Promoting Trails for Tourism
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Tourism is big business in Connecticut!

Contributes $15.5 billion Generates $2.2 billion 84,254 jobs directly related
in total business sales, in tax revenues, to tourism; 123,521 total
a 5.5% increase since including $960 million jobs supported by direct
the last study (2015). in state and local taxes. and indirect activities.
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Trails are important to tourism.

Trails and related interests make up 25% of the top 10 most sought
after tourism activities in Connecticut:

% of the top 10 interests pageviews on CTvisit YTD

Parks & Forests

Nature & Outdoors

Hiking & Biking

Boating & Sailing
Out of a

total of
1.34 Million

pageviews
YTD
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Tourism marketing drives new visitors.

In 2018, the Office of Tourism:

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

Attracted more than 5 million to CTvisit

Drove 335,000 pageviews on trail or
related listings

Promoted over 50 articles that featured
hiking and biking trails

Sent over 3 million calls, emails, and
clicks to tourism businesses

Featured more than 1,100 hotels,

restaurants, attractions, arts
organizations, and events from every

corner of the state
And efficiently increased visitation!

Those exposed to our
digital marketing in NYC

actually visited
Connecticut

than those
who were

NOT
exposed.

Those exposed to our
digital marketing in NYC

actually stayed
in Connecticut

than those
who were

NOT
exposed.
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Key objectives in all our marketing
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1. Inspire visitation to the site and the state

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

3. Push overnights whenever possible

Connecticut



Who are we targeting?

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

New York

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

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

* HH Income of $100K+

* Age 25+

« Skew female

« Approximately half have
children at home
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Two key elements of our brand positioning

Diversity of Experiences Proximity

+

‘nature and city” The compact nature of our

“charm and sophistication” state is both a benefit —
“scenic and active” and a differentiator.
“mountains and sea”

“‘urban and rural” Things are close to each
“outdoors and nightlife” other — and close to our
“relaxing and fun” key target audiences of

“history and style” New York and Boston.
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Connecticut’s tourism brand positioning

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

historic and contemporary,
natural and cultural,
relaxing and active.

All so close to each other.

All so close to you.

All our marketing reflects this brand positioning,
offering a blend of experiences in every
communication.
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Content marketing has become our core tactic.

We start with research on potential topics, create a calendar of stories,
manage a variety of content creators, and then package each story and
distribute via as many different tactics as possible.
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Q search ads v _plald Taboolg and — content via
on Google il e ] Outbrain ongoing trusted pubs
PR: print, online, — email

broadcast outreach

media .
coverage
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Examples of our content marketing
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More than 300 “stories” live on CTvisit
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* 4-8 new articles developed each month

38 Things to do in Connecticut this October vsrusoueo s

« Almost all of them updated each year

Eﬂﬂﬂectiﬂlﬁ IDERS DO STRY EAT  EUENTS  REGIONS SERSONS @ =~

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

 Qver 50 current articles feature trails

* A neW al'tIC|e On “tOWﬂS tO V|S|t fOI’ hlklng” Hike 8 of Connecticut’s Coolest Treks w.crurourcos:
is coming out next month

Connecticuyt mes o sw er wems mewons smsons = o

Check the portal for current
upcoming topics.
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Great Places to Hike with Your Dog
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Tips for being featured in content, social or PR

1. Stay informed about
opportunities!

» Check the portal
« Sign up for, and read, emails
from COT

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

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

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

5. Be responsive to email requests
for PR inquiries, FAM tours, prizes,
news and ideas
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Create a free listing page

Trail attractions can create a free listing on CTvisit!

Connecticut mes m sw e ewems nesons swsms o = o * Go to the login on the
, partner portal

* Request a login

* Once you receive your
login credentials, you will
get instructions on how
to create your listing

* The portal offers tips on

: how to maximize your
mattahesett Blue Trall VISITOURBSITE Iisting

Mattabesett and Mount Higby Trail is a 9 mile out and back trail located near Middlefield, CT that features beautiful wild flowers and is rated as
moderate. The trail offers a number of activity options and is accessible from April until October.
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Features of a free listing page

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

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

Connecticuyt mes w swv e wens fsons smsos 9 = 2

Button link to your
website

" J
Mine Hill Preserve/Roxbury Land Trust

VISIT OUR WEBSITE

Mine Hillis the site of a 19th century iron mine and furnace complex. Three groups of

e sign Hill's history, the

—_—

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

Contact information

process and its impact on the region. A 360-acre preserve, it overlooks the Shepaug
River and includes six miles of hillside hiking trails.

Other amenities: Parking, Self-guided tours.

Other Amenities

al
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LOCATION: HOURS: CONTACT:

(860) 350-4148
hittp://www.roxburylandtrust.org
spayne@roxburylandtrust.org

Mine Hill Rd.
Roxbury, CT 06783

Dawnto dusk, weather permitting g

Upcoming Events
- A 29 - Septemie 8 »
e

Upcoming
Events
(optional)

Deals & — |
Packages
(optional)

Pull in your
Twitter and
Facebook |
feeds

(optional)

Automatically
su ;' .

ggests ___e .e [
nearby
businesses

Automatically , ~
offers a map//.

of your
business and
others close by
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- Stay Informed via tHesfourism Industry Portal

Connecticut



Introducing the Tourism Industry Portal!

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

Eﬂﬂnecti[:lff Sign up for industry email  Contact us CTVISIT LOGIN | REGISTER

Tourism Business

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

THINGS YOU CAN DO RIGHT NOW

Summer is Coming!

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

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

LOG IN TO CMS

Welcome to the Tourism Industry Portal

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

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

marketing strategies that can set you up for success. Get started now by looking yourself up using
our Search feature in the toolbar.
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Get to the portal via the footer of CTvisit

Connecticut == 0o

still revolutionary

Connecticut Experiences Attractions by interest Accommodations Restaurants This Weekend
Suggested Getaways Specialty Trails by Type/Region by Type/Region Calendar of Events
Travel Deals Antiques

Connecticut Office of Tourism Contact Us

450 Columbus Blvd., Suite 5 REGIONS MAP Climate G
Hartford, CT 06103 . : .
Fairfield County Interactive Map Groups, Meetings &

Greater New Haven How to Get Around Conferences
Litchfield Hills Resources & Links

Mystic Country Press Room

: River Valley/Greater Hartford ) ) ,
Email-us Copyright ©2019 Connecticut Office of Tourism

Privacy Policy Report a Problem
Disclaimers Sitemap

n , ° @ Contact E-Newsletter Groups/ Tourism Free Visitor
Info SignUp Meetings Partners Guides

"

Access the portal from the Tourism Partners link on the CTvisit footer.
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Everything you need is on the portal!

hc-:-\:\? fooget E)hetails on
The topics e many
we are Ot:teo;n;:lzr Examples no-cost Research
working on The dates and free CTvisit | | of all of the ways t0_ and
for upcoming descriptions listing creative partner with | | performance
articles of upcoming used in the Office result§,
industry recent or of Tourism marketing
events current plans, and
campaigns more
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Tourism Business

Partners

Sign up for industry email

Contact us

CTVISAT LOGIN | REGISTER

PLANS/EVENTS CTUISITTIPS ~ CAMPAIGN HIGHLIGHTS PARTNER WITHUS ~ RESEARCH/RESOURCES  SEARCH
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-
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THINGS YOU CAN DO RIGHT NOW

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