


§5B-21-4(h)

The West Virginia Tourism Office shall submit a report
annually to the Governor, Secretary of Commerce and the
Legislature about the development of the tourism industry
in the state and the necessary funding required by the state
to continue the development of the tourism industry.
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16.6 MILLION

OVERNIGHT TRIPS

65+ MILLION

VISITORS

Source: Longwoods International




Private investment from the Tourism Development
Act Tax Credit In the last two years has surged to
reflect more than $250 million in new investment.
This represents more than double the investment

seen in the first 14 years of this program'’s existence.

Eight projects have indicated an intention to submit
a TDA application in 2021; totaling more than
$47 million in investment.




Since Governor Justice took office, state parks have
seen $100 million in new investment for lodging
improvements, facility upgrades and new activity
offerings.

* Noteworthy projects include the creation of the Elk
River Trail, a new lodge constructed at Cacapon
Resort State Park and improvements at every park and
forest in the state.

As state parks advertising has been integrated into the
Tourism Office advertising, we’ve seen great results with
revenue increasing by 18.5% over the past 2 years.
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The first-ever flip cover
vacation guide won an
Eddie Award for Best
Custom Content Piece
in September 2020.




Research continues to show
tourism advertising improves
West Virginia’s image as a place
to live, start a business, go to
college and retire.

a good place to live

a good place to start a career

a good place to start a business

a good place to attend college

a good place to purchase a
vacation home

a good place to retire
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In May, U.S. Travel Association
CEO Roger Dow said “38% of all
the unemployed in the United
States are from the travel
industry. This is two times worse
than the Great Depression was in
the worst year for the travel
industry.”




Like much of the country, initially, we saw
declines in leisure and hospitality employment
and hotel occupancy, but due to outdoor assets
and creative marketing, we are reversing those

trends.




In May, we turned off nearly all brand
advertising and shifted our funds to
assist partners through our cooperative
advertising program. Traditionally, the
program provides a 50% match on
advertising but that has been
temporarily increased to 80%.
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Since the beginning of the pandemic,
the Tourism Office has provided
partners with financial assistance to
purchase nearly $2 million in
advertising to encourage travelers to
continue dreaming about and planning
travel to West Virginia.




The Tourism Office has hosted more than 20 industry Participating Brands
trainings to help partners navigate the pandemic. The

trainings featuring some of the industry’s leading

experts are designed to share the latest travel research,

marketing trends and practical advice on how to best

adapt business practices to COVID-19 standards.

Training attendance has averaged more than 200

participates per session.




Since the beginning of the pandemic, we’ve begun working
with more partners than ever before. Early in the
pandemic, when uncertainty was at its greatest, we sent
daily email updates to nearly 650 industry partners. This
year, our subscriber list has increased by 88%.




With so many tourism businesses in need, we were quick to
launch a partner assistance program. The #PlacelBelong
social media campaign was launched in April with weekly
toolkits and assist partners with maintaining a social media
presence with reduced staff. More than 125 partners joined
us with our “When you’re ready, we’ll be ready’” messaging.




#PlacelBelong Partner Campaign generated




We launched a new website to better

Even though many of our paid ad campaigns were paused
in 2020, organic website traffic soared. In 2020, we saw a
29% increase with over 1.1 million visits.




ginia gave millions a

\J o

State and national parks saw record-breaking attendance.
In 2020, West Virginia’s state parks and forests
welcomed more than 4.3 million visitors—marking a 9%
increase in visitation year-over-year.
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Small towns Outdoor recreation Road trips Less crowded Affordable
spots
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Source: Longwoods International, 2020




New Tourism Office strategic plan to guide industry post-COVID-19
Brand campaign focused on 50th anniversary of John Denver’s “Country

Roads” to align with road trip trends . o, .
Enhanced outdoor recreation development and promotion, with focus - O\ | /'/"/ ;
on hew New River Gorge National Park & Preserve designation ~/ \—
Cultural tourism programming for small businesses, chefs, artisans and WE ST

musicians
Identifying opportunities to continue leveraging the Almost Heaven ,Vl l KG‘ N ‘ A\,

brand and improve the state’s identity
Develop new ways to extend the Almost Heaven campaign into one

public-facing statewide brand quw



Necessary Funding to

Continue Growth




The Legislature appropriated an additional $14 million in general revenue in FY21 to promote
tourism in West Virginia. Maintaining level funding for FY22 will be critical to continued growth

in the state’s tourism industry as we navigate the COVID-19 pandemic recovety.




Historical Funding Summary

FY 2018 FY 2019 FY 2020 FY 2021 Appropriation | Total

Lottery $12,115,474 $11,357,898 $11,540,567 $11,540,567 Brand Promotion $10,000,000
Surplus $2,500,000 $7,000,000 Public Relations $1,500,000
General $7,000,000 $14,000,000 E;i'::‘) f::ips $500,000
NOTAER S D S12 1S 474 S15,852,8981 1 $25,540,5670 N $25,540,567 JETerieesy. sepnmesen: $500,000
State Parks & $1,500,000

Recreation Advertising

TOTAL $14,000,000
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In compliance with §11-3-9(h)(7)(A) and §11-3-9Ch)(11),
the Tourism Office has received three deposits into the
Tourism Promotion Fund from revenue generated at the
Bechtel Summit Reserve since 2015.

The funds will be used to assist with marketing of future
events at the Bechtel Summit. The Tourism Office intends
to use the revenue toward the 2021 sponsorship of the
Spartan Race at the Bechtel Summit in West Virginia.
Funds would have been used for the 2020 event;
however, it was cancelled due to COVID-19. In the past 3
years, the event has attracted more than 40,000 annual
attendees and generated a significant boost for the local
economy.
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7/1/17 - 6/30/18 $ 321.85
7/1/18 - 6/30/19 $ 555.74
7/1/19 - 6/30/20 $ 638.87

TOTAL $ 1,516.46
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https://bit.ly/370xrMd
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