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KX Messagc to the lnclustry

We are p[easecl to present the 2004/2005 Marl(eting & Communications Plan which we view as a
co”akorativc eﬂ—ort loetween our tourism partners, flw Buncom[)e County Tourism Deve[opment /A\utl\ority

(BCTDA’, our aclvertising agency and the CVB stall. [n addition to a review of the past year, the p[an

serves as a strategic Hueprint for ac[ﬁeving increased visitation for the upcoming fiscal year.

It's important to note that this will be a year of transition in our marketing efforts. While maintaining
a strong media campaign and marketing program, BCTDA and CVB will also kegin imp[ementation of
a new brand strategy which will include the [o“owing:

- Finalize brand promise, strategy and uueprint for destination Asheville.

- Deve[op a new tag[ine and [ogo that conveys the brand promise and positioning.

- Review ancl overl\au[ communications, co“atera[ ancl creative to reﬂect t]w Asl\evi“e Lrand.

- Utilize research to ensure the brand is accurate[y communicated t}\roug}\ new creative.

- Deve[op a rollout p[an for the brand and Legin a program to e“cctiv‘e[y train and educate the
[wspitality inclustry and residents to ensure that the brand is carried tl\rough all segments of the

community.

This p[an also ré”ects what appears to be a [igl\ter spring media schedule. This is due to an agency review
that will take p[ace in the fall. In actua[ity, a signi[icant amount of media dollars remain in contingency
and will be allocated for the spring once the agency review is finalized. With a brand Hueprint in p[acc,
the agency will work c[ose[y with BCTDA to cleve[op new creative messaging that should be reacly for

late spring insertions.

The CVB Lazgins cleve[opment of a customer re[ationsl\ip management program this year to allow
BCTDA to better manage re[ations}\ips with past and potentia[ travelers througI\ persona[ization and
customization of messages.‘ This effort should also yie[cl,a better unclerstancling of the leisure traveler to

this area.

We continue to seck ideas and input througl\out the year from our tourism partners. The feedback proviclecl
in the community stakeholder survey was invaluable and provicles the CVB staff with a benchmark so we

can raise the bar even }\ig[\er. BCTDA will conduct that survey every 18 months so the CVB can

continua”y eva[uate performance ancl mal(@ acljustments to Eetter serve tl\e community. [n t}\e meantime,

we encourage you to read the p[an and continue provicling the CVB stalf with ideas for improvement

whenever possiue. Have a great year!

YOur CVB Team -
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A Review o[ 2003-2004
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Gcncra[ Tourism

2003 Occupancy & Averagc Dai[y Rate

2002 2003
OCCUP&HCY ADR Occupancy ADR
National 58.9% $83.01 592% $83.12
Nortll Caro[ina 55.0% $657O 55.6% $66.16
Asheville 59.3% §6698 59.3% $68.93
60.0% $90.00
+ $80.00
59.0% T .
599% 366.16 + $70.00
S8.0% 4 $60.00
§ 570% T -+ $50.00 ___%
i~ 56.0% I + $4000 A
s50% -+ -+ $30.00
+ $20.00
S4o% 7 + $1o.00
53.0% : : $-

Nationa[ NC Asl\cvi”c

- Occupancy
—A— ADR

Rcscarch ggoviolccl Lx:
Smith Travel Research (April 2004 Report)
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N Marl&ting & Public Relations

Puuic Re[ations P[acements

2002-2003 2003-2004** Variance
Advertising Value § 3,809,150.31 | Advertising Value $ 7.644,489.30 100.7 %
(tl\rough May) (t}\rough May)
Column Inches 16,223 Column laches 45,334 1794 %
(tl\roug}l May) (through May)
Circulation 293,099,248 Circulation 264,709,232 185 %
(tl\rougl\ May) (t}\rougll May)
Signi[icant Placements 492 Signi[icant 726 476 %
(throug‘\ May) Placements
.]ourna[ists Assisted 283 .Iouma[ists Assistec[ 319 127 %
Mproj'zctec[ ”projectecl

** Based on projectecl figures for June 2004. Actual [igures were unavailable at print time.
Also note that Aclvertl’sing Value figures for 2003-2004 included $1.6 million for coverage received as a
resu!t o[ tlle Co[cl N‘ountain campaign.

Visitor Inquiries On[inc Visitor Guicle Requests

July 12,018 16,091 July 3,635 4,586
August 11,066 16,397 August 3,456 4,123
September 14,209 13,167 September 3,537 4117
O ctober 11,372 4.880 QO ctober 3,179 2,472
November 4,002 5,613 November 1,891 1,562
December 4,131 3,698 December 1,163 1,476
January 3,782 6,418 .January 2.559 2,610
February 5,324 10,358 February 2,359 2,105
March 9,843 15,782 March 3,469 3,937
April 15,070 18,875 April 3,413 2,718
May . 10,330 12,723 May 2,‘592 2,287
June 12,842 15,539 June 4,858 4487
Total 113,989 141,441** Total 36,211 36,480*
** Based on projcctec[ [igurcs for June 2004. Actual [igures were * Based on projn:clec‘ figurcs for June 2004. Actual fisures were
unavailable at print time. unavailable at print time.

Visitor E~mail News[etter SuLscril)ers

2002-2003 2003-2004

Julijepteml‘aer ' 25,39.2 35,070
October-December 28,847 36,038
January—Marcl\ 29,907 36,382
April—_]une 34,743 36,910
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. . PR,
Meetmgs & Conventlons ™~

2002-2003 2003-2004* Variance

Leads Distributed 263 297 (13.7%)
Room Nigl‘lts in Leacls 103,901 85,524 (17.7%)
Booked Room Nisl’uts 50915 59463 16.8%
Conversion 49.0% 69.5% 20.5%
Economic [mpact o( Bool(ecl Business $21,4OI,435 326,053,320 21.7%

** Based on projectecl [igures for June 2004. Actual [igures were unavailable at print time.

Booked Room Nigl\ts l)y Market

2002-2003 2003-2004**

Social 1,102 844
N‘ilitary 2,9.62 2,406
Eclucation 2,698 640
Medical 150 O
Religious 3,370 820
Fraternal ) 615 206
Corporate 5,043 9,711
State Association 7,174' 9204
Govemment 2,526 6,995
RE/NA Association 8,974 6,570
Sports 12,091 18,992
Hou)y/Leisure ' 1,608 2,475
City-wide* 4,100 21,279
Film/Movies 3412 600

** Based on projectecl [igures for June 2004. Actual fisures were unavailable at print time.

***Num(bers ca[un[atecl in otLer marl(et segments.

[ 20022003
M 20032004
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N Visitor C enter

2002-2003 2003-2004

NumLer of Trave[ers to tlle Asl\evi“c Visitor Centet

Ju[y 18,306 18,352
August 16,786 16,663
Septemker 13,606 13,416
O cto[)er 18,921 20,296
Novemlaer 11,057 10,686
December 7929 9,397
J anuary 5,576 5,822
February 5,826 6,384
Marcll 9,027 10,231
April 11,823 13,602
May 13,209 13,4-16
June 15,065 16,1 34**
Total 147,616 154,399**

** Based on projectecl [igures for June 2004. Actual figures were unavailable at print time.

25000

20000

15000

10000

5000

2002-2003 B 2003-2004 <&
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Conventlon Serwccs | N~

2002-2003 2003-2004**  Variance

Groups Serviced ' 322 336 44%
Motorcoaches Serviced 72 65 (9.75%)
Economic Impact $24,94'O,723 $32,717,939 31.2%
Hospita[ity Tables 37 40 8.1%
Conventions Welcomed 12 5 (58.3%)
Walk-ins/ Call-ins Serviced 488 3546*** (27.1%)

** Based on projectecl [isures for June 2004. Actual [igures were unavailable at print time.

e Variance clue to new a”ocation [or wa“(—in category

Group Tour (Motorcoac[\) |

2002-2003 2003-2004** Variance

Leads Generated V 168 184 9.5%
Actual Tours 783 715 : (9%)
Room Nigl\ts 20,039 9.,1,374' 67%
Economic lmpact 53,056,279 $3,259,654- 6.7%

** Based on projectecl [igures for June 2004. Actual figures were unavailable at print time.
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X Aclvertising

Tourism Mari(etinq Business OLiective

To increase hotel/motel sales ioy 5% in year 2004-2008.

Meciia OLicctive

Continue to build brand awareness for the destination in an effort to generate quaiity inquiries and

attain iausiness goais.

Meciia Strateqies
Select pui)iications based on past inquiries, conversion resuits, cost per conversion, cost per inquiry and

MR] inciex numioers.

Deveiop an integrateci mari(eting pian that will create more impact and awareness.

Primary target audience is adults 30-54 with an average houschold income of $50,000 pius.

Geograpi\ic target markets:

_C__Qi‘_e VQnture

At[anta, GA Texas

Ci\ariotte, NC Nasiwi”e, TN

Coiumkia, 5C New YOri< City DMA.
Greenskoro/W-S, NC : Ohio Va[iey (Cincinnati, Dayton)
Miami, FL Wasi\ington, DC

Orlando, FL

Raieigii/Duri’lam, NC

Sarasota/Bradenton, FL

Tampa/St. PetersLurs, FL

West Pa[m Beaci\, FL

Time media piacements to promote seasons in the ioiiowing order of priority:

1. Mid-June tin‘ougil mici—August
MiciaMarci\, /A\pri[, May and ear[y June
August, September

October

Novem[)er, Decemker (Ho[iciay Season)

January, Fel)ruary, eariy March

o 9k » oo
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P
Advertising =

Mcdia Tactics

Primary magazine overview:

AAA Go Country Living

AAA Going Places National Geograpl\ic Traveler
Arthur Frommer's Buclget Travel Peop[e Magazine

Atlanta Magazine Southern Living

Cottage Living

'Magazine circulations have primari[y been Lought in the Southeast region and within an 8-hour drive

time.
Design the majority of media l)uys to affect business in the top three seasons: spring, summer and fall.
Purchase a blend of [arge space impact print ads and limited small space support ads.

Continue television aclvertising to provicle potentia[ visitors with an expanclecl view of the total

Asheville experience.

Focus additional attention on the closer-in drive markets using several forms of media inc[uding direct

mai[; also include Ligl\—inquiry markets such as New YOrl(.

Continue with sixth consecutive year of cooperative advertising (Ad Fair tentative(y to be held
Septeml)er 2004). Publications to be determined.

Participate cooperative[y with the NC Division of Tourism, Film and Sports Development in:

- NC Travel Guicle
- NC Outcloor Recreation Guicle

- Cooperative Aclvertising Program

Conversion from Internet inquiries is about 65%, so continue exp[oration of new Internet marketing
vehicles and continue with past successful Internet aclvertising to increase the number of unique visitors

and page views at exp[oreaskevi”e.com.

Continue with cost per click aclvertising in an effort to obtain Ligl\ sponsors[u'p positioning with major search

engines (Overture and 'ycwlloo).

16 Annual Report ancl Mar!(eting/Communications P[an



X | Aclvertising

Crcative Strateqizs

Sing[e—minclec] Proposition - Every time | visit Asheville [ feel transformed.

Position the brand to appea[ to visitors that p[ace greater value on the allure of a destination than
price or individual procluct, and demonstrate an eagerness to cater to them in a way that consistent[y

exceeds their expectations.

Describe the brand Leyoncl a unique historical mountain destination hub oﬂering visitors a Leritage‘rick

experience—to suLt[y include the less pkvious, equa“y and more compe”ing reasons for visiting

As[\evi”e.

Continue the existing creative campaign, ‘Ohne Day and the Next’ that emp[msizes the mountains and
natural Leauty appea[ of the destination as well as the great variety of activities availaue, while

encouraging overnigl\t stays. This will continue until the new brand is executed.

T]mse acls [o”ow tl\e centra[ tl\emes:
Mountains So[t /A\clventure

Natural Beauty Romantic Escape
Arts & Cralts Rejuvenation
Unique Sl\opping

Utilize a mixture of [arge/ impact print ads as well as smaller ads to maximize exposure.

The "One Day and the Next’ campaign will continue to be carried t]’n‘ough all mediums such as

Internet and direct mail to ensure creative continuity.

Deve[op a variety of Internet advertising vehicles to [(eep the look fresh on a consistent basis tl\rougl\—

out tl\e year.

Annual Report and Marl(eting/communications Plan + 17



Meclia Sc[ections

Publication

General Tourism

AAA Go Magazine

AAA Coing Places

Axthur Frommers Budget Travel
Adanta Journal Constitution
Adlanta Magazine

Blue Ridge Mountain Host Guide
Blue Ridge Parkway Guide

Cottage Living

Country Living '
Leism‘e Soutl\ Fami[y Trave{ lnsert
Nationa[ Geograplﬁc Trave[er

N.C. Outdsor Recreation Guide
NC. Travel Guide
Peop[e Magazine

Soutlwm Livins M\gazine

Travel Council of N.C. Newspaper
Insert (Fall)

Travel Council of N.C. Newspaper
[nsert (Spring)

Circu[ation

780,000
2,643,000
500,000
660,543
83,000
100,000
80,000
500,000

1,333,000
1,000,000
450,000

125,000
800,000

1,306,000

1210000

750,000

750,000

Geograpl\ic Coverage

NC, SC

AL FL GA TN VA
National

Adanta (GA)

Adanta (GA)

NC

National

National

AL CT, DE, DC, FL, GA IL IN KY, ME, MD. MA M|,
MS, NH, NJ, NY, NC, OH, PA RL SC, TN VT, VA
WV, Wi

Reclkook (VIA\, W\/, NC, SC, G/A\, FL, TN), AAA Home &
Away (Ohio), Arthur Frommer's Budget Travel {Mid-Adl, SE, Central),
NY Times, ’n\e Was"\ington P ost, T[‘le Ba[timore Sun)

AL CT,DE DC, FL GA IL IN KY, ME, MD, MA M,
MS, NH, NJ, NY, NC, OH, PA Rl SC, TN VT, VA
WV, Wi

Official N.C. piece
Official N.C. piece

AL AK CT, DC, DE FL, GA KY, MA MD, M, MN,
NC, NY, PA RL SC TN VA VI, WV

SC, GA FL, VA MD, NC

C]mr[otte (NC), Raleisi'\ (NC), Greenslooro (NC), Fayettevi”e (NC),
Avhens (GA), Augusta (GA), Tampa (FL), Winston-Salem (NC),
Co[umlaia (SC), Ta”almssee (FL)

Charlotte (NC), Fayettevi”e (NC), Greens[)oro (NC), Ra[eié[l (NC),
Greenvi”e (SC), PittsLurgL (PA), Baltimore (MD), Columbus (G/A\),
Tallahassee (FL), Norfolk (VA), Dayton (OH)

18 + Annual Report and N‘ar[(etins/Communications Plan
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Researcl\ R

Stratesies

Llse researc}\ to Le[p guide marketing e“orts ancl to gauge perceptions of customers anA t}\e community.

Provicle a ‘oetter unclerstanoling o[ tlle As}\evi”e visitor.

Tactics

Undertake research that will assist in cle[ining customer perceptions as it relates to travel in the

Ashevi”e area.

lmp[ement quantitative ana[ysis methods when [auncl\ing new creative.

Maintain contract with Smith Travel Research to assist in the ongoing monitoring of the Buncombe

County tourism inclustry and its competitive stancling.

Begin exp[oring programs to house and sort current customer data for use in better pro[i[ing as well as

[or use Witl’l CRM zHorts.

Maintain contract for visitor volume rescarch on an every other year basis.
Use e-mail database as a resource for quic[( surveys, as needed.

Maintain n‘e[ationskip with county officials who assist in provicling Ley tax data that is used in various

tourism economic impact reports.

20 #+ Annual Report and /\/L\r[&ting/Communications Plan



NN Puuic Re[ations

OL)'cctivc

Generate editorial placements that exceed $5 million in aclvertising value.

Strategies

Continue a proactive media outreach program with an empI\asis on customization and targeting.

Comp[ement seasonal aclvertising campaigns with media outreach with an added empI\asis on venture

mar[wts ancl WeL~[}asecl PR

Continue to use media efforts to target niche mar[(ets, especia”y fami[y-orientecl venues.
Educate the region about the benefits of tourism in order to maintain support of marl(eting e”orts.
Maintain measurement tools to gauge the effectiveness of existinAg and new projects.

Tactics

Continue to write and distribute news releases and story idea sheets.

Target l(ey journa[ists and procluctive freelance writers Ly customizing speci[ic story pitc[\es and ma-

] teria[s.

[clenti{y and responcl to pftcl\ opportunities that are generatecl tI’n‘ougl\ outside sources such as SATW
and TIA.

Write and distribute quarter[y calendars to both newspapers and 'targetecl magazines to ensure event

p[acement.
D,eve[o'p and clesign seasonal support materials and mar[<et~speci{ic collateral as needed.

Conduct media trips:

Ohio Va“ey

New ym'[( City

Florida

Cln'cago (in conjunction with AclvantageWest event)

Annual Report and N‘arl(eting/communications Plan + 21



Puu{c Relations N

Tactics, continuccl

Attend SATW ancl PRSA mar[(etp[aces.

Target [(ey jouma[ists for individual site visits.

Continue an increased empl\asis on targeting speci{ic niche area inc[ucling the fami[y market and

cu[inary—re[atecl outlets.

Continue to seck television and radio placement t[\rough the fo“owing activities:
—Sencling b-roll to pre—qua[ifiecl TV news proclucers for seasonal promotions.
‘Creating an inventory of TV procluction houses that proviclecl destination-related program-
ming.“
—Worl(ing with FAM Task Force to launch a program aimed at securing speci(ic coverage.
-Targeting vialo[e caue out[ets sucL as Trave[ Cl\anne[, HGTV, Foocl Networlg CNN

anc{ Tl‘le Weatl\er C}\anne[.

-Continued targeting of broadcast media as part of media tour efforts.

—Pitc}\ing radio shows pérticu[ar[y in conjunction with seasonal opportunities such as [a”‘[o[iage

and the Lo[iclays.

Utilize editorial calendars to organize a list of p[acement opportunities such as AP Specia[ Features.

Deve[op pité[wes that coincide with selected editions.
Maintain online press room and ensure that it meets the needs of journa[ists.
Assist with sales efforts L)y targeting trades and securing coverage in selected markets.

Continue local tourism awareness campaign which would include the [o”owing:
“The continued use of National Tourism Week as a forum for promoting the inclustry.

—Procluction o[ an annua[ BCTD/\ tourism report.

‘Maintenance o[ statistics section on asl\evi”ecv‘a.com site.

Continue to use measurement tools to track elfectiveness of media relations ellorts and examine tl‘le,
value of specific projects Ly:

—uti{izing’a c[ip service.

—tracldng PR specific plmne inquiries.

-measuring Internet usage, e-mail requests and online p[acements.

292 % Annual Report and Marl(eting/Communications Plan



~= WeL Deve[Opmcnt ancl On[inc MAr[(eting

OL]'ectives
[ncrease Web site usage lay 20% in 2004-2005 over the previous fiscal year.

Secure at least 50 online p[acements or links.

Stratcgies

Utilize Web site content to maximize conversion potentia[.
Provide reasons to drive potentia[ travelers to the Web site.

Provide methods for optima[_nav{gation‘ and searchable criteria that consumers indicate t]wy want in a

trave[ Wek site.

Further cleve[op an online outreach program that incorporates e-mail newsletters and viral marl«ting

opportunities uti[izing a more customer-focused approac[m
Utilize PR p[acement and search engine optimization to maximize traffic generation to the Web site.

Utilize the Web to increase communication with inclustry partners and provicle genera[ tourism busi-

ness information.

Provide opportunities to convert Web lookers to actual Lool(ings.

Tactics :

Rcclesign Web site to embrace the clynamic nature of the database as well as to reflect the new brand
positioning.

Create Web pages to comp[ement seasonal and marketing promotions.

Maintain a year—rouncl effort to promote “hot deals” and pacl(aging opportunities t[’n‘ough the Web

site.
Researc}\, write and distribute fall color and spring bloom Web pages.
Upgrade existing portions of the Web site as needed.

Maintain ongoing, comprel’nensive calendar-of-events [istings.

Annual Report and N‘arl(eting/Communications Plan + 23




WeL Development ancl On[ine MarLeting X

Tactics, continuecl

Maintain ashevillecvb.com site for enhanced partner communications.
Target e-zines and travel-oriented Web sites for editorial p[acement and links.

Continue to active[y purste search engine p[acement and positioning, utilize strategies for effective

p[acement, and actively iclenti[y new opportunities for porta[ [istings.

Maintain integratecl meclia campaign, uti[izing traclitiona[ aclvertisinyy on[ine acls ancl media re[ations

program to drive potentia[ visitors to the Web site.

Create segmentecl newsletter subscriber database in order to segue into customer re[ationslﬁp manage-

ment activities.
Procluce on[ine news[etter t[\at is sent to e~mai[ sukscriker [ist.

Look for viral marLeting opportunities and other visitation generators to increase traffic to the Web

site ancl increase awareness of /\sl\evi“e.

ALTITUDE  AFFECTS  ATTITUDE

Whether you ‘te {wmu.q for an ontdoor wdvantum or & plice Lo unwind, sHazville v{‘ars
cites sephistication »\lA’tat: with Sesthern .\Wi}ﬂtﬂlltu wod sswadd b e, ’

ﬁryler'e Asheville..

" Explors Asheville

- Wmpdsto Stay Spacisl Spring Savers vacalion packsges
CVhatto Do arg poppIng Up all over Asheville,
CWhere to Eat” :

Getting Argund 0 % Onca you explore Asheville's attractions,
Ginghop s you'll knowwhy one visit isnY anough
CFree visiter Guide

Exporionce the [aal Cold Monntain and

Deals & Packages . 4
PP waik in the footsteps of Inman amd Ada,

" Newsleler Sigr-up | ‘
Upeoming Events

BT b From upscale fo down-home country,

. Ashevilfe offers diverse dining expeariences,

. Prexs Rmm 1 Meeﬂng&&wmmwm 1 Mommmcﬁ Travel 1 SitepMap | Pﬁmy Policy

Asi&wiﬁe {:hamnet of (‘.‘ommeme 1 Relwa!ian mfamamﬂ
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B Tourism Promotions

OL]’ective
To increase t}\e numLer o[ AAA Lool(ecl room nigl\ts Ly 5% over [ast year.

Strategies
Continue to raise awareness anc{ worldng I(now[eclge o[ Askevi”e among AAA auto touring counse-

[ors ancl ca“ center operators in core ancl venture marl(ets.

Enhance communication witlx auto touring counse[ors so t[\szy are aware o[ current pac'(agc o”ers,

community events, procluct upclates, ete.
Work with NCACVB for additional exposure in AAA markets.

Continue to cleve[op marl(eting opportunities within the different clubs that incorporate services offered
‘ay our inclustry partners.

Continue to cxp[ore and clevc[op strategic alliances with corporate entities.
Maintain measurement tools to gauge the effectiveness of existing and new projects.

Provide information and materials to consumers as well as Visitor Specia[ists in order to convert inquir-

ies to visits.

Tactics

AAA Mar!(cting
Participate in Blue Riclge Par](way Association’s annua[“ AAA FAM trip.

Issue the AAA Exp[ore Asheville! e-mail newsletter five times per calendar year.

lnvestigate and inform the community of opportunities current[y available in AAA driven puuications

promoting s[xort—term consumer pacLages.

Conduct a AAA Exp[ore Ashevillel Collective Training trip in spring to include branch offices in
Indiana -and Ohio.

Continue to distribute Visitor Guicle, leisure market video and Asheville poster to AAA auto

touring agents in core ancl venture mar]«zt areas.

Host one A/\A /\uto Touring Counse[ors FAM to As]weviue SeptemLer 16-19, 2004.
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Tourism Promotions

Tactics (AAA Mar[«ztinq), continuecl

Marlwting Promotions

Expancl Exp[ore Asheville! collective training opportunities to include other large reservation centers/

trave[ agency groups.
Conduct one 1-800-VISITNC collective operator training session at NC all center.
Work c[ose[y with Journal Communications to enhance and pu':)[isL the 2005 Visitor Guide.

Work in conjunction with NCACVB and Southeast Tourism Society on joint marl(eting eforts.

Coordinate Asheville's participation in consumer travel shows.
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™~ Meetings and Conventions

Ol)jectivc
To book 61,950 room nights for 2004/2005 (5% increase over 2003/2004 objective of 59,000).

Stratesics

Ré~foctls sa[es eﬁorts on nicl\e marl(eting/sa[es to speci[ica”y target arts/crafts, garclen ancl incentive

markets in conjunction with our core target markets.
Streamline sales approacI\ to maximize booked room nigl\ts and continuous stream of prospects.
Utilize telemarl&ting for prospecting and pr‘e—qua[ifying.

Upclate collateral to include: »
-A joint meeting p[ar_mers gui&e/group tour guicle

= CD—ROM version of tl\e guicle ancl vicleo
- Guicle on tI‘Ae CVB Wek site [or clown[oacling

Sl’nowcase area to p[anners one-on-one.

Tactics
Co~operative ad p[acement in the fo”owing meeting puHicationsz
- Georgia Society of Association Executives Directory

- Tennessee Society of Association Executives Directory

Production of a Joint Meeting P[anners/Group Tour Planners Guide.
Production of a CD-ROM for meetings/conventions.

lntro&uction o[ Guicle on As}levi”e CVB Wek site in PDF format.

Procluce an over—sizecl postcarcl for targeting mailings ancl [o”ow~up to prospects.

Creatz ancl cleve[op targetecl nicl\e materia[s to {ocus on t}\e (1) arts/cra{ts marl<et; (2) garclen marl(et ancl

(3) incentive marl(et.

Use media outreach to provicle editorial opportunities to enhance Asheville's repttration as a p[ace to

Lo[cl meetings ancl conventions.
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Meetings and Conventions N

Tactics, continuccl

Meet with corporate related inclustry partners on regular basis to monitor business activity.

Meet with area directors of sales on quarter[y basis for inclustry upclates.

Attenc] t}w fo”owing tracle s[\ows:

ﬂ\g}g Marl(et

/\ENC State Associations

CMCA Re[igious

GSAE Georgia State/Rzgiona[ Association
TSAE Tennessee State Association

IAAP (Intl Assoc. of Admin Prol) SMERF and Corporate

IAAP State Convention SMERF and Corporate

Overseas Brats Gat}\ering Reunion

Conduct mini-sites/FAMS for all market segments as necessary.
Concluct a government uitz in tl\c Atlanta area.

Llse a te[emax‘l«zter to prospect ancl qua[i[y to l(eep sa[es eﬂorts on cleve[oping ancl c[osing l)oo[(ings for

tl’!e area.

Make scheduled sales trips to [(ey corporate, SMERF and association markets on an as needed basis

imp[ementing the “blanket’ approac['x of sales (cross—seuing).

Continue with expansion of quarter[y e-mail newsletter and database to reach customers with time[y

information,
[ncrease the number of site inspections to the area.

Travel to groups for presentations for site selections.

Work in conjunction with NCACVB on joint marl(eting programs.
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lntcrnationa[

O[)jective

To capita[ize on the increasing market share of international travel tl\rougl‘n regiona[ gateway cities.

Strategies
Maintain our alliance partnerskip with MountainSouth USA.

Work c[ose[y with the NC Division of Tourism, Film and Sports Deve[opment and MountainSouth

USA in tl\zir internationa[ mar[(eting eﬂorts.

Provide international tour operators and domestic-based receptive service operators the tools needed to

se” t}\e Asl\evi”e area.

Expancl on the number of cata[ogues that include Asheville and Western North Caro[ina proaluct.

Tactics

Participate in the {o”owing trade shows and marl(etp[aces:

POW WOW - MountainSouth USA to be primary booth holder - New yorL
De[ta’s G[oéa[ Slxowcase - New Or[eans

Work c[osely with MountainSouth USA in the cleve[opment of itineraries, l\osting of FAM trips
and inclusion in the MountainSouth USA Web site to promote international travel from the UK
and Germany. ' .

Work close[y with NC Division of Tourism, Film and Sports Deve[opment in the creation of itiner-
aries and }\osting of FAM trips to promoté international travel from the United Kingclom and Ger-

many.

Exp[ore and pursue additional regiona[ mar](eting alliances that foster inclusion of Asheville in recep-

tive operators‘ procluct o”erings to their international clients.

Maintain Asheville Web presence on www.tl\etouroperator.com “ormer[y www.visitnaj.com) with

North American Journey’s targeting domestic and international tour operators.

Continue with research to try and accurate[y gauge current market share of international visitors to

North Carolina in genera[' and to Western North Carolina specifica”y.
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Visitor and Convention Services R

Ol)jective
To increase the assortment of services and promotiona[ items for meeting p[anners, attendees and leisure

visitors, e“ective[y improving the qua‘ity of the Asheville experience.

Strategies
Continua”y improve the types of services offered to customers and Visitor Center guests.

Create awareness of the Asheville Lt“anCI.

Improve and expancl co”éatera[ material promoting Asheville.

Provicle meeting p[anners witl\ tLe marl«zting to_o[s neeclecl to Lring conventions to Buncoml)e County.
[ncrease the assortment of services for convention attendees and leisure visitors.

lmprove the Asheville experience for visitors.

Utilize tl\e As}\evi”e Area Ckamher o( Commerce Visitor Center services to increase tl\e [engtl\ o[

stay for visitors to the Asheville area.

Tactics

Continue the transition of appropriate guicles to online versions.
Ex and on logo items availal)[e for meetin attenclees to purchase at Hos itality Asheville tables.
P S S p P Y

Continue to provicle weclc[ing and speaker’s guides, trivia Loo!(s, outdoor activity guicles, convention

service packets, and theme lists and itineraries, welcome posters, CD's and PowerPoint presentations.

Continue to offer [oreign translations I\iSHig}\ting area attractions and zxpancl upon the number of

[anguages available.
Continue to utilize Dip[omats to service groups.

Continue to c]eve[op the Dip[omat volunteer program with training sessions, FAM trips, and appre-

ciation receptions.

Provide enhancecl Asheville [ogo items for gifts and door prizes for p[anners to use when promoting

future meetings.
Become more involved in community issues that u[timate[y affect visitors.

Respond to requests from p[anners that assist in L)ui[cling grotp attendance or provicle opportunities to

extencl visitation.
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NN~ Group Tour (Motorcoacll) |

O[)jectives
To l:oo[( 3200 group tour room nigllts in 2004/2005.

Work to maintain sales procluction numbers in FY 2004/2005.

Stratesies

/\tteml l<ey marLetp[aces, tracle sLows ancl conventions to maintain current tour operator re[ations}lips

ancl Iocate new sources {Ol’ [eads.

Provicle tour operators, group [eaclers & trave[ agents witI‘: tl\e too[s neeclecl to pacl(age ancl se” tours to

tl\e Askevi”e area.

Continue to re{ine e”ective ways to communicate witl\ clecision mal(ers.

Upclate collateral to include:
A joint group tour/meeting 'p[anners gu{cle,

—CD-ROM version of the guicle
—Guicle on tl1e CVB Wel) site avai[aue to c[own[oacl.

Wor[(, in conjunction witl\ inclustry partners, to promote Ashevi”e to tl\e stuclent trave[ marl(et.
Provide services to tour operators after the ini,tia[ sale has been made.

[n coordination with accommodations partners and Biltmore Estate, continue to trend the number of

"1’1"1’0torcoacl1 tours ancl trave[ers into t}1e Asl\evi“e area.

Tactics

Distribute to core market educators the student travel package cIeve[opecl in concert with inclustry

partners.
[ssue five editions per calendar year of the group tour e-mail newsletter.

Work in conjunction with NCDTESD and NCACVB on joint marl(eting programs.

Participate in the fo”owing trade shows:
‘National Tour Association

~American Bus Association

—Georgia Meotorcoach Association
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Group Tour (Motorcoach) R

Tactics, continuecl

Distribute the up«latecl Guicle, group tour vicleo, poster, brochure shells and CD ROM of slides/

images to tour operators and qua[i[ied group leaders.

[atroduction of upclatecl Guide on Asheville CVB Web site in PDFE format.

Provide content for updatecl Web pages to showcase new procluct and itinerary suggestions, obtain sales

leads and announce new group tour opportunities for community partners.

Maintain Asheville Web presence on vwvw.tketouropemtor.com ({ormer[y www.visitnaj.com) with

North American Journey’s targeting domestic and international tour operators.
Utilize te[emar[(eting to supp[ement the stalf sales efforts to upclate our client list yearly.

Continue to meet with inclustry partners to !(eep the lines of communication open.
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Convention & Visitors, Bureau

Overview

Annual Report and N‘ar[(ctins/Communications Plan + 33







X Tourismt Promotion irt Asheville

There are as many ways to organize and fund a marl(eting and promotiona[ effort for tourism clevelopment
as there are cities in America. Eacl\ community structures its work in a s[igI\t[y different way. The earliest
record we can find of Ashevilles efforts to promote tourism dates back to 1898, when someone mistal(en[y
reportecl in the New YOrL Journal that Biltmore Estate had been a total failure and that George

Vanderbilt left Asheville furious—never to return again. A group of business peop[e joinecl togetl‘ner with

tl‘le Soa[ to correct tLis atrociotuts error ancl to estal)[isl\ AsLevi”e as an outstancling resort area in tl\e

United States. Tlley called themselves the Asheville Board of Tracle, which was later cLangec[ to the
Asheville Area Chamber of Commerce. The Chamber has continued to l(eep tourism promotion as a

l’lig]’l priority for more than 100 years.

Our community's presence in the tourism arena was advanced in a Lis way in 1983 after an historic event
took p[ace. During the 1983 session of the NC General Assemuy, Buncombe County was among the
first counties in our state to be srantecl‘autl'lorization to [evy a two percent room occupancy tax on the
rental of rooms furnished Ly l\ote[s, motels and inns with five or more units. The Buncombe County
Tourism Deve[opment Autl\ority (BCTDA) was established to administer the proceec[s of the tax with the
caveat tl\at t[1ey coulcl expencl [uncls on[y to furtl\er tl\e cleve[opment of trave[, tourism ancl conventions in
tLe county tI'n‘ousl\ state, nationa[ anc[ internationa[ aclvertl'sl'ng anc[ promotion. ln 1985, an aclclitiona[ one
percent tax was approvecl. TI\en, in 2001, [egis[ators passecl tl\e Tourism Procluct Deve[opment Funcl l‘n”
which earmarks proceecls from an additional one percent to creation of new tourism procluct. Qua[ifying

projects must demonstrate the a[)i[ity to generate substantial new room nigl\ts.

The Tourism Deve[opment Autl\ority had the option of setting up its own organization and staff to carry
out this mission or to contract with an existing organization to do so. The TDA decided to contract with
tl\e /\sl’newue Area CLamLer of Commerce, Wl’llCl\ l\acl Leen in tl\e tourism promotion Lusmess [or
approxtmate[y 85 years at tl\at point. Tl\e result Las Leen a win-win situation for everyone. A“ o{ tl\e

revenue co”ectecl [rom tl’\e occupancy tax (mlnus a one percent co”ectlon fee retamecl loy t[\e County) is

cleclicatecl to tkis e“ort.

This marl(eting p[an and program of work represent how the Chamber of Commerce, tl\rougl\ its Convention
and Visitors Bureau, and the Buncombe County TDA will strive to Lring even more economic impact
from visitors into the- ‘community. There are many avenues open to inclustry partners to join in this effort.
We look forward to wor[(mg with all of you to make this an even more attractive and sougl\t-after
clestmatlon

Buncoml)e County Tourism Deve[opment Autl\ority Mission

“To Be a Leac]er in the Economic Deve[opment of Buncombe County By Attracting and Servicing

Visitors, Generating Income, Jol>5 anc[ Tax Revenues Wllicll Make t[]e
Community a Better Place to Live and Visit.

Asheville Area Chamber of Commerce Mission
To Enricln the Region’s Livability l)y /A\clvancing [es Economt'c \/ita[ity.’
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BuncomLe County
Tourism Dcve[opment AutI\ority

M:. Cheis Cavanaugi\
The Biltmore Company
Onz Norti1 Paci( Square ~ Asi\evi”e, NC 28801

Ms. Ruth Summers
Cralt inciustry Consultant

1200 A Henciersonvi”e Roaci - Asimvi”e, NC 28803

M:. Craig Limilaers
Red Rocker Inn

136 N Dougiw.rty Street ~ B[aci( Mountain, NC 28711

Mr. Crais Maciison
The Grove Park Inn Resort & Spa
290 Macon Avenue ~ Asi\evi”e, NC 28804

M:e. John Cram
Blue Spirai 1
38 Biitmore Avenue - Asi\evi”e, NC 28801

Mr. Victor Tranti\am
Haywood Park Hotel
One Battery Parl( Avenue ~ Asi\evi”e, NC 28801

M:. Herman Turi(
Renaissance Asiwvi“e Hotel
One Tiiomas Wo” Piaza ~ Asi\evi”e, NC 28801

Asheville City Council Ex—O“icio Member
Ms. Terry Bc"amy

City Council

PO Box 728 - Asi‘levi”e, NC 28802

Buncomiae County Commission Ex~OHicio MemLer

M:t. David Young
Fugazy Travel

1550 chciersonvi”e Roaci ~ Asi\evi“z NC 28803
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255-1713
255-1139 Fax

ccavanaugi\@i)i[tmore.com

232-0108
277-0115 Fax

rtsummers@ci\arter.net

669-5991

+669-5560 Fax

linc"aergca@aoi.com

9592711
251-5795 Fax

cmaJison@sroveparl(inn.com

251-0202

951-0884 Fax
inio@ioiuespimil.com

252-2522

953-0481 Fax
iiotei@i’\aywooclparkcom

959-8911
2541374 Fax

i\ermanturi(@ao[.com

251-§330
251-0180 Fax

terryio@kuncomLe.main.nc.us .

© 274-2555

9744212 Fax

commissioners@co.Luncom[)e.nc.us
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Exeeutive / Aclministrative

Kelly Miller
Vice Presiclent/Executive Director
(828/258—6104-, l<mi[[er@exp[oreasl\evi”e.com)
Key Areas of ResponsiLi[ity:
Serves as liaison to the Buncombe County Tourism Development /A\utI\ority

Board (BCTDA)

Deve[ops [ong—range strategic and operationa[ p[anning

Oversees Luclget and financial issues

Oversees all CVB personne[ and operations

Worl(s witt\ [oca[, state an(l nationa[ e[ectecl o”icia[s
Manages procluct cleve[opment initiatives

Carries out community relations

Serves as a Board mem[:aer of NC Trave[ & Tourism Coa[ition, Sout}\east Tourism Society, NC
Division of Tourism, Fi[m anJ Sports Deve[opment ancl Presiclent o{ NCACVB

Acts as [iaison to tl\e Clmm[aer of Commerce Executive Committee ancl Boarcl o[ Directors

Carolee Knapp

Executive Assistant

(828/258-6111, anapp@exp[oreas]\evi[[e.com)
Key Areas of ResponsiLi[ity:

Provides administrative support to the Executive Director

Maintains information on hotel supp[y and demand ;

Stalf Aussistant to the Buncombe County Tourism Deve[opment Autt\ority Board (BCTDA)
ancl Tourism Procluct Deve[opment Funcl (TPDF)

Coordinates BCTDA and TPDF meetings and minutes

Coordinates BCTDA strategic p[anning retreat

Coordinates BCTDA Mar[(eting Plan Presentation

Processes and compi[es statistical information for montHy and annual reports
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R Marl(eting ancl Pu[)[ic Re[ations

Mar[a Tambellini

Alssistant Vice President/ Director of Marl(eting & Public Relations
(828/258—6138, mtamLeHini@exp[oreasl\evi”e.com)

Kcy Areas of Rcsponsi[)i[ity:

Manages marl(eting e”orts, inc[uc[ing aclvertising ancl puuic re[ations

Acts as heclia spol«zsperson {or tourism ancl CVB-re[atecl issues

Serves as liaison to Public Relations Committee

Serves as liaison to aclvertising agency

Oversees clevelopment and promotion of exp[oreasheviue.com and ashevillecvb.com
Coorclinates ancl manages tourism—re[atecl research projects

Works with aclvertising agency to procluce annual Ad Fair

Holds membersl\ip with PRSA and SATW
Serves as [iasion to B[ue Riclge Mountain Host

Ange[a Vc[asqucz

Public Relations Managcr

.(828/257-4959, ave[asquez@exp[oreasheviuz.com)
Key Areas of ResponsiLi[ity: '

Oversees clay—to~clay efforts of proactive media relations efforts

Plans and executes media tours and familiarization programs

Worl(s one-on-one witL journa[ists, provicling Iaacl(grouncl materia[s, pitcl\ing story icleas ancl creatringy
itineraries for individual site visits to Asheville

Deve[ops and writes media materials for [oca[, regiona[, national and international press

Works with the NCDTFSD on speci{ic promotions, domestic and international FAMS, and
other puuicity opportunities

Deve[ops trade-oriented media relations aimed at the convention and motorcoach markets

Serves as [iaison to Meclia Téur ancl Me&ié\ FAM tasl( forces

Faci[itates online editorial p[acements
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Marl&ting and Public Re[ations | AN

David Long
Web Managcr
(828/232—2243, cl[ong@exp[oreashevi[[e.com)

Kcy Areas of RcsponsiLi[ity:
Manages exp[oreas}\evi”e.com ancl asl\evi”ecvk.com Wel:a sites

Designs, cleve[ops content and maintains Web pages

Aclministers WQL site’s clata[aase

Procluces Limontl’l[y Aslwvi“e tourism marl«zting c—mai[ news[etter, “Tl\e As[\evi“e Trave[er"
Procluces specia[ Wel) promotions such as [a“ ancl spring co[or reports ¥or meclia anc] consumers

Obversees search engine optimization

Bctl\ Anne McPl\eetcrs

Marl(eting and Public Rc[at'ions Assistant
(828/258—6135, mepheeters@exp[oreas}\evil[e.com)
Key Areas of Responsi':i[ity:

Provi«les support to tl\e marl<eting clepartment

Assists with fulfillment of media requests

Px‘cpares committee and task force meeting minutes

Manages media and committee databases and oversees news release distribution
Prepares c[ip reports k

Coordinates media leads

Deve[ops copy for tourism—re[atecl news[ztters.

Assists with marLeting ana[ysis

Evaluates media editorial calendars for p[acement opportunities and writes and submits pitcl'\es accorcling[y
Maintains pI‘IOtO files

Fullills media pl\otograp}ly requests

( Services Provided l)y the Marl(cting & PuL[ic Relations Area Include: \

Professional Media Assistance Media Leacls

Asheville Tourism Press Kits Media Materials for Editorial Use:
Cooperative Media Tours and FAMs + News Releases

Quarter{y Ca[endar o( Events * Vicleo

Co[[atera[ Deve[opment + Slides and Disita[ lmascs
Proo[ing Alssistance for Tourism Materials Media Site viiSitS

\Cooperative Aclvertising Opportunities tkrough Ad Fair Tourism Research » /
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Tourism

Dianna Jackson Pierce
Director of Tourism
(828/258—6108, cljacl(son@exploreaskevi[[e.com)
Key Arcas of Responsil)i[ity:
Manages leisure promotiona[ programs
Manages AAA marl«zting
Manages motorcoaclﬁ/group tour marl<ets ancl re[atecl tracle shows
Serves as 1alson to Tour & Trave[ Deve[opment Commlttee AAA Exp ore Asl\ew”

Co”ective Trammg Tas[< Force, AAA Famt[!arlzatton Tour TasL Force ancl otl\er tasl< (orces
established t[’n‘ougl\out the year.

Serves as liaison to Journal Communications for procluction of Official Asheville Visitor
Guide

Manages intemationa[ marl<et ancl re["atecl tracle sl\ows

Ho[cls memLers}\ip witl\ RS/\, ABA, NTA, GMA

Lauren Williams
Tourism Coordinator
(828/258—6139, [wi”iams@exp[oreasl’nev{[[e.com)
Key Areas of ResponsiLi[ity:
Maintains database of tourism business in Buncombe County and provicles

t]’\is {n[ormation to NCDTFSD

Coorclinates a“ Tourism tasl( [orce meetings

Manages motorcoack/group tour sales and activities in select geograpln’c territories
Procluces AA/‘\ ancl Group Tour e—mai[ news[etters
Manages all leisure package programs

Provides administrative support to the Director of Tourism

Holds memLersI\ip in NCMA

Services Provided By the Tourism Areca:
Tour ltinerary P[anning Promotional Video Site InSpections
ltinerary Shells ' Sales Leads - ‘ Hospita[ity/VlP Pass
Group Tour Guide Promotional Aussistance Slides
Collateral Development Asheville Visitor Guide Posters
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Meetings ancl C onventions R

Susan Ballard

Assistant Vice President/ Convention Sales
(828/258—6105, sl)a“arcl@exp[oreashevi[[e.com)
Key Areas of ResponsiLi[ity:

Manages a” n\eetings ancl conventions marl(ets

Serves as liaison to Convention Development Committee

Manages hou)y/[eisure and city~wicle markets

Holds membership with ASAE, GWSAE, PCMA and HSMAL
NCACVB Group Promotion Committee Chair

Tamara Benton

Convention Sales Manager - Associations

(828/258—6121, tl)enton@exp[oreas[\evi”e.com)

Key Areas of Responsilai[ity:
Manages nationa[ regiona[ ancl state association markets and re[ated trade shows
Serves as liaison to Trade Show Task Force
Holds membership with MPI, SCSAE, GSAE, AENC, GWSAE and HSMAI

Alianna Drake

Convention Sales Manager - SMERF & Government
(828/258—6133, aclraLe@exp[oreasLeviue.com)

Key Arcas of ResponsiLi[ity:

Manages socia[, mi[ital‘y, ec]ucationa[, re[igious, [raterna[ ancl government marl<ets

ancl tl\e re[atecl tracle slmws

Serves as [iaison to tl\e Overseas Brats ancl Government B[itz Tas[< Fox‘ces

Holds membership with RCMA, SGMP, HSMAIL TRN and CMCA

Del)Lie Kniql\t

Convention Sa[es Manager.— Corporate & Sports
(828/258—6125, c”(nig}xt@exp[oreas[\evi”e.com)

Key Areas of Responsi[)i[ity:

Manages corporate ancl sports marl(ets anc‘ t}\e re[atecl tracle S}IOWS

Ho[cls memkerslﬁp witL MP[ ancl HSMAl
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KR Meetings and Conventions

Picl\esl(a Marrero

Convention Sales Aussistant

(828/258—6110, pmarrero@exp[oreasl\evi”e.com)

Key Areas of ResponsiLi[ity:
Provides administrative support to Director of Sales and Convention Sales
Managers
Worl(s wit}\ sa[es managers on Hitz, F/A\M ancl tracle sI\ow tasl( [orces

Coordinates the distribution of wee[([y convention leads

Coordinates convention task forces and Convention Development Committee minutes

Coor.clinates mont“y sa[es reports

HOHS memLers}lip witl\ ]AAP

( Services Provided Ly the Meetings & Con\./entions Area Include: \

Asheville Visitor Guide Convention Calendar

Convention Bids Co—op Sales Blitzes and FAMs

Sales Leads Co~op Trade Show & Marketp[ace Eforts
Meeting Planners Guide Booked Business Sul:scriptions\

\ Site ]nspections /
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Visitor ancl Convention Services

Pl\y"is Fiscus

Director of Visitor & Convention Services
(828/258-6100, p[iscus@exp[oreashevi”e.com)
Key Arcas of Responsil@i[ity:

Oversees Visitor Center operation and retail operation

Obverseas volunteer participation and manages clisp[ay spaces
Oversees convention and motorcoach services

Manages information sa[es ancl servicing

Jim Payne

Managcr, Visitor Centcr
(828/258-6103, jpayne@exp[oreaslwvi”e.com)
Key Areas of Responsil)ility:

Manages Visitor Center operation and the retail o.peration

Manages CLamLer meml)er Lroclmre stoc[< ancl maintenance
Purchases ancl cata[ogs retai[ merclmnclise
Coordinates a” mai[ings, lntcmet ancl crec{it transactions

Manages volunteer participation

Cymly Tippett

Information Specialist

(828/258—6109, ctippett@exp[oreas]\evi[[z.com)
Kcy Areas of Rcsponsi[)i[ity:

Answers clai[y tourism ancl re[ocation ca”s

Fullills all relocation ‘pacLage requests and processes credit transactions | : B
Serves as liaison to Daniels Communications for visitor inquiry fulfillment & operator training
Markets to and trains potentia[ clients for sukscription and fulfillment inquiry lists

Coordinates and fulfills sukscription reports for tourism and relocation inquiries

Pam Nicting

Managér of Convention and Motorcoach Services
(828/258-6106, pnieting@exp[oreas}\evi[[e.com)

Key Areas of Responsil)i[ity:

Services booked groups in all market segments

Services meetings and social groups without booked rooms
Services motorcoach groups
Serves as liaison to Hospita[ity Asheville Committee

Coordinates the National Tourism Week program on behalf of the Clmmlaer of Commerce
Obversees Lospita[ity tables and Hospita[ity Table Dip[omat Volunteer Program
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X Visitor anci Convention Services

Maxine Daniels

Visitor & Convention Services Aussistant
(828/258—6102, mcianieis@expioreasi\eviiie.com)
Key Avreas of Responsibiiity:

Provides administrative support to the Director of Visitor and Convention

Services anci Manager oi Convention anci Motorcoaci\ Services

Serves as receptionist to the CVB

Coorciinates compiiation oi ti\eme iists, resource guicies, itineraries, menu iaooi<, anci ¢ivic anci
proiessionai contacts

Maintains WeJ(iing Guide and Weciciing Guide request sui>scription

Coordinates all maiiings for Convention and Motorcoach Services

Oversees set-up and operation of iwspitaiity tables

Maintains io”ow—up for conventions

Services booked groups

Supports Visitor Center stalf

Visitor Center Counseiors

Tracy Tumer

George Pici<ering
Jim Wilson

4 )

Services Provided Ly the Visitor and Convention and Motorcoaci\ Services Area:
(Some available oniy to Chamber members)

Agenda/Brochure Shells
Brochure Dispiay

Visitor inquiry Fullillment

Convention Service Paci<ets
Hospitaiity Tables
Promotionai Assistance

PowerPoint presentation

Promotionai Vicieo
Resource Guides

Sigi\t—seeing itineraries

Tourism inquiry Suiascriptions

Foyer and Mantle Dispiay Opportunities
_Retaii Area

Accommodation Board

Weciciing Guides

Attraction/Dining Board

Wecicii‘ng Guide Request SuLscriptions

Tour itinerai‘y Pianning
Trivia Booi(

Promotionai items

Relocation Paci<age5'8€ _inquiry Suiascriptions
Retirement inquiry 'Suiascriptions
Civic and Professional Organization Listings

\-

images —Coior Siicies anci CD

Arrange Mayor Presentation
Foreign Transiations ior Seiecteci Attractions
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CVB Committees and Tasl< Forces N

Convention Deveiopment ‘Committee

Olfers educational networidng opportunities and conducts joint promotions to recruit conventions.

Meets every oti\er montix. Committee memiaers may eieet to serve on tiie io”owing tasi( iorces:

Tracie Si\ow Tasi< ForCe
Government Saies Mission Tasi< Force

Tour & Trave[ Deve[opment vCommittee
Offers educational networi(ing opportunities and conducts joint promotions to increase Asheville's
exposure to tourism mari<eting inc[uciing motorcoach operators and AAA auto counselors nationwide.

Meets every oti\er monti\. Committee memLers may eiect to serve on tiie ioiiowing tasi< iorces:

AAA Familiarization Trip Task Force
Expiore Asheville] Destination Training Task Force

Nationa[ Tourism Weei( Tasi( Force

Provides input for impiementation of National Tourism Week promotion. Meets as needed.

Pu[)[ic Re[ations/Marl(etinq Committee

Offers educational networi<in3 opportunities and conducts media efforts to promote tourism in the area.

Meets every otiler monti‘n. Committee memiaers may e[ect to serve on tiie ioiiowing tasi< iorces:

Meclia Tour Tasi< Force
Meciia FAM Tasi< Force

Visitor Center Voiunteers & Hospitality Ta“e Dip[omats

Volunteers and Dipiomats give information and assistance to tourists and peopie within our

community.

Hospita[ity Asl\evi“e Committee

Offers networi<ing opportunities and an opportunity to use creative talents to add to the experience of

meeting attenciees. Meets monti\[y. Committee cieveiops:
[tineraries/ Theme Lists
Trivia Book
Outdoor Guide
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o~ [ndustry Trends

Trave[ Growtl\ Proiections

Alfter years of little srowtl’t in travel vo[ume, The Travel [nclustry Association of America {TIA) forecasts
minimal to modest 3rowtl1 in travel in 2004 and 2005. Overall traveler spencling Ly domestic and international
visitors is expcctecl to increase Ly 4.4% in 2004. Sti”, it won't be until the end of 2005 that the level of spenclins
will fina”y surpass the record set in 2000. The hardest hit sectors of the inclustry, business travel and international

inLouncl trave[, are preclictecl to improve somewl\at. - Tl/\

Lcisure travel will continue to strengtl\,en in the year ahead. In 2004, TIA &s forecasting leisure travel volume to

grow 32%. - TIA

The number of ULS. travelers p[anning to spencl more than $5,000 on vacation in 2004 is up ncar[y double from
2003, a new survey from American Express shows. les goocl news for the travel inclustry, with consumers reporting

a rcnewec[ Jesire to venture [artller [rom l\ome, accorcling to tlw survey»o[ 1,356 aclu[ts. — Amcrican Express,

Novem[‘;er 11, 2003

The reLounchng ULS. hotel inclustry is expectecl to raise average clai[y rate§ l>y 1.9% in 2004, after a 0.1% decline
last year. That would be the first increase since a 5.6% gain in 2000, says PriccwaterLouseCoopzrs‘ Bjorn
Hanson. At the same time, he expects some hotels to restore services that tI‘ley cut in the downturn — like [onger
room-service and business-center hours. Ted Teng, presiclent of WynJLam International (WBR), says about 40%
of his company's business has a[reacly been pricecl for 2004. So [ar, rates are about flat”.— The McGraw-Hill
Companies Inc., January 2004

Wit[’l a (Jramatic Jec[inz in Lusiness trave[, wee[(encl trave[ers lsecame more important to tl’\e [o«lging inclustry,

declared Mark Lomanno, presiclent of Smith Travel Research. Many hotels do more dollar volume on 'Friday
and Saturclay than on Monclay t}lrougl\ Tl\ursday, he said. For 2004, he preclicts that demand for hotel rooms

will increase Ly 3.5% while supp[y will increase Ly on[y 14%. Occupancy will climb to 60.6% with revenue per
room growing 4-%, Lomanno saicl. — STR at Tl/\ Mar[(eting OutlooL Forum, Octol)er 2003

RevPAR growt['\ in the [arsest 25 ULS. markets on a weigl\tecl average basis was up 2% in October versus 3% in
Septemker. In the top 25 marLets, Norfolk ancl Miami postccl RevP AR increases in excess of 10% c]uring the
month. The worst per[orming markets included New Orleans, down 17.9%, Detroit, down 9.9%, and Houston,
down 9.4%. - STR

Grou trave[—or at [east vacationin witl\ extenclecl fami[ ancl [riencls—is l\ot anc[ ettin l\ottcr, accorclin to a
P 3 Y ] 3 3
survey from YQsawicL, Pepperc[ine, Brown & Russell (YPBSCR) Near[y 80% of active leisure travelers took at
least one vacation in the last five years with extended {ami[y, other families and assorted {rienc[s, a YPB&R pou in
August of 1,655 active leisure travelers found. The firm says the numbers are trenc[ing upwarcl. — Travel Weel([y
Crossroacls.com, October 2003
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Trave‘ Growtl\ Proicctions, continuecl

/\AA Presiclent ancl CEO Ro!ozrt L Darl)zlnet o“erec{ a variety of tenets to tl\e 500 cle[egates at t[m Trave[
lndustry Asssociation's 2003 Mar[«zh’ng Outlook Forum. Among those:
- Ensurz tlmt trave[zrs et va[ue, {or tl\at wi” l)e a clirect cata[ st for tl'le consumer’s clecision to start Iannin
K Y P S
anotl’ler vacation.
- Reco nize tlw cliverse segments of t[w mar|<et ancl tai[or our oﬁerin s.
S S y 8
- Co”a’oorate to eHective[y connect a” t}\e segments o[ t[\e inclustry Lecause a success{u[ trl'p Senera“y requires
tl'xat mu[tip[e proclucts ancl cli[[erent mocles o[ transportation inter{ace smootHy. “We a” ['\ave a vestec[ interest in
mal(ing sure that the traveler's experience is positive,n Darbelnet said. “The e“iciency with which we assemble the

components of a consumer's vacation affects the case with which travel is promotecl, l:ousllt and experiencecl.”

— Tl/\ Marl(eting Out[ooL Forum, Octoker 2003

Hote[ Trcncls
Henclersonvi”e, TN - Fe[aruary 2004 - Smith Travel Research (STR) reports room occupancy (in the ULS)

increased over 3% in December 2003 for the sixth successive month as room supp[y grew on[y 1.2% and demand

rose 4.3%. The improvement in room occupancy was shown on all regions and in all segments of the inclustry. The
slmrpest increases were noted in Midscale Chain Hotels without food and Leverage located in urban areas in the
Pacific region. Other cLanges in the [oclging inclustry in December 2003 were:
- ’”w average room rate was $80‘6‘L near[y 2% Lisluzr tl'tan [ast year. However, tl\at rate is sti” a[most 3%
below the room rate in December 2000.
- Room occupancy in the Top 25 Markets was 53%, up 1.6% from December 2002. The aumber of rooms
available in the [argest markets increased on[y 1.2% but demand rose nearly 6%.
- In all other markets occupancy increased 3.6 percent, and RevPAR increased near[y 4% comparec[ with an
increase of 6% in the Top 25 Markets.
- Hotel occupancy in those markets we consider Resort destinations such as New Or[eans, LA and Miami-
Hia[zal\, FL reportecl the [argest increases in occupancy while those in cities catering to both business and
leisure trave[ers, suci\ as At[anta, GA ancl Houston, TX, reportecl clecreases in tl‘lat measure. As a group,

hotels in the major business markets expcriencecl a s[isllt increase in occupancy.

Economic Trcmls

/\ccorclins to the BlGresearch Consumer [ntentions & Actions Survey in Decem[)er, consumer confidence is

encling on a Lig]'x note with 48.3% very confident/confident in the future of the economy vs. 44.2% in November.
Consumers are also more confident than tl\ey were one year ago, when 43.9% were confident in a strong 2003.
Worry about politica[ and national security issues continues to fall and closes the year under 20% for the first

time, as on[y 17.7% continue to be concerned.
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Economic Trencls, continuecl

Just as it is near[y impossila[e for the economy to I(eep growing at an 8.2% pace as it did in the third quarter of
2003, it is un[il&ly that stocks can sustain the robust gains tl*«ey enjoyecl last year, when tl\ey rebounded skarp[y

from very clcpressecl lows. “The best gains are behind us,” Wells Fargo economist Sung Won Sohn said in his
2004 outlook.

That sol)ering forecast sums up‘ the uninspiring 2004 outlook that 12 of Wall Street's top equity strategists
recent[y shared with UISA Toclay. The 5roup's average year~enc1 price target for the S&P 500 was 1,140 - less
than a 3% gain from last year‘s close of 111192, — USA Toclay, January 2, 2004

Internct Trenols

Travelers’ use o[ tLe lntemet to p[an ancl [300!( tlleir trips continues to grow, au)eit at a s[owm‘ pace, accorcling to
tl’ne Trave[ lnclustry Association o[ /\merica’s (TIA) [atest Trave[ers‘ USe o{ tlnz ]ntemet st{xcly. More tl\an 64

million online travelers—30% of the ULS. adult popu[ation—usecl the Internet last year to get information on

destinations or to check prices or schedules. Of that group, 422 million a'ctua“y booked travel online cluring

2003. - TIA

The number of Americans using the Internet for travel p[anning has stabilized at 64.1 mi”ion, due to the slower
growth o[ “wirecl" Louse[’xo[cls in tl'le US Sti“, tl\e numl)zr o[ trave[ers Lool(ing air[ine tic[(ets, I\ote[ rooms ancl
otLer travc[ services on[ine continues to grow. Accorcling to a report [rom PhoCusWrisLt [nc., On[ine Trave[
Overview: Mar[(et Size ancl Forecasts 2002-2008, 15% o[ au trave[ was I:oo[(ecl on[ine in 2002, ancl steacly ‘
Sl‘OWtI’l is preclictecl for the next few years, assuming improvecl economic conditions Ly ear[y to mid 2004. With
on[ine trave[bon tLe rise (PLoCusWrisl\t preclicts that 'oetween now ancl 2005, travel Ioool(ecl on[l’ne is [il(e[y to
c[»ou“e and reach more than 30%) hotels need to take a [ong, hard look at their electronic-distribution and
cLanne[ management strategies. — Hote[ On[ine, Deceml:er 2003

’”\e average North American hotel toclay is generating 13% of its Lool(ings Clirect[y tl‘n‘ougL the lnternet. An
additional 145 of its Loo[(ings are made off-line Ly consumers who research online but pre[er to book direct.
Approximate[y 53% o[ a Lote['s online l)ool(ings are generatecl tl\rougl\ tlle Lotz['s own WeL site, wl'li[e t[\e
remaining 47% come from third party travel sites. Hotel images are ](ey to the consumer hotel Luying decision on
tlw [nternet. Peop[e want to see wherc tl\ey are going to stay ancl one o[ tl'le most [requent comp[aints Ly

consumers researcl'\ing ancl koo[dng l‘\ote[s on[ine is t[\e Iac]( o{ images. — Hote[ On[ine, Deceml)er 2003
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] nternet Trcncls, continuccl

Within the next two years about one in five hotel Looldngs will be made on[ine, up from one in 12 just last year,
accorcling to a report [)y the Center for Hospita[ity Research at Cornell University's School of Hotel Admin-
istration. That,s good news {or I\otels, in tlmt on[ine Looldng is [ast ancl convenient [or trave[ers. But it's Lac:l [or
hotels in that tl\ircl—party intermediaries will control half of the Looldngs, according to the stucly. — Orlando
Sentine[.com/Business, Octoker 2003

A recent summary report l)y eMarketer shows that swcepstal(es are a primary motivating factor in getting
consumers to sign up [or e-mail marl(eting campaigns. T[\e Quris survey o[ 1,691 US e—mail users (rqm a pane[ o(
2.4 million who have agreecl to responcl to occasional e-mail surveys, found that too much is not goocl ‘ancl existing

customers are prime prospects.

Factors that Motivate US Consumers to Sign Up for email Programs (% of rcsponclcnts)
- Sweepsta[(es or chance to win 41%
- A[reacly customer/favorauy preclisposecl 40%
- E-mai[ address requirecl to access valued content 38%
- Found site random[y (search ensine) 37%
- Friend recommendation 24

Factors tl\at Drive US Consumers Away [rom E~Mail Programs (% of rcsponclents)

- E-mails come too rrequently 68%

- Lost interest in procluct/scrvice/topic 51%
- E-mails Senerauy Loring 35%

- E-mails offered no signi{icant value 34%

- Suspectccl company of sl\aring address 30%
—_ Quris, Sept 2003

The Pew Research lnstitute released data toclay that adds aggresatecl empiricism to the thousands of calls that
House and Senate staffers have been receiving this year. Peop[e - orclinary peop[e - HATE spam, sometimes
more than t!\ey hate telemarketers interrupting their dinner.

- 95% of e-mail users claim that spam makes them less wi”ins to use the medium entire[y.

- 30% of users surveyecl claimed that as mucl'l,as 80% of all the e-mail t[wy receive in their persona[ e-mail

accounts is unwantecl spam.

— Pew Research lnstitute, Octol)er 2003
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[ntzrnet Trenc[s, continuecl

W[ﬂen it comes to ]ntemet usage, an estimatecl 73% o[ active [eisure trave[crs now llavc access to t[\e Internet from
home. Almost six out of ten (57%) use the Internet to obtain information and/or prices when p[anning a vacation,
and fu”y 38% actuauy booked a reservation online last year. Not surprising[y, the l’ligl\est incidence of Internet
usage was among Gen Xers (born between 1965 and 1978), followed Ly Ba[)y Boomers (born between 1946 and
1964’) Fu”y 42% o[ matiire consumers (over 58 years of a‘ge) now active[y use tl‘le lnternet to}oktain in[ormation
and prices on travel services. As for search engine uti[izatipn, Yal\oo and Google are the pre[errecl channels. —
y~zsawicl1, Peppercline & Brown, Felaruary 2004

Expeclia launched the so-called “clynamic pacl(agingn concept online two years ago, and competitors Trave[ocity and
Orl)itz have joinccl the Iray within the past several months. But clespitc the growing Luzz, re[ative[y few online
trave[ers I\ave ta](en tl\e Lool(—yotar~§wn—pac!<a5c Laitz on[y 21% of 1,500 Intemet users surveyecl [ate [ast year Ly
" research firms PLoCusWrig['\t and Vividence had purcl'lasecl a pacl(age online. And tllevtime savings notwith-
stancling,‘ it isn't a[ways cl\eaper to bundle different elements of a trip rather than purcl'\ase them inclepenclehtly.
“There's sometl\ing to be said for ‘one-click sl\opping, but the jury is still out” on clynamic pacl<a3in3, says
PhoC usWrigl'\t,s Lorraine Sileo. “Consumers expect to be able to comparisomshop, and that's much more difficult
ancl complex to clo witl\ a pac[(age since you clon’t see t}\e components pricecl scparate[y." — LISA Toclay, January

16, 2004
Meclia Trencls

TI’IQ recent[y re[easecl Digita[ Marl(etins Dia[og Survcy, sponsorccl l)y BtoB, tl\e CMO Council ancl USA

Toclay, finds that new-customer lead generation is the top purpose of companies engagecl in cligita[ mar](eting. This
motive, cited Ly 83% of responclents, outpacecl both brand awareness and recognition (68%) and imp;‘ovecl customer
relationships (67%). 63% of marl(eting and aclvertising executives in the survey see c[igita[ marl(eting as Laving a
Lig[’\ or very I’\ish [eve[ o[ strategic importance wit[‘nin the organization. Morepver, more t]mn tLree~quarters of
responclents said tl\ey p[annecl to increase their Luclget for cligita[ marl(eting next year. — Center for, Media
Resesearck, J anuar)" 2004

The Simultaneous Media Usage Survcy (SlMM), recent[y released lay BlGrzsearcl\, showed tl\at, of those who

say tl\ey go online while watclling te[evision, 94 regular[y or occasiona”y tune out menta”y when a commercial
comes on. Simi[ar[y, 95% of those who read the newspaper while watcl\ing television menta”y tune out commer-

cia[s. Tl\e so[ution [or t‘wse trying to reacI'\ consumers, says B]G, is to p[an For tl\at clisruption. — BlGresearcL,
October 2003

When it comes to how often women watch spzci{ic types of programming, the stucly shows that local news, comecly
shows and Lour—[ons dramas top the [ist, with 88%, 65% and 62%, respective[y, of women saying tl\cy watch these
genres every clay, a[most every clay or once or twice a weel<. On tl\e otker Lan«l, on[y 30% of women report
watcl\ing rea[ity TV shows and on[y 24% report watcl\ing soap operas in the course of an average week.
— Horowitz Associates, Inc., January 2004
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Meclia Trenc[s, continued

Accorc[ing to the latest report from ZenithOptimec[ia, aclvertising spencling in North America should surpass
$154 billion this year, and grow to over $176 billion Ly 2006. In 2004, the report expects TV worldwide to
add 0.6% share of clisp[ay aclvertising comparecl to its lons—run annual average 0.4% addition. Ancl, the stucly
preclicts that newspapers will as usual lose most share in 2004 -0.45 against a [ong-run annual average of -0.6%.
This is almost bound to be permanent, since 1989 was the last year newspapers added share. Total ad spenclins in
the ULS. aclvertising marl(etp[acz across 11 measured media for the first half of 2003 is 7% l\igl\er than the same
periocl a year ago. The nationss [argest advertisers are clriving this 3rowtl1, with a combined spencling increase of

16%. The current financial picture for most of these companies is 3enera”y goocl, w[\iclrspeaks to a strong 2004.
— Center [or Meclia Researc[\, January 2004

As reflected Le[ow, offline media still dominate the “diet” of active leisure travelers: they spenc] an average of 43
hours per clay watcl\ins television cluring the week and 4.6 hours clai[y on weekends; tl’lcy spenc[ an average of 29
l\ours per (lay [istenins to tl\e raclio c[uring tl\e weel(, anc[ 24 l\ours clai[y on wee[cencls; 81% suLscriLe to ca(:[e
te[evision; 80% subscribe to magazines; 43% read a newspaper clai[y; 30% regu[ar[y refer to the Sunclay Travel

Section of their local newspaper when mal(ing vacation p[ans.

Television viewing habits have become increasing! {ractiona[izecl, with the majorit of active leisure travelers now
3 sty Y

turning to cable networks cluring prime time. The top five include:

INCIDENCE OF CABLE NETWORK VIEWING AMONG
ACTIVE LEISURE TRAVELERS

NETWORK | INCIDENCE
Discovery 56%
W eather : 49%
Axk 47%
History 47%
Lifetime 43%

These trends reafliem the contention that the most effective media strategy to market travel services is one that

incorporates a mix of both offline and online components. — YQsawicL, Peppercline & Brown, Felaruary 2004

Mecliamarl( stearcL lnc. ancl lnteractive Marl(et Systems [nc. recent[y re[easecl a report prcpared lay NAA
Business Ana[ysis & Research Department that reveals 99.9 million adults (18+) in the ULS. read an average issue
of a cl'ai[y newspaper. Ancl, on Sunclay, 116 million readers nationwide read an average issue. Income has a[ways

vp[ayecl an important role in segmenting newspaper audiences. Reaclzrsllip increases steacli[y with l\isher earnings.

/\mon aclu[ts witl\ }\ouse{\o[cl incomes o{ $75,000+, reaclersl\i stancls at 57% on wee[(c!a s ancl 66% on Suncla s
3 P Y '4
vs. the national average of 48% and 56% respective[y‘ — Mediamark Research Inc. FeLruary' 2004
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LiIesty[e Trencls

Accorcling to the Travel lnc[ustry Association of America, boomers traveled more often than any other age group
[ast year, tal(ing more t}\an 241 mi”ion trips or 44% o[ tl}e total. Tl‘ley a[so spent more tl’\an any ot‘\er group,
averaging $491 per trip, exc[uclinlg transportation. ]ncreasins[y, those between 39 and 57 want an educational
experience like a Civil War cruise when tl‘ley vacation. No [onger content to return home with postcarcls of
l\istoric [anclmarI(s ancl sttitcases of souvenirs, l:oomers want to come Lack trans[ormecl into Letter coo[<s, more

proficient pl\otograp['\ers or more learned peop[e. - Tl/\, November 17, 2003

Pets are quicUy Lecoming Americas newest growing travel group. Sources at the Travel lnc[ustry Association
estimate t]mt 14% of Americans who vacation this year will do so with the fami[y pet. The American Automobile
/A\ssociation reports tLat 78% of tl\osc trave[ wit[\ c[ogs, 15% ta[(c tl\eir cats ancl 2% tal(e tlleir Lircls wl'li[e tke ot]‘ler
5% tal(e SllC“l otller pets as rauﬁts, fisl\, turt[es, ancl ferrets. — TlA, January 05, 2004

Childless Married C oup[es

- Now the [argest category of American families.

- Now the fastest growing houschold type in us.

- By eo1o, wi” l)e 38.6% o[ fami[ies ancl 26.3% o[ Louse[\ous, 28 mi”ion units tota[.
— Journa[ o[ Consumer Be]‘laviour, March 2003

Key Shapers for 2004
- Soft and Sensitive

- To Regain a Sense o{ Ba[ancc (continues)

- The Micl—LengtL Getaway

- For the First Time ({Come Prima’)

- The Battle for Attention

- A Postcarcl {rom Panac[‘\e

— Barry Pitegoﬂ, Research Director Visit FLUSA

More employces are [oresoing the traditional summer getaway and sca[ing back vacation p[ans because of jok

pressure. — USA Toclay

The spa experience becomes even more affordable and inclusive — 2003 was a boom for spa/Leauty proclucts, as
mi[[ions o[ A'mericans wl‘lo cou[cln’t com{ortauy a“ol‘cl to go to spas sougl\t to recreate tl‘le spa experience at I\ome.
With the continued cxplosion of affordable spas gearccl toward middle-income earners, Lowever, more and more
Americans will now be able to forego the aromatl\erapy candles and bubble bath and head to a ncarLy spa to
enjoy pro[essiona[ treatments and wellness programs. In sl‘lort, 2004 will be the year the spas tru[y go mainstream

— with record participation across the economic spectrum. — Sp'a' Fincler, .]anuary 2004
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Lifesty[e Trcnds, continuecl

Twenty—{ive percent o[ travelers say t]wy clmnge tlleir trave[ p[ans w[\en'tl\e government increases t[\reat [eve[s,

accorclins to a new stucly Ly DK Shifflet & Associates, a Wasl'lington—[oasecl travel research firm. “The negative

impact is greater on leisure travel than on business trave[, with twice as many leisure travelers saying tl\ey clrop their
travel p[ans, while business travelers are more [il(e[y to simp[y Jelay their trave[," said Dous[as Shimzt, presiclent
ancl CEO o[ tl\e researcL {irm. ’”w, stucly [ouncl tl\at for Lot]\ groups, tlm most common cl\ange is to move to a

perczivecl “safe location.” — D.K. Shifflet & Associates

Trave[ Aqent Trencls

To tl\e ofhzn asLecl question “Do tl\ey l\ave a {uturoz?".,.tl\e answer is “YES, BLIT" Yes, tl\ey Lave a [uture, l)ut it
wi” not resemue tl\eir past. ’”'le clays o[ simp[y inng an orcler tal(er are ol:vious[y gone. The oclcls o[ l(nowing

more than the customer are consiclerauy diminished. Anyone who stands between the consumer and the procluct
wi” neecl to aclapt to tl\e new ru[es o[ t[’\e Lusincss. Even a[[ powerfu[ cy!oer agents are in {or some turl‘m[ence. Tal(e
hotels for examp[e. YOu can bet that the hoteliers are going to regain control of their distribution. Don't get me
wrong — the online retailers will still p[ay a significant role — but the c[ays of 28% margins are short lived...

— RoLert L Darlae[net, PresiJent/CEO /A\AA, TIA Marl(zting Out[ool( Forum Keynote Acuress, Octo~
ber 21, 2003

Total sales in 2003 for travel agents el Ly 4% over 2002, accorcling to the Alirlines Reportins Corp, to a total
of $61.6 billion. The average wzeuy sales per location, onwever, saw a l\ea[tl\y gain of 12% to $42,735. The
number o[»aut}\orizecl retail travel agency locations fell for the year Ly 09%, and ended 2003 at a total of 29,9244
— Trave[ Agent Centra[.com, 1/15/04

Moto:coqcll Trcn(ls

Domestic leisure travel has s[ow[y but steac{i[y increased over the years, c]espite the aftermath of Septemker 11, the
[agging economy and the war in ]raq. The Travel ]mlustry Association of America (TIA) is [orecasting leisure
travel volume to grow 3.2% in 2004, up from a preclictecl 2.8% annual increase this year. [t will increase once
again in 200§ Ly near[y 9%. “Leisure travel has been the Lright star in a re[ative[y dim travel constellation.
However, Americans Lave remainecl re[uctant to commit, so [ast mintute p[anning ancl !aoo]dns wi” continue to Le
tl\e norm," remarl(zcl Dr. Suzanne Coo[(, TIA'S senior vice presiclcnt o( research “Wz expect that t[\e increasecl
pre[erences for clomzstic trave[, c[ose—toJ‘nome clestinations, ancl I’\igl\way trave[ wi” continue, a[tl’xougL l tl\ink as

time goes on Americans wiu Legin to go Lacl( to t‘wir more traclitiona[ travel patterns." - 10/22/03 Press
Release: Travel [nclustry Cautious[y Optimistic for 2004 Outlook
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Motorcoac]\ Trencls, continued

The motorcoach inclustry has the potentia[ to significant[y increase riclcrs[‘nip with favorable clemograpl\ics, as this
decade will make the l)iggest influx of Ql—year—ous into the popu[ation, as [)al)y boomers children turn 21...Fina[[y,
the nation’s aging popu[ation means more seniors with the time for cliscretionary travel will be loo[(ing to the
inclustry, provicling an opportunity for the inclustry to do the c[riving. — State of the Motorcoach [nc[ustry 2003
l)y American Bus Association

’”w Trave[ [nclustry Association o{ America (TIA) slxows Ba‘ay Boomers (ages 35—54) generate more travel
clomestica“y than any other age group. TIA’s Domestic Travel Market Report 2003 Edition indicates that
Boomers account for 241 million, or 43%, of all houschold trips in comparison to Mature travelers (ases 55+),
wl\o account for 31%, anc! Generation X ancl Y (ages 18—34), wLo account {or 26%. BaLy Boomers are a[so the
most a[ﬂucnt o[ t[\e two traveling groups, witl\ 44% l\aving an annua[ income o{ $75,000 or more, ancl spcncling
an average of $491 per trip. — As reportccl loy Blue Riclge Par!(way Association News & Views November/
December 2003

While the direct impact of packagecl travel in the U.S. decreased 6% in 2001 ($105 billion in 2000 versus $99
billion in 2002), the Liggest decrease appears to be in the business pacLagecl travel rather than p[easure. During
2001, the direct economic impact of business pacl(asecl travelers decreased 33% from $33.5 billion in 2000 to
$22 .5 billion cluring 2001. Conversely, direct impact for p[easurc packaggcl travel in the United States increased
6% from $71.9 billion cluring 2000 to $76.2 billion cluring 2001. — 2004 Outlook for the Pac[(agecl Travel
lnclustry." A White Paper Ly Hank Pl\i”ips, CTP, President, National Tour Association

.]oLn K[ostcr, eclitor in Cl’li@[ o{: Premier Tourism Marl(eting, saicl, “Groups seem to Le waiting [onger anc[ [onger
before {irming up their p[ans, reﬂecting genera”y shorter l)ooldns windows that are prevai[ing tl\roughout the
inclustry. In {act, of those trips that are clef{nite[y intended, on[y 63% are set up, with 37% definite but not p[annecl.
If we add into the mix those trips that are Leing consiclerzcl, 44% are p[annecl, 26% are definite but not p[annecl,
and 30% are ‘oeing serious[y considered.” — August 20, 2003, Vo[ume 2 Number 18 Travel America

Motorcoacll Trcnc[s - Nicl\e MarLets

One of the Liggest trends to emerge in 2003 and into 2004 is the increase of sbecia[ interest trave[...Lcarning or
educational pac[«ages are on the rise, with 34% of NTA tour operators o“cring such a pac[«:\ge in 2003,
comparecl with on[y 19% in 2001. More than one-third of NTA tour operators now offer reunion pacl«\ges -
an increase of 14% over 2001... — ‘2004 Ooutlook for the Pac!(agecl Travel lnclustry.“ A White Paper l)y Hank
Pkiuips, CTP, Presiclent, Nationa[ Tom‘ Assoc{ation
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Motorcoacll Trencls - Nicl\e Marl(et

’H\e mec[ian Juration o{ a stuclent tour is Letween t[n'ee ancl four clays, ancl tl{e meJian trip or tour cost is [)etween
$300 and $499 per student. The Student and YOut[\ Travel Association expect both passengers and revenue to
grow I:ay as much as 24 percent in 2004 over this year's fisures. — December 5, 2003 Volume 3 Number 1
Travel America

Bank Travel Market Experiencing Ear[y Withdrawals - We are receiving at least one notice a week to remove
a Lanl( trave[ c[uls [rom our suLscriLer [ist, not l)ecause o[ [acL o[ interest, Lut [:occause tl‘le LanI( Las cance”ecl tl\e
travel program. Bank travel clubs have been a mainstay of the group travel business for the past two clecacles,
primari[y in small and medium-sized communities. However, as banks continue to consolidate into ever-[arger
conslomerates, tl\ere seems to loe [ess concern ror community outreack am{ ona[ty ancl more concern [0r Lottom [ine

profital)i[ity. — Premier Tourism Mar[(eting December 2003/January 2004 E—news[etter

F”\e moocl at tl\is Noveml)erys NTA conference was quite upl)eat, Witl’l many operators reporting roloust e\clvancecl
!aool(ing activity going into 2004 — the best t[’\ey have seen since 2000. In private meetings with two of the U.S's
[argest tour companies, tLey report per}\aps their best advance Loo[(ing ever. — Premier Tourism Marl(eting
December 2003/January 2004 E-newsletter

Motorcoacll Trencls - Lifesty[e lssues

Perhaps the most c‘\a”enging endeavor for NTA will be to Lring its operators into the 21st century with
teano[osy. While nearly 40% of the Tour & Travel Excllange,s educational sessions were clesigned to expose
NTA mzm[)ers to teclmology ancl lntemet so[utions, most NTA operators seem too sma” ancl too mucll a part
of a generation that is senera”y p]’\o'aic about eeracinS new l)ool(ing techno[ogy, particular[y since their senior
clients don't feel comfortable Lool(ing online. (A 2001 survey l)y the Pew lnternet Project reportecl that 56% of
Americans over 65 sa_icl tl‘ley would never g0 online) The most viable opportunities were using the lnternet as a
researcl\ too[ that l\e[pecl tlwm fincl procluct anc{ Letter rates for tl\eir groups. — NovemLer 25, 2003 VO[ume 2
Number 24 Travel America

From tlle Apri[ Meml)er Neecls Survcy, 81% of NTA tour operators surveyecl Lave a Wela site witl\ 31%
stating some level of online Loo!(ing capal)i[ity. Ac[clitionauy, nine percent of NTA tour operators current[y have
some partnersl'\ip with an Internet travel company.‘.NTA’s 2003 Apri[ Member Needs Survey indicated that
77% of tour operators are sti” [incling t!\at many trave[ers are staying close to l\ome. However, wl\i[e tl\at num[)er
is Liglu it is a 13% clecrease (rom 2001. ln acHition, two~t]1ircls (65%) o[ tl\e tour operators surveyecl stateil tkat
travelers are also taking shorter trips — a 6% decrease from 2001, — 2004 Outlook for the Pacl(agecl Travel

lnclustry." /A\ Wl\ite Paper l‘)y Hanl< PI’\i”ips, CTP, Presiclent, Natl’ona[ Tour Association.
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lnternationa[

Alfter every major international market to the ULS. finishes Lottoming out this year, all are cxpectec{ to recover in
2004, accorcling to the latest projections released lay the US. Office of Travel and Tourism Industries (OTTI..the
United Kingclom is expectecl to increase +8% to 4,255,000; Germany expectecl to increase +7% to 1,231,000.
- ln[)ounc{, Octol;)cr 26, 2003 VO[ume 7, Numl)cr 24

Euro e is t[’xe most important re iona[ mar](et for US inLouncI tourism, says tl\e Tourism [nclustr Association o[

P P 8 Y Y

America (TIA). In 2002, Europe generatec[ 45% of all overseas arrivals to the LS. and even t['lOllSI’l spending

L Euro can visitors was clown [ast ear, tl\e remain tl\e Li est source o[ visitor s enclin for tI’\e US — Trave[
Y p Y Y i P 8

Aclvance, 1/6/2004

United Kingc[om visitor numbers to the U.S. are on target to rise l)y 4% this year to 3,958,000, as opposecl to
tl\e origina[ 7% clecrease precliction. - Decemkcr 12, 2003 - ]nl)ouncl, Vo[ume 8, Numl)er 2, Nort"t

American Journeys

Meetinqs/Convcntions Trencls
Re[igious Market

Retreat settings continue to climb in popu[arity as sites for re[igious meetings. — Re[igious Conference Manager,

June 2003

Top meeting sites for the re[isious market (based on RCMA member survey)
- Downtown Lote[s continue to Le tl‘le top cLoicc (or meeting planners. ’”’ney I’\ave lec[ tl‘le category [or tl‘le [ast
eith years (17.3%)
- Conference centers ranked second and continue to grow in popu[arity (16.5%)
- Su[aurl)an l\ote[s ranl(ecl t]’\irc{ and Lolcl steacly (13‘5%) '
- Camps/Retreats (11.8%) .
- Convention/ Civic Centers (11.3%)
- Airport hotel (11.15)
- Resort hotel (10.8%)
- Co“egc/Llniversity (7.6%)

62% of religious meetings are held in the Southeast. The majority of RCMA orga.mizations will p[an their

meetings for the same region cach year, giving re[igious p[anners the opportunity to build strong rz[ationships with

peop[e tl\zy know at CVBs and in the l\ospita[ity inclustry. — Re!igious Conference Management
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Meetinqs/Conventions Trencis, continueci

Reunions Market (Famiiy and Miiitary)

64% of families surveyeci said ti\ey pian to use i\otei, resort or similar accommodations for their next reunion. —

Reunions Me\gazine

73% of iamiiy reunions have 50 or more attendees and 35% have over 100. Six percent have over 200 attendees.
— Reunions Magazine

Desert Storm veterans are more timn mai(ing up ior tiie iaii oii oi WW“ reunions. 15,000 reunions are i\eici

eaci'i year and the number is i\o[ciing steaciy. 11,735 pianners are in the TRN ciatai)ase, up 900 from last year. —
Reunions Magazine

The average miiitary reunion is 72 rooms per nigi\t. The average room rate is $80.98, up $5.01 in a very short

time. — Reunions Magazine

lncentive Group Market

[ncentive programs will remain in piace ciespite worries about the economy and some iingering fears of travel. —

C onventionSouti\, June 2003

While most incentive programs are i)eing i<ept in piace, many are iaeing scaled back in order to cut costs while still

rewaﬂiing top periormers. “Extravagance is out.” — ConventionSouti’L June 2003
Corporate :
By the end of 2004, four in ten companies will be using an online i:aooi<ing tool for meetings/group travel. This

is expecteci to increase 119 i)y 2005. — Corporate Meetings & incentives, November 2003

Ti1e numLer oi meetings ianneci ior 2003 remaineci steaci or increaseci over 2002 anci corporate meetings are
85 p Y P 8
expecteci to increase in number ciuring 2004. — ConventionSouti\, November 2003

On the corporate sicie, the corporate meeting segment iags behind improvements in business overall, but it is still

getting a iiit. — Successiui Meetings, Decemi:\er 2003

Because 2004 i:sucigets are reiativeiy i'ieaitiiy, many companies are pianning to go ahead with meetings that have
been postponeci since 2003 or even 2002, — Successful Meetings, December 2003

..seeing a strong movement in incentive, piiarmaceuticai, iinanciai i)io—tecii anci insurance meetings. — Successiui

Meetings, December 2003
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Meetinqs/Conventions Trencls (Corporate), continuecl

Many p[anners report increases in new procluct launches and sales meetings for 2004 and 2005. Companies are
trying to bounce Lacl(, and tl\ey rea[ize that without their sales teams Leing informecl, they can't achieve their goa[s.

— Successfu[ Meetings, Decem[)er 2003

ln regarcls to p[\armaceutica[ meetings: site selection is under more intense scrutiny because of the perception that
certain destinations are venues for jun]<ets, not education. PRRMA and AdvaMed codes say that educational
events should occur in sites conducive to education. In response, many pl'\arma companies are ta](ins their meetings

business out of any hotel with the word “spa" or ‘resort’ in its name to avoid even the hint of excess. — Medical

Meetings, DecemLer 2003

Pharma-hosted social functions at specia[ty association meetings seem to be headed for oblivion. — Medical

Meetings, DecemLer 2003

Instead of havins one [arge training session, many regiona[ meetings will be the rule. Peop[e pre{er to be closer to

home. It saves money and its also a procluctivity issue: Managers don't want employees stuck at meetings, cither.

— Successful Meetings, Decem[:er 2003

Corporations are cutting back on anyt[\ing that could be seen as extravagant. Tl\eyyre I'lo[clins simp[er events with
[ess {oocl ancl Leverage ancl entertainment. — Success{u[ Meetings, DecemLer 2003

ResponsiLi[ities for corporate meetings and incentives increasing[y will fall under mar[<etin3 and communications

c[epartments. — MeetingNews, November 2003

Emersing improvements in corporate activity that Legan in the seCOnfl quarter of 2003 will gain momentum and

[eacl to increasecl lotlging clemancl {or 2004. — MeetingNews, Novem]aer 2003

In 2004, expect to see an improvement in the inclustry's business c[imate, driven [arge[y Ly small corporate

meetings. Many of these meetings will be booked tl\rough intermecliaries, since downsized meeting clepartments

lacl( tLe capacity to Lanc”e t]’\e vo[ume. — MeetingNews, NovemLer 2003

Cor orate uuic companies tl’xat experience an u —tic[c in tLeir earnings per s[mre wi” Lave more ancl [ar er
p p p p p 35 p S

meetings. Companies that don't improve will hold back on cliscretionary meetings. — MeetinsNews, November
2003

Corporate travel (group and individual) has been taken over Ly purcl'lasing or procurement clepartments in many
companies across all inclustries. By conso[iclating or centralizins manasement.of company spencling, a company gets
its arms aroum:l total expenclitures in one area tl‘lrougl\ use o{ {orma[ RFPS, stanclar(lizecl contracts, pre[errecl

suppliers and volume l)uying. — Insurance Conlerence P[anner, December 2003
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Meetinqs/Conventions Trencis (Corporate), continueci

26% of insurance pianners must involve their in-house procurement ciepartments in site seiection, negotiations,
anci/or contract reviews ior incentives anci meetings. (Finciing reporteci at ti'le 2003 insurance Conierence
Pianners Association i\eici in Novemiaer in Kissimmee, FL) — Meetings & Conventions, .]anuary 2003

Key iinciings among the lnsurance market: (1) Leaci times for incentive programs decreased last year for 47% of
pianners (2) Two-thirds of the survey responcients said a hotel's recommendation iie[peci them in seiecting a
destination management company for a program (3) 26% said price has overtaken service. — Meetings & Conven-

tions, January 2003

Pharmaceutical company empioyee meetings pianneci ciays in acivan_ce. -generaiiy for 30-50 attenciees, 2-3 ciays,
generai session Witi’\ iareai(outs anci require a sizai:ie amount oi A/V, as weii as wireiess intemet‘ — Meetings &

Conventions, .]anuary 2003

Medical meetings are i)ecoming smaller and shorter in ienstii, but more are Leing held. Many of the meetings/
events are ioeing held regionaiiy since doctors cant afford to be out of the office for more than a ciay or two.

— Meetings & Conventions, January 2003

Association
60% of association pianners responcieci that the numLer of meetings tiiey pianneci from 2002 to 2003 stayeci the

same, while 44% of corporate pianners responcieci that their number of meetings for this time perioci increased.

— ConventionSoutiu, Novemker‘ 2003

Association meetings, wLiie stiii iacing ci\aiienges in attenciance, are iii(eiy to i’\ave a Letter year in 2004.
— Successiui Meetinss, Decemi:er 2003

/A\SIA\E'S latest research on revenue Senerateci ioy association events conducted in 2002 showed that 42% of
associations saw a ciecrease in meeting anci ¢onvention revenues since 9/11; 99¢% reporteci an increase; anci 36

percent si\oweci no ciiange.

Oti\er / Genera[

For 2004, pianners are Leing asked to cut costs for off-site parties and events, while 41% are Leing asked to cut
iooci anci Leverage costs, — ConventionSouti'\/ Novemi)er 2003

Because of the economy, many §roups can now afford first-tier cities since hotels and meeting facilities in those

cities have lowered their rates to compete for business. — ConventionSoutix, November 2003
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Mectinqs/Conventions Trencls (Otl\er/GencraD, continuecl

Leacl times [or sc[ectin meeting sites are continuing to sl\rinl(, witll tl\e average [eacl time [or meetings in 2003
8 S S 8 R
Lein 19 montlls in aclvance. Cor orate lanners are cLoosin a meeting site onl 10 mont['\s or [ess in ac{vance.
K P P S 3 Y
Inclepenc[cnt p[anners reportecl a IO—montI\ [eac] time, wl\ile association p[anners reported an average zz—montll

[eacl time, — ConventionSoutl\, November 2003

A survey Ly MPI indicates that meeting and event lmclgets primari[y are influenced Ly senior level executives, not

planners. Furtl\er, senior executives are virtua”y as [il(z[y as p[anners to decide where meetings will be held.

— MeetingNews, Octoker 2003

[f there is a catch pl‘n‘asc that sums up the meetings inclustry‘s opinion on recovery in 2004, its cautious optimism."
P[annzrs are seeing signs o[ increasing (lemancls [or meetings, ancl increasing [‘mclgets {or t]’\em. Tlnz year 2005 may

see the return to real growt‘m, but 2004 is a transition year, a transition in the right direction. — Successful

Meetings, DecemLer 2003

Atttrition will continue to be a prouem. Supp[iers and p[anners must work togetLer to make the guest rooms less

of a commodity and more of an integra[ part of the meeting experience. — PCMA Convene, November 2003

Return on investment (ROD on meetings will increase in importance. Meeting pro[essiona[s must provicle in-

creased value to attendees. The ROI may be persona[, educational or financia[, but it is critical to the success of a

meeting to have its value established and c[ear[y communicated. — PCMA Convene, November 2003

: Responsiki[itizs for meetings will increasingly fall under marketing and communications Jepartments for corporate

programs and incentive events. As sucL, tl\ey must enhance the goa[s and ol)jectives of the organization. — PCMA
Convene, Novemlazr 2003

Hotels are still in control now, but 2004 will mark the start of a sl\i[t, that will plan out over several years,
towarc[ l\igl\er clemancl, occupancies, rates ancl l’\ote[ revenues. — MeetingNews, Noveml)er 2003

Results of a MPI survey taken in late summer 2003 supports the recovery forecast: 50% of Luyer'responclents
envisioned their meeting Luclgets rising in cither late 2003 or ear[y 2004, while the same proportion of supp[icrs

expectecl to gain revente boosts from group business in that time. — MeetinSNews, November 2003

Forecasts {or meetings vo[ume in 2004, ancl tlw accorc!ant result [or tLe l\ote[ inclustr , suggest a strong recovery.
3 Y, sugg S Y

— MeetingNews, Novemker 2003
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Mcetinqs/Convcntions Trencls (Otl\cr/Genera[), continue(l

Must be noted that no one is expecting a fast return to the business levels of the late 19905 and ear[y 2000.
Overa[[ trencls in 2004 wi” Le in I\otels' {avor, L&ut t]'\e cl\ange wi“ not Le c[ramatic. — MzetinSNews,
November 2003

Organizations’ costs {or Lea[th Lene[its ancl insurance wi“ continue to rise, furtl\ering tl\e 3rowt[\ o( outsour¢ing

and the rise of t[‘lircl—party meeting organizers. — MeetingNews, November 2003

Meeting p[anners will make greater use of RFPs to find hotels that are agreeaue to more user—[riencuy attrition
and cance”ation terms, — MeetingNews, Novem‘oer 2003

Contracts increasin [ wi” em Lasize reclucin tlw ris]( o[ attenclees oin arouncl tl‘ne I)[ocl(, witl\ l\ote[s re uire(l
Sty P 3 going 9
to acljust the group rate if necessary to be competitive with n¢ar[:ay hotels. — MeetingNews, November 2003

Bad cconomic times and increased costs are creating a senior management—clriven priority for a more strategic, less

tactica[, more ROI—conscious environment for t[\ose wor[dng in tLe mectings/events arena. — MeetingNews,

Novemlaer 2003

[n 2004, successful CVBs will put a premium empl’lasis on Hexilﬁi[ity and client service. — MeetingNews,
November 2003

Survey results from M&C.

What are top three factors of importance to your meetings or attendees in 2004-
- Higlvspeecl Internet access in quest rooms: 70%
- Higlvspeecl Internet access in meeting space/puHic areas: 58%

- On~sit¢ Tecl\ erson: 47%
p

Convcntion & Motorcoacll Scrvicinq Trenc[s

The successful Destination Management Company (DMC) will need to grow their procluct line. May(ye it is

cloins entertainment or entertainment procluction on on[ine registration or meeting p[anning. To survive, we must
tru[y l)e a one-stop sl‘lop [or everytl\ing tl\e Lotel cannot provicle, aml t‘\en some services tI\at tl1ey can — perl\aps
just not as well. - Specia[ Events Magazinc Septem[')er 2003

Many properties aré going above and Leyonc[ to work with p[anners to fold the spa experience into their meetings
in various ways. Group business is getting more creative as people become increasinsly aware of the benefits of

“

spa~ing," accorcling to Sa”y Haims, puuic relations manager at San Franciscos Nob Hill Spa at the Huntington
Hote[. - Meetings Soutl'n, June 2003 '
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NN lnclustry Trencls

Convention & Motorcoac]l Scrvicinq Trencls

Popu[ar p[annec[ activities for summer trave[ers, in order, are: visiting cities/ urban areas, visiting small towns/rural
areas, visiting national par[<s or forests, visiting historic sites, trave[ing close to home, camping, Lildng or climking,

visiting museums, fisl'ting ancl visiting tl\eme parl(s. - Tl\e Group Travel Leacler, .]une 2003

Meeting attendees now have a new luxurious yet [ow—cost option for travel. Meeting attendees could be on the
same p[ane ancl not see eacl‘l ot[\er, [)ut on our ve[ﬁc[es (motorcoac[\), tl\cy can trave[ togetl’ler in a persona[ way.
’”nzre’s a rea[ clec[ine in [aci[ities [or l)usiness trave[, ancl t[’\e air[incs Lave experiencecl cut‘oacks in sta“ ancl Hisl\ts,

leacling to more crowc[ecl p[anes ancl cleclining service. - Meeting News, Decem‘oer 8, 2003

Hyatt Hotels Corp. is oﬁering Pass[wy’s Web-based l\ousing management application to meeting p[anners for
free as a way to fis[it room-block attrition. Shea said he expects that groups Lo[cling small-to mid-size meetings are
most [i[(e[y to use their service, with groups L[ocl(ing around 300 rooms Lene{iting most. - Meeting News

DeccmLcr 8, 2003

New reservation systems do not eliminate the effect of Iwavi[y discounted hotel rooms sold on[ine, and many
p[anners say tl\ey must take further action to prevent room-block erosion. We need to address the two major,
related cl\a”enges ai[ing inclustry—attrition and book-arounds-so we chose one solution that many p[anners are
{am{[iar witL, says Ty He[ms, senior VP o[ sa[es {or Hyatt, regarc{ing pass[(ey. - Success[u[ Meetings/ Decem[ﬁer
2003 ’

Conventions ar\cl con[erences are now [oo[(ecl at not as a per]< for a jol) we” clone, Lut as an investment. ln
voluntary—attenclance meetings, tI‘lQI‘C'S a[so a trencl towarcl content ancl eclucationa[ va[ue. P[anners won’t Le
]aoo[dng as many o[ tl\e I)ig name, Lig money speal(ers tl\ey once re[iecl upon to draw crowcls. C[ients are mucll

more [ocusecl on tal<e~lwme v_a[ue ancl content, I:ecause tl\at’s wl\at tl\eir participants want. - Success{u[ Meetinss/

Deceml)erQ,OOg

Heritage Tourism is gaining momentum, as more ancl more Americans are interestecl in wLere tl\ey come [rom.
Accorcling to a recent stucly Ly the Travel lnclustry Association and Smithsonian Magazine, tourists who seck out

l\istory ancl cu[ture spencl more, clo more ancl stay lonser t}lan ot]‘lcr trave[ers. Interest in A&ican—/\merican

culture, the Civil and Revolutionary Wars and the bicentennial of the Lewis and Clark expeclitions are all
l\e[ping to fuel domestic travel. - New YOrl< Times, Sect. 5 Page 4/ 10/6/2003

The Travel lnclustry Association new[y released Domestic Travel Market Report 2003 says Bal‘)y Boomers (age
35 - 54) generate more travel than any other age group in the U.S., registering more than 241 million houschold
trips last year. A number of Bal)y Boomer houscholds spencl a substantial amount on their trips, with 14% paying

$1,000 or more for a vacation, not inc[ucling transportation. This group is also more [il«z[y to stay in a hotel or

mote[, travel for business and ﬂy to their clestinat{on, says TIA. - Travel Advance 10/14/2003
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Convention & Motorcoacll Servicinq Trencls

An ovzrw[\e[ming majority of American travelers include historical or cultural activities in their tmve[s, accorc[ing
to a new stucly from TIA and Smithsonian Masazine. 815 of LLS. adults who traveled in the past year, or 118
mi”ion, are considered “historic/cultural trave[ers," up 13% from in 1996. Historic and cultural travelers spenc[
more on trips comparecl wit[‘n trave[ers on otl’\er types o[ US trips — ancl averasge or $623 versus $457, exc[ucling
the cost of transportation. Historical and cultural travelers are also more [il(e[y to extend their stays to experience
Listory and culture at their destinations. - The Group Travel Leacler, August 2003

W]ﬂle tlw [ast [zw years Lave L’een l‘narcl times for l\ote[s, rrom p[usl\ palaces to munCIane mote[s, Lcc[—ancL
breakfasts have been cloing comparative[y weu, accorcling to hotel ana[ysts. Fear of ﬂying in the age of terrorism
coup[ecl with an economic downturn has left hotels with a sl\ortage of business travelers. But the uneasy climate has

spurrecl a desire for a brief getaway, and that has been goocl for B&Bs and their s[ig[\t[y larger cousins, the country
inns. - (Sect‘ 5, Pase 3, New YOrI( Times) Trave[ Aclvance E~zinc, Monclay, Octoker 27, 2003

Rue tl‘le cla tec[mo[o re [aces touclm..Tocla , the trencl continues towarcl tI’ne im ersona[. ]t’s wl\at tl\e tecl‘mo[oﬂ
Y 8y rep Y. P

gists ac[vocate; itvs wLat Wa” Street clzmancls. But it's not wl\at t]1¢ customer wants; not a” of tl\é time. I rea[ize t]mt

the coming Gen Xers are as at ease with the impersona[ Leystrol(e as tl\ey are comfortable with the sound bite.

But there will a[ways be a sizaue demand for authentic customer [istening and client Loncling. - Atlanta Business

Chronicle, Alf Nucifora, December 12-18, 2003
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JULY
14-17

17-20

21
AUGUST
1-4

DECEMBER
2-3
2-5

MEETING/EVENT
IACVB Aunnual Convention
Georsi.\ M storcoach Association
TDA Board 1\Aeeting
MEETING/EVENT
IAAP Convention
NCACVSB l\deeting
PR Committee Mceting
Hospitality Asheville Committee

TDA Board Nleeting

Convention Deve[opm\mt Committce
MEETING/EVENT

SATW Annual Convention//\/‘arl(ckp[ace
Tour & Travel Deve[opment Committee
Hospimlity Asheville Committee
NCDTFSD /\Aid—y'z‘\r uPd.\te
AAA Auto Touring Counselors FAM
TDA Board }\Azcting

Fa” N‘zdia Tour
MEETING/EVENT

Public Relations Committee

NCACVB Meeting

O verseas Brats

Hospita[ity Asheville Committee

TDA Board /\Aeeting

TIAM .\rl(-:ting O utlook Forum
Convention Deve[opmcnt Commiteee
CMCA Mezting
MEETING/EVENT
/\c{vanmngest Media Eveat
Hospit‘\lity Asheville Committee

N ational Tour Association

TDA Board /\/\cen’ng

Tour & Travel Developme'nt Committee
AAA Carolinas Superl)o\vl of Kno\vchge IX
TSAE Trade Show

Goverament Sales Bi!.tz
MEETING/EVENT

NCACVS Meeting

D\Z(h\ R‘lyt‘\ms o( t‘le South /\/‘nrl(etplace
Public Relations Committee

AENC Trade Show

Hospimlity Asheville Committee

C onvention Dcvclopment Committee

TDA Board /\Aceting

LOCATION
Boston, }\/‘A
Jekyll Island, GA
As!wvi”e, NC:
LOCATION
Wasl\ington, D.C.
Huntsvi“e, N C
Asheville, NC*
Asheville, NC+
As‘\evi”e, NC
Asheville, NC*
LOCATION
Switzcr[an

/A\sllcvi”c, N C“
As‘\evi”e, NC“
Rnlcig]\, NC
Asl\cvi“c, N C
As‘\cvi”e, N C

Ohio V.\”ey
LOCATION
Asheville, NC*
Dutham, NC
D‘\yton‘\ Be.\cll, FL
Asheville, NC**
/\slnzvi”e, N C
Pl\oenix/Sc‘ottsJale, AZ
As!\cvi“c, NC

T8D
LOCATION
Cllicago, IL
Aslwvi“c, N C"
Toronto, Canada
Aslu’vi”e, NC
Asheville, NC**
Pinel\urst, NC*
TBD*

Actlanta, GA*+
LOCATION
R.\lx’iél\, NC

New Ocleans, LA**
Asl\cvi“e, NCH
Ra[eig!n, NC+
Asheville, NC*
Aslwvi”c, N C
Asi\evi”e, NC

Z
o)
<
™
=
=
Il
~

**Opportunities for community involvement.

Annual Report and /\/‘ar[(eting/commum’cations Plan

Dates are su[:ject to cl\ange. Please ca” 828/258—.6102 to confirm.



N lnclustry 'Ca[endar - 2005

JANUARY MEETING/EVENT LOCATION

13 Hospitality Asheville Committee Asl\evi“c, NC+
14-16 NC Motorcoach Association Winston-Salem, NC
19 TDA Board Meeting Asheville, NC

20 Tour & Travel Development Committee As[wvi"z, NC*
3.4 NC/\CVB /“eeting Wilmington, NC .
4 Pu‘)[ic Relations Committee Asl\evi”e, NC*
4-8 American Bus Association Chicago, 1L

10 Hospita[ity Asl\evi“e Committez Asl\evi”e, NC"

23 TDA Boarcl I\Aeeting Aslxevi”e, NC

24 Convention Development Committee Asheville, NC
TBD New York Media Event ' New York City**
MARCH MEETING/EVENT LOCATION

1o Hospita[ity Asheville Committee Asheville, NC**

17 Tour & Travel Dcve[opment Committee Asl\evi”e, NC"
17~18 TDA 200,5—2006 Stratesic Plannins Retreat As]levi“c, NC

18 TDA Boar({ Meeting Aslwvi“c, NC
31-4/1 NCACVB ' WinstomSalem, NC
TBD VisitN C Presentation Ra[eigl\, NC«
TBD Spring Media Tour TBD

TBD AAA Explorz/\s[wvi“e! Tmining Indiana & Ohio* v
1 Public Relations Committee /A\sllcvi”e, NCH
5-7 Governors Conference Asheville, NC+

14 Hospitality Asheville Committee Asheville, NC**
20 ‘ TDA Board Meeting As!’wvi“e, NC
24-25 . NCACVB Mezting Fayettevi“e, NC

28 Convention Deve[opment Committee As[\zvt’”e, NC
TBD PRSA Travel & Tourism Conference Denver, CcO
MAY MEETING/EVENT LOCATION

3-7 TIA - Pow Wow . New Y§ri< City“
7-15 N ational Tourism Week Asl\evi“e, NC*

12 Hospita(ity Aslmvi“e Comm(ttez Asl\cvi“e, NC“

18 TDA Boarcl Mutins Asllevi“e, NC

19 Tour & Travel Deve[opment Committee Maggic Vauey, NC*
TBD Blue Ric]ge Parkw.\y's AAA FAM As‘mvi“e, NC*

MEETING/EVENT LOCATION

L
e
Z
™

3 Pu“ic Re[ations Committec As[\evi[[e, N *
15~17 NC/\CVB /A\nnual [\Auting Aslwvi”e, NC
4% TDA Board N‘ecting/ Buc]get PuUic Hearing Asl\zvi”c, NC
23 Convention Dzvc[opment Committee As[wvi”e, NC
TBD GSAE TBD*

M()pportunities for community involvement.

Dates are suLject to cl\angc. Please call 828/258-6102 to confirm.
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G[ossary of Terms ~

AAA — American Automobile Association — A not~for—profit organization of some 90 motor clubs serving more than 42 million members

in tlw. Unitecl Smtcs anc! Canacla.

ABA — American Bus Association — A national association of private intercity bus companies, travel inclustry organizations, motarcoach tour

organizers and associates, -”\e ABA o“crs a m‘\ri(etplace wl\ere [)uyers dnc] se”ers meet in one-on-one prc-sclwc!u[ccl appointments,

Association organizations — Organizations of association executives who meet regu[ar[y and host annual meetings, conventions and trade shows.

ASAE — American Society of Association Executives

AENC — Association Executives of North Carolina

GSAE - Georgt’a Society of Association Executives

GWSAE —Greater Was}n‘ngton Socicty of Association Executives
SCSAE — South Caro[ina Society of Association Executives
TSAE - Tennessee Society of Assaciation Executives

BCTDA — Buncombe County Tousism Dzvc[opmcnt Authority — A ten-member board rcsponsiuc for overseeing the expcnditure of the

cc\unty‘s [our—pcrccnt room occupancy tax revenues. The board is compriscd of seven members with voting status {three appointecl [)y Buncombe

County, three [)y the City of Asl\evi”c, and one l)y the Asheville Area Chamber of Commerce) as well as three zx-o“icio, nonvoting, members.
B-roll — A broadcast term that refers to video with natural sound on tape.

Brand - A genuine brand is the internalized sum of all impressions received lay customers and consumers resu[ting in a distinctive position in their

mind’s eye based in pcrceivcd emotional and functional benefits.

CMA - Clhyistian /\’L\nagemcnt Association

CMCA - Cheistian /\Aeetings ancl Conventions Asssociation

Conversion stucly -A stun{y conducted to determine the number of visitars requesting visitor information who actm\“y visit the area.
E—zinc A magazine puUisl\ec[ el\:ctronica”y for Internet consumption.

FAM — A shortened term lor familiarization tour, a common marl(cting tool used in the travel industry. AFAM s an invitation—on[y
comp[imenmry trip hosted Ly a destination for the purpose of “familiarizingn a speci[ic group (mcclin, motorcoach operator, meeting planner, ete) with the

attributes of the area.
GAMPI - Georgi.\ Mecting Prolessionals lnternational

Group leaders — Nonpm[cssiom\! travel p!anncrs associated with rclisious, social and/or senior clubs. Group leaders are wor[«'ns with

“preformecl 3roupsn drawn from the organization's mzm‘mrship, rather than individuals Lrought togctl\er Ly a pro[essiona[ tour operator.
Gatzway city — A city with an airport servicing direct international ﬂig}\ts.

HSMAI - Hospim[ity Sales & Marl(eting Association International — An organization of Imspitality inclustry pro[cssion.\ls inc[uc:hng

representatives [rom '\otels, restaurants, attractions aml service companies.

IAAP — lntem.\tional Asssociation of /\dministmtive Profcssionals

IACVB _ lnternational Association of Convention and Visitors Bureau — A pro[cssiona[ organization for the convention and visitor

inclustry across the world. Educ‘\tional opportunities are providec[ at seminars and at the annual convention.

Media tour — A tour of a city or cities in a core market in which appointments are scheduled with media for interviews and to distribute

information about visiting the Asheville area in ‘mpzs of oLtaining editorial and broadcast coverage.

MPI - Mccting Prolessionals International — The [cnding profession‘\[ society of meeting p[‘\nncrs and supp[icrs, the arganization hosts an
annual meeting a[ong with a trade show which the Asheville CVB attends. In acHition, state c}mpters also host their own annual meetings and

trade show opportunities.
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N G[ossary of Terms

NCACVSB - North Carolina Association of Convention and Visitor Bureaus — A private, not—[orApro[it corporation dedicated to the

promotion of North Carolina as a convention and visitor destination. Compriscc{ of more than 30 destination mar[(eting organizations, the group

works on cooperative marl(eting projects in partnership with the North Carolina Division of Tourism, Film and Sports Deve[opmznt.

NCDTEFSD — North Carolina Division of Tourism, Film and Sports Devc[opment — A division of the Department of Commerce which

oversees tourism aflairs and marl(eting for North Caro!ina.

North Carolina Golf Marl(eting Alliance — A not—[or—pro[it corporation formed to promote North Carolina as a primary gou
clestination for internationa[ visitors, tLe a[[iancc conc!ucts joint markcting ventures in conjunction \Vftl’l the North Cdro[ina Trave[ & Tourism

DlVISlOﬂ

NTA Nanona‘ Tour /A\ssocmtlon —_ NTA is a l’lOﬂPrO[lt tmde orgamznnon O[ ancl [or !n({lVIAlldl& \‘VI’\O pacl(dse [)Otll retm[ ﬂﬂd who[csa[c

tours. T]w NT/A\ mcm[)er company is the mlclcue man w‘w se“s ancl/or arranges interstate p[casure tours ancl motorcoac}\ tours [or compensation.

The mar[(ctp[ace is clesisnec( for Luyers and sellers to meet on a one-on-one basis in pre—schzclulzcl appointments.

PITV — Pe: lnquiry Television — Aclvertising program tl\rougl'\ which the advertiser pays a pre—negotiated, cost-controlled rate for leads

3eneratccl [rom tc[evision commzrcia_[s

POW WOW - Organizecl Ly T{/\, this is the major marl(etp[ace in the ULS. for domestic supp!iers and international lmycrs and is a
mar[(etp[ace structured like ABA and NTA with pre—scl‘ue(lu[ecl appointments. journ.\[ists and puuic relations executives. The organization was
created to promote unbiased, accurate and interesting reporting on travel destinations, facilities, and services. The group holds an annual convention

as we” as regiona[ mcetings ancl e(lucationa[ [orums.

PCMA - Pro[essiona[ Conlerence N\an‘\gcrs Asssociation — Organimtion comprisecl of mecting p[anncrs who meet on nationa[ and state

[eve[s to Lecome Letter eclucatecl an p[dnnins ton[zrences‘

PRSA — Public Relations Society of America — The national pro[essiona[ organization of pu“ic relations practitioners and communicators.
Each year the Travel and Tourism Section of the organization p(ans a conlerence that Lrings media and travel communicators togetl\er in an

educational setting.

RCMA RC(ISIOU: Con[en’.nce /\/‘anascrs A&SOC!(\HOR — A profvzssmna[ nonpro(lt lntll‘[«\ltll orgamzntlon 0[ p[anncrs responsluc [or

pli\ﬂﬂlﬂs anJ/or managlng mectmgs, serinars, con[crences, conventlons ancl a:S\EmL[les [Ol' l‘«’_[lslollb orgamzatlom

RSA — Rcceptive Services Association — A pro[essional organization designecl to }le[p receptive operators serve international tour companies

throush pdrtnerships with North American suppliers.

SATW — Society of American Travel Writers — A not—for-pro[it pro[ession.\[ association of writers, pl\otogmpl\ers, editars, electronic media
SGMP — SOCiety o[ Govcrnment Meeting Planncrs

SMERF —An acronym for the meeting market segments that comprise socia[, mi[itdry, eclucational, re!igious and fraternal groups.

State Motorcoach Associations — State associations of member motarcoach operators who work togetller to promote safe travel Ly motorcoach
tl\roug‘\ nctworl(mg wltl\ ot}ler operators ancl >upp[|ers ancl Ly posmvz[y mﬂuencmg state [egn(anon Eacl\ state association typlcd”y ho[cls an

annual meetmq dﬂl}l t!‘dclt JIO\V to oﬂer supp[ler meml‘sers an opportumty to meet \Vlll'l tour p[anners ancl/or |roup lcdclera

GMCA - Gcorgm Motorcoach Association
NCMA — North Carolina /\Aotorcoach Association

STS — Southeast Tourism Society — STS is the private sector voice in the travel inc!ustry in 10 Southeastern states, incluc{ing North Carolina.

Memlwrship in STS affords an opportunity for educational seminars, joint trade show ventures and nctworl(ing.

TIA — Travel ]nclustry Association of Ainerica — The Wnsllington, D.C. based national, nonprofit association that serves as a uni[ying
organization for all of the ULS. travel inc[ustry, which is the second L\rgcst emp!oyer and third [argest retail inclustry in the nation.

Travel Soutl\ vac[ Sont}l is an orgammtlon composecl o[ 11 >0ut‘|ed>tern states lm!uclmg Nortll m‘olina. Travel Sout‘l SI’IO\VC('\SE isa

mar‘(etplncc structurecl [ll(«’. NTA anc! ABA Lllt (Imlted fo Soutl\ern btlpp[lil‘&

Vieal marl(eting — Marl(eting concept in which an unusual, interesting or [lmny message promoting the area is distributed to consumers in hopes

that they will forward the message to other peop[c. This method is most often used in e-mail marl(eting.
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