


STATE OF ARKANSAS

ASA HUTCHINSON
GOVERNOR

Spring 2016

Dear Arkansas Tourism Industry Supporter:

These are indeed exciting and rewarding times for your vital seetor of the
state’s economy. Numbers from last year are very encouraging, Both in terms of
visitors and their spending. Although we experienced several key retirements at
the Arkansas Department of Parks and Tourism in late 2018, we have a solid and
experienced team in place, and our programs are eontinuing to move forward and
yield positive results.

Onece again, private entrepreneurs have shown their confidenece in Arkansas
tourism with major investments in hotels, restaurants, and attractions. These projects,
combined with the efforts of state and local agenecies, should nicely position Arkansas
for another year of advancement.

Let me particularly thank you for the cooperative spirit you’'ve displayed time
and again. Our partnerships in advertising and marKeting are great ways to leverage
the state’s finite resources. Working together, we’ve been able to Keep Arkansas
pointed in the right direction even while operating in an extremely competitive
business environment.

I'll eonelude By reminding you that it’s the personal touch, the extra effort at

providing top-noteh customer serviee, which will distinguish us from our many rivals.
Thanks for doing your part to make The Natural State a more attractive destination.

Ao, et

Asa Hutehinson
Governor

State Caprrol, Surre 250 « LitTiE ROCK, AR 72201
TELEPHONE (501) 682-2345
vmw,gu\'('rnur.arkztns:ts.gn\'
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STRATEGIC

Situation Analysis

PLANNING

Today's consumer is crossing screens, jumping between smartphones and laptops and smart TVs, watching
short- and long-form video at a steady clip, and consuming news, information and entertainment at a velocity
never seen before.

The consumer is no longer grounded in one spot, one medium or one homepage — but has become a “liquid
consumer” who demands “liquid creativity” from marketers and media outlets or anyone who wants to find them.

This means our goal is no longer as simple as bringing consumers to a centralized “home.” It's about reaching
them anywhere, anytime, anyplace and on multiple platforms.

It is important to recognize that there are many ways for consumers to research and show an interest in a travel
destination, and these are very relevant to the channel or platform where they reside.

The new “liquid consumer” paradigm needs to be explored to reach audiences that are constantly migrating across
different media channels. The influences of new technology and the fluid dynamics of the liquid consumers are
making old tools obsolete.

Eonsumer Decision-TMaking
@@% g)étfrsvme;g.ecision makers 4@0 /J glsaen;?%al media in trip

490 f  Use print collateral and 310  Use official destination
_J #Q magazines. Q) \ebsite.

41@// Seek reviews/ratings from 280  Use tablets to access travel
=P, #/Q) user-generated content. &8 information.

419 g Use smartphones to access 21° @ Use official visitors guide.

&©) travel information.

~ Destination Analysis. “The State of the American Traveler,” February 2015

Optimizing for the device may be becoming simpler, but this task is being replaced with the demand to optimize
for specific platforms on that device. As a result, marketers have moved from media-first targeting approaches to
audience-first. While consumers like to be part of a community, they ultimately want to be treated as individuals.

What it comes down to is storytelling — unfolding a consistent story across all channels like a TV series that engages
the audience week after week.

The “liquid audience” phenomenon is igniting a shift in the digital media industry that may forever adjust the
power structure of the Web. Today, even what it means to make a “home” online is up for grabs in the mobile
world. Change can be debilitating, but in the digital media world, it's also what produces so many amazing
opportunities.
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ECONOMIC REPORT

Visitors continue to travel to Arkansas to enjoy the
state’s pristine outdoor pursuits, its unique highways
and byways, world-class museums, emerging nationally
acclaimed culinary experiences, and thriving arts and
culture venues. In 2015, Arkansas hosted more than
28 million visitors spending $7.2 billion in total travel
expenditures, $374 million in state taxes and $137
million in local taxes.

Tourism is vital to Arkansas’s economy, and it is
projected to be one of the fastest-growing industries
in the next decade.

The economic impact of travel and tourism on the
state’s economy showed an 8.69% increase in travel
expenditures in 2015. Growth in tourism jobs has
tracked with the growth in statewide tourism tax
collections. Arkansas's travel and tourism industry travel-
generated payroll has grown from $240 million in 1979
to $1.3 billion in 2015, an increase of 447.6% over the
last 36 years.

Fiscal year 2015 tax collections were up 7.7% compared
to the $13.090 million in 2014, and five years later, we
are well ahead of the $11.432 million slump in 2010
when national economic conditions proved tough on
Arkansas’s tourism industry.

To put the success of 2015 into perspective, this chart
shows the tremendous growth the Arkansas tourism

industry has achieved since the slump in the last five years:

State/Local Taxes

Total Number of Visitors
' . §511,894624

, i 28'11'.7'.891 SRS N

2010 22,770,000 2010
Increase: 31.8%

$388,297,000
Increase: 23.5%

Visitor Spending 2% Tourism Trust Fund
(2015 $14002421

(2015 $7.280600760 |

2010 $5,453,193,000 2010
Increase: 33.5% Increase: 23.3%

$11,432,253

State and local taxes collected from tourism in 2014
totaled more than $461 million, and 2015 shows

an increase of 11% with $512 million. Economic
impact studies have shown that for every dollar

spent on marketing Arkansas to our neighbors in
surrounding states, more than $10 is collected in state
and local revenues.

ECONOMIC REPORT

The 2% tourism development trust fund broke a nine-
year record for percentage of growth. Fiscal year 2014
tax collections were $13.090 million, and collections for
fiscal year 2015 rose by an astonishing 7.7% to $14.092
million, beating the 7.2% growth of 2007 over 2006.

One of the highlights of the tax collections in fiscal year
2015 was the month of June when, for the first time
ever, the collections exceeded $1.5 million. That record
has now been overshadowed because in the current
fiscal year, we have already had two months exceed
$1.5 million in tax collection — July and October. And if
that's not enough, four out of the last seven months hit
double digit growth —July 14.7%, September 10.4%,
October 13.8% and November 10.3%, and current tax
collections for fiscal year 2016 sit at 9.1% YTD over fiscal
year 2015.

The Department’s marketing and advertising efforts are
funded by the tax. The collections, generated mostly

by visitors rather than residents, enable Arkansas to
effectively compete against our touch states of Louisiana,
Mississippi, Missouri, Oklahoma, Tennessee and Texas.

Visitors spent more than $7.2 billion in Arkansas in
calendar year 2015, a 8.69% increase over 2014
expenditures. The number of visitors also increased from
about 25.8 million in 2014 to more than 28.1 million

in 2015. Our marketing efforts continue to entice more
vacationers to try Arkansas, and research shows that once
they do, they are highly likely to return again and again.

The 2015 average trip expenditure of $259 per trip
resulted in $374 million in state taxes and $137 million

in local taxes. Arkansas's continuing success relates
directly to thousands of members of the tourism industry
who work hard every day to create positive vacation
experiences for our visitors. Our industry attracts some

of the hardest-working, concerned and caring workers

in the state. Over and over again, from venues across the
state, visitors relate memorable moments with Arkansans
they have encountered.

Those on the front lines who share a personal connection
with our visitors, sharing ideas about things to see and
do in The Natural State, are essential ingredients in the
recipe for our industry’s success. Their efforts result in



extended vacations and increased spending, which industry even more. To maximize that growth — and

benefit us all. economic revenues — we continually extend an open
invitation to new and repeat visitors inside and outside
Today, Arkansas is on the brink of growing our tourism the state.
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ESEARCH OVERNIGHT SPENDING

TOTAL SPENDING = $3.55 BILLION

. g Lodging

Research Findings/Trends $1.??58:ﬁjlion\ Re;;g‘érg‘”t
The State of the American Traveler has never Be;‘mge
reported a more positive travel environment. $0.72 Billion
Americans are feeling bullish about their travel
prospects in 2015/2016. Barriers to travel such
as gas prices and the perception of costly airfares  gecreation—"
are at their lowest level in almost 10 years. $0_3§‘:{;“0n fetail

17%
However, challenges remain. Reaching travelers Transportation 8059 Bilion
via the right device and media is becoming even $0.55 Billion
more complex. The latest State of the American
Traveler highlights that across almost every e .
media and content type, travelers are accessing
more information from more places — both OVERNIGHT SPENDING PER TRIP
digital and traditional media. Social media and
user-generated content both surged as sources $250 Py
of information (to 48% and 46%, respectively $200 7.7 /6 112013 W 2014

of U.S. travelers) — however, print usage almost
topped 50% for the first time in the history of

$530 PER TRIP
[

. 150 $150 | \ A
the research. Marketing and communications / \ \
plans need to support a complex and ever- $100 1
growing range of media types and channels,

making engaging content and smart analytics $50 1
even more important.
$0
- Lodging Restaurant Food Retail Purchases  Transportation Recreation/
Arkansas Visitor Volumes & Beverage at Destination  Sightseeing/

Entertainment

In 2014, the number of day trips taken to or
within Arkansas grew by 7% Compared 0 T 1= Y .
year earlier to 28.6 million trips:
e Continuing the upward swing that began
in 2012 after several years of decline and TOP OUT-OF- o Kty
stagnation STATE MARKETS 7%
¢ Higher volume than the last peak measured Q spingte
in 2007 sl 3%

’ Memphis

The increase in day trips was largely attributable

to more leisure travel, which improved from Da"awomwm

23.4 million to 25.6 million trips:

¢ Business day trips declined, while combined 12%
business-leisure trips remained about
the same

' PRIMARY OUT-OF-STATE
URBAN MARKETS

Visitor expenditures on overnight trips to
Arkansas increased 3% to reach $3.55 billion
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in 2014, up from $3.46 billion in 2013, despite a slight
decrease in visitor volume

Leisure visitors accounted for 84% of all travel-related
expenditures in 2014 or $2.99 billion, while business
travelers’ spending contributed 13% or $0.46 billion,
and expenditures by combined business-leisure
visitors amounted to $0.11 billion or the remaining
3% of spending.

Looking at the five main business sectors that are
traditionally linked with travel and tourism, we find that
all except one experienced some growth:
¢ Expenditures on hotels and other lodging in Arkansas
rose from $1.28 billion to $1.35 billion
¢ Restaurant food and beverage in 2014 accounted
for $722 million in visitor spending, up slightly from
$714 million in 2013
o Retail sales to visitors amounted to $589 million,
slightly more than the year before at $570 million
e Visitors’ expenditures on admissions/fees for
sightseeing attractions, entertainment venues
and recreation climbed to $335 million from
$320 million in 2013

Arkansas’s Source of Business
In 2014, Arkansas residents accounted for 32% of
overnight leisure trips to Arkansas, somewhat more

than in 2013 (28%,).

Neighboring states remained the primary out-of-state
markets for visitors, including:

Texas (12%)
Missouri (7 %)
Oklahoma (5%)
Tennessee (3%)
Louisiana (2%)

The top regional out-of-state urban markets for
overnight trips in 2014 were:

Dallas/Fort Worth
Springfield
Shreveport

* Memphis

Kansas City
Chicago

Tulsa

Conclusions & Implications

Reviewing the topline figures for overnight visitation
and visitor expenditures, we see mixed results for travel
and tourism in Arkansas in 2014:
¢ Although overall overnight visitor volume from
year to year was down slightly versus 2013, those
visitors spent more money in the state than in most
prior years.

Nonetheless, we need to look below the headline
numbers and understand the competitive context in
order to interpret these shifts.

On a national basis, since the low point in travel during
the worst part of the recession in 2009, travel volume
overall has rebounded 14% through 2014:
e Driven mainly by a 20% increase in marketable
leisure trips
e Visitors to Friends and Relatives travel was also
up 14%
¢ Counterbalanced by declines of 11% and 4%
in business and combined business-leisure trips,
respectively

In comparison, Arkansas’s overall travel volume grew by

7% over the same five-year time period and matched

the national growth in marketable leisure trips (up

21%), which is the main segment with money to

spend and that the Department can influence through

marketing initiatives:

¢ Business travel to Arkansas did not suffer as much as
it did nationally, contracting only 3% over five years,
while business-leisure travel actually grew by 10%

¢ The main sticking point for Arkansas's upward
momentum has been shifts in VFR travel, over which
the Department has little control — over five years,
this type of travel has essentially been flat

Looking at the year-to-year results for neighbor states,

we find:

e Virtually identical cross-region shifts as we see
for Arkansas, i.e., gains versus 2013 on the
marketable and business side, dampened by
declines in VFR travel

These trends, plus the substantial uptick in visitor
spending, suggest that the Department continues to
make inroads in the travel and tourism areas it can
influence and is on par with the nation as a whole.

RESEARCH



2016 SPRING/SUMMER
CONSUMER CAMPAIGN

Creative Rationale

Visitors to The Natural State start their journeys from various entry points and many different directions. In order to
reach them, our creative messages have to be accessible, attention getting and compelling. With extensive research
as our starting point, all messages are built on a strong foundation.

Our audience is composed of experience collectors. First-time visitors want the unique, and repeat visitors want to
discover something new. To that end, the creative shows one-of-a-kind experiences, sights, sounds and tastes. The
immense variety of an Arkansas vacation is presented in a visually arresting way. The creative voice is emotional and
motivating, and it highlights the variety of de-stressing and rejuvenating experiences an Arkansas vacation offers.
All ads speak the language of the target audiences in a charming and inviting way, and all include the simple,
honest, earnest signoff of “Come see us.”

Campaign Specifics

One 60-second and two 30-second general consumer spots, along with six 15-second tailored DMA spots make
up the Spring/Summer 2016 television campaign. A three-minute video providing a brief look at all six DMAs is
placed in Branson hotels and encourages visitors to make the short trip across the border to The Natural State.
Supplemental radio is placed in-state to provide complete coverage for those areas not covered by television.
Six DMA radio spots are placed to promote each area’s specific offerings.

Full-page print executions include two general statewide ads, six DMA ads and several niche ads focusing on
audiences with interests like food, motorcycles, fishing, bicycling, outdoor activities, arts, etc. Half-page ads

for Meetings and Conventions, as well as Motorcoach tours feature activities and venues appropriate to those
audiences. All ads direct viewers, listeners and readers to the Arkansas.com homepage or specific interest pages
within Arkansas.com.

Cache, Little Rock

8 | 2016 SPRING/SUMMER CONSUMER CAMPAIGN
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helive, Bentonville

28 Springs,
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THE NATURAL STATE
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Sunaet. TMountain lodge. You.
PERFECTION.

YOUR TRIP BEGINS HERE

#VisitArkansas

Rolando’s, Hot Springs
A5 HINN
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Eureka Springs
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*The Pig Trail (Highway 23), Voted by USA Today Readers
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Greers Ferry Lake

River Market, Little Rock

2016 SPRING/SUMMER CONSUMER CAMPAIGN
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Southland Park Gaming and Racing, West Memphis

2016 SPRING/SUMMER CONSUMER CAMPAIGN
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Consumer Media

Strategy

Adults between the ages of 25-54, with a focus on
women and families is the primary target for the 2016
Spring/Summer campaign; with a secondary target
including adults ages 55+. The primary geographic
target markets include our contiguous states: Texas,
Tennessee, Oklahoma, Missouri, Mississippi and
Louisiana; secondary geographic markets included

are Ohio, Minnesota, Michigan, Indiana, lowa, lllinois,
Kentucky and Kansas, plus Digital TV in Chicago.

Television

A combination of 30-second and 15-second television
ads is used to stretch the media budget and achieve
more frequency within placed schedules and also

to allow the Arkansas message to be on the air for
longer periods of time. A media mix of broadcast and
spot cable/satellite/AT&T U-verse is placed inviting
travelers to plan a vacation in Arkansas. In support

of traditional TV, Digital TV is placed to run on cable
provider websites, Hulu and PBS websites. Connected
TV with Yume Connected TV, Tube Mogul Connected
TV and Crackle advertising will run in conjunction with
other television on smart televisions and connected TV
devices.

A cable co-op is being offered in a few select markets.
Partner 15-second spots are married with Arkansas
15-second spots to create a 30-second spot.

Spot Broadcast and Cable In-state Markets:
Fort Smith/Fayetteville, AR

Jonesboro, AR

Little Rock, AR

2016 SPRING/SUMMER CONSUMER CAMPAIGN

BROADCAST & CABLE
TV MARKETS

ﬁ’Kansas City ﬁ
St. Louis
ﬁSpringﬁeld
Tulsﬁa ﬁ Jonesbomﬁ

Fort Smith/
Fayetteville
Little Rock

ﬁ Monroe/
ElDorado

Memphis
Oklahoma City

Dallas/Fort Worthﬁ
Tyler/Longview

Shreveport/
Texarkana

Alexandria
Qltn Houston ﬁ'

Jackson
Waco/Temple/Bryan

Lafayette

@ Broadcast

@ cable

Monroe, LA/El Dorado, AR
Shreveport, LA/Texarkana, AR/TX

Key Out-of-state Markets:
Alexandria, LA
Austin, TX

Baton Rouge, LA
Dallas/Fort Worth, TX
Houston, TX
Jackson, MS

Kansas City, MO
Lafayette, LA
Memphis, TN

New Orleans, LA
Oklahoma City, OK

Television



Springfield, MO

St. Louis, MO

Tulsa, OK

Tyler/Longview, TX
Waco/Temple/Bryan, TX
Wichita, KS (new market)

Digital TV Markets:
Arkansas

Chicago (limited trial)
East Texas

Louisiana

Mississippi

Missouri

Oklahoma

Tennessee

Branson Television:

The three-minute video overview of the state is
customized with a message to reach potential
consumers in this valuable market on two in-hotel-
room networks, Branson Visitor TV and Branson
Vacation Channel. This video is placed to reach
travelers in their hotel rooms, campsites and businesses
around Branson with a message about vacationing

in Arkansas.

In-State and Out-of-State Hispanic Television:
Spanish television schedules will run in Central and
Northwest Arkansas, as well as Dallas and Houston,
in conjunction with spot television.

b ——

Television Broadcasters of Arkansas (TBA) Partnership:
A partnership with TBA provides two bonus spots

for every one paid minimum and will extend our
television reach.

e 30-second TV spots rotate on eight broadcast
TV stations in the state (Little Rock, Fort Smith/
Fayetteville, Jonesboro).

e $40,000 investment valued at $120,000 minimum.

e TBA is a nonprofit association that funds scholarships
to students studying broadcast journalism at colleges
in the state.

e A new opportunity will be offered to Arkansas CVBs
and A&Ps, in which their TV spots can rotate in the
bonus inventory that Arkansas receives as part of this
partnership. Spots will run at no charge to industry
participants, though trafficking and production fees

may apply.

Online

The online strategy for 2016 Spring/Summer is to
generate mass reach of the Arkansas creative message
against the various target audiences and to drive
consumers to Arkansas.com. The plan comprises
primarily 15-second pre-roll video ads running on mass
reach and vertical websites. These video ads run on
both mobile (smartphone and tablets) and desktop
websites. The recommended websites and ad networks
are as follows.
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Cedar Creek Falls, Petit Jean State Park
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Lake Enterprise

Online

2016 SPRING/SUMMER CONSUMER CAMPAIGN

2,9



Pandora

Shazam

Centro Ad Network
Meredith

Tube Mogul

Specific Media

Eye Return

AARP

Centro TVAdSync

Outdoor Life/Field and Stream
Motorcycles

Bicycling

4info

Arkansas Times

KFSM (Northwest Arkansas)
KTHV (Central Arkansas)
Arkansas Online

Arkansas Business

Digital Co-op:

A co-op campaign using a site prospecting and
retargeting cooperative model will be offered to
tourism industry partners in the state.

The co-op will focus on driving qualified traffic to
partner sites. Both new and returning traffic to the

state’s website will receive retargeting ads with specific
calls-to-action that direct visitors to partner websites.

Magazine

Travel, Newcomers:

AAA Southern Traveler

AAA Texas Journey

AAA Tourbook

AARP

Brand USA Discover America Inspiration Guide
Endless Vacation

Escape to the Southeast

National Parks Magazine

Northwest Arkansas Newcomer’s Guide

Regional and Local Lifestyle, Southern Culture:

Arkansas Life

Arkansas Times

AY

Citiscapes Northwest Arkansas
Cooking Light

D Magazine

Do South

Garden & Gun

2016 SPRING/SUMMER CONSUMER CAMPAIGN

Memphis Magazine
Midwest Living
Oxford American
Southern Living

St. Louis Magazine
Texas Monthly

Agriculture/Farm:
Arkansas Grown
Food and Farm

Conservation, Environment:
Audubon
Nature Conservancy

Airline:

American Way

Cloud 9

Southwest: The Magazine

Wedding:
Arkansas Bride
At Home Arkansas Weddings

Outdoor/Fishing/Hunting:

Arkansas Wild

In-Fisherman

National Parks Magazine (also under Travel)
Outside

Bicycling — Road and Mountain Bikers:
Bicycling

Bike

Dirt Rag

Gaming:
Southern Gaming and Destinations

Hispanic:

El Latino (Central Arkansas)

La Prensa (Northwest Arkansas)
Viva Arkansas (Central Arkansas)

Motorcycling:

MOA (BMW Owners)
Ride Texas

Rider Magazine
RoadRunner

Wing World
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Co-op Opportunities for 2016 Spring/Summer:
Co-ops are planned in key consumer magazines,
allowing tourism properties and destinations in the state
to advertise cost-efficiently using Parks and Tourism’s
negotiated rates.

To allow better participation in the most popular
magazine co-ops, a few co-ops have been eliminated.
We have also added a co-op opportunity with
Garden & Gun.

The Garden & Gun co-op will be a beautifully produced
eight-page, digest-style, glued-in insert. This high-
quality insert will allow readers to easily keep it for later
reference and will send readers to FreeArkansasinfo.com.
Garden & Gun has an audience that matches well

Snakes
I'Hmmess
Eeeeek

Bugs!

DENS
Fourmean wmna

demographically and geographically with Arkansas’s
target audience. The insert will stand out and be
impossible for readers to miss. Garden & Gun is also
a great brand to be associated with. It is very well
respected in our region, and very well read.

Consumer Magazine Co-ops:
D Magazine

Garden & Gun Insert

Memphis Magazine

Midwest Living

Southern Living

Southern Traveler

St. Louis Magazine

Texas Journey

Texas Monthly

2016 SPRING/SUMMER CONSUMER CAMPAIGN
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Radio
In-state and Out-of-state Supplemental Radio/
Early Summer Value Campaign

Radio will also run to support the general consumer
campaign, and, as with the Summer Value campaign,
partners can marry their spots to Arkansas's spots.

For the fifth year, we will again implement the Early
Summer Value Campaign to remind and encourage
Arkansas residents to stick close to home and plan a
vacation in The Natural State. Partner 30-second spots
will be married with Arkansas Tourism 30-second
spots to create a 60-second message to air in-state on
participating radio stations.

e

RIVERS

EPIC TRAILS

FESTIVALS

It

Newspaper Insert

Newspaper Insert/Partnership
An in-state newspaper partnership has been negotiated
with the Arkansas Press Association.

We recommend an eight-page insert in 120 daily
and weekly newspapers across Arkansas with a
circulation of 788,976. The insert will run on Sundays
in newspapers that print on Sunday.

A 3" x 3" front-page, full-color glossy sticker will go
on the upper right corner of the front page of seven
of the larger-circulation daily newspapers that hit the
outer areas of the state.

The areas covered with online newspaper advertising
are Arkadelphia, Batesville, Benton, Blytheville,
Camden, Conway, El Dorado, West Memphis,

Forrest City, Fort Smith, Harrison, Hope, Hot Springs,
Jonesboro, Magnolia, Malvern, Paragould, Pine Bluff,
Russellville, Searcy, Stuttgart and Texarkana, as well as
Central and Northwest Arkansas on Arkansas Online

2016 SPRING/SUMMER CONSUMER CAMPAIGN

and Northwest Arkansas Online.

A variety of digital ads has been negotiated with
several newspapers. This opportunity will be offered as
an in-state co-op opportunity. And all inquiries will be
directed to FreeArkansasinfo.com.

Out-of-Home

Digital outdoor is recommended in Dallas, our number
one out-of-state feeder market, to lend support to the
advertising message in Dallas and further boost travel
from that area.

An in-state outdoor billboard co-op will be offered
to industry partners. Locations will be contracted on
major highways and interstates in the six Arkansas
Designated Market Areas.

This opportunity is open to all industry partners and
is meant to be used to direct tourists to attractions,
hotels and restaurants nearby.

Arkansas will pay for a portion of the billboard cost,
and the industry partners will pay the remaining cost,
a pre-determined space cost estimated by region.
Partners will also pay production and installation costs.

Welcome Center Outdoor reaches visitors on major
thoroughfares at state borders directing drivers to the
Arkansas Welcome Centers in Van Buren/Fort Smith,
Texarkana, Blytheville and West Memphis. We are
currently seeking locations near the El Dorado and Lake
Village Welcome Centers.

Bonus Media Value

Each year, CJRW negotiates a significant amount

of bonus media exposure with the media buys. The
additional media for this recommendation comes to
almost $2.7 million and is in the form of discounted
rates, free ads, ad upgrades, free reader service and
digital exposure. Bonus media increases the overall
reach and frequency of the campaign and is an
essential part of the media strategy. The bonus media
will give Arkansas over 50 percent in additional media
exposure over the length of the campaign.

Group Travel Marketing

Motorcoach and Meetings and Conventions:
This campaign targets group travel planners;
motorcoach tour operators; sporting event, student
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We've gat you cavered.

Plan your next motorcoach tour with
someone you know ... your friends on the
ATeam. We know tours inside and out and
can help you plan itineraries or suggest
destinations you may not have considered.
That's why we're the A-Team. FIND OUT MORE
BY VISITING ArkansasGroupTravel.com OR

CALLING 1-800-872-1259.
Yy -

Group Travel A-Team ad

travel, and meeting and convention planners; and
religious meeting planners to provide advertising that
cities all around the state can build upon to attract
groups to the state.

Arkansas Society of Association Executives

Christian Meetings and Conventions Association
quarterly e-newsletter

ConventionSouth

Courier

Destinations

Going on Faith

Group Tour Magazine

The Group Travel Leader

Groups Today

Leisure Group Travel

MeetingsFocus South

Rejuvenate

Religious Travel Planning Guide

Reunions Workbook

Select Traveler

-,Fi

tlwm aag,

nd conventions in Arkansas have a way of being memorable. Probably becatise we have great faciltes, wonderful
winning cuisine and lots of interesting offsite activities and locations. FIND OUT MORE BY VISITING

Travel.com or CALLING 1-800-872:1259. THE NATURAL STATE

Meetings and Conventions ad

Arkansas co-ops also appear in the following group
travel publications. Arkansas will anchor co-op sections
with a half-page ad.

Courier

Group Tour

The Group Travel Leader
Leisure Group Travel
Select Traveler

Natural State Golf Trail Marketing

Ads target golfers in Arkansas and contiguous states
with a message encouraging travel within/to Arkansas
to play golf on our many great courses.

Arkansas Golfer

Arkansas Business Executive Golfer
Arkansas Tour Guide

Golf Oklahoma

Missouri Golf Post

Texas Golfer

Vacation Planning Kit

A key tool for every traveler
planning a trip to Arkansas

is the Vacation Planning Kit.
The Arkansas Tour Guide,
State Parks Guide, Calendar of
Events, Adventure Guide and
official State Highway Map are
bundled together as fulfillment
for the advertising campaign.
Online versions of the Tour
Guide and State Parks Guide are
available for digital download
on Arkansas.com.

Vacation Planning Kit

s %
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TOURISM WEEK

By proclamation of Governor Asa Hutchinson, and in recognition of the positive economic, social and cultural
impact of the travel and tourism industry, Arkansas celebrated May 2-10, 2015, as Tourism Week in conjunction
with the U.S. Travel Association’s National Travel and Tourism Week.

Across the state, communities saluted Tourism Week in a variety of ways. Participating communities included:
Bentonville, Blytheville, Corning, El Dorado, Fort Smith, Harrison, Helena-West Helena, Hot Springs, Lake Village,
Little Rock, Mammoth Spring, North Little Rock, Siloam Springs, Texarkana, Van Buren and West Memphis.

All of the state’s 14 Welcome Centers participated by hosting special events throughout the week and providing
samples and door prizes to guests traveling through the state. There were also special celebrations in many of the
centers that included musical performances, cookouts, state park exhibitions and more. For the second year, the
Department promoted Tourism Week via social media outlets, posting pictures on Facebook, Twitter and Instagram.

34 | ARKANSAS TOURISM WEEK




ARKANSAS.COM

Natural State Connections

2015 was all about connections for Arkansas.com. More than 5.9 million site visitors, including more mobile
device visitors than ever before, connected with Arkansas tourism online. Arkansas.com linked up with the
state’s industry partners to learn how the Department could better serve them, and, as a result, Arkansas.com
sent industry partners more than 1.9 million sales leads — more than 5,000 per day. Department staff and
Aristotle also connected with local experts on how to promote and expand the website’s bicycling, motorcycling
and pet-friendly interactive content.

The Department and Aristotle launched a new, responsive website in June 2015 with the goal of providing users on
all devices with relevant information on Arkansas tourism.
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THE NATURAL §
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GET FREE Guides
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Tlst Annual Rodeo 5th Annual #2nd Annual Pops $2nd Annual Allus
of the Ozarks E Cardboard Boar m on the River @ Grape Festival m
Race & Firewor...

CITY: Speingdale, AR CITY: Qzar, AR Y Littie Hock, AR CITY; Altus, AR

RAD scie

EERER museum of Discovery = Lietbe Rack. AR = Central

The Museum of Discovery’s Kevin Delaney has been wowing

visitors for years. But in 2014 he took his spectacular science
demonstrations to the national stage on The Tomght Show
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WHAT’'S NEW
Interactive Content & Regional Tourism

The Rise of Mountain Biking

Bicycling is a popular sport nationwide and a prime recreational activity in The Natural State. An estimated 13
percent of all spending on outdoor recreation in the U.S. is for bike trips (Source: Outdoor Industry Association,
2012). In The Natural State, approximately four percent of tourists visiting Arkansas ride bikes while here — more
than the number of hunters and equal to the number of golfers (Source: Longwoods, 2010).

With approximately 23 million overnight visitors in 2013 and an average visitor spend of approximately $255 per
trip, bicycling’s four percent share has an estimated economic impact of more than $230,000,000. Governor Asa
Hutchinson and many others expect that number to grow, so the Department sought to address those important
visitors this year.

Cyclists have long enjoyed Arkansas’s twisty highways, but mountain biking is a rising star in The Natural State.
The International Mountain Bicycling Association (IMBA) recently granted Arkansas its fifth “Epic” trail, the most
of any state except for Colorado and California.

These Epic trails are touted as some of the world’s finest riding, and they are resources worth showcasing.
Arkansas's place in the mountain biking world is strong enough that Bentonville was been selected to host the
2016 IMBA World Summit. The event will bring speakers, advocates, vendors and plenty of riders from all over the
world to Northwest Arkansas November 10-12 for a trail-tastic weekend.

1
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ARKANSAS CYCLING

Arkansas is home to some of the best cycling routes and trails in the country.

Looking for off-road action? Arkansas has five International Mountain Bicycling Association (IMBA) “Epic” trails: the Womble Trail,
the Ouachita National Recreation Trail, the Lake Quachita Vista Trail, the Syllamo Trail and the Upper Buffalo Headwaters Trail -
only two other states in America have more Epic trails than we do. You'll find every type of ride here, from old-school technical
singletrack to groomed and bermed-out downhill runs - choose your own adventure at every trailhead.

In addition to trails, IMBA has also named Bentonville, Fayetteville and Hot Springs as Ride Centers, and Northwest Arkansas has EJEON\.IrgITI\éIEI-kEigﬂ(ZA%ﬁ

been designated as the world’s first Regional Ride Center. These areas offer world-class trails, lodging, dining and much more in _
LEARN MORE
close proximity, making travel planning a whole lot easier.

36 | ARKANSAS.COM
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ing the Trails Online
With that momentum, Aristotle worked with Parks and Tourism staff, local experts and other knowledgeable
partners to design a bicycling microsite that will go live in early 2016.

MOUNTAIN , ' - GETOUR FREE |
BIKING r’-f 1 BICYCLING GUIDES

SOUTHWEST

A premier outdoor destination, the southwest part of the state encompasses the Quachita Mountains. Tucked away in these lush foothills are some of Arkansas's best trails,
including three Epic Rides. The new IMBA Epic, the 108-mile Ouachita National Recreation Trail, features dramatic changes in elevation from 600 to 2,600 feet as it follows rugged
ridgelines and opens up to sweeping views. Spur trails connect to various recreation areas and points of interest. In addition to the diverse, rolling mountain terrain, this region
features five Diamond Lakes - Catherine, DeGray, Greeson, Hamilton, Ouachita - with great riding, camping and lodging along each one. Designated as an IMBA Ride Center, Hot
Springs is one of the most popular vacation spots in Arkansas with dining, shopping, racing and gaming, museums, historic hotels and the world-famous Bathhouse Row where you
can soak in the naturally thermal waters after a long day in the saddle. On Bathhouse Row, check out Superior Bathhouse Brewery and Distillery, the first brewery in a national park

and the world’s only brewery using thermal spring water as the main ingredient.

OUACHITA NATIONAL
RECREATION TRAIL

At 223 miles, the Ouachita National
Recreation Trail is the longest hiking
trail in Arkansas. The eastern
terminus is in Talimena State Park in
Oklaho...

CEDAR GLADES

Located just a few short miles from
Historic Bathhouse Row in Hot
Springs, Cedar Glades Park is home
to one of the most diverse mountain
bike rides in...

e =

WOMBLE TRAIL

Featuring 37 miles of singletrack
winding through the Ouachita
National Forest, the Womble
connects to the Epic Ouachita
National Recreation Trail at ...

IRON MOUNTAIN

Some of the best-groomed
mountain bike trails can be found at
Iron Mountain on the south shore of
DeGray Lake just outside of
Arkadelphia. With over 2...

LOVIT

Starting from one of Arkansas’s
popular destinations, Hot Springs,
this new IMBA Epic ride starts from
the Little Blakey Dam and ends at
Shangri...

FERN HOLLOW

Starting near the tent sites of this
timberlands park, the Fern Hollow
Trail takes riders through rolling
pine forest along the shores of
White Oak La...

One of the older trails in the state,
Earthquake Ridge offers riders easy
rolling hills, steep climbs and rocky
terrain. Trailheads are located at
the..

ARKANSAS.COM
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The new microsite includes a database of trails that the Department staff can easily update. Packed with information
and features, the new site will provide cycling enthusiasts with a searchable database including GPS information,
as well as detailed descriptions and photos of bike trails all over the state.

Riders will also be able to search for biking event listings by Destination Marketing Area. Quick links to the
Mountain Biking Project site provide users with a wealth of information on each trail across the state. The new
Arkansas Cycling website will serve as a helpful resource that will be instrumental in attracting more bicycle tourism
to The Natural State.
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CREATING EVERGREEN CONTENT
Moving the Needle

Evergreen content is website content that remains useful and relevant long past its publication date. Every month, the
Department staff and Aristotle work together to redesign the promotional pieces of the main page of Arkansas.com
with fantastic, relevant content.

Going forward into 2016, the Department and Aristotle will integrate this content into the pages of Arkansas.com
as evergreen content to help support the website and overall SEO. The plan includes:

Personality-Focused Engagement
DMA Person Panel — Content supplementing this panel will be written as evergreen content and integrated
into the ALD listing page it supports. These pages will also incorporate photos, videos and other creative assets.

i = T _

CULINARY CHOPS

TOPRIME USE

[6070 > -+ Postmasters Grill - Camden, AR = = Southwest

/

Pennsylvania native Tyler Hensley is
Executive Chef of the Postmasters Grill
located in the fully restored, historic 1896
post office in Camden. Proudly serving
locally sourced ingredients, this culinary
gem of the South has been the winner of !
the Wine Spectator Award of Excellence s
the past two years.

MEET Executive Chef Tyler Hensley
=3

“NOW WE UNDERSTAND WHERE _
HIS MUSIC COMES FF

60710 » 3 Johnny Cash Boyhood Home - Dyess, AR = Upper Delta

M ”;

Last August, Dr. Ruth Hawkins helped unveil the renovation of the Boyhood Home of Johnny
Cash in the Historic Dyess Colony. Inside the home are original Cash family pieces and period
furnishings. The Man in Black revisited his home saying, “It’s vital for us to go back to the things
we were taught and were brought up on.” Sit down with Ruth to learn about the Arkansas Delta
and the history that produced one of the world’s most talented musicians,

MEET Ruth Hawkings

Targeted Content
Creative and Video - Any photos or videos used are posted on the website in appropriate areas to
supplement current pages. Strategic content placement helps increase user time on pages and improves overall
user experience, which can positively impact SEO.

ARKANSAS.COM
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CONTENT CALENDARING
Building Buzz on Social Media

In addition to using evergreen content to enhance areas on Arkansas.com, content can also generate buzz on
social media. Working with the Department in 2016, Aristotle will provide Arkansas with a monthly social media
sharing strategy reflecting current main page content.

This strategy will include development of a content calendar comprised of pre-written posts for Twitter, Facebook
and Instagram, as well as partner tagging and notification suggestions. These efforts will in turn drive traffic to the
website and will help our featured industry partners spread their word.

HIGHLIGHTING PARTNERS
Regional Tourism Associations

The Parks and Tourism staff, along with Aristotle, is updating the database of Regional Tourism Associations to
reflect each association’s place in the new Destination Marketing Area.

The Department can currently select “Featured” tourism associations for each Destination Marketing Area to
streamline visitors’ decisions.

Coming soon — Aristotle will develop landing pages that enable visitors to quickly find and explore specific areas,
while an interactive map will allow visitors to choose a different Destination Marketing Area at any time.

In addition, each tourism association’s listing will now offer a quick link to its website and a quick link for email.
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SITE PERFORMANCE

A Stronger, Faster Arkansas.com

Increasing Visibility — Search Engine Optimization
Google rankings are everything on the Web, and Arkansas is consistently near the top.

In 2015, more than 2.2 million visitors entered Arkansas.com on one of the nearly 8,000 partner listings

and detail pages, indicating strong search engine optimization. Arkansas.com and Aristotle are also on top of the
latest development in search engine optimization: technical SEO, which involves optimizing behind-the-scenes code
to ensure that everything meets Google’s ever-changing standards.

CROSS-LINKING
for SEO and Usability

In order to improve the search engine performance and usability of Arkansas.com, Aristotle and the Department
have added cross-linking features to promote relevant content on all interior pages of the site.

Web pages will automatically display blog posts and events that are tagged with relevant keywords. By pushing
relevant content to users based on their interests, we can deliver a personalized browsing experience to Arkansas.
com that results in better usability and more sales leads.
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Northwest

North Central

Upper Delta |
Lower Delta
Southwest
Central

Citles & Towns
Parks

= RELATED EVENTS

Silver Screen Memories |
Shiloh Museum of Czark History
Springdale, AR

Putting People to Work |
Exhibit |
Shiloh Museum of Ozark History |
Springdale, AR

Dust, Drought, and
Dreams Gone Dry
Springdale Public Library
springdale, AR

A great place 1o catch a ride on the Arkansas and Missouri Raflroad in a

iully restored turn-of-th ¥ passenger car, d
Springdale. AR is alva home to the Shiloh Museum. which offers Ozark
histery and bulldings dating back to the 1850s.

Present-day Springdale, with a population of more than 75,000 people,
started in the 1850s as a small community named Shiloh. The Shileh
Museum of Ozark History has il prog and histarical exhibie
about the region. Back in the 1800s an the northeast side of town was john
Fitzgerald's station and stable. It served a3 a stop on the Butterfield
Owverland Mail Co. Stagecoach route. This native stone barn still stands
today and can be viewed when driving along Ark. 265, The Butterfield
Overtand trail is part of the Arkansas Heritage Trails System, a statewice

Details

HORTHWEST '
AREA

Attractions: 2 more
= Dzark Center Point Place

* Shiloh Museum of Ozark
Histary

= Ory» Coffee Lab

Lodging: 0 more
* Yellow Rose Bed & Breakfast

= DoubleTree Club By Hilton
Springdale
= Executive Inn

Campgrounds/RVs: 2 more
= Maotor Inn RV Park

* War Eagle Recreation Area &
Campground

Dining: o more
= Tiffany Grill

* Jade China Restaurant

* Patrick's

Golf: @ more

* Brush Creek Golf Course
= Springdale Country Club

Shopping o more
* Ozark Center Point Place

= Abbey Antique Shop

* Oiryx: Coffies Lab

ARKANSAS.COM
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SOCIAL MEDIA SUCCESS
Building the Tourism Buzz

Barkansas: Bringing Pet Owners
to Arkansas

The 2015 Barkansas Photo Contest
branded Arkansas as THE destination
for pet-friendly vacations. The
Department wanted to highlight

the many fantastic opportunities

for dog-inclusive trips across the

state and to promote tourism’s pet-
friendly partners working closely

with the Department. Aristotle
developed the contest and an online
marketing campaign to promote it.
The team also created a unique logo
for Barkansas, developed its own
permanent landing page on Arkansas.
com and produced 11 shareable
videos to complement the social
portion of the campaign.

The Barkansas Photo Contest
encouraged entrants to submit
pictures of themselves and their

pets in their favorite Arkansas spots.
The public voted on the best ones,
and two winners were awarded
grand-prize, pet-friendly getaways in
Arkansas. Weekly winners received
prizes to keep the submissions coming
and the buzz going.

The campaign was supported by a
strategic online media buy, promoted
on Arkansas.com and extensively
through social media, in emails to
subscribers and also through television
and radio appearances. The campaign
was highly successful: from August
3-September 8, 2015, the Barkansas
Photo Contest attracted 53,594
visitors to the landing page,
garnered 12,696,725 impressions,
brought in more than 3,600 photo
entries and drove 1,919 clicks to
partner listings pages.
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Cast Your Vote Now! Only 6 Days Left.
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Deelilah and Logan
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The Impact of Social Media on the Success
Arkansas Tourism Cartourism - 31 Aug 2015 Of Barkansas
= 7l e ee e S The Department promoted Barkansas through a myriad
Premi of social media channels including Facebook, Instagram,
' Twitter and YouTube. Aristotle also produced 11 sharable
videos in order to spread the word about Barkansas and
to increase audience reaction.

W Home ¥ Moments #ibarkansas Q

Facebook proved to be the most effective social media
channel for garnering engagement, receiving over

1.4 million ad impressions, reaching 709,438 people
and driving 343,094 video views. YouTube produced
copious results, recording 651,477 impressions and
168,550 10-second video views, while Instagram and
Twitter were also very successful in terms of branding
for Barkansas.

Mo Arkansas FOLLOW

16 liboes

arkansas C\:ngwlu‘allonsla Kira, the
winner in the professional categary for
weok 3 of the FEarcansas Photo Contest!
Kira's ewner will receive a $50 gas card
and Kira will get & set of gourmet dog
treats. Both are entered 1o win 8 grand
prize vacation packagel Entar for your
chance to win at bit lyBarkansas. Check
e Bnk in our bio, FVistAkansas F00gs

Jpville Sjumjum_n
njastd3 Very nice! | submitted a lot of dog

phetos and mistakenty | wrote "Tttle rock” Dog Vacation - Pet Friendly Vacation - Barkansas
on 8l their [GCAlONS 35 10 where It was
taken when really some of mine submitted poi it
WAS Somewhare aise cool in Arkansas. — Summenbed | 1| 1578 179,905
How would | go about fixing them? =
@arkansas + s e ke o
wondarfularkansas &

Published on Aug 12, 2015

Enter tha Barkansas photo contagt and yi i ]

lodging. dining and fun. Submit your phi [ il fof your

o heip i fun pr; vacation, Share your friends!

Log in to like or comment.
——

Arkansas State Tourism
Page Liked - August 31, 2015 - Edited - &

Sage at Mt. Nebo - Professional Finalist #4

TO VOTE FOR THIS PHOTO, CLICK THE LIKE
BUTTON ON THE LOWER LEFT OF THIS BOX.
with Matthew Frisby and Alyssa Frisby

ils Like W9 Comment 4 Share - hd
278 people like this. Top Comments ~
41 shares & comments

Barbara Pearl-Bugner Beautiful picture of Alyssa
IS and Sage. Vote for Sage to win!

Like - Reply - 1 - August 31, 2015 at 6:16pm
~ 1 Reply

Christina Calloway Best photo ..A girl and her
WA dogl! The scenery breath taking .. The Winner..

Like - Reply - ¥ 1 - September 1. 2

9am

;“ Stephanie Maxwell Teresa Steve Patrick Colleen
iﬁ‘t‘l Kaki Liz Larnie Mary y'all should all like this photo
of Alyssa's sweet doggie (=) E
Like - Reply - 7 4 - Septembe

m Wirite a comment
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ANALYZING PERFORMANCE
for Greater Growth

Aristotle tracks the performance of Arkansas.com on a daily basis to achieve data-driven success. Innovative
analytical tools make it easy to pinpoint and take advantage of performance drivers and to address performance
issues before they make an impact. The Semantic Search Query (55Q) model, new in 2015, delivered valuable
insights and helped the Department funnel more visitors to tourism partners.

UNDER THE HOOD
Building A Faster Arkansas.com

Arkansas.com is currently one of the fastest tourism websites in America, but there is always room for improvement.
With the 2015 launch of Arkansas.com, Aristotle implemented several new Web technologies to reduce page size
and load times. The average page size on the site dropped by 57 percent (from 2,492 kb to 1,048 kb), and the
total load time went from 6.02 seconds to 4.90 seconds.

In 2016, the goal is to decrease load time to two seconds or less for desktop users and four to six seconds or less
for mobile users depending on a user’s mobile connection speed. Through programming improvements such as
smaller file sizes, Arkansas.com will become faster, more efficient and easier to use for today’s information seekers.

Welcoming Mobile Users
Smartphone usage has grown
more than 400 percent

since 2010, and 21 percent
of millennials report that

they only browse the Web

on mobile devices (Source:
comScore Media Metrix,
2015). It's clear that mobile

is the future, and the new,
fully responsive Arkansas.com
makes it easier than ever

to browse, plan and book

on the go.

A|k" WU PMEGUDES  Siuars  DIASACOURONS [EIENDWSSGHUP GO TAMVELBOG kel RS
Nsas EVENTS STAY DO OUTDOORS PLACES TRASTE PLAN

In 2015, mobile traffic
increased 11 percent over
2014, and more than 48
percent of all sales leads
through the site between
July and December 2015
came via mobile phones
and tablets. Aristotle is

also constantly working to
improve page load speeds for
mobile browsers, so visitors
and potential visitors can find
the information they need as
quickly as possible.

PUMPKINS...
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ENEWS CONTENT MARKETING
New Look - New Content

Revamping Enews Communication

Email has long been a successful line of communication
between Arkansas and potential visitors. The Arkansas Tourism
general e-newsletter had more than 150,000 subscribers at
the end of 2015. The year’s biggest change was updating the
e-newsletter’s content to reflect monthly changes in website
content — both pieces now work in harmony with a unified
message and voice that drives traffic to the site to deliver

personalized content and close the deal.

The Department also worked with Aristotle to plan a redesign
of the Arkansas Tourism Talk & Tips emails to better serve our
tourism industry partners with information and tips to help
them attract more visitors. The new Arkansas Tourism Talk &

Tips email design will debut in 2016.

ARKANSAS.COM
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DIRECT MARKETING

Working with Acxiom, CJRW and the Department have developed an email direct marketing campaign targeting
motorcycle enthusiasts.

Acxiom is an enterprise data, analytics and software as a service company. For more than 40 years, they have
been a leader in harnessing the powerful potential of data to strengthen connections between people, businesses
and their partners. As an Arkansas corporation, Acxiom has agreed to help the Department initiate a direct
marketing program.

Retargeting

Retargeting is possibly the best secret weapon that many marketers overlook. It is one of the fastest-growing, yet
most misunderstood, tactics utilized by direct marketing professionals. WWhat most don’t realize is that retargeting is
a blanket term.

There are at least six main types of retargeting methods — Consumer Relationship Management Retargeting, eMail
Retargeting, Contextual or Behavioral Retargeting, Website Retargeting, Social Retargeting and Search Retargeting.
Knowing which retargeting method to use and when to use them can make a big difference in the success of our
direct marketing campaigns.

The central principle of retargeting is to maintain or regain attention of people who have already expressed an
interest in Arkansas.

Motorcycle Brochure Inquiries My ik

N RKANSAS \',
. . S e ( MOTORCYCLING
For Spring/Summer 2016, we will append the current motorcycle s\ CUIDE-2016

inquiry database with email addresses. We will deploy a very simple : N
message about ordering the new, bigger and better 2016 Arkansas N .
Motorcycling Guide. The Department database has about 15,000
names and street addresses. The email message will include a

link to order the new 2016 guide and a link to the Arkansas.com
motorcycle landing page.

Targeting New Prospects

Inviting new prospects will be a highly targeted email marketing
campaign designed to target consumers in relevant markets
promoting niche tourism products in Arkansas. The motorcycle
market will be a great test for direct marketing, a proactive
approach to inviting people we know have a unique hobby

or interest. There are opportunities for an expanded direct
marketing initiative, which could target boat owners or folks 5 NEW ROUTES e MAPS @ COUPONS
with a fishing license or owners of campers/RVs or even gun ATTRACTIONS ¢ ACCOMMODATIONS
owners for hunting.

Motorcycling Guide

DIRECT MARKETING



The Pig Trail (Highway 23)

Motorcycle Owners

For Spring/Summer 2016, we will target motorcycle owners. Acxiom has an extensive database of motorcycle
owners, and we are looking at lllinois or Texas for this initial email direct marketing push. After the database was
appended, Acxiom confirmed 94,167 email addresses for motorcycle owners in lllinois. The message will have a
similar call to action as the remarketing email program, but this message will introduce Illinois motorcycle owners
to the #1 motorcycle-friendly state in the U.S.

Direct Marketing Database

Over the years, the Department has captured nearly one million names and addresses of consumers who have
expressed an interest in learning more about traveling to or vacationing in Arkansas. This inquiry (customer)
database will be the centerpiece of our direct marketing remarketing effort.

Acxiom'’s InfoBase file has information on 95% of U.S. households, and their Personicx Household Segmentation

clustering analysis will give us the power of sending a personal invitation to visit Arkansas based on specific
activities of interest.

DIRECT MARKETING | 47
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2015-2016 FALL/WINTER
CONSUMER CAMPAIGN

SUQUIF;II_

YOU CAN HEAR A JAW DROP.

Whitaker Point near Boxley ™

Arkansas has mountains — and we're glad to share them with you. Getting to them is a lot easier than you might
think. And along the way, you can sample some local craft brews, take in a world-class art museum, or stay in a quaint
mountain cabin. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL.

Doe’s Eat Place, Fort Smith Eureka Springs
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Greal BREWS,

BEAUTIFUL e

FRIENDLY PEOP... AAAIIIII! [
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=

YOURTRI BEGINS HERE

v
PetitJean State Par 3 . ] 1= #VisitArkansas

YOURTRI BEGS HERE

L4
Horseshoe Canyon Rancit/Jasper - - #VisitArkansas

Quaint little out-of-the-way towns. One-of-a-kind restaurants and museums. Farmers markets. Local breweries. Local storytellers.
Cute B&Bs and posh urban hotels. Stunning mountain vistas. You'll find a world of unexpected surprises on your fall trip to Arkansas. 3
Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STATE ;

Ifyou've never ziplined in the Ozarks on acrisp allday, well, you just haven't lived. Autumn in Arkansas has something for every taste
from mild to wild .. stuff that your neighbors have never dreamed ahout seeing, doing, tasting or feeling. Come discover this hidden
treasure before they do. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800:NATURAL. THE NATURAL STATE

e Missouri Falls Crystal Bridges Museum of American Art Bentonvil § Quachita River Mount Magazin Boxley Valley

"Seek GOLD IN THE

RS AT PR

CITY

YOUR TRIP BEEIS HERE

Little MissouriFalls #VisitArkansas

Besides the bestweather o the year, uncrowded destinations and amazingviews, there's plenty more tolike here. A diamond
mine where you can dig your own. Spas. Craft breweries. Crystakclear lakes. The historic town where the Bowe knife was
born. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800NATURAL.

Youknow who's gota ton of paved bike trails and road routes amid amazing fall scenery? Arkansas. Surprised? Don't be. The Natural
7 nSaS. Stateis full of unexpected delights. A presidential library. Awesome food. A fullon craft beer scene. Wineries and distilleries. Rack
% THE NATURAL STATE ‘the bikes and come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL.

Historic Washington'State Park A " hady Lake, Ouachita National Forest Gakiawn Rating and Ganing ot Spfng S0 Arkansas State Far Lttle Rock
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YOUR TRIP BESINS HERE

&t £ vl
Near the Arkansas River 2 #VisitArkansas

This time of year in Arkansas means cooling temps, changing colors and migrating locks. Also,foks like you looking for a change of
pace and scenery. You can hunt in the morning, 2o eaf peeping at noon and take n the Ale Trailn the evening. Come see us. ORDER
YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800NATUR

i

Ktk

-

Augusta Stuttgart

_JACKPOT,

Y’.ALL!

YOURTRI?BEGINS HERE

Winning may be the easy part o a falltrip to Arkansas. The hard partis deciding what else to do while you're here. Enjoy spectacular
autumn colors and scenery. Explore quaint lttle towns where the locals really make you feel welcome. Discover a thriving local food

culture. It's all here. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STATE
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Diamond Bear Brewery, North Little Rock

Tour the ale trails in Arkansas, and you can sample international award-winning craft beers brewed right here. There's also a wine
trail and a couple of distilleries. And we've got James Beard Award-winning food, barbecue to farm-fresh local to the latest haute

cuisine. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL.

4 _ -
The Ohio Club, Hot S oe's Eat Place, Fort Smith

+§
Doe's Eat lace, Fort Smith
This ain't your grandfather's Arkansas. Today's Natural State has James Beard Award-winning cuisines, a thriving local food

movement, and local beers and wines to accompany every dish. And in the fall, the views are delicious, too, with brilliant foliage
and crisp temperatures. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL.

K

YOUR TRIPBEGINS HERE

#VisitArkansas

THE NATURAL STATE

Chateau Aux Arc, Altus &

K

YOUR TRIP BEGIS HERE

#VisitArkansas

THE NATURAL STAT
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< YO0k ThP BEENS AERE

f iy
= #Visithrkansas

People get pretty stoked around here when the leaves change color. It's the best time to seek out a quaint B&B or discover a breathtaking
‘mountain vista. Add in stuff like one of the finest art museums in the country, a presidential library, Delta blues, and great food and drink at every

‘stop, and you'll be as excited as we are. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800NATURAL. THE NATURAL STATE d

Bathhouse Row, ot Springs.

Blues, ROCKABILLY,

AR TH SEGINS HERE
#Visithrkansas
Autumn in Arkansas is festival time. Whatever's on your playlist, you can find a tune to tap your feet to. You can also enjoy

great hunting and fishing, the first European settlement on the lower Mississippi, a perfectly preserved antebellum plantation

and much more. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STAT E.

; _(Iln..
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=

YOUR THP BEEINS ERE

Highway 215 near Oark #VisitArkansas

Putthis on your bucketlist: riding in Arkansas in the fall. Quaint small towns with the “Bikers Welcome” signs are just the beginning.
You can explore nationally recognized scenic routes or out-of-the-way twisties. Sample award-winning barbecue and craft brews.
Make your friends back home jealous. Come see us. ORDER YOUR FREE ARKANSAS MOTORCYCLING GUIDE AT ARKANSAS.COM/

MOTORCYCLING OR CALL 1-866-566-5727. THE NATURAL ST A'T Eny

Ozark National Forest

KEEPING YOUR HEAD DOWN.

S0UR TRIP BEEINS HERE

: - v
The Ridges at Vilage Creek, Wyme - + = e = = #isithrkansas

Arkansas has some of the most beautiful, challenging PGA-caliber courses you'll ever play. Off the course, you can explore 7
Johnny Cash's boyhood home and another home where Hemingway wrote, plus a whole lot more. Not a bad place for a drive. 7

or two, huh? Come see us. ORDER YOUR FREE NATURAL STATE GOLF TRAIL GUIDE AT ARKANSAS.COM OR 1-800-NATURAL. THE NATURAL STAT E.

Johnny Cash hame, Dyess
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MADE ...

PHOTOGRAPHER’S JOB EASIER.

Hunt Ciapel, Rogers #isithrkansas

Plan your wedding in Arkansas and you've got options — lots of them. From architecturally significant chapels in romantic settings
‘to posh cosmopolitan hotels. Rustic mountain cabins to quaint storybook small towns. Plus, all the services you need to make your
special day uniquely you. Come see us. ORDER YOUR FREE ARKANSAS DESTINATION WEDDING GUIDE AT ARKANSAS.COM. THE NATURAL STATE

Antfiony Chapel, Hot Sprfigs ™= 4 - = = Capital Hotel Little ROckSSS Thorncrown Chapel, Eureka Springs

ED,

RINSE, REPEAT. |

YOUR TRIP BEGIS HERE

#VisitArkansas

You know who's got four IMBA “Epic” trails and two Ride Centers™? Arkansas. Surprised? Don't be. We've also got great
trout rivers, clear mountain lakes and amazing tour-able caverns. A full-on craft beer scene and home-grown mountain music.
Rack the bikes and come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STATE

Loca Ropes, Ozark Folk Center Lite Red River WBlanchard Springs Caverns
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Upper Buffal Tral ear Fayetteville
You know who's got five IMBA “Epic” trails and three Ride Centers™? Arkansas. Surprised? Don't be. The Natural State is full of

unexpected delights at every turn. Like James Beard Award-winning cuisine. A fullon craft beer scene. Wineries and distilleries.
Rack the bikes and come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL.

. Woinble Traitnear Mount Ida Lake Quachita Vista Trail near Hot Springs

From rapids to flat water, IMBA “Epic” trails to city cruises and mild hikes to gnarly slab routes, Arkansas has it all. And for indoors,
there are unique museums, a thriving local food scene and enough historic sites to satisfy your inner geek. Plus, amazing fall color.
Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL.

Lake Quachita = Big Dam Bridge, Little Rock/North Little Rock-2

YOUR TRIP BEGINS HERE

#VisitArkansas
4

THE NATURAL STATE




ﬂrkwwaa HAS ONE OF THE
FINEST ART MUSEUMS IN THE COUNTRY.

WAIT..WHAT?

e

s - YOUR TR BEG
Crystal Bridges Museum of American Art, Bentonville a {VisitArkansas.

You read that right. Crystal Bridges has been on the hottest “hot” lists since its opening. You can also visit the only purse museum in the
Americas or see a world-class exhibit of Native American artifacts. Then, unwind with a spectacular view of fall colors in the mountains or at
aposh urhan eatery. Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STATE

Esse Purse Museu, Little REGK Fort Smith Regional Art Museum

1w TAX DOLLARS

NEVER LOOKED BETTER.

OEMO)

YOUR TRI BEGINS HERE
v
Pea Ridge National Military Park #VisitArkansas

Arkansas has three national historic sites, a national military park, national historic trail, national memorial,
national park and the first national river in the country. America the beautiful is alive and well in Arkansas, y'all.

=N, e X
- T - 55 YOUR TRIP BEGINS HERE Come see us. ORDER YOUR FREE VACATION PLANNING KIT AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STATE
2 : ] t ; ;

Kings River #Visithrkansas.

The Nature Conservancy helps preserve beautiful wild spaces like the Kings River Preserve, which makes The Natural
State an even more appealing destination for visitors. Thanks for all you do. ORDER YOUR FREE VACATION PLANNING KIT
AT ARKANSAS.COM OR CALL 1-800-NATURAL. THE NATURAL STATE
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Plan your next motorcoach tour with someone you Know= your friends on the A-Team ... Arkansas’s motorcoach tour experts.
We know tours inside and outand can help you plan itineraries Er‘sngga_gt destinations you may not have considered - or known
about. And since we work cooperatively, you can call one of us, and we can even-help you with ideas clear across the state. That's
why we're the A-Team. FIND OUT MORE BYVASITING ArkansasGroupTravel.com OR CALLING-800-872-1259.

Group Travel A-Team ad

The Great Passion Play, Eureka Springs

SWWII Japanes&Amencah Internment
Camp; Rohwerdiisy 7w | -

Ateam

f ) .
Heifer Ranch, Perryville 5= § #VisitArkansas ¥ crater of Diamonds State Park, Murfreesbord

Plan a student or youth tour in Arkansas and you'll get high marks. Your group can spend the night at Heifer Ranch to
experience life in a third-world village or dig for diamonds in the world’s only mine open to the public and keep what
they find. They can visit a WWII Japanese-American Internment Camp or see America’s #1 attended outdoor drama
depicting the life of Christ. FIND OUT MORE BY VISITING ArkansasGroupTravel.com OR CALLING 1-800-872-1259. it H_ ERN NLURELES T.E

Group Travel student

isitArkansas

War Eagle Mill Rocktown Distillery, Little Rock

When you plan a meeting or convention in Arkansas, attendance will be high. Great weather, award-winning cuisine, lots of interesting
and exciting off-site ac s. Oh, and world-class facilities, too. Obviously. VISIT ArkansasGroupTravel.com FOR SITE LOCATIONS OR EMAIL =

GroupTravel@Arkansas.gov. THE NATUR I\‘L STATE

Meetings and Conventions ad
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A broad mix of media, which included television, print,
radio, online and out-of-home, was used in Fall/\Winter
to reach the consumer target audiences.

A combination of 30-second and 15-second spots ran
in Fall in spot broadcast and cable markets. In addition,
spots were placed in online television programming
through Hulu, PBS Online, on the Connected TV
platform through YuMe and on ATT Uverse through
Engage TV through their cable boxes. In-state television
ran through the Arkansas Television Broadcasters

of Arkansas Partnership, and visitors to Branson

had the opportunity to see an Arkansas video in their
hotel rooms. Hispanic broadcast television ran in
Arkansas in Central and Northwest Arkansas, and

in the Dallas market.

Broadcast Television Markets:

Fort Smith/Fayetteville, AR — includes Hispanic
Jonesboro, AR

Little Rock, AR — includes Hispanic

Monroe, LA/El Dorado, AR

Shreveport, LA/Texarkana, AR/TX

Key Out-of-state Markets with Hispanic TV:
Dallas/Fort Worth, TX — Hispanic only

Cable Television Markets
In-state:

Fort Smith/Fayetteville, AR
Jonesboro, AR

Little Rock, AR

Monroe, LA/El Dorado, AR
Shreveport, LA/Texarkana, AR/TX

Key Feeder Markets Out-of-state:
Alexandria, LA
Dallas/Fort Worth, TX
Jackson, MS

Memphis, TN
Oklahoma City, OK
Springfield, MO

St. Louis, MO

Tulsa, OK
Tyler/Longview, TX
Waco/Temple/Bryan, TX

Magazine
Magazine advertising ran in the magazines listed.

Travel:

AAA Southern Traveler
American Road

Endless Vacation
National Parks Magazine

Women's/Home/Food:

Cooking Light

Cooking with Paula Deen (Bonus ads)
Midwest Living

Southern Lady (Bonus ads)

Southern Living

Taste of the South (Bonus ads)

Local Palate

55+/Conservation:

AARP

Audubon

AY

Guideposts

Nature Conservancy Magazine

Television

2015-2016 FALL/WINTER CONSUMER CAMPAIGN
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Airline:

Cloud 9

Southwest Spirit
United Hemispheres

City/State:

417 Magazine (Springfield)
Acadiana (Layfayette)

Arkansas Business (Central Arkansas)
Arkansas Life (Central Arkansas)
Arkansas Made

Arkansas Money & Politics
Arkansas Times

Austin Monthly (Texas)

Citiscapes Northwest Arkansas

D Magazine (Dallas)

DoSouth (Fort Smith/Van Buren)
E! Fort Smith (Fort Smith/Van Buren)
Food & Farm (Arkansas)

Fort Worth Magazine (Fort Worth)
Front Porch (Arkansas)

Houstonia Magazine

Jonesboro Occasions

KC Magazine (Kansas City)

Little Rock Family

Little Rock Soirée

Louisiana Life

Memphis Magazine

Mississippi Magazine

Missouri Life

New Orleans Magazine

2015-2016 FALL/WINTER CONSUMER CAMPAIGN

ning
Day Ducks

Classic Waterfowl
ks and

S

Northwest Arkansas Business Journal
Northwest Arkansas Guest Guide
Oklahoma Magazine (Tulsa)

Slice (OKC area)

St. Louis Magazine

Talk Business & Politics

Texas Monthly

Southern Culture/Arts:
American Art Collector
Garden & Gun

Oxford American

Bridal:
Arkansas Bride
At Home Arkansas Weddings

Outdoor Niches:

Arkansas Wild

Bicycling

Bike (Mountain Biking)

Ducks Unlimited

FLW

Greenhead

In-Fisherman

National Parks Magazine (also under Travel)
Outside

Gaming:
Southern Gaming and Destinations

TR \l‘i_‘-'-‘_‘.':'.': _'\__‘I:u'si‘\‘h'k‘:\‘;.:m:ul:&.\‘\;m-';-{{Tﬁ
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Hispanic:

El Latino (Central Arkansas)

Hola Arkansas (Central Arkansas)
La Prensa (Northwest Arkansas)
Viva Arkansas (Central Arkansas)

Motorcycle:

MOA (BMW Motorcycle Owners of America)
Ride Texas

Rider Magazine

RoadRunner

Wing World (Honda Motorcycle Owners)

Consumer Magazine Co-op Opportunities:
D Magazine

Memphis Magazine

Oklahoma Magazine

Southern Traveler

Texas Journey

Radio
Spot radio was placed to support television in key
spot markets.

Summer radio was placed in Arkansas and close
markets and offered as a co-op.

Outdoor
Digital outdoor ran in Dallas.

Outdoor advertising continues to run leading people to
Arkansas Welcome Centers.

Good LUCK

KEEPING YOUR HEAD DOWN.

The Ridges at Village Creek, Wynne

King Biscuit Blues Festival,
Helena-West Helena

RINSE, REPEAT.

Lake Ouachita Vista Trail

Online

The online strategy for Fall 2015 was to generate reach
and drive consumers to Arkansas.com. The plan was
composed primarily of pre-roll video ads running on
both mobile (smartphones and tablets) and desktop
websites. The websites were composed of mass reach
ad networks and vertical websites.

Yahoo!

Millennial Mobile Ad Network
Centro Ad Network

Shazam

Pandora

Outdoor Life/Field & Stream
Motorcycle

MapQuest Mobile

KATV (Central Arkansas)
KFSM (Northwest Arkansas)
Arkansas Times (No charge campaign)

Travel South USA

Arkansas participated in the Travel South USA's (TSUSA)
Ultimate Advertising Challenge and participated in

two packages. Arkansas partnered with Sojern, an
online ad network, and Budget Travel as part of a
multi-platform program.

Late Summer Value

Attracting travelers with non-school age children or
boomers traveling without kids continued to be the
message for the Late Summer Value Campaign, which
was supported by radio advertising in-state and close
feeder markets and cable in close feeder markets.

MY
N2ANE LEAVES”

E =
THE NATURAL STATE =

RINSE, REPEAT.
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Added-Value/Bonus Media Exposure

The added value or bonus media negotiated for Fall/
Winter 2015 was just over $2.2 million, and the added
value negotiated to run in Spring/Summer 2016 is
approximately $2.73 million. This bonus media will
extend the total media exposure for the 2015-16 Fiscal
Year by approximately 48%.

The bonus media negotiated runs across all media —
print, TV, radio, online, etc. and comes in the form
of discounted rates, free ads, ad upgrades, free
reader service, website exposure and online bonus
impressions.

Bonus media increases the number of people reached
by the Arkansas Tourism ad message, and increases the
average number of times a potential traveler will see
the ad message.

In addition, because Arkansas has such great
relationships with its media and can turn around
creative quickly, many of those media partners reach
out to us first when remnant space arises. When this
happens, we always jump at these opportunities. These
last-minute, no-charge ads are not counted in the
pre-negotiated added value, and garner Arkansas even
more media exposure during the campaign flight.

Here are some examples from Fall 2015 of remnant

ad opportunities that Arkansas took advantage of.
Southern Living offered Arkansas a Featured Getaway,
large photo (about a 1/4-page size) on the reader
service page in the magazine in full circulation in
November, about a $50,000 value. And Texas Monthly
offered Arkansas a New Next feature in the October
issue, a $5,000 value.

BLaNCHARD SPRIN _AVERNS

2015-2016 FALL/WINTER CONSUMER CAMPAIGN

Trail of Holiday Lights

In its 20th consecutive year, the Trail of Holiday Lights
celebrated the Christmas spirit all across The Natural
State. More than 60 communities were promoted with
television, print, social media and a 24-page brochure
with winter travel ideas. An e-version was available on
Arkansas.com and included interactive links to each
community’s website and details about local events.
Social media promoted local events in participating
communities. And for the second year, Jingle, the
holiday hog, made appearances at Arkansas Welcome
Centers, in parades and at lighting ceremonies.
Outdoor boards in West Memphis, Texarkana, Van
Buren and Blytheville directed consumers to Welcome
Centers for more information about regional events.

In addition to Arkansas Welcome Centers, Trail
brochures were available at visitor centers, chambers
of commerce and local advertising and promotion
commission sites. And
longtime corporate
partnerships with
Subway Restaurants,
Bank of America,

Best Western Hotels
of Arkansas and
Coulson Qil/Shell
extended the trail
brochure distribution
network to more

than 300 locations.

ARKANSAS TRAIL OF

Trail of Holiday Lights brochure

FAYETTEVILLE SQUARE

Trail of Holiday Lights television
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. Little Rock

~ “Wish You Were Here”

--No_rthwesz_f and
- North Central

There's always something new to discover in your
favorite cities and towns in Arkansas.

Central
An Enchanting Evening Small Farm Winery, Roland

Arkansas Heritage Farm Exhibit at the Little Rock Zoo,
Little Rock

Bald Knob Rock ‘n” Roll Highway Museum, Bald Knob
Little Rock Creative Corridor, Little Rock

Little Rock Rangers Soccer Club, Little Rock

New Water Slides at
Wild River Country,
North Little Rock
North Little Rock
Heritage Center,
North Little Rock
Quapaw Quarter
Historic Building
Markers, Little Rock
RiverCenter
Community Center,

Benton_

Southeast Trail,’

Life-Size Postcards,
Little Rock

‘Bachman-Wilson House, Bentonville
BentthiIIe_ Brewing Co., Bentonville

Black Apple Crossing, Springdale

Columbus House Brewery, Fayetteville
Dionysus Wine & Brew;, Altus
Eureka Springs Ale House, Eureka Springs

IMBA Regional Ride Center, Bentonville and Fayetteville

New Province Brewing Company, Rogers

NWA Escape Room, Fayetteville

Oneal Outfitters, Batesville

Ozark Escape, Fayetteville

Railyard Bike Park, Rogers

64/6 Unexpected Project, Fort Smith
Steele Stevens Heritage Park, Elm Springs

Taco Tour, Springdale

Upper and Lower Delta

Americana Music
Triangle

Bradbury Art
Museum,
Jonesboro
Storm Creek Lake
Recreation Area,
Marianna

Sultana Disaster
Museum, Marion

Visitor Center at Historic
Dyess Colony: Johnny Cash
Boyhood Home, Dyess
Southwest

Barefoot Paddleboards, Bismarck

DeGray Lake Sunset Trail,
Caddo Valley

Historic Scoggins House Community Event Center &
Library, Fouke

Kollective Coffee + Tea, Hot Springs

. Logoly State Park Visitor Center, Magnolia

Maxwell Blade’s Odditorium and Curiosities Museum,
Hot Springs

New Arkansas Water Trails, Felsenthal National Wildlife
Refuge, Crossett

Pioneer Village, Rison

Queen Wilhelmina State Park Lodge, Mena




WELCOME CENTER UPDATE

The world of travel is changing. With digital information accessible now more than ever, the need to consult a
professional when making travel plans has become more and more obsolete. This is what makes the efforts of the
14 Arkansas Welcome Centers so much more important. Just the word “welcome” makes everyone feel invited
and lets them know they have arrived at a wonderful location. That's exactly the environment we continue to
create, and our more than 850,000 visitors annually are most impressed by our friendly and personal welcome into
The Natural State.

The mission of the Arkansas Welcome Centers is to assist the traveling public in order to enhance and extend visits.
Our knowledgeable and dedicated Travel Consultants have carried out this mission since the mid-1960s. And they
sure do know the state! Each employee must pass a rigorous nationally certified exam, which covers attractions,
history/culture, geography, economic information and traveler safety. In addition, Welcome Center employees also
attend familiarization tours around the state. These tours are essential in acquiring the hands-on experience that
allows a personal and knowledgeable sharing of information with visitors.

Travel Consultants work with Research and Information Services to collect marketing and research data about
Arkansas visitors, which is presented in the back of this report.

Thanks to the efforts of the Governor’s Office, the Arkansas Highway and Transportation Department and the
Arkansas Department of Parks and Tourism, a Welcome Center replacement program is well underway. At the time
the original Tourist Information Centers were constructed, buildings were small, and the emphasis was primarily
brochure distribution. Decisions on the amenities and features included in the new Welcome Centers are based on
what our visitors said they wanted.

Eight of the centers have been replaced to date: Blytheville, Corning, El Dorado, Helena-West Helena, Lake Village,
Texarkana, Van Buren/Fort Smith and West Memphis. Work is beginning on the replacement of two more locations:
Harrison and Red River.

The rustic stone and timber-frame design of the new centers will always be in style, reminiscent of Arkansas’s
Civilian Conservation Corps structures. The Helena-West Helena Welcome Center was the exception and was
designed to reflect the informal Italianate-style of architecture within the Delta. The new centers at Harrison and
Red River will feature the traditional stone and timber design and will be rebuilt in their current locations. Equipped
with the latest technological innovations, the Welcome Centers are now the most up-to-date in the nation,
complete with services today’s travelers consistently say they expect.

\..I“;—. o T = =
B o S e, T
Fort Smith Welcome Center Welcome Center managers
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2015 Visitor Comment Cards

Best Welcome Center in the whole country!
Ballwin, MO

Cleanest, friendliest and most helpful staff from here
to Maine!
Macedon, NY

It was a very nice experience to be greeted by friendly
and helpful staff at your Welcome Center.
Shepherdstown, WV

Wondertul facility and friendly staff. Best Welcome
Center from here to Michigan!
Bay City, Ml

I usually drive from Toronto to Texas. This is one of the
best rest areas. The staff are very nice.
Brampton, Ontario

SO much material! Best rest area | have been to! —
Love the accent of the staff!
Dent, MN

Thank you for the care and expense your state puts
into this visitor center. It was a great introduction to
your lovely state!

Las Vegas, NV

Absolutely beautiful, informative and homey! Best
across I-40! Very cozy and comforting. Love the
displays!

New Hall, CA

We were very impressed. We were from and grew up
in Arkansas. This made us proud of our home state.
The staff made us want to come back.

Bastrop, LA

Ulelcame Center I have ever been in.

dooking foruvard to our next time there ... which will be soon!

Most beautiful Welcome Center I've ever been in.
Super friendly attendants.
Friendship, WI

One of the best rest areas I've visited in 20 states.
Thanks!!
Milwaukee, WI

The rest house is the #1 in the USA!
Japan

Very impressive — great public relations, as well as
information gained. We will spend more time (and
more money) in Arkansas.

Kennett Square, PA

This is @ wonderful Welcome Center! Such a beautiful
representation of your state!
Riverton, IL

We appreciate the free coffee and clean restrooms.
Lindale, TX

e O UV Pl o i M B L el

Longview, TX

In addition to the Texarkana Center, we've also
stopped at Corning, Blytheville and El Dorado. All are
great places to stop. Thanks for providing them.

St. Louis, MO

This has to be the best visitor center I've ever been to
and this is my 38th state to visit! Thanks for the help
and information. We loved the Arkansas pins!
Midlothian, VA

The employee on duty was a wealth of information,
delivered with Southern charm and lots of smiles!
Daytona Beach, FL

What a lovely, clean, inviting center! Great facility and
staff. Free coffee! Thank you!
Saskatchewan Village, Canada

Very impressed with the whole place! Staff were
welcoming and knowledgeable, restrooms were very
clean. Coffee was a nice surprise!

Sidcup Kent, United Kingdom

WELCOME CENTER UPDATE
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Reaching Key Interest Groups

The Department continues to target select groups of consumers with unique interests with specific messaging
about things to do in Arkansas. The groups include bicyclists, motorcyclists, brides and history enthusiasts.
Outreach includes advertising in special interest publications, social media messaging and the use of special niche
videos online, and printed publications and brochures.

COMMUNICATIONS

One new printed brochure in 2015 was the Arkansas Mountain Biking Guide. The guide was distributed in-state
and at out-of-state bike shops, all of the Arkansas Welcome Centers and the 2015 Interbike World Conference in
Las Vegas. The piece featured our five International Mountain Biking Association (IMBA) Epic Trails, 17 local favorite
trails and the IMBA-designated Ride Centers in Arkansas. Industry partners and tourists can request brochures on
Arkansas.com. A complementary road bike brochure is under development for Spring/Summer 2016 to provide
cyclists of all types information on riding in The Natural State.

The highly anticipated second issue of the Arkansas Motorcycling Guide was released in early 2016 and was
distributed at motorcycling shows in Dallas, Chicago and Minneapolis; through dealerships; and at various
out-of-state and in-state distribution points.

Native American Heritage in Arkansas was produced in
2015 highlighting the legacy and history of the tribes of The
Natural State.

Multicultural Marketing

Multicultural audiences continue to make up a large segment of
visitors to Arkansas. The Department promotes The Natural State
as a destination that welcomes, accommodates and encourages
all ethnic groups to visit. The tourism general consumer messages
continue to diversify and recognize multiple ethnicities.

NATIVE AMERICAN HERITAGE IN ARKANSAS

As a result of recognizing the importance of the growing Native American Heritage in Arkansas
Hispanic/Latino population, the Department continued its

partnership with Cinco Media and Communications Group. Through this partnership, the translation of print ads,
brochures and television ads makes our message more readily accessible. Cinco Media also continued to manage
the Visita Arkansas website.

National Media and Public Relations

The Arkansas Department of Parks and Tourism has embarked on an unprecedented Spring/Summer 2016 public
relations campaign to draw national attention to Arkansas. The objective is to showcase the unique and diverse
offerings to previously untapped audiences and encourage them to spend time and money in the state. A blend of
traditional and digital media is being utilized in order to maximize outreach.

An early success story includes the partnership with the MLB Network for the airing and publicity surrounding

the release of the First Boys of Spring documentary produced by University of Arkansas journalism professor Larry
Foley. The documentary aired on February 13 and February 21 and received promotional publicity on the network’s
website, on its flagship program Hot Stove and on the MLB Sirius XM satellite radio channel.

Other scheduled projects include a national satellite media tour featuring P. Allen Smith on April 7, a visit from key
and influential mommy bloggers, and an ESPN tour in late summer to promote duck hunting season in Arkansas.

62 | PUBLICITY AND COMMUNICATIONS



)

J

PARTNERS IN TOURISM

THE ARKANSAS HOSPITALITY ASSOCIATION STAFF — Ronda Warneke, Director of Finance; Jill Thiel,
Member Services & Special Events; Montine McNulty, Executive Director; Amy Moorehead, Executive Assistant

Arkansas Hospitality Association

To provide support, educate and promote a positive image for the various tourism industries in the state, the
Arkansas Hospitality Association (AHA) works closely with key groups like the Arkansas Lodging Association,
Restaurant Association and Travel Council.

The Arkansas Tourism and Hospitality Education Foundation supports students pursuing a career in the hospitality
industry by providing scholarships that are funded by live and silent auctions held at the annual Governor’s
Conference on Tourism.

Welcome to Arkansas

The Welcome to Arkansas Program continues to improve customer service and increase customer satisfaction with
their Arkansas vacation experience. The Department works closely with chambers of commerce, advertising and
promotion commissions, and convention and visitors bureaus year-round conducting on-site training for front-line
personnel on all of the things to see and do in their communities.

This year, the Welcome to Arkansas blog was revived and postings were made on a regular basis. The blog shares
important training information in entertaining and conveniently accessible videos and articles. Industry partners
that aren’t able to attend training sessions can access Hospitality Hot Tips videos on the blog. These videos cover
important topics like body language when interacting with guests, telephone etiquette, on-the-job stress and more.
Through the Welcome to Arkansas email list, we are able to reach over 2,000 industry partners each time a blog
post is made.

A “secret shopper” program is conducted annually to provide details to the Department on areas of success and
areas that require improvements. Overall results for 2015 were positive, and partner communities continue to
demonstrate well-rounded knowledge of their communities.

P. Allen Smith

Lifestyle expert and gardening celebrity P. Allen Smith continues to support and build Arkansas's image by traveling
the state showcasing destinations, attractions and Arkansas-made products on his nationally syndicated shows and
on PBS. In addition to television exposure, Allen promoted travel in Arkansas through his social media networks
and made personal appearances on behalf of The Natural State at group travel trade shows.
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of world-record fish. The BASSMaster
Arkansas's outstanding lakes and rivers.
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Natural State Golf Trail

Under the guidance of professional golfer Christina Lecuyer and in partnership with the Arkansas Hospitality
Association, the Department works to generate golf travel across the state by promoting the 12 courses that make
up The Natural State Golf Trail.

Several media channels are employed to spread the Trail message. A print media campaign reaches out to golf
travelers in-state and regionally. A radio partnership with host Bob Steel and his statewide Saturday morning radio
show “Fairways and Greens” provides Trail course professionals with a platform to talk about their upcoming
events and course promotions. Social media is used to provide daily course info and promotes the First Tees of
Arkansas golf passport. Trail brochures are distributed online at NaturalStateGolfTrail.com, at Trail courses and in all
Arkansas Welcome Centers.

A relatively new partnership is underway with Executive Golf Packages (EGP), a concierge service providing
complete stay and play golf vacation packages for Trail courses. Working closely with Christina Lecuyer and Trail
course professionals, EGP books tee times and local hotels for groups large and small wanting to travel and play
golf in The Natural State. And for the first time, a “Travel the Trail” social media promotion was implemented by
Lecuyer and EGP — traveling 10 days and more than 1,000 miles, each Trail course was played and promoted on
Trail social channels.

2015
The Natural State
Golf Trail

PASSPORT

The Natural State Golf Trail Passport

3 YOUR TRIP BEGINS HERE
f v
Big Creek Golf and Country Club, Mountain Home itArkansas

I Glenwood Coyptry %Elmwnnd Sage Meadows Country Club, Joneshoro. Harbor Oaks Golf Club, Pine Bluff

With a dozen courses set among rolling hills, hardwood forests and towering pines, and alongside mountain lakes and pristine streams,
The Natural State Golf Trail will make it hard to keep your eye on the ball. Come see us. For more information, call 1-866-2GOLF-AR or visit
NaturalStateGolfTrail.com.

The Natural State Golf Trail ad
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LETTER FROM THE DEPARTMENT

March 2016

Dear Fellow Arkansans:

As expected, 2015 proved to be an interesting year. On a national level, the economy produced mixed signals.
While total U.S. home sales in 2015 were the highest in nearly a decade, the stock market showed signs of
weakness at year’s end, largely due to uncertainties over the oil glut and China’s slowing growth.

Here in Arkansas, we welcomed a new governor, several other new constitutional officers and a host of new
legislators. Over the course of the year, the Arkansas Department of Parks and Tourism said good-bye to a number
of long-time employees who joined the growing legions of retirees in The Natural State.

Meanwhile, Arkansas’s tourism industry maintained its upward trend. Our best gauge of growth, the statewide two
percent tourism tax collections, was up 8.6 percent by the end of the year, significantly outpacing any inflationary
pressures. In fact, several months saw double-digit increases over the same periods a year earlier.

We're often asked to explain this success. Our educated guess, and frankly that's the best we can do, is that

it's attributable to a combination of things. Despite problems in the energy sector, many of our primary market
areas remain prosperous — and that's certainly a factor. Also, Arkansas continues to improve its tourism product,
giving prospective visitors more reasons to explore the state. The Scott Family Amazeum in Bentonville is one
good example, and so is the Johnny Cash Boyhood Home in Dyess — both of which opened last year. And we're
convinced that our research-based marketing campaigns are working, that we're sending timely and appropriate
messages to the right audiences in our targeted markets.

To sum up, we're coming off a successful 2015 and are optimistic about the state’s prospects for 2016. At the same
time, we realize that the one thing that can set us apart from our very savvy and aggressive competitors is customer
service. So we'll conclude by reminding you and your colleagues in our industry to make a special effort to offer
exceptional attention to each and every guest. It's this personal commitment to unsurpassed hospitality that can
carry Arkansas to new heights.

Sincerely,
Kane W. Webb Joe David Rice Ron Maxwell

Executive Director

Tourism Director Deputy Tourism Director

-

Grady Spann, State Parks Director;

Front row: Miranda White, Leah DiPietro

Kane Webb, Executive Director; Cynthia Dunlap, Director, Central Administration,  Second row: Kirk Jordan, Josh Ross, Mary Osteen,
Joe David Rice, Arkansas Tourism Director Bob Phelps, Director, Keep Arkansas Beautiful Brandy Flowers, Katherine Stewart, Casey Crocker
Third row: Tracy Morales, Kristine Puckett,

Cassie Crane, Carol Leek, Erik Holbrooks

Back row: Amanda Glover, Kayla Hardage,

Tiffany Knox

Ron Maxwell, Deputy Tourism Director;
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TOURISM DEVELOPMENT GUEST SERVICE TRAINING

SECTION e Conducts a train-the-trainer guest service training
program to provide community leaders with
FESTIVAL ASSISTANCE curriculum to prepare front-line employees and
e Publishes the state’s semi- managers to properly greet the public
' annual Calendar of Events e Maintains the Hospitality Hot Tips blog,
e Maintains the Department’s ARhospitalitytips.com, with written and video posts

Kristine Puckett . .
ristine rucke statewide online Events Calendar

 Administers a Festival Advertising Grant Program for NATIONAL TOURISM WEEK

communities with populations less than 10,500 to * Coordinates statewide participation in National
assist in festival promotion Tourism Week
e Serves as liaison to the Arkansas Festivals and Events
Association and the International Festivals and REGIONAL TOURIST ASSOCIATIONS
Events Association e Administers the state’s Regional Tourist Association

Matching Grant Program to the 12 approved
Regional Tourist Associations which assists regional
tourism advertising efforts

RETIREMENT-RELOCATION

e Directs production of the state’s retirement-
relocation guide — Living in Arkansas

¢ Distributes leads to qualified Arkansas businesses
through a weekly download

RURAL TOURISM DEVELOPMENT
e \Works with communities to evaluate tourism
potential

TOURISM ATTRACTION/DESTINATION CREATION

AND GROWTH

e Administers the state’s Tourism Attraction Feasibility
Study Matching Grant Program, which allows a city
or county to fund a feasibility study to determine
the possibility and potential of a specific tourism
attraction

\ospitay, ation
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WELCOME TO ARKANSAS

e Facilitates participation in the Welcome to Arkansas
program, which encourages communities to educate
front-line employees and citizens on local tourism
opportunities

The Tourism Development Section includes Felisha
Rice, Secretary; Amy Jones, Tourism Development
Consultant; and Kristine Puckett, Tourism Development
Manager. For information regarding Tourism
Development, contact Kristine at 501-682-5240

or kristine.puckett@arkansas.gov.

Welcome to Arkansas infographic

TOURISM DEVELOPMENT | 67



68

RESEARCH AND INFORMATION SERVICES

The Research and Information Services Section is a two-member team that fulfills the
research needs of the agency. In addition, the Section also oversees distribution and fulfillment
of literature.

Annual Travel and Tourism Report

Research and Information personnel collect data to present in the annual report. The report
includes state, tourism region and county-level economic impact statistics that are made available so the public can
analyze the impact of tourism in each area of the state.

Miranda White

Research and Information Services supplies updated data every few years to the U.S. Travel Association to develop
new benchmarks for the Annual Travel and Tourism Report's Total Travel Expenditures that occur in the state of
Arkansas. The most recent benchmark is based on 2013 data. For more information about this process, please turn
to the introduction to The Economic Impact of Travel in Arkansas on page 78.

Annual Conversion Studies

Conversion studies are performed through the Internet and through traditional mail. Survey recipients are

identified through their inquiries, either on Arkansas.com or through traditional print or broadcast media.

The results give insight into the effectiveness of different mediums of advertising and the characteristics of
Arkansas travelers.

Fulfillment of Tourism Literature

The Section is responsible for fulfilling requests for Arkansas’s promotional literature. Approximately 500,000
inquiries are processed each year from those who call, write or order via Arkansas.com. Industry partners can also
request bulk literature to assist with informing visitors about destinations in the area and around Arkansas.

Travel and Tourism Research Association Membership
Staff members are active in the Travel and Tourism Research Association, both on the international and regional
levels, utilizing current research techniques and methods to promote and teach the use of objective travel research.

Tourism Industry Research Requests

Arkansas tourism partners can request tourism industry research from Research and Information Services to find
information on Arkansas visitation, new methods of promotion and economic information on various aspects of
tourism and travel within the state.

Welcome Center Survey

This ongoing survey is administered to every 50th travel party arriving at each Welcome Center. It provides a more
detailed picture of visitor travel habits and demographics. Research and Information works with the Welcome
Centers to collect the data used for analysis in the Annual Report.

For more information about the Research and Information Services Section, contact Miranda White, Manager, at
501-324-1522 or miranda.white@arkansas.gov.

RESEARCH AND INFORMATION SERVICES



GROUP TRAVEL SECTION

The key objective of the Group Travel Section is to increase group travel into Arkansas within the
motorcycle, reunion, sports, wedding, motorcoach, and meeting and conventions markets. The
Section’s primary goal is seeking new business featuring 10 or more participants within these
niche markets. This is accomplished through strategic partnerships with Brand USA, Travel South
USA and Grand Central USA in order to promote Arkansas regionally and globally.

Tracy Morales

The Group Travel Section works locally with destination marketing organizations (convention and visitors bureaus,
advertising and promotion commissions, and chambers of commerce), hotels, attractions, restaurants, receptive
operators and tour guides from across the state in order to promote Arkansas as a group destination.

Marketing

Arkansas’s tourism industry is marketed by the Group Travel Section through a print advertising campaign in

trade publications, social media and participation in travel industry trade shows, as well as an interactive Web

site, arkansasgrouptravel.com, in conjunction with Aristotle. The Section works with advertising agency CJRW to
identify and make selections regarding online marketing, social media and print advertising campaigns. The Group
Travel Section is also marketed through partnerships with Travel South USA, Brand USA and Grand Central USA.
The Section stays abreast of trends through webinars, meetings and conference calls with industry professionals. A
bi-annual group travel summit brings industry partners together for planning purposes. An annual Arkansas Sports
meeting focuses on strategies in order to promote Arkansas as a sports destination.

Publications

A Natural State of Bliss publication, promoting Arkansas as a wedding and honeymoon destination, was created
with advertising agency CJRW. The Group Travel Section attended bridal shows in Dallas, Oklahoma City, Branson,
Memphis and Bossier City in order to promote the publication and The Natural State as a wedding destination.
The Group Travel Section partnered with advertising agency CJRW to create the 2015 Arkansas Motorcycling
Guide. This niche publication features five dual-sport routes and 21 on-road motorcycle routes throughout The
Natural State. Nearly 100,000 copies of the guide were distributed in 2015. This includes distribution at the
Progressive International Motorcycle Show in Chicago, lllinois, February 7-9, 2014; Progressive International
Motorcycle Show in Cleveland, Ohio, January 30-February 1, 2015; and BMW Motorcycle Owners Association Rally
in Billings, Montana, July 23-25, 2015.

The Steel Horse Rally, Fort Smith

GROUP TRAVEL
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Social Media

The Arkansas Motorcycling Facebook page, Arkansas
Motorcycling, was launched April 29, 2015. The Group
Travel Section worked with advertising agency CJRW
in order to promote motorcycling within The Natural
State and support the 2015 Arkansas Motorcycling
Guide. The Arkansas Motorcycling Facebook page
currently has 1,413 followers.

In-State Trade Shows & Familiarization Tours
Little Rock Convention and Visitors Bureau hosted the
Small Market Meetings Conference at the Statehouse
Convention Center, September 27-29, 2015. This
convention focuses on the small meetings market and
allowed 82 buyers to visit the Capital City. Hosting
this trade show allowed for 11 meeting planners

to participate in the Gardens, Guns & Gazillionaires
Familiarization (FAM) Tour through Roland, Fort
Smith, Fayetteville, Bentonville, Rogers and Bella Vista,
September 29-October 1, 2015.

The Group Travel Section led 14 domestic tour
operators on a Familiarization (FAM) Tour following
the Travel South Domestic Showcase in Shreveport,
Louisiana. The “Gems” of Arkansas FAM Tour guests
toured Texarkana, Historic Washington State Park,
Crater of Diamonds State Park, DeGray Lake Resort
State Park, Hot Springs, Perryville, Roland, Little Rock
and Arkadelphia, March 25-28, 2015.

Trade Shows Attended

For enhanced exposure at trade shows and
marketplaces, Arkansas Group Travel partners with
tourism industry organizations for various sponsorship
opportunities during the shows.

Motorcoach

American Bus Association Marketplace
Select Traveler

Missouri Bank Travel

National Tour Association Travel Exchange
Travel Alliance Partners TAP Dance

Travel South Domestic Showcase

Motorcycle

Progressive International Motorcycle Show — Cleveland
Progressive International Motorcycle Show — Chicago
43rd Annual BMW MOA International Rally

GROUP TRAVEL

International
[PW
Travel South International Showcase

Sports

National Association of Sports Commissions —
NASC Sports Event Symposium

TEAMS "15 Conference & Expo

Faith-Based Events
Rejuvenate Marketplace

Meetings & Conventions
Small Market Meetings

Weddings

Memphis Pink Bridal Show — The Pink Bride
Dallas Bridal Show

Oklahoma City Bridal Show — Winter 2015
Branson Bridal Show

The Signature Bridal Show — Bossier City

Bicycling
Interbike

Memberships

Group Travel maintains memberships in numerous
trade organizations. The benefits of membership
include: regional representation and cooperation,
educational opportunities, database access, trade show
opportunities, networking opportunities and increased
exposure to industry trends and news. The Group
Travel Section memberships include:

American Bus Association

Brand USA

Christian Meetings and Convention Association

Grand Central USA (comprising four states: Arkansas,
Missouri, Oklahoma and Kansas)

Missouri Bank Travel

National Association of Sports Commissions

National Tour Association

Ontario Motorcoach Association

Small Market Meetings

South Central Motorcoach Association

TAP (Travel Alliance Partners)

TEAMS

Tennessee Motorcoach Association

Travel South USA



COMMUNICATIONS
SECTION

The Communications Section

is an eight-member team that
fulfills editorial, photographic
and research requests from both
traditional and non-traditional
outlets to increase awareness of Arkansas’s tourism
product. Projects undertaken by the staff include

the publication of e-newsletters, media releases,
blogs, a yearly media kit, brochures and travel
guides. In addition, the Communications team is
responsible for content and updates to Arkansas.com
and its many niche-oriented mini-websites. The
Section is also responsible for social media planning
and implementation. Other responsibilities range
from working with visiting journalists to developing
promotions throughout the state. Members of the
Section work hand-in-hand with both Aristotle and
CJRW on the state’s promotional efforts.

Leah DiPietro

The Section includes four travel writers: Katherine
Stewart (Central), Jill Rohrbach (Northwest and North
Central), Kimberly Williams (Upper and Lower Delta)
and Zoie Clift (Southwest); a visual coordinator/
photographer (Casey Crocker); a chief photographer
(Kirk Jordan); a public information technician (Mary
Osteen); and the Communications manager (Leah
DiPietro). This year, the Communications Section said
farewell to two long-term Tourism employees, Kerry

Casey Crocker photographs Queen Wilhelmina State Park sunset

Kraus (travel writer and website coordinator) and A.C.
“Chuck” Haralson (chief photographer). During their
combined nearly 75-year tenure, these staff members
showcased the best of Arkansas with the highest-
caliber photography and written communications.
Their talents will be greatly missed. Yet, we also look
forward to the new opportunities and challenges that
await the team in the coming year.

Graphic artist Max Gilbert continues to support the
Tourism Division staff by designing and publishing the
Arkansas Adventure Guide, both issues of the Calendar
of Events and other elements of the Vacation Planning
Kit. Gilbert also develops the logo and creates all
collateral support materials for the annual Governor’s
Conference on Tourism.

Public Relations/Promotions

The Communications Section promotes travel in The
Natural State in many ways: press releases to the
media and the industry, an interesting and interactive
blog, and social media via Facebook, Twitter, YouTube,
Instagram and Pinterest. With engaging stories and
appealing photography, the Section creates interest in
Arkansas, drawing in journalists and broadcasters to
spread excitement about the state.

Members of the Section also serve as research
assistants, tour guides and photographers for visiting
media. Such efforts generate hundreds of thousands
of dollars in coverage for Arkansas every year. Section

COMMUNICATIONS
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members also represent the Tourism Division at events,
conventions, travel shows and the Arkansas Governor's
Conference on Tourism.

Social Media and the Internet

The Communications Section maintains an influential
presence within the social networking and media
scene. Arkansas Tourism is found on social sites such as
Facebook, Twitter, YouTube, Instagram and Pinterest.
These sites are regularly updated by the Section via
targeted, planned postings and via real-time postings
of ongoing events. Most posts include photography,
which increases interest and hits for the post. In
addition to unique postings, the Section shares relevant
outside content that positively promotes The Natural
State, such as appearances by Arkansans on national
television programs or positive mentions of the state in
the national press.

Additionally, all members of the Section contribute to
the Travel Arkansas blog, a microsite of Arkansas.com.
This travel blog contains stories and photography

from our state. In 2015, 306 blogs were posted by the
Section’s travel writers and photographers. Links are
provided from the blog to social network feeds from the
Department. In addition, the blogs often link to content
panels on Arkansas.com.

The 2015 Barkansas social media contest and promotion
also received significant attention both inside and
outside the state. Developed and implemented by the
Department and Aristotle, the contest branded Arkansas
as the destination for pet-friendly vacations. Promoted
on the Arkansas website, the Arkansas Facebook page
and in Arkansas email, the campaign was supported by
a strategic online media buy. Running from August 3 to
September 8, 2015, the Barkansas Photo Contest was a
highly successful online promotion.

Social media continues to be a driving force for our
followers and partners. Facebook “likes” increased this
year from 70,350 to 80,318 as the Section worked to
better engage current users with videos, questions and
links. Our Twitter following has surpassed the 15,000
mark, with a year-end number of 15,543. And interest
in Pinterest evolved and grew as Arkansas-themed
boards came more strongly into play, with 3,000
followers. In addition, Arkansas Tourism’s Instagram
account boasts 8,047 followers.

| COMMUNICATIONS

All of these social media efforts have allowed the
Section to become more engaged with our audience
while also providing a broad range of opportunities
with which to share content and partner with industry
colleagues across the state.

Media Outreach

Communications Section members grant interviews,
arrange interviews and help disseminate information
both within and outside the state. Section members
made appearances on several TV stations in the Little
Rock market. Radio appearances are also made weekly
on KBFC/KXIJK in Forrest City, KASU in Jonesboro, KTLO
in Mountain Home and KDQN in De Queen.

The Section’s press releases and feature stories are
distributed to more than 850 media outlets both in-state
and out-of-state. These include national and regional TV
and radio stations, magazines, major metropolitan daily
newspapers, selected electronic media and all Arkansas
media outlets. Last year, the Communications Section
authored 61 media releases promoting numerous
events, as well as 279 blog entries. These releases and
blog entries inspired stories that appeared in a variety of
regional and national publications.

More than 15 travel journalists from across the United
States and Canada visited Arkansas throughout the
year. These individuals or groups provided broad
exposure to the state, working closely with the
Communications Section to plan their travel and
coverage. More than 61 articles or broadcasts have
come as a result of these media visits.

Among those, the Section hosted a group of
motorcycle riders/writers for a September week-long
tour of The Natural State. The group visited each of
Arkansas's DMAs, experiencing the sites and sounds of
fall in Arkansas. This discovery tour just for motorcycle
writers highlighted “must see” destinations and points
of interest for bikers. The group followed a suggested
itinerary planned by the Section’s travel writers, which
featured the hidden gems of Arkansas’s small-town
food and charms. The riders also enjoyed time to
explore the state on their own.

Similarly, the Section facilitated a four-day trip in May
for travel broadcaster Darley Newman. Darley and
her two-person team visited Little Rock, Hot Springs



and Bentonville. During their stay, the group visited
the Clinton Presidential Center, ESSE Purse Museum,
Lake Ouachita State Park, Crystal Bridges Museum
of American Art and the Razorback Greenway.

The program will air on PBS stations nationwide

in 2016.

Publications/Conferences

Communications Section members maintained an

active presence at tourism events across the state,

region and nation including:

e The IPW conference in Orlando in May 2015.

e The Society of American Travel Writers conference in
Las Vegas in October.

¢ The Public Relations Society of America Travel &
Tourism conference in Lexington, Ky., in June.

e The Association of Great Lakes Outdoor Writers
annual conference in Minneapolis in September.

e The Southeastern Outdoor Press Association annual
conference in Eufala, Alabama, in October.

¢ Bridal shows in Oklahoma City, Memphis and
Bossier City.

The Section also worked closely with the M3
Productions film crew to coordinate and shoot
various film footage, including “Point of View"
videos, segments for the annual Governor’s
Conference on Tourism and “Meet the Locals” for
the Arkansas Tourism YouTube channel, among other
special projects.

This year, the Communications Section collaborated
with CJRW to create two new publications: the
Arkansas Mountain Biking Guide and Native American
Heritage in Arkansas.

The Arkansas Mountain Biking Guide contains
information about Arkansas’s five Epic Trails, popular
local rides and the state’s official Ride Centers as
designated by the International Mountain Bicycling
Association. Featuring maps, trail descriptions and
action-focused photography, the guide is already

a hit with mountain biking enthusiasts. Similarly,
Native American Heritage in Arkansas highlights
attractions and historical sites of note, including a
timeline of important events in Arkansas's Native
American history.

These new publications are in addition to the annual
Arkansas Motorcycling Guide, Arkansas Water and

Woods glossy magazine, Trail of Holiday Lights
brochure and 2016 Tour Guide.

Online Resources

The Communications team is responsible for
maintaining photography and content for the state’s
signature tourism website, Arkansas.com, along with
various minisites, including the Media Room, Industry
Insider, Kids & Family, Motorcycling and Bicycling,
among others.

The travel writers research and draft editorials targeting
specific travel interests, highlighting events and
festivals, and describing picturesque images captured
by the photography staff. Staff worked closely
throughout the year with the Aristotle team to develop
and implement content for Arkansas.com'’s rotating
graphic panels. This task includes research, writing and
proofing content, and photography for the panels.

The Communications team also updates Arkansas.com’s
business listings, deals and coupons, city listing pages
and other content areas.

Along with Aristotle, the Communications Section
ensures that Arkansas’s online resources continue to
meet the needs of the media, general public, industry
partners and prospective visitors to the state.

For more information about the Communications
Section, call 501-682-7606 or e-mail
communications@arkansas.com.
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LEGISLATIVE COMMITTEES

The House and Senate Committees on Agriculture, Forestry and Economic Development oversee activities of the
Arkansas hospitality and tourism industry, providing leadership when related matters come up for legislative review.

S — =

THE HOUSE COMMITTEE ON AGRICULTURE, FORESTRY AND ECONOMIC DEVELOPMENT - Seated (left to right): Representatives Douglas
House, James Ratliff, Sheilla Lampkin, Mark McElroy and Matthew Shepherd. Standing (left to right): Representatives Rick Beck, Matthew

Pitsch, David Whitaker, Lane Jean, Chairman Dan Douglas, Jon Eubanks, Vice Chairman David Hillman, Stephen Meeks, David Branscum,
Charles Armstrong, Ken Bragg, Andy Davis and Ron McNair

THE SENATE COMMITTEE ON AGRICULTURE, FORESTRY AND ECONOMIC DEVELOPMENT - Front row (left to right): Senators Eddie

Cheatham, Vice Chair Alan Clark, Chairman Ronald Caldwell, Gary Stubblefield and Bruce Maloch. Back row (left to right): Senators John
Cooper, Blake Johnson and David Sanders

LEGISLATIVE COMMITTEES



COMMISSION

THE ARKANSAS STATE PARKS, RECREATION AND TRAVEL COMMISSION — Front row: Shash Goyal (Vice Chairman), Jim Dailey (Chairman),
Cindy Smith, Montine McNulty, Kane Webb (Executive Director of Parks and Tourism). Back row: John Gill, Randy Wolfinbarger, Mike Mills,
LeRoy Dangeau, Jim Shamburger, Mike Wilson, Weston Lewey, Kalene Griffith, Bill Barnes, Jay Bunyard. Not pictured: Danny Ford,

Bob Knight, Ness Sechrest
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EXECUTIVE SUMMARY

The Arkansas Department of Parks and Tourism is
charged, both by law and by policy of the State Parks,
Recreation and Travel Commission, with increasing
tourism to the state. With that in mind, this report
provides the tourism industry with current travel
marketing information. The first section contains
estimates of both traveler expenditures and traveler
volume for every county in the state. The second

and third sections contain the results of surveys of
individuals requesting travel information from the
Department. The fourth section summarizes an
ongoing survey of travelers stopping at Arkansas
Welcome Centers in which every 50th travel party

is asked to participate. Section five presents data
compiled on all Arkansas Welcome Center visitors from
registration data. The most significant results of these
projects follow:

The Economic Impact of Travel in Arkansas
The Arkansas tourism industry experienced a year

of growth in 2015. This is based on the 2073 U.S.
Travel Tourism Expenditure Impact Model. Travel
expenditures increased from $6,698,501,022 in 2014
to0 $7,280,600,761 in 2015 (8.69%). The number

of visitors increased from 25,885,046 in 2014 to
28,117,891 in 2015 (8.63%). A major factor in

the success of Arkansas tourism is the 2% Tourism
Initiative passed by the General Assembly in 1989.
This Act provided additional advertising funds for the
Department to compete with surrounding states for
potential visitors in the expensive magazine, television,
radio, newspaper and Internet markets.

The Effects of the 2015 Spring Advertising
Campaign

Travel expenditures per travel party and length of stay
in Arkansas were $525 and 4.2 nights, respectively.
Financial was cited most often as the reason for not
traveling Arkansas in 2015. Regardless of whether or
not they made a trip, 82.0% of survey respondents
plan to visit Arkansas within the next 12 months.

FINANCIALS

The Internet Conversion Study

Seventy-three percent of survey respondents reported
visiting Arkansas during the last 12 months. The
average trip lasted 6.7 days.

The Welcome Center Survey

The top five states from which visitors to Arkansas
Welcome Centers originated were: (1) Texas, (2) Missouri,
(3) Arkansas, (4) Louisiana and (5) Oklahoma.

The Welcome Center Registration Summary
A total of 883,901 tourists requested assistance from
travel consultants during 2015. Tourists’ “Reasons for
Travel” were as follows: Vacation (37.6%), Passing
Through (34.5%), Local Traffic (13.8%) and Business/
Student (14.1%). Tourists stopping at the State
Welcome Centers spent an estimated 769,024 travel
days in the state during 2015.

NOTE: Differences exist among economic impact,
conversion studies and Welcome Center data. Many
sources are utilized to gain the most complete picture
possible of visitors to Arkansas.



INTRODUCTION

The results of five research projects are contained in
this report:

The Economic Impact of Travel in Arkansas
Estimates of traveler expenditures are calculated using
the U.S. Travel Association 2013 Impact of Travel on
Arkansas Counties as a reference point. Arkansas
county traveler volume estimates use Census of
Transportation data as a benchmark, the most recent
being the 1995 American Travel Survey.

The Effects of the 2015 Spring Advertising
Campaign Mail Survey

Tourism Division advertising performance is monitored
annually through the use of conversion studies. A
conversion study is a survey of persons requesting
travel information through paid advertising to
determine how many actually visited Arkansas. The
2015 spring mail survey consisted of a sample of
5,000 people.

The Internet Conversion Study
Conversion study data for website inquiries was
obtained by sending an email questionnaire to
26,892 email addresses of individuals using the
Arkansas.com website.

The Welcome Center Survey

Every 50th travel party registered at each of the

13 Welcome Centers located at major entry points to
the state is asked to participate in this survey. Travel
counselors obtain valuable marketing information
about visitors to Arkansas and travelers who are
passing through.

The Welcome Center Registration Summary
Every travel party assisted by a travel counselor is
registered. Information is recorded concerning their
state of origin, number in their travel party, length of
stay and Arkansas destination.

These five projects relate data on Arkansas visitors

in three different ways. The relatively large sample

for the Economic Impact of Travel in Arkansas was
taken from the entire U.S. population. Also, fixed
costs such as vehicle depreciation and property

taxes were considered in the Economic Impact of
Travel in Arkansas, but not in others. As a result, the
expenditure per traveler is generally higher. The Effects
of the 2015 Spring Advertising Campaign and the
Internet Conversion Study had survey populations
comprised of people who requested travel information
from the Arkansas Department of Parks and Tourism.
The Welcome Center Survey and Welcome Center
Registration Summary represent highway travelers who
stopped at Welcome Centers on their trip. Much of
the traffic on interstates and U.S. highways (where the
Welcome Centers are located) is pass-through travel.

Historical Data Patterns in Table 1

Readers will note what sometimes appears to be an
inconsistent pattern of growth in some of the Arkansas
tourism data presented in Table 1. Approximately every
five years, the Tourism Division contracts with the U.S.
Travel Association to provide data on the economic
impact of travel in Arkansas counties. U.S. Travel is a
highly respected source of U.S. travel industry statistics.
The most recent year this report was purchased from
U.S. Travel was 2013, and the complete results by
county are presented in Table 3. The 2013 U.S. Travel
report will serve as a benchmark used by researchers
at the Arkansas Department of Parks and Tourism

to estimate subsequent years until new county-level
data is acquired. Over the years, economists at U.S.
Travel make adjustments and revisions to this model to
improve accuracy, which sometimes results in numbers
that appear to fluctuate over time. There are two
reasons why the Department does not purchase this
data from U.S. Travel every year. The first is cost, and
the second is that there would be a delay of more than
a year in reporting. Data marked “preliminary” may be
revised when a new benchmark becomes available.

FINANCIALS
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During 2015, visitors to Arkansas totaled 28,117,891
person-trips. Visitors spent an average of $258.93
per trip, resulting in over $7.2 billion in total travel
expenditures, $374 million in state taxes and $137
million in local taxes. The Arkansas travel industry
employed 64,679 persons and paid $1.3 billion in
wages and salaries. NOTE: The data in this detailed
presentation of travelers and their expenditures are
estimates and not actual counts.

Travel Patterns

Arkansas’s travel volume in 2015 was 28,117,891
person-trips. The economic impact of travel and
tourism on the state’s economy is reviewed in Figure

1 and Table 1. Figure 1 illustrates the growth in U.S.
travel spending in Arkansas, 1979-2015. The first
column in Table 1 lists total travel expenditures for

the state. The 8.69% increase in travel expenditures
in 2015 represents a real increase of 8.63% when
adjusted for inflation. Column Two in Table 7 shows
that travel-generated payroll grew from $240,134,000
to $1,315,067,000, an increase of $1,074,933,000
(448%) during the period of 1979 through 2015.
Travel-generated employment shown in Column Three
in Table 1 increased from 44,661 jobs in 1979 to
64,679 jobs in 2015. In 1979, each $28,241 in total
travel expenditures supported one job in the industry.
However, by 2015, $112,564 in travel expenditures

$8,000,000,000

(L]
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was required to support the same job. The importance
of travel-generated taxes on the state and local
economies is shown in Columns Four and Five. State
travel taxes averaged 5.0% of total travel expenditures
in 2015. The number of visitors in person-trips and
their average expenditures per person-trip are shown in
Columns Six and Seven.

Definition of a Person-Trip

A person-trip occurs, for the purpose of this study,
every time one person goes to a place 50 miles

or more, each way, from home in one day or is
out of town one or more nights in paid or unpaid
accommodations and returns to his/her origin.
Specifically excluded from this definition are:

1. Travel as part of an operating crew on a train,
plane, bus, truck or ship.

2. Commuting to a place of work.

3. Student trips to school or those taken while
in school.

The number of person-trips shown in Column Six rose
from 13,560,000 in 1979 to 28,118,000 in 2015,

an increase of 14,558,000 (107.4%). The number of
visitors to Arkansas first exceeded 15 million in 1986.
Over 20 million visitors came to Arkansas in 2000, and
again each year 2004-2015.
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Table 1 - Estimate of the Impact of Travel and Tourism on the Arkansas Economy, 1979-2015
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THE ECONOMIC IMPACT OF TRAVEL
IN ARKANSAS (CONTINUED)

¥

Figure 2 shows the percent of total travel expenditures
for the top five counties in 2015. Table 2 shows travel
impact by county for 2015. Table 3 shows travel
impact by county for 2013, the latest benchmark year
for Arkansas tourism data. In 2015, two counties
dominate the table: Pulaski with $1,818,484,934 and
Garland with $745,401,730. They received 25.0%
and 10.2% of the state total travel expenditures,
respectively. In all, 66 of the 75 counties received more
than $10 million in travel expenditures each during
2015, including 16 with more than $100 million each.
Seven counties had over one million person-trips during
2015. Those counties, their numbers and percent

of total trips are: Pulaski with 6,182,270 (22.0%),
Garland with 2,975,207 (10.6%), Washington with
1,822,218 (6.5%), Sebastian with 1,519,781 (5.4%),
Benton with 1,505,490 (5.4%), Baxter with 1,041,452
(3.7%) and Carroll with 1,037,370 (3.7 %).

Regional Breakdown

Figure 3 is a map of the 12 Arkansas tourism regions,
showing their travel expenditures. Table 4 presents the
2015 travel impact data by region and county.

FIGURE 2
TRAVEL SPENDING IN ARKANSAS COUNTIES
TOP FIVE COUNTIES
2015

BENTON (4.8%)

WASHINGTON (6.0%)

‘/

SEBASTIAN (6.2%)

GARLAND
(10.2%)

OTHER
(47.8%)

PULASKI
(25.0%)

FIGURE 3
TOTAL TRAVEL EXPENDITURES
BY TOURISM REGION
2015
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* (continued)
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Table 2 - Impact of Travel on Arkansas Counties — 2015 Prel
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County Travel Economic Impact Model (CTEIM) - Alphabetical by County

Table 3 - Impact of Travel on Arkansas Counties, 2013 - U.S. Travel Association
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County Travel Economic Impact Model (CTEIM) - Alphabetical by County (continued)

Table 3 - Impact of Travel on Arkansas Counties, 2013 - U.S. Travel Association
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Table 4 - Impact of Travel on Arkansas Tourism Regions by County - 2015 Preliminary*

COUNTY

TOTAL
TRAVEL
EXPENDITURES
(DOLLARS)

NORTHWEST ARKANSAS

BENTON 346,646,587
CARROLL 247,260,657
MADISON 11,099,282
WASHINGTON 437,234,282
TOTALS 1,042,240,808

OZARK MOUNTAIN REGION

BAXTER
BOONE
MARION
NEWTON
SEARCY
TOTALS

OZARK GATEWAY

FULTON
INDEPENDENCE
[ZARD
JACKSON
LAWRENCE
RANDOLPH
SHARP

STONE
TOTALS

248,024,325
78,129,815
52,831,277
14,559,881
10,958,306

404,503,604

28,242,942
44,659,293
27,010,179
17,528,959
17,594,763
21,745,108
52,756,744
85,942,510
295,480,498

TRAVEL-
GENERATED
PAYROLL
(DOLLARS)

64,459,756
51,167,174
1,602,500
103,342,805
220,572,235

45,523,290
14,377,943
10,323,012
2,687,943
1,731,754
74,643,943

4,860,002
8,779,642
4,008,986
2,768,288
2,635,929
2,848,954
7,891,613
16,353,240
50,146,654

WESTERN ARKANSAS’ MOUNTAIN FRONTIER

CRAWFORD
FRANKLIN
LOGAN
POLK
SCOTT
SEBASTIAN
TOTALS

ARKANSAS RIVER VALLEY TRI-PEAKS

CONWAY
JOHNSON
LOGAN
PERRY
POPE
YELL
TOTALS

50,258,304
18,329,823
15,101,063
25,272,507
7,524,777
454,528,363
571,014,836

30,844,443
35,755,382
15,101,063
20,747,196

168,950,409
16,812,799
288,211,293

8,342,521
3,221,750
2,617,223
4,516,477
1,353,072
72,787,382
92,838,424

5,324,531
6,683,543
2,617,223
2,891,935

25,754,794
2,126,431
45,398,457

GREERS FERRY LAKE/LITTLE RED RIVER

CLEBURNE
VAN BUREN
WHITE
WOODRUFF
TOTALS

162,248,511
61,279,737
63,823,053
8,329,822
295,681,122

26,593,745
9,983,222
10,460,268
1,103,335
48,140,570

TRAVEL-
GENERATED
EMPLOYMENT
(JOBS)

3,535
3,159
68
4,695
11,458

2,328
819
543
154

85
3,927

255
503
206
148
140
143
401
841
2,637

443
158
127
250
68
3,018
4,064

288
345
127
128
1,371
112
2,371

1,407
537
615

58
2,617

TRAVEL-
GENERATED
STATE TAX
(DOLLARS)

22,277,621
15,431,984
673,248
23,648,396
62,031,249

14,526,524
4,642,607
3,124,452

864,269
661,242
23,819,095

1,683,044
2,660,024
1,598,857
1,056,939
1,063,692
1,292,507
3,110,919
4,969,321
17,435,302

3,045,347
1,104,393
933,276
1,498,442
448,654
15,962,787
22,992,899

1,848,067
2,134,834
933,276
1,210,702
7,211,447
986,745
14,325,070

9,688,455
3,782,691
3,788,814

497,051
17,657,011

TRAVEL-
GENERATED
LOCAL TAX
(DOLLARS)

8,640,636
4,617,753
290,724
7,056,061
20,605,174

4,562,107
1,503,591
1,194,722
339,283
256,001
7,855,704

682,731
870,881
678,311
317,504
393,709
568,614
1,375,609
1,822,192
6,709,550

868,190
399,457
437,554
537,560
183,543
5,541,388
7,967,692

702,890
697,025
437,554
684,850

2,375,141
451,164
5,348,624

4,598,410
1,767,119
1,090,733

227,264
7,683,525

VISITORS
(PERSON-TRIPS)

1,505,490
1,037,370
43,502
1,822,218
4,408,581

1,041,452
331,808
214,450

57,822
53,781
1,699,313

112,785
186,642
101,045
72,660
72,739
95,096
202,569
352,509
1,196,045

208,987
74,659
56,233
99,244
27,280

1,519,781
1,986,184

133,714
153,535
56,233
74,025
677,208
58,875
1,153,589

651,586
229,343
258,683

28,472
1,168,084
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Table 4 — Impact of Travel on Arkansas Tourism Regions by County — 2015 Preliminary* (continued)

COUNTY

HEART OF ARKANSAS

FAULKNER
LONOKE
PRAIRIE
PULASKI
SALINE
TOTALS

DIAMOND LAKES

CLARK
GARLAND
HOT SPRING

MONTGOMERY

PIKE
TOTALS

TOTAL
TRAVEL
EXPENDITURES
(DOLLARS)

111,872,877
40,433,135
5,764,443

1,818,484,934

62,961,984

2,039,517,372

62,136,664
745,401,730
39,776,885
32,976,192
20,675,453
900,966,924

ARKANSAS’ LAND OF LEGENDS

CLEVELAND
GRANT
JEFFERSON
LINCOLN
TOTALS

5,043,307
7,287,202
144,434,559
5,679,765
162,444,833

ARKANSAS’S GREAT SOUTHWEST

HEMPSTEAD
HOWARD
LAFAYETTE
LITTLE RIVER
MILLER
NEVADA
SEVIER
TOTALS

ARKANSAS’ SOUTH

ASHLEY
BRADLEY
CALHOUN
COLUMBIA
DALLAS
OUACHITA
UNION
TOTALS
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56,269,768
4,935,050
35,861,960
26,527,068
101,928,854
28,543,335
18,350,282
272,416,319

33,211,257
13,067,148
4,145,574
32,836,007
16,052,990
35,657,729
146,768,969
281,739,675

TRAVEL-
GENERATED
PAYROLL
(DOLLARS)

20,622,633
6,736,767
871,928
344,038,347
11,509,314
383,778,989

12,026,330
127,584,162
6,251,524
4,949,365
3,686,728
154,498,110

641,587
900,407
26,426,474
791,828
28,760,297

10,619,527
574,160
4,374,726
3,774,688
17,466,641
4,936,853
2,800,286
44,546,881

6,028,624
1,971,358
399,845
5,905,035
2,250,670
6,238,971
16,667,629
39,462,131

TRAVEL-
GENERATED
EMPLOYMENT
(JOBS)

1,116
330

49
13,538
670
15,705

608
7,455
314
263
205
8,845

33

54
1,414
34
1,535

563
25
227
206
774
174
152
2,122

343
88

12
306
114
329
991
2,182

TRAVEL-
GENERATED
STATE TAX
(DOLLARS)

6,685,611
2,425,098
355,710
69,314,347
3,736,986
82,517,751

3,780,973
41,858,041
2,388,143
1,940,597
1,226,943
51,194,697

291,204
439,062
7,829,370
347,041
8,906,677

3,353,026
307,303
2,127,332
1,564,015
4,672,852
1,208,515
1,089,387
14,322,427

1,957,565
810,735
249,054

1,959,597
984,049
2,119,130
7,119,164
15,199,295

TRAVEL-
GENERATED
LOCAL TAX
(DOLLARS)

1,872,447
698,143
131,661

31,092,926
1,143,580
34,938,757

1,041,151
15,499,198
916,673
1,026,350
445,051
18,928,423

135,422
147,465
2,924,114
119,888
3,326,889

1,344,946
96,509
1,002,144
817,458
1,515,729
417,492
360,018
5,554,296

689,606
364,863
143,396
649,386
383,813
655,012

2,254,257
5,140,333

VISITORS
(PERSON-TRIPS)

466,042
159,472
23,748
6,182,270
258,803
7,090,335

262,715
2,975,207
157,395
118,642
83,942
3,597,900

14,452
29,522
558,553
22,350
624,876

226,105
21,245
133,481
103,309
412,312
76,883
70,089
1,043,424

139,747
47,029
10,394

133,080
66,059
158,846
539,857
1,095,012



Table 4 — Impact of Travel on Arkansas Tourism Regions by County — 2015 Preliminary* (continued)

COUNTY

TOTAL
TRAVEL
EXPENDITURES
(DOLLARS)

ARKANSAS DELTA BYWAYS

ARKANSAS
CHICOT
CLAY
CRAIGHEAD
CRITTENDEN
CROSS
DESHA
DREW
GREENE

LEE
MISSISSIPPI
MONROE
PHILLIPS
POINSETT
ST. FRANCIS
TOTALS

STATE TOTALS

39,603,456
15,320,604
18,624,377

115,122,133
194,818,175
17,615,278
26,440,315
30,207,867
28,341,587
4,409,347
117,031,418
35,849,785
30,005,255
17,082,099
51,012,842

741,484,540

TRAVEL-
GENERATED
PAYROLL
(DOLLARS)

6,131,331
3,107,358
2,864,560

21,797,779
35,327,253
3,008,206
4,839,330
5,763,570
5,132,415
613,785
24,684,393
6,306,913
4,696,135
1,840,203
8,784,302
134,897,533

7,280,600,761 1,315,067,000

TRAVEL-
GENERATED
EMPLOYMENT

TRAVEL-
GENERATED
STATE TAX

(JOBS) (DOLLARS)
323 2,354,553
152 911,982
143 1,104,374

1,205 6,917,795

1,999 11,902,403
157 1,052,562
290 1,578,908
330 1,810,613
283 1,681,959

35 261,737

1,294 7,014,595
327 2,139,305
275 1,803,371

94 1,058,946

438 3,096,100
7,343 44,689,204
64,679 374,157,401

* Data are preliminary and may be revised when new benchmark is received.

Note: Details may not add due to rounding.

TRAVEL-
GENERATED
LOCAL TAX
(DOLLARS)

862,028
314,769
460,368

1,885,298
3,540,455
333,934
492,569
544,812
602,480
123,299
2,330,374
650,357
648,949
307,963
1,018,154
14,115,808

137,737,223

VISITORS

(PERSON-TRIPS)

164,627
62,601
74,299

482,214

817,479
74,707

114,164

125,511
120,226
13,742
508,695
143,779
120,789
75,882
212,067
3,110,781

28,117,891
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During the first seven and a half months of 2015, the
Tourism Division received 103,923 requests for travel
information that were associated with the Tourism
Division's Spring 2015 Advertising Campaign. A survey,
often referred to as a conversion study, was conducted
by mail. The survey questions were changed in 2015,
and new metrics were added for this study. Selected
for the conversion study were 5,000 of the individuals
who made requests for travel information during the
campaign. This survey was to determine how many

of them had actually visited Arkansas. Here are a few
major points from the analysis:

e The overall conversion rate increased to 43.2%
from 41.7% in 2014.

e Average length of total trips increased significantly,
by 13.1%, or 6.9 nights in 2015 compared to 6.1
nights in 2014.

o Total dollars spent decreased by 5.2%, to $863.

e Median dollars spent in Arkansas was $525,
10.6% less than 2014.

e Median family income significantly increased
compared to last year, to $66,806 from $55,471
in 2014.

e Those who plan to visit Arkansas within the next
12 months increased to 82.0% in 2015, compared
10 60.9% in 2014.

e The average reported length of time to receive an
Arkansas Vacation Planning Kit was 16.8 days, a
decrease of nearly one day from 2014.

e Use of the Arkansas website increased to 40.5%
from 19.3% in 2014.

e Interest in using the information received for

50%

reading about lodging and attractions in 2015
continued to increase greatly from 2013 and 2014.

¢ Family/Personal considerations were the reason
cited most often for those unable to travel in
Arkansas. Those who listed financial considerations,
second most cited reason, decreased to 22.5% in
2015, compared to 24.6% in 2014.

Table 5 summarizes responses for each question in
both the 2014 and 2015 surveys. To keep costs down,
only a limited number of media are surveyed each
year. The 2015 Spring Conversion Studly included six
media. The media is rotated annually so that most
major media will be surveyed within a two-year
period. For a list of publications surveyed to date,

see Table 6. During the campaign, the Tourism
Division selected the following four magazines to be
studied: AARR Midwest Living, Outside and Southern
Living. One online project, travelinformation.com,
and one television project, Engage TV, were selected
to be studied.

The results of the study, by publication, are contained
in Table 7. An assessment of each publication by an
index entitled the Ratio of Travel Expenditures to Cost
is given in Table 8. Some publications have a higher
cost-per-inquiry than in previous years, and this can be
attributed to increased frequency and/or larger ads. It
is important to note that ratio of travel expenditures to
cost is only one measurement.

Figure 4 illustrates how Arkansas information was used
in planning trips, and Figure 5 compares reasons given
in 2014 and 2015 for not visiting Arkansas.

45%

40%
35%

FIGURE 4 30%

HOW INFORMATION WAS USED

25%

IN PLANNING

SPRING 2015 20% 1
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60%
50%
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40%
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Table 5 - Spring Conversion Study Summary, 2015 and 2014

QUESTION 2015 2014

1-2 times 34.2% o

5 or more times 3.9%

Lodgin 21.7% 17.0%

Restaurants 14.1% 16.7%

Other 7.0% 7.8%

1-4 times 35.0% °

10 or more times 2.5%

1-2 times 70.8%

5 or more times 4.5%

Northwest 22.6%

Southwest 13.5%

Central 22.7%

Family/Personal 50.5% 17.8%

Work-related 10.6% °

Weather 0.3% 2.9%

Male 45.6%

Preferred not to answer 7.8%

Total $863.00 $910.00
-~ Akansass  §5500  $58700
* Conversion study survey changed Spring 2015 to reflect changing markets for tourism.
e Indicates new metrics beginning Spring 2015
Source: 2015 and 2014 Conversion Studies, Arkansas Department of Parks and Tourism.



Table 6 - Publications Surveyed and Conversion Rate by Year Surveyed
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Table 7 - 2015 Spring Conversion Study by Media




Table 7 - 2015 Spring Conversion Study by Media (continued)
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Table 7 - 2015 Spring Conversion Study by Media (continued)
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Table 8 - Ratio of Travel Expenditures Generated to the Cost of 2015 Spring Advertising Campaign
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THE ARKANSAS SPRING INTERNET CONVERSION
STUDY AND THE WELCOME CENTER SURVEY

The Arkansas Spring Internet Conversion Study
The Arkansas Department of Parks and Tourism
website received 5,968,613 visits during 2015. An
Internet Conversion Study was conducted in December
2015. The survey instrument, along with a letter

from the Tourism Director, was emailed to 26,892
households during December 2015. The survey
response rate was 7.1% with 1,909 responses.

Results are summarized below.

e QOver three-fourths (80.2%) located the Arkansas
Department of Parks and Tourism website via
either a search engine (58.0%) or website link
(22.2%).

¢ 35.6% printed one or more pages from the
website, up from 34.2% in 2014.

® 73.0% of respondents reported visiting Arkansas
during the last 12 months.

¢ The median expenditure per trip was $762, up
13.1% from $674 in 2014.

¢ Those requesting that additional information be
sent to them received it in 8 days, well within
the median trip planning time of 12.1 weeks.

e Three-fourths (75%) reported visiting the
websites of other states.

e 84.3% said they plan to visit Arkansas
within the next 12 months.

The Welcome Center Survey

The Welcome Center Survey is an

ongoing project initiated January 1, 1981.
The purpose of the survey is to gain insights
into the nature of Arkansas travelers and their
travel habits. Survey forms are completed at
all 13 Arkansas State Welcome Centers. Every
50th travel party registered at each Center is
asked to be included in the survey, and the
sample size for 2015 was 10,217. Table 10
contains a comparison of the 2015 and 2014
Welcome Center Surveys Summary.

It should be noted that those persons traveling
through Arkansas to reach a final destination beyond
the state are also included. This affects the totals,

but no effort was made to separate them from other
travelers, in order to maintain the integrity of the data.
All 50 states and the District of Columbia are included
in the survey. Foreign visitors are excluded.
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The top states of origin are shown in Figure
6 and in Table 10. Leading the list are Texas,
Missouri, Arkansas, Louisiana and Oklahoma.
These five states account for 52.52% of
the total.
The median age of those stopping for assistance
at Arkansas Welcome Centers during 2015 was
55.0 years.
Travel parties stopping for assistance consisted
of 70.5% family members traveling together
and 26.8% individual travelers.
When asked the main purpose of their
trip, those surveyed responded in order of
preference: visiting friends or relatives (39.8%,),
sightseeing (15.6%), business (11.1%),
recreation (10.5%), entertainment (10.4%),
family affairs (7.8%) and other (4.7 %).
e Those surveyed indicated their trip lasted
6.7 nights, with 3.3 (49.3%) of those nights
spent in Arkansas.
e The majority (71%) considered the trip to be
a vacation.
e The top five Arkansas counties listed as a final
destination are Garland, Pulaski, Benton, Carroll
and Fulton.
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FIGURE 6
WELCOME CENTER SURVEY TOP 10 STATES OF ORIGIN
2015
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Table 9 - 2015 Fall Internet Conversion Study

QUESTION 2015 2014

Banner ad 1.2% 0.7%

Website link 22.2% 24.3%

Social media 4.0% 2.9%

Newspaper 0.6% 1.2%

Magazine 8.0% 6.3%

Under 18 14.8% 20.8%

25-34 6.3% 8.5%

45-54 17.2% 17.2%

65 and over 24.3% 15.5%

Sightseeing 18.7% 18.5%

Attractions 11.5% 11.9%

Museums 6.7% 6.5%

Arts/crafts show 3.1% 2.8%

Hiking 7.6% 6.4%

Antiques 3.9% 3.4%

Water sports 2.2% 3.5%

Birdwatching 1.8% 1.1%

Racing 0.3% 0.3%




Table 9 - 2015 Fall Internet Conversion Study (continued)

QUESTION 2015 2014

Visiting friends or family 11.8% 13.8%

Business 1.9% 1.7%

Other 11.7% 9.2%

Making hotel/motel reservations 13.1% 14.7%

Selecting places to eat 13.3% 15.7%

All of the above 18.9% 13.6%

Financial 18.1% 21.2%

Personal/family 14.5% 17.4%

Other 22.8% 22.3%
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Table 10 - Comparison of 2015 and 2014 Welcome Center Surveys

TOP 15 STATES OF ORIGIN, 2015 AND 2014

STATE OF ORIGIN

Texas
Missouri
Arkansas
Louisiana
Oklahoma
lllinois
Mississippi
Tennessee
Michigan
Indiana
Florida
Wisconsin
Kansas
lowa

Ohio
Other

AVERAGE AGE

Median for All Members of the Travel Party
2015-55.0

2014 -553

DESCRIPTION OF TRAVEL PARTY

2015 2014
Family 70.5% 72%
Individual 26.8% 27%
Business * *
Motor home * *
Other * *
FIRST TRIP TO ARKANSAS
2015-7.7%
2014 -8.4%

METHOD OF CONTACTING DEPARTMENT
PRIOR TO TRIP

2015 2014
Internet 86.8% 95%
Phone 8.7% 3%
Mail 4.5% 2%
Did not contact * *

| FINANCIALS

2015 2015 PERCENT 2014
RANK OF TOTAL RANK
1 17.9% 1
2 11.1% 2
3 9.5% 3
4 7.3% 6
5 6.7% 5
6 6.4% 4
7 5.1% 7
8 3.9% 8
9 2.8% 10
10 2.6% 9
11 2.2% 11
12 2.0% 13
13 1.9% 12
14 1.8% 17
15 1.7% 18
17.1%

PURPOSE OF TRIP

2015
Visit Friends 39.8%
Sightseeing 15.6%
Business 11.1%
Recreation 10.5%
Entertainment 10.4%
Family Affairs 7.8%
Other 4.7%
NIGHTS AWAY FROM HOME

2015
1 5.3%
2 10.6%
3 10.2%
4 10.7%
5 9.3%
6 10.0%
7 9.8%
8+ 33.9%
Median Nights: 6.7

2014 PERCENT
OF TOTAL

18.7%
12.5%
8.9%
6.0%
6.4%
7.7%
5.0%
3.8%
2.6%
2.7%
2.2%
2.0%
1.9%
1.7%
1.5%
16.4%

2014
42%
16%
10%
1%
9%
7%
5%

2014
5%
1%
1%
11%
9%
9%
9%
35%
6.8



Table 10 - Comparison of 2015 and 2014 Welcome Center Surveys (continued)

NIGHTS SPENT IN ARKANSAS

~N O Ul AN =

8+
Median Nights:

VACATIONERS
2015 -71%
2014 -73%

TOP 10 ARKANSAS COUNTIES

AS FINAL DESTINATION

Garland
Pulaski
Benton
Carroll
Fulton
Washington
Boone
Phillips
Cleburne
Baxter

AVERAGE TRIP DISTANCE
2015 — 846 miles
2014 — 823 miles

2015
28.1%
19.7%
14.6%
10.6%

5.5%

9.3%

4.0%

8.3%

3.3

O VWO NOU M WN

—_

2014
26%
20%
15%
12%
6%
9%
4%
9%
3.3

ACTIVITIES PARTICIPATED IN

Sightseeing
Shopping
Attractions
Historical
Museums
Hiking
Fish/Hunt

Live Performances
Art/Crafts
Camping
Water Sports
Antiques
Birding
Sporting Events
Festival

Golf

Racing

AVERAGE EXPENDITURE PER TRIP

2015 -$758
2014 -$777

WHAT MOST INFLUENCED TRIP

Shortest Route
Previous Visit
Friend/relative
Business
Advertisement

* Denotes less than 1 percent.

2015
78.1%
61.0%
45.7%
23.0%
18.9%
10.4%

8.9%

8.6%

7.5%

6.6%

4.7%

4.2%

3.4%

2.9%

2.6%

2.2%

0.7%

2015
40.1%
34.9%
12.3%

7.1%

5.5%

Note: Details may not add due to rounding.

Source: 2015 and 2014 Arkansas State Welcome Center Surveys.

2014
80.8%
64.3%
51.2%
26.4%
20.5%
11.4%

9.6%
10.3%

9.2%

7.9%

6.3%

5.3%

4.1%

3.4%

4.0%

2.3%

0.8%

2014
41.9%
35.6%
11.0%

6.6%

4.9%

FINANCIALS
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WELCOME CENTER RE

During 2015, a talented staff of travel consultants
assisted 883,901 visitors at the 13 Arkansas State

Welcome Centers. In addition to providing customized

travel information to visitors, the Welcome Centers

collect a wealth of marketing and research data. Figure

7 compares 2015 and 2014 visitor totals by month.

Of those who stopped for assistance, 37.6% were on
vacation, while 34.5% were passing through. “Reasons

for Travel” is summarized in Table 12 and by Figure
8. The top five regions visited in Arkansas by those

who stopped for information were: Heart of Arkansas,

Arkansas Delta Byways, Diamond Lakes, Ozark
Gateway and Northwest Arkansas.

FIGURE 7
WELCOME CENTER VISITORS BY MONTH 2014-2015

140,000

120,000

100,000 -~

80,000 -

60,000 +-2-

JAN FEB  MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
M 2015 M2014

FIGURE 8
WELCOME CENTER VISITORS BY REASONS FOR TRAVEL
2015

BUSINESS/STUDENT

14.1%

VACATION
LOCAL 37.6%

13.8%

PASSING THROUGH
34.5%

United States visitors to Arkansas State Welcome
Centers increased 8.2% in 2015, while international
visitation increased 14.6% from 2014 totals. The
top five countries of origin and their percent of total
international visitation are depicted in Figure 9.

See Table 15 for the complete breakdown of
international visitors.

The Department of Parks and Tourism Central Office
at 1 Capitol Mall in Little Rock is a working 14th

Welcome Center that answers phone calls and mailed

requests providing information on scenic, historic

FINANCIALS

GISTRATION SUMMARY

and recreational points of interest within the state
for Arkansas travelers. In addition, this Welcome
Center serves as the reception area for the Arkansas
Department of Parks and Tourism central office.

ARKANSAS STATE WELCOME CENTER UPDATES

NAME DATE OPENED UPDATED
1. Bentonville 7-29-67 -
2. Harrison 5-17-88 *
3. Mammoth Spring 3-16-87 =
4. Corning 8-19-68 2/14/06
5. Blytheville 4-07-75 5/12/09
6. West Memphis 11-24-71 5/28/13
7. Helena-West Helena 2-8-78 11/19/13
8. Lake Village 6-30-80 5/18/09
9. El Dorado 1-10-69 11/5/04

10. Texarkana 1-13-69 12/16/04

11. Red River 12-08-88 *

12. Van Buren/Fort Smith 4-27-70 5/24/05

13. Siloam Springs 6-24-92 -

* Welcome Centers scheduled to begin updates in 2016
- Updates unscheduled

Arkansas State
Welcome Centers
are jointly operated
by the Arkansas
Department of Parks
and Tourism and the
Arkansas Highway
and Transportation
Department. See
pages 60-61 for an
update on the rebuilding program currently in progress.

FIGURE 9
WELCOME CENTER FOREIGN VISITORS
TOP FIVE COUNTRIES 2015

OTHER 22.1%

AUSTRALIA 2.5%—; CANADA

51.6%
ENGLAND 5% v
GERMANY 5.8%

MEXICO 12.9%



Table 12 - Visitors by Reason for Travel and Welcome Center 2015

Table 11 - Welcome Center Summary Table 2015

8/9'988 €6¥'89 0V9'88 LOV'LZZ TOL'0C DZO0'9L S6S'6L 9LL'LS SO0'VZ 9/Z°99 SO0'SE 660°'6S C06°'6LL 09€E'vT S1viOol

vez'szl  vovr'9 916'0L GLS'ZE €16V 0'e G90'€l  /SY'V  eTr'V 669°'LL 6818 [89'L  v79'tl  veI's Juspnis/ssauisng

6lZ'zzl  (9¥'TL  866'El  TT6'lT LTS8l LLZ'L 9ZS'¥L  L0S'0L 6lEY  8£0'L 618'C  1/S'8 TvS'6L  8L6'C |e207]
755'S0€  GEL'LE /6149 1ZS'Y9  0/9'T  S80'S  9/S'6L  €68'0€ SC0°L 0878l 88L'v  L6L'TT €SS'LS  TEV'y  ybnoiyl Buisseq
€89'c€€  /8Y'8l  676'9C E¥Y'80L TE9'0L  98L'9  8TY'ZE GTE'LL TET'S  6S7'6T 6076l  vPO'0Z E8L0E  9TL'LL uonesep
SIVIOL SIHANAIN HLINS 1404 VYNV SONIYdS "IN ONIYdS JOVTIA  VYNITAH M NOSIYYVH 0avyoda ONINYOD ERRIAY ERRITA TIAVYL YO4 NOSVY3IH
1SIM /NF4NG NVA -4vX3L NVOTIS a3y HLOWINVIN PV -VN3I1IH BE| -IH1ATE -NO1N39
%E"L ¥20'69L %60~ Lz'e %T'8 L06°'€88 %L'6 8LV'68€ S1viOL
%8'GE 0£8'61 %¥0 ve'T %1 6€ 619'89 %1'8€ v67'6¢ SIYAWSIA 159N
%ET 878'08 %10- 0£7 %ET 069'88 %6'C ¥19'8¢ UYHIWS 104/using uep
%S0T ¥89'71C %L L- LTT %LLT £9€'87¢ %LET ZrS'001l eueyexa)
%9°G- 09t'81l %6'C- 00 %617~ 0L0°0Z % 786’6 sbunds weojis
%9'L- €9G°/1 %' 90'¢C %S 0z6'sl %1 0- 0zL'L 19Ny pay
%L0L 8190 %L~ 65C %l L LLY'SL %E'8 97£'0€ bunds yrowwen
%LV vee'sy %¥0 0€C %E'S G8€'/S %9t 2e6've abej|iA e
%6°L- v16'0C %11 v8'L %9°C- €817 %6°€- 197’1l PUS[H 1S9/\\-PUS[OH
%6°€- £56'99 %8°0- 9€7 %9't- 910'59 %L €- 9vS'LT uosieH
%S0~ 6LE0E %9t~ 61T %8'9- 785'vE %S - ¥88'¢€l opeloq |3
%6'C LOL'LL %0°L €6°L %St L1665 %9'€E 090°L€ buiuiod
%E'T LS6'EL %L L- 9 %€ €50'8L1L %6t 0t0'0S 3|InayAlg
%T 6 L0S'0€ %01 661 %L Y- 98Y'C %8'G- S87'TlL 9||Inuoluag
31VY HIMOYD SYSNVIYHY NI 31VY HIMOYD F1DIHIN/SHOLISIA 31vY HIMOYD SHOLISIA 31VY HIMOYD SI1DIHIA

1N3dS SAVA TVLOL

101

FINANCIALS



Table 13 - Visitors by Destination in Arkansas by Region and Welcome Center 2015
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Table 14 - Visitors by State and Welcome Center 2015
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Table 14 - Visitors by State and Welcome Center 2015 (continued)

60¢ 1Z4 514 8 S 0 Sl 9l S Sl [4 Ll 0¢ 0 IIVAA\VH

0LE 86 69 3801 L l L L S 33 [4 €l 9l 14 INOWYIA

14474 €5l 0L il 1 0 8¢ 0 [4 4 0 € €¢ ¥ FVMV1Id
10S 8¢ [43 85 6 ¥4 LS 144 ¥ 8 X4 L 86 85 V1OXVA HLYON
ves sl 0l 8¢el [4 [4 0¢ 38 Lc 0¢ 0 L 6v € FHIHSIANVH M3AN
885 S¢ 98 66 0l [44 9L L€ 0l LLL v 0¢ €L Sl VASVIV
SIVIOL  SIHAWIN  HLIAS 1404 YNWY SONIYdS YAl ONIYS JOVTIA  YNITIH M NOSRYVH OQvd0d  ONINYOD  3TIIA ITIA OINVY Ag Q3LSI) S3LVLS

1SIM /NFING NVA  -dvX3l NVOTIS a3y HLOWNVIN PV “VNIT3IH RE! -3JHLA1G -NOIN3g




Table 15 - International Visitors by Country and Welcome Center 2015
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Table 15 - International Visitors by Country and Welcome Center 2015 (continued)
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Table 15 - International Visitors by Country and Welcome Center 2015 (continued)

8 [4 0 14 0 0 [4 0 0 0 0 0 0 0 V1INZINIA

el 1% [4 l 0 0 0 0 0 [4 0 0 1% 0 NY3d

901 44 0€ 144 0 0 9 L 0 S 0 [4 8 [4 1Zvdd

VOI43INY HLNOS

oLl 9 X4 6l 0 4 8l Ll 8 6 0 € Ll l ANVIVIZ M3IN
VINV3IDO
€¢ 0 0 € 0 0 91 0 0 4 0 0 0 [4 vIgvyv [anvs

6 € 14 6l [4 0 0 ol 0 0 0 0 L 1 IEVAN

1SVv3 37AAIN 8 dVIN

ODJIX3IN

6 [4 l 14 0 0 0 0 [4 0 0 0 0 0 STIVM

SIVIOL  SIHNIW - HLIWS 1404 VNV SONIYAS YIAN ONIYdS IOVTIA  YNITFH M NOSIYYVH 0avdod  SNINYOD ITA 1A SIFINNOD NOIFHOL
1SIMm /NFdNg NVA RAVETN VOIS a3y HLOWNINVIN PV “VNIT3IH RE! -3HLA19 -NOIN3g







	2016 APT Annual Report_1-75
	2016 Annual Report 76_108



