisit
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Potential travelers are interested in articles/content about travel ideas.  
This is advertising they WANT to read.

Total CTvisit Traffic 

Organic Traffic

Traffic from Articles

Repeat Traffic



Our PR efforts reach 1 billion people a year
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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)
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We are continuing into our 7th season with this 
very successful partnership to encourage 
Connecticut residents to do more in 
Connecticut!  

• On air promotion of hundreds of attractions
• Special programing dedicated to featuring 

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

Recurring PR opportunities: Fox 61



“Tell Me Something Good About Connecticut”
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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

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

Recurring PR opportunities: Radio 100.5FM



Tips for being featured in content, social or PR
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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 
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 
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Tourism Industry PortalStay informed via the Tourism Industry Portal
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Introducing the Tourism Industry Portal!

Partners asked for one place to find everything the Office of Tourism          
has done/is planning. So we built it!
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Access the portal from the Tourism Partners link on the CTvisit footer.

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

The portal now houses access to the CMS
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The topics 
we are 

working on 
for upcoming 

articles

The dates and 
descriptions 
of upcoming 

industry 
events

Tips on 
how to get 
the most 

out of your 
free CTvisit 

listing

Examples 
of all of the 

creative 
used in 

recent or 
current 

campaigns

Details on 
the many 
no-cost 
ways to 

partner with 
the Office 
of Tourism

Research 
and 

performance 
results, 

marketing 
plans, and 

more

Everything you need is on the portal!

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

Over 40% viewed a listing page 

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

Media Impressions

CTvisit Sessions

Visit Via Article

Listing
Pageviews

Leads

Why do you want to be on CTvisit?

(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.)
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So get to know CTvisit.com!
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So get to know CTvisit.com!
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• 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

Create a free listing page

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



•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 
widget (optional) 

•Description. Intro 
copy shows. “Read 
More” expands area 
to 
show text of any 
length.

•Contact information
31

•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

Features of a free listing page



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

• Within CTvisit, town names are the most 
searched theme

• “Cities and Towns” is consistently one of the 
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 
towns”, “best town for a long weekend”)

Data shows the visitors want town information
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Towns have special free listing pages



34

• 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 
CTvisit.com

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

• Get more tips on the Partner Portal

Make the most of your free listings
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Take advantage of other no-cost marketing
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• 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.

Participate in Open House Day

200+ partners participate one Saturday in early June.



Welcome Centers open again!

• 6 Welcome Centers 
opened; Danbury, 
Darien, Greenwich, N. 
Stonington, Westbrook

• 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
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Be a part of the Big E!   September, 2020



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

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?

Promote CTvisit on storefronts in your town
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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

How do you get involved?
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Thank youThank You!


