SCPRT Marketing Plan

FY 2005-06
GOAL ONE – LEISURE TRAVEL (Consumer)

Actively promote South Carolina as a travel destination to move customers

to purchase and experience South Carolina products and services.

Objective 1 - Domestic Consumer (U.S.):  Influence travel decisions through effective branding of South Carolina as a preferred ‘leisure travel’ destination.

LEAD: 
Beverly Shelley  

BUDGET:
$
CODE:
C1

Situation Analysis:

· National economy / regional economy 

· Consumer confidence and attitudes

· National and regional travel conditions/trends
· World / political events

· Gas prices

· South Carolina travel trends – accommodations, golf, etc.
· Agency leadership and priorities

· Ad agency RFP

· Budget

· Research findings
· Last year’s focus – general consumer(women), African American, golf

Strategy 1 – Research: Conduct current, relevant research to help inform SCPRT’s domestic leisureleisure consumer marketing decisions.

Tactic 01: Website Visitor Conversion Study
Texas A&M will analyze on-line behavior of visitors to www.discoversouthcarolina.com and their subsequent travel behavior. Reports on website usage are released each quarter. Reports on travel of website visitors are released every six months. Year-end analyses including comparison of website visitors that traveled to SC versus those that don’t are released at the end of each calendar year.

Lead: 





Dudley Jackson

Code:





C1RS01
Timeline for Completion: 


Fourth Quarter

Tactic 02:  TravelScope

Use the US Travel Data Center's TravelScope database throughout the fiscal year to construct profiles of visitors to South Carolina by destination, origin, trip purpose, and other segments as needed. 

Lead: 





Dudley Jackson

Code:





C1RS02
Timeline for Completion: 


Ongoing

Tactic 03:  Cooperative Visitor Profile & Ad Effectiveness Research

MarketSearch will randomly sample households monthly in the core advertising markets of SCPRT and industry partners.  In addition to capturing visitor profile information the surveys will capture consumer awareness of the 2005 advertising of SCPRT and participating partners.  SCPRT will share the cost of this research with industry partners.
Lead: 





Dudley Jackson

Code:





C1RS03
Timeline for Completion: 


Fourth Quarter

Tactic 04:  Cooperative Inquiry Conversion Research

MarketSearch will conduct inquiry conversion research on the 2005 advertising of SCPRT and industry partners.  Research will measure use and satisfaction of fulfillment materials, conversion of leads and expenditures of conversed leads. SCPRT will share the cost of this research with industry partners. 

Lead: 





Dudley Jackson

Code:





C1RS04
Timeline for Completion: 


Fourth Quarter

Tactic 05:  Ad Concept Pre-testing-PP
MarketSearch will conduct pre-testing of concepts that will be used in design of ads running in calendar year 2006 (paid for during FY05-06). Qualitative studies (e.g., focus groups, interviews) will be conducted in markets likely to receive PRT’s advertising to ensure that ads are communicating desired message(s). 

Lead: 





Dudley Jackson

Code:





C1RS05
Timeline for Completion: 


On-going
Tactic 06:  2005 Canadian Travel to South Carolina Data

Use the "2005 Canadian Travelers to SC Summary" data and the "2005 Canadian Travel to US" report for estimating visitation volume of and constructing profiles of Canadian visitors.

Lead: 





Dudley Jackson 
Code:





C1RS06
Timeline for Completion: 


First Quarter

Strategy 2 -Advertising: Reach and impact travelers with the highest propensity to travel to South Carolina by using a multi-media campaign. Select quality media venues that will convey an effective advertising message and impact targeted audiences, in order to raise awareness of South Carolina as a travel destination and ensure its place in the traveling consumer’s consideration set.  

Tactic 01:  Media Schedule – Spring/Summer/Fall 2006 

Develop and implement a domestic consumer media plan for spring/summer/fall utilizing magazine, newspaper, television, radio and internet advertising opportunities. Pursue opportunities that exceed recommended media objectives beyond the negotiated rate to ensure a maximum return on media investments.

Lead:





Tammy Strawbridge

Code:





C1AD01







Timeline for Completion:


Fourth Quarter

Tactic 02: Creative and Production – Spring/Summer/Fall 2006
Develop consumer advertising creative that will continue to showcase the state’s diverse tourism products in an effort to influence targeted audiences.

Lead:





Tammy Strawbridge

Code:





C1AD02
Timeline for completion: 


On-going

Tactic 03:  Cooperative Partnership Marketing Program – Spring/Summer/Fall 2006
Implement a retail driven cooperative advertising partnership program utilizing pre-packaged advertising programs that leverage the existing domestic consumer budget dollars and stimulates leisure travel/retail activity.

Lead:





Tammy Strawbridge

Code:





C1AD03






Timeline for Completion:


On-going

Tactic 04: Media Placement Contingency  

Establish contingency for media placement and other marketing plan priorities to be funded later in the fiscal year if/when non-recurring funds are received by SCPRT as authorized by the legislature.

Lead:





Beverly Shelley

Code:





C1AD04
Timeline for Completion:


Fourth quarter
Strategy 3 - Customer Service:  Utilize the Welcome Center and Discovery Center staff as the state’s front-line sales team with responsibility to increase visitor expenditures by influencing and extending stays, which will result in increased direct expenditures in state. 

Tactic 01: PRT Literature Distribution

Continue to provide and distribute Highways, Smiles & Places, and a variety of inserts from the ad campaign through the Welcome Centers and Discovery Centers to promote the state’s tourism products.

Lead:  





Jason Simpson/Cheri Harwell 

Code:





C1CS01






Timeline for Completion: 


On-going

Tactic 02:  Industry Collateral Distribution

Promote South Carolina products through the distribution of industry partner’s promotional (within scope of approved guidelines) materials in Welcome Centers and Discovery Centers.

Lead:  





Lorraine Hayes/Devon Harris
Code:





C1CS02
Timeline for Completion:  


On-going

Tactic 03: Complimentary Reservation Service

Use the complimentary reservation service in Welcome Centers and Discovery Centers to extend stays and increase direct expenditures in the state.

Lead:  





Cheryl Harwell/Devon Harris

Code:





C1CS03
Timeline for Completion:

On-going

Tactic 04: Special Events

Hold special events at Welcome Centers to encourage visitors to experience sites and stops in South Carolina (FY 05-06 examples include, but are not limited to: National Tourism Week, and Heritage events).

Lead:  





Cheryl Harwell

Code:





C1CS04
Timeline for Completion: 


On-going
Strategy 4 - Direct Sales

Strategy 5 - Collateral: Produce quality collateral to promote the state’s diverse products and services to potential visitors.

Following banner revenues in 2004, the PRT/Bounce Agency team again saw exceptional revenues from ad sales for its 2005 Smiles and Places publication.  Revenues are used to offset production and printing costs associated with the program.  The 2006 guide again will offer partner opportunities for advertising.  We anticipate increase in ad rates, the first in two years, as a result of increased costs for doing business.

PRT will again partner with SCDOT for the 2006 official highway map.  DOT will use federal funds to pay for 1.3M of the print run; PRT will pay for and additional 200,000 to ensure an adequate supply for the welcome centers.  PRT will retain the cover and two of the five panels; DOT messages will occupy the remaining three.  PRT’s graphics section will continue to produce all panels to ensure quality, color and continuity.  Net savings to PRT will be approximately $145,000 (skewed upward due to anticipated increases in paper, etc.).

We also hope to see the introduction of an e-golf guide in this fiscal year.  The Collateral Manager and The Bounce Agency will oversee the project, which could include opportunities for co-op partners.
Tactic 01: Cooperative Advertising (Marketing Partnership) Program

Implement partner advertising opportunities in order to generate funds to underwrite the cost of printing the combined Smiles/Places.  Produce Industry Partner Sales Materials for 2006 edition of Smiles/Places. 
Lead:  




Gwen Thurmond 

Code:




C1CL01
Timeline for Completion:  


Fourth Quarter

Tactic 02:  Creative and Production for 2006 editions of Smiles/Places and Highways

Collateral creative, including cover photography, and production for combination Smiles/Places. 

Lead:  




Gwen Thurmond 

Code:




C1CL02
Timeline for Completion:  


Second Quarter

Tactic 03:  Print 2005 editions of Smiles/Places
Print user-friendly up-to-date general consumer leisure collateral materials (Smiles & Places) to promote the state’s product to disburse through inquiry fulfillment, welcome centers and other distribution outlets. 

· Publish 600,000 copies of SC Smiles/Places
· Generate estimated $500,000 in ad revenue to supplement state appropriated dollars
Lead:  




Gwen Thurmond 

Code:




C1CL03
Timeline for Completion:  


Second Quarter

Tactic 04:   Partner with SC Dept. of Transportation to use federal funds to print 2006 Highways.   Value is approx. $135,000. Cost to be covered by DOT budget. 
· Print 1.5M copies of SC Highways with hurricane evacuation routes
Lead:




Gwen Thurmond

Code:




C1CL04
Timeline for Completion:


Fourth Quarter

Tactic 05: E-Golf Fulfillment

Develop e-golf guide for internet. Develop a co-op advertising program to offset expenses. 

Lead:  





PRT and Bounce agency

Code:





C1CL05
Timeline for completion:


TBD


Tactic 06: E-Golf Fulfillment-PP
Develop e-golf guide for internet. Develop a co-op advertising program to offset expenses. 

Lead:  





PRT and Bounce agency

Code:





C1CL06
Timeline for completion:


TBD


 

Strategy 6 -  eMarketing: Utilize eMarketing in a strategic manner consistent with overall marketing to communicate information about products and services by utilizing online tools and services targeting consumer audiences.  Define and deploy customized campaigns to drive meaningful traffic to web site and to leverage that traffic in a manner that increases customer loyalty and repeat business. 

Situation Analysis

As of July 2003, half of American adults age 18 or older (54%) claimed they currently used the internet either at home, work/school, or both.

Nearly half of all travelers use the internet for travel planning, while 1 in 4 use it to make travel reservations. Frequent travelers are more likely to use the internet. 

67% of online travelers say they consulted the internet to get information on destinations or to check prices or schedules in 2003.

Nearly all online travel planners say that at least one trip planned on the internet in the past year was for pleasure, vacation, or personal purposes. Online travel planners are doing more of their trip planning online. Nearly half of those planning trips online say they do most or all of their travel planning on the internet, compared to 42% in 2002.

Online travel agency websites (such as Expedia, Travelocity, or Priceline), search engines, and company-owned websites continue to be the most popular types of websites used. Over half of online travel planners use destination websites to plan their trips.

4 in 10 (44%) online travelers are booking or making travel reservations online. This may include an airline ticket, hotel room, rental car or package tour.

37% of all online travelers say they have subscribed to or registered their name with travel websites in the past.

Email promotions or offers seem to influence some consumers to take a trip or trips they otherwise would not have taken. In 2003, 1 in 10 claimed they had indeed taken a trip they otherwise would not have taken based on an emailed travel promotion, discount, or offer. (Source: Travelers Use of the Internet, 2003. Travel Industry of America Association).

Jupiter Research confirmed that search marketing will continue to be the hottest segment of online marketing into 2004. Seventy six percent of marketing executives that used search engine marketing rate it as more successful than banner-style advertising and 64% plan on increasing their spending. For consumers, Web-wide search is more accurate than local site search a full 52 percent of the time. Search is the single greatest opportunity to learn from - and influence - customer behavior.

According to the First Quarter, 2004 State Benchmark Research study found that 64.2% of all respondents found the South Carolina website using search engines verses web links (15.9%).

61.8% of respondents visited the South Carolina website to plan a future visit, whereas, 18.4% came to see what there was to do in the state, 11.1% came to help decide whether to visit and 8.7% were just browsing.

Clearly, all indicators point towards elevating the use of South Carolina’s website as a marketing communications tool, implementing the sequenced messaging program, and making a significant investment in Search Engine marketing.

Tactic 01: Content Management Strategy and Standards
Manage web content and data updates; coordinate site needs and enhancements; in partnership with the Data Editors Team and Web Editors develop the process, standards, and training for data users (contributors) on updating and managing their content; manage inquiries to website.

Lead:





Terri Cowling

Code:





C1EM01
Timeline for Completion:


On-going

Tactic 02: Attractions – Enterprise Database
Update and verify information on attraction products in Enterprise database.

Lead:  





Gwen Thurmond
Code:





C1EM02
Timeline for Completion:


On-going

Tactic 03: Accommodations - Enterprise Database
Update and verify information on lodging products in Enterprise database.

Lead:  





Lorraine Hayes/WC Supervisors

Code:





C1EM03
Timeline for Completion:


On-going

Tactic 04: Festivals/Events – Enterprise Database
Update and verify information on festivals and events in Enterprise database.

Lead:





Marion Edmonds
Code:





C1EM04






Timeline for Completion:


On-going

Tactic 05: State Parks – Enterprise Database

Update and verify information on State Parks and nature-based tourism products in the Enterprise database.

Lead:





Kay White

Code:





C1EM05
Timeline for Completion:


On-going

Tactic 06: Downloadable PRT Collateral On PRT Website
Convert graphic pages from Smiles (and other PRT collateral) to HTML (for viewing) and PDF (for download) on the website. Continue to contribute to the archives of Smiles articles.

Lead:





Sylvia Potts

Code:





C1EM06
Timeline for Completion:


On-going  

Tactic 07: Downloadable Visitors Guide 

Explore vendor options, benefits and cost feasibility of providing on-line, searchable and printable visitors guide.

Lead:





Tammy Strawbridge/Ad Agency
Code





C1EM07
Tactic 08:  Redesign Consumer Website 
In conjunction with directorate sponsored team draft phase I, II, and III RFP’s and implement redesign.

Lead:





Terri Cowling

Code:





C1EM08
Timeline for Completion:


Third Quarter
Tactic 09:  Redesign Consumer Website-PP
In conjunction with directorate sponsored team draft phase I, II, and III RFP’s and implement redesign.

Lead:





Terri Cowling

Code:





C1EM09
Timeline for Completion:


Third Quarter

Tactic 10: eCRM/Data Mining

Procure a vendor to provide data mining services to support further e-marketing initiatives. Explore opportunity to combine this marketing service with toll-free vendor service in RFP process. 
Lead:





Terri Cowling

Code:





C1EM10
Timeline for Completion:


Third Quarter

Tactic 11:  List Management Standards
Define rules or guidelines for managing customer information.

Lead:





Terri Cowling

Code:





C1EM11
Timeline for Completion:


Third Quarter

Tactic 12: List Management
Process changes in contact information, subscribes, and un-subscribes within established timeframes. Implement procedures for responding to inquiries.

Lead:





Terri Cowling

Code:





C1EM12
Timeline for Completion:


On-going

Tactic 13:  Search Engine Optimization
Optimize DiscoverSouthCarolina.com using keywords, natural submission, reporting, meta tag optimization, page title/heading optimization, pay-per-click, and reciprocal linking.

Lead:





Terri Cowling

Code:





C1EM13
Timeline for Completion:


On-going

Tactic 14: Sequenced Messaging
Implement a Partnership Marketing component in conjunction with the advertising agency.

Permission Marketing

· Set-up, distribution, testing, and design of sequenced messaging

Retention Marketing

· Additional sequenced messaging

· Distribution to existing contacts

Lead:





Terri Cowling

Code:





C1EM14
Timeline for Completion:


Fourth Quarter

Tactic 15:  Usability Test

Implement internal testing to measure functionality and usability and to determine future enhancements.

Lead:





Terri Cowling

Code:





C1EM15






Timeline for Completion:


Third Quarter

Tactic 16:  Management Reporting 
Use NetTracker to record and track all marketing activities to demonstrate the value of various campaigns done through the web.

Lead:





Terri Cowling

Code:





C1EM16
Timeline for Completion:


On-going

Tactic 17: Booking Engine For Accommodations and Golf

Explore vendor options for providing revenue-generating, booking engine capabilities on the DiscoverSouthCarolina.com web site for accommodations and golf.

Lead:





Terri Cowling

Code:





C1EM17
Timeline for Completion:


Third Quarter
Tactic 18: Acquire Unique URLs To Support Interactive Strategy
Lead:





Terri Cowling

Code:
  




C1EM18
Timeline for Completion:


Ongoing











Strategy 7 - Direct Mail
Strategy 8 - Inquiry Fulfillment:  Provide the most expedient, yet cost effective delivery system(s).  

Tactic 01: Fulfillment Program

Utilize Fulfillment House to store, bundle, and mail primary DCL fulfillment package (Smiles, Places, Highways).  Budget includes processing expenses.

Lead:  





Jason Simpson

Code:





C1IF01
Timeline for Completion:  


On-going

Tactic 02 Postage For Fulfillment

Allocate funds to pay postage for delivery of Smiles, map and other collateral. 

Lead:





Jason Simpson

Code:


C1IF02
Timeline for Completion:


On-going

Tactic 03:  Partner Fulfillment

Ship collateral (Smiles, Places, and Highways) as well as ad reprints from the media co-op partner programs to industry partners that participate in partnership marketing programs.

Lead:





Jason Simpson

Code:





C1IF03
Timeline for Completion:


On-going

Tactic 04: Consumer Show Fulfillment  

Ship State Park Service literature, Smiles & Places and highway maps to SCATR organizations and to STS for distribution at consumer travel shows. 

Lead:





Jason Simpson/Gwen Davenport

Code:





C1IF04
Timeline for Completion:


On-going

Tactic 05: Toll Free Vendor Contract 
Manage the implementation of an in-bound telemarketing vendor contract to include coordination between PRT marketing, collateral, fulfillment and research programs as well as the advertising agency(s) of record.

Lead:  





Jason Simpson

Code:





C1IF05
Timeline for Completion:  


On-going

Tactic 06: Training and Incentive Program for Toll Free Operators

Implement training and incentive program which may include conducting one annual FAM trip for toll-free operators.

Lead:  





Jason Simpson




Code:





C1IF06
Timeline for Completion:  


Fourth quarter
 

Tactic 07: Partnership Marketing Leads
Implement and manage a program to electronically provide leads and individual inquiry reporting to industry partners participating in cooperative advertising partnership programs. 
Lead:  





Jason Simpson
Code:





C1IF07
Timeline for Completion:  


On-going
Strategy 9 -Public Relations: Employ public relations techniques to generate media exposure of South Carolina as a preferred travel destination in targeted spot markets in the US and Canada.  

Tactic 01: Editorial Media Sales Calls

Conduct sales calls to editorial media in targeted spot markets in the US and Canada.

Lead:  




Marion Edmonds
Code:




C1PR01
Timeline for Completion:  


On-going

Tactic 02: Editorial Media Release Campaign

Maintain a regular media release campaign to targeted editorial media in US and Canada.

Lead:  




Marion Edmonds
Code:




C1PR02
Timeline for Completion:  


On-going
Tactic 03: Press Tours

Provide support to media, including itinerary planning; research; slides; press kit materials and other documents; direct travel support for familiarization trips for select US and Canadian media and other assistance as required.

Lead:  




Marion Edmonds
Code:




C1PR03
Timeline for Completion:  


On-going

Tactic 04: On-line Press Room www.DiscoverSouthCarolina.com
Promote to media and industry partners and keep updated pressroom portion of website.

Lead:





Marion Edmonds
Code:





C1PR04
Timeline for Completion:  


On-going
Tactic 05: Mine Media Leads

Mine and work consumer-related media leads from SATW's editorial lead service; TIA's editorial lead service; Travel Publicity Leads; and other sources as available.

Lead:





Marion Edmonds
Code:





C1PR05






Timeline for Completion:  


On-going

Tactic 06: SC Press Kit 

Maintain South Carolina press kit, including content and presentation folders (hard copy and diskette versions). Continue distribution to DCL target media. Provide press kits to Rawle Murdy’s media department to distribute upon request via media RFPs. 

Lead:  




Marion Edmonds
Code:




C1PR06
Timeline for Completion:  


On-going

Tactic 07: Directory listings

Publish South Carolina media relations contact information in selected directories used by travel media.

· Society of American Travel Writers

· TIA Directory for media 

Lead:





Marion Edmonds
Code:





C1PR07
Timeline for Completion:


Fourth quarter

Tactic 08: What’s New

Produce and distribute annual “What’s New” guide to targeted DCL media in the US and Canada.  

Lead:  




Marion Edmonds
Code:




C1PR08
Timeline for Completion:  


Second Quarter

Tactic 09: On-line Image Library

Maintain our on-line capability to post and distribute high-resolution images through Clean pix.  Manage and track usage of “assets.”

Lead:




Marion Edmonds
Code:




C1PR09
Timeline for Completion:  


On-going
Tactic 10: Marketplace Participation

Develop media relationships; pitch South Carolina story angles; and identify and work media leads obtained through participation in media marketplace programs in the US and Canada, including:

Public Relations Society of America Marketplace
Marion Edmonds
Third Quarter

Society of American Travel Writers Marketplace
Marion Edmonds     September 2005
Travel Media Assn of Canada Marketplace

Marion Edmonds
Third Quarter
SATW Atlantic Caribbean Chapter Marketplace
Marion Edmonds
Fourth Quarter
Lead:  




As noted above

Code:




C1PR10
Timeline for Completion:  


Third Quarter

Tactic 11: Public Relations Organization Memberships

Maintain and leverage memberships in targeted public relations organizations to garner media exposure for South Carolina as a preferred travel destination.

· Public Relations Society of America/Travel & Tourism Council

· Society of American Travel Writers

· National Association of Black Journalists

· Southeast Outdoor Press Association

· Travel Media Association of Canada

Lead:





Dawn Dawson
Code:





C1PR11
Timeline for Completion:


Fourth quarters 

Tactic 12: MediaSource 

Maintain data base through Bacon’s MediaSource, a comprehensive media management system.  Ability to keep data up to date with daily changes to media contacts and to distribute information to media through this service if so chose.. Access to the service for the Communications Office.

Lead:





Marion Edmonds
Code:





C1PR12
Timeline for Completion:  


Third Quarter

Tactic 13: South Carolina Marketplace for Travel Media

Organize a media marketplace event that will alternate between South Carolina and New York. The events will promote South Carolina as a tourism destination to the travel media. Both events will be open to buy-in by tourism partners to have a marketplace presence.  Locations in SC will be different each year..

Lead:  




Marion Edmonds
Code:




C1PR13






Timeline for Completion:  


On-going
Tactic 14: South Carolina Video and DVD’s 

Create a new tourism video to be distributed to the media and consumer upon request. 

Lead:  




Marion Edmonds
Code:




C1PR14
Timeline for Completion:  


On-going
Strategy 10 – Partnerships:  

Strategy 11 - Education

Strategy 12 - Grants
Strategy 13 – Contract Rep

Strategy 14 – Promotions

Strategy 15 – Packaged Travel Product Development

Strategy 16 – Technical Assistance

Strategy 17 ––- Contingency  Maintain contingency funds to take advantage of last-minute, high-impact marketing opportunities. 
Objective 2 –International Consumer: Influence long-haul consumers in targeted markets to purchase and experience South Carolina's products and services. Create awareness of and desire for South Carolina’s diverse tourism product within the following key, targeted international markets:

Primary Markets

1. Western European Countries (German-speaking countries)

2. United Kingdom and Ireland

Secondary Markets

1. Switzerland, Austria

2. Sweden, Norway, Finland, and Denmark

Joint Markets

Other international markets

LEAD:

Rand/Dolly

BUDGET:

$

CODE:

C2
Situation Analysis:  

Western Europe and German-speaking countries:

The German-speaking countries of Germany, Switzerland, and Austria account for 

14.9 percent of all overseas visitation to the United States, according to the U.S. Department of Customs I-94 Form, required of all international visitors on arrival in the United States. These German-speaking countries together send the second largest population of European visitors to the United States annually. Collectively, they are second in Europe only to the United Kingdom. While the German-speaking countries trail the United Kingdom based on the number of residents visiting the United States, Germany's population is the second largest in Europe, second only to Russia. Germany's population is 82 million compared to the UK's population of 58.4 million.

Currently over 48 German speaking country tour operators carry South Carolina product, including golf packages. These 48 operators reach almost 16,000 travel agencies with their catalogs. We will continue to put more of a focus on golf in South Carolina as it is gaining increased attention by the Germans for outdoor recreation.  Currently, 14 tour operators feature a South Carolina golf program.  

We will be taking a minor role in marketing to the Swiss travel trade. Although Switzerland is a smaller market, its demographics closely parallel that of the German traveler. Also, the majority of Swiss speak German so our literature and marketing materials will cross easily in to this market. We have a presence in eight operator catalogs to date - primarily as part of a fly-drive package. Our goal will be to broaden our exposure with these trade outlets as well as gain initial exposure in other catalogs.  An emphasis is placed on marketing to the direct consumer to drive sales through the travel trade.

United Kingdom and Ireland:

South Carolina’s presence in the U.K. market has developed and matured in the past fifteen years. The United Kingdom and Ireland markets account for 20% of all overseas visitation to the United States in 2004, according to the U.S. Department of Commerce, ITA, Office of Travel & Tourism Industries, May 2005.  

Product awareness among the second tier travel trade is strong. Golf remains a key component of many tour packages. A majority of UK travelers consult travel agents (62% for U.S. trips overall and 50% for South Carolina trips). There are over 2,500 travel agents in the U.K. and some 600 tour operators. The majority of travel agents are part of a retail chain. 

SCPRT targets the second tier tour operators who specialize in travel to the southern region of the United States. Currently, over 90 U.K. tour operators offer SC product, including 20 golf tour operators. Of the 2500 travel agents, PRT targets approximately 450 who specialize in North American travel and are certified by the VISIT USA - UK committee.

The state will strengthen this presence by continuing to shift its emphasis more towards developing consumer product awareness in an effort to drive sales through the travel trade. Concurrent with these efforts has been an expansion into Ireland. Currently, only a few Southern states have taken the opportunity to build this portion of the market. South Carolina is taking advantage of this growth opportunity. Although the travel trade is small in Ireland in terms of numbers, South Carolina’s product matches well with consumer holiday desires. South Carolina is featured in the five major Irish leisure tour operator catalogs and has developed a rapport with the leading travel agencies through a close partnership with Delta Air Lines – Ireland and USAirways Ireland.  In addition, two golf-specialty operators are now featuring SC golf product.
Strategy 1 – Research: Utilize secondary research to make useful information available to international consumer marketing entities within PRT about in-bound overseas visitors to South Carolina. 
Tactic 01: 2004 ITA Summary of International Travel to the US (I-94) Report

Purchase and use ITA’s 2004 Summary of International Travel to the US Report to provide useful information about international markets and conduct profiles of overseas visitors.

Lead:





Dudley Jackson

Code:





C2RS01
Timeline for Completion:


Fourth Quarter

Tactic 02:  US Commercial Service Research Survey
Lead:







Code:





C2RS02
Timeline for Completion:

Strategy 2 – Advertising:  Utilize print media to convey an effective advertising message and impact targeted audiences, in order to raise awareness of South Carolina as a travel destination and ensure its place in the traveling overseas in-bound consumer’s consideration set.  

Tactic 01: German Advertising Creative Development

Develop and update advertisement creative to showcase the diversity of the state’s tourism product. Creative will showcase South Carolina’s broad product base, including such niches such as entertainment, shopping, outdoor adventure, historical sites, State Parks and The Heritage Corridor as relevant to each market. Where appropriate the creative will support the overall advertising campaign of the agency.

Lead:





Dolly Chewning

Code:





C2AD01






Timeline for Completion:


Fourth Quarter

Tactic 02: German Media Placement

Continue to advertise in German consumer travel magazines and travel sections of newspapers in an effort to create awareness of the South Carolina tourism product and generate inquiries on South Carolina vacation products, experiences, and packages. Advertising objectives will focus on increasing consumer awareness and generating inquiries on South Carolina vacation products, experiences, and packages. Media selection and strategies will include the following criteria:

· Place media in Fall and Spring to ensure sufficient time to supply information prior to destination decision.

· Target travel magazines with favorable performance, and capitalize on editorial ops.

· Target markets with air access, dense population, and heavy lift markets. 
Lead:





Dolly Chewning/Rawle Murdy
Code:





C2AD02
Timeline for Completion:


Fourth Quarter

Tactic 03: UK/Ireland Advertisement Creative  

Develop and update consumer advertisement creative to showcase the diversity of the state’s tourism product. The new creative will continue to support the traditional up-scale market with a broadened appeal to the middle-income family market. Additionally, the new creative will continue to include South Carolina’s developed product of golf, beach and sun while simultaneously highlighting additional product niches such as entertainment, shopping, outdoor adventure, historical sites, State Parks and The Heritage Corridor as relevant to each market. Where appropriate the creative will support the overall advertising campaign of the agency.

Lead:





Rand Romaine

Code:





C2AD03
Timeline for Completion:


Fourth Quarter

Tactic 04: UK/Ireland Media Placement  

Continue to advertise in United Kingdom and Irish consumer travel magazines and travel sections of newspapers in an effort to create awareness of the South Carolina tourism product and generate inquiries on South Carolina vacation products, experiences, and packages. Advertising objectives will focus on increasing consumer awareness, generating inquiries on South Carolina vacation products, experiences, and packages, and ultimately increasing the visitation to South Carolina. Media selection and strategies will include the following criteria:

· Place media to ensure sufficient time to supply information prior to destination decision.

· Place media in Fall, Winter, and Spring.

· Target travel magazines with favorable performance. 

· Capitalize on editorial opportunities.

· Target markets with air access.

· Target dense population and heavy lift markets. 

Lead:





Rand Romaine/Leslie Advertising/UK reps

Code:





C2AD04
Timeline for Completion:


Fourth Quarter

Strategy 3 – Customer Service:  Utilize the Welcome Center and Discovery Center staff as the state’s front-line sales team with responsibility to increase visitor expenditures by influencing and extending stays, which will result in increased direct expenditures in state.

Tactic 01: Welcome Centers, Discovery Centers, and State Parks

Continue to utilize Welcome Centers, Discovery Centers, and State Parks as key information dissemination and distribution points for the German language guide.  

Lead:





Cheri Harwell/ Gwen Davenport

Code:





C2CS01
Timeline for Completion:  


On-going

Strategy 4 – Direct Sales:  Execute direct sales programs to targeted markets to extend awareness of South Carolina's diverse travel product.

Tactic 01: German Consumer Shows

Participate in key international consumer shows and in select promotional opportunities to educate German Golfers of golf opportunities in South Carolina.

VUSA Consumer shows in Hamburg, Cologne, and Munich & Stuttgart. Also, participate Golf:

· VUSA



Munich, Germany

February 2006
· VUSA



Cologne, Germany

February 2006
· VUSA



Hamburg, Germany

February 2006
Lead: 




            Dolly Chewning/German Rep 

Code:





C2DS01
Timeline for Completion: 


Third Quarter
Tactic 02:  UK/Ireland Consumer Travel Shows

Create awareness of and desire for South Carolina’s diverse tourism product within the key, targeted United Kingdom and Irish markets through direct consumer contact to drive direct sales or demand towards the travel trade through consumer travel show participation. South Carolina has formed an alliance/partnership with North Carolina Tourism to share stands at the key consumer shows and market the states as The Carolinas.

· The Holiday and Travel Show
Manchester, Eng., Jan 05 Rand & upstate partner

· The Holiday Show

Dublin, Ireland, Jan 05; Rand & upstate partner

· The Holiday and Travel Show
Glasgow, Scotland, Jan 05; UK Office & upstate partner

· Interbol-Bournemouth Travel
Bournemouth, Jan 05; UK Office

Lead:





Rand and UK office 

Code:





C2DS02
Timeline for Completion:


Third Quarter
Strategy 5 – Collateral
Tactic 01:  German-language Visitors Guide-PP
Develop a German-language Visitors Guide for distribution in German-speaking countries.

Lead:





Dolly Chewning

Code:





C2CL01
Timeline for Completion: 


Third quarter

Strategy 6 – eMarketing
Strategy 7 – Direct Mail:  Create awareness of and desire for South Carolina’s diverse tourism product within the key targeted markets by developing and implementing direct mail pieces directed to tour operators, travel agents, and consumers.

Tactic 01: Germany Direct Mail

Create a direct mail piece to be distributed to 10,000 travel agencies in Germany with a German tour operator. 

Lead:





Dolly Chewning/Contract rep

Code:





C2DM01
Timeline for Completion:


Second Quarter

Tactic 02: UK/Ireland Newsletter
Create and distribute a consumer-based newsletter (15,000 copies) to targeted consumers within a 100-mile radius of all consumer shows in the United Kingdom and Ireland markets. This newsletter is produced under the banner, “The Carolinas,” jointly with North Carolina Tourism to increase traffic and consumer interest in the Carolinas Region tourism products.

Lead:





Rand Romaine

Code:





C2DM02
Timeline for Completion:


Second Quarter

Strategy 8 – Inquiry Fulfillment:  Provide the most expedient, yet cost effective delivery system(s) to respond to inquiries from international consumer, trade, and media inquiries.  

Tactic 01: German Inquiry Fulfillment

The overseas marketing representation firm will fulfill consumer inquiries with the German Consumer Guide and special materials upon request. Ensure adequate collateral supplies to support consumer fulfillment. 
Lead:  





German Contract Rep/Fulfillment company

Code:





C2IF01
Timeline for Completion:  


On-going
Tactic 02:  UK/Ireland Inquiry Fulfillment
The overseas marketing representation firm will fulfill consumer inquiries with the United Kingdom/Ireland Consumer Guide and special materials upon request. Secondary requests will be fulfilled with South Carolina Smiles and South Carolina Places. Ensure adequate collateral supplies to support consumer fulfillment.

Lead:





Contract Rep / Fulfillment Company

Code:





C2IF02
Timeline for Completion:


On-going

Strategy 9 – Public Relations:  Utilize targeted public relations programs to leverage advertising and sales tactics by creating additional awareness of South Carolina’s tourism product to the international consumer and media. 

Tactic 01: German Media List

Develop/update the media list for German-speaking consumer media that can be used for direct mail and news releases.

Lead:





Dolly Chewning/contract rep
Code:





C2PR01
Timeline for Completion:


On-going

Tactic 02: German Press Tours

Provide support for German consumer-focused travel writer FAMS, including slides; press kits; research; itineraries; other support as requested; and direct travel support (at the discretion of PR staff and German Sales Program manager.) 

Lead:





Dolly Chewning
Code:





C2PR02
Timeline for Completion: 


On-going

Tactic 03: German Clipping Service

Contract with a clipping service in Germany to track South Carolina consumer articles.

Lead:





Dolly Chewning

Code:





C2PR03






Timeline for Completion:  


On-going


Tactic 04: German Contract Representative PR

Utilize the talent and effort of the German Contract Representative to provide:

· Targeted media contacts, targeted story ideas, assistance to qualified writers

· Explore opportunities for non-traditional promotional programs with German department stores, hotels or airlines

· Maintain German consumer media list

Lead:





Dolly Chewing

Code:





C2PR04
Timeline for Completion:


On-going
Tactic 05: German Press Kit

Update, translate, and distribute German-language consumer travel media press kit.

Lead:  





Dolly Chewning / Contract rep 

Code:





C2PR05






Timeline for Completion:


On-going

Tactic 06:  UK/Ireland Contract Representative PR

Utilize the talent and effort of the UK Contract Representative to provide:

· Targeted media contacts, targeted story ideas, assistance to qualified writers

· Explore opportunities for non-traditional promotional programs with UK department stores, hotels or airlines

· Maintain UK/Ireland consumer media list

Lead:





Rand Romaine

Code:





C2PR06
Timeline for Completion:


On-going

Tactic 07: UK/Ireland Media List

Develop/update the media list for United Kingdom and Irish consumer media that can be used for direct mail and news releases.

Lead:





Rand Romaine / UK Contract rep 

Code:





C2PR07
Timeline for Completion:


On-going

Tactic 08:  UK/Ireland Press Tours 

Provide support for the United Kingdom and Irish consumer-focused travel writer press tours, including slides; press kits; research; itineraries; other support as requested; and 

direct travel support (at the discretion of PR staff and the United Kingdom Sales Program manager.) 

Lead:





Rand Romaine
Code:





C2PR08
Timeline for Completion:


On-going

Tactic 09: UK/Ireland Clipping Service

Contract with a clipping service in the United Kingdom/Ireland to track South Carolina consumer articles.

Lead:





Rand Romaine
  / UK Contract Rep 

Code:





C2PR09
Timeline for Completion:


On-going

Tactic 10:  UK/Ireland Press Material
Update and distribute United Kingdom/Ireland consumer travel media press kit.

Lead:





Rand Romaine / UK Contract Rep 

Code:





C2PR10
Timeline for Completion:


On-going


Strategy 10 – Partnerships
Strategy 11 – Education
Strategy 12 – Grants  

Strategy 13 – Contract Representation:  Maximize South Carolina’s exposure to the international trade in the key target markets by utilizing professional contract representatives.

Tactic 01: German Speaking Europe Market Representation

Develop and implement marketing and sales tactics to drive direct sales or consumer demand towards the travel trade by utilizing professional contract representation in Germany.

Lead:  





Dolly Chewning

Code:





C2CR01
Timeline for Completion:  


On-going

Tactic 02: UK/Ireland Market Representation

Develop and implement marketing and sales tactics to drive direct sales and consumer demand towards the travel trade by utilizing professional contract representation in the United Kingdom and Ireland.

Lead:





Rand Romaine

Code:





C2CR02
Timeline for Completion:


On-going
Strategy 14 – Targeted Promotions

Strategy 15 – Packaged Travel Product Development

Strategy 16 – Technical Assistance

Objective 3: Drive incremental increases in State Park Service revenue by  implementing marketing initiatives designed to:
· Increase camper nights at targeted parksnight revenue by 10 percent.

· Increase cabin and villas room nights at targeted parks   revenue by 10 percent.

· Increase golf rounds at the two state park golf coursesrevenue by 10 percent.

· Increase paid admission and interpretive fee revenue at the historic properties.

Situation Analysis: State Park Service
Because today’s competitive environment requires government to operate more efficiently, there is a growing need in South Carolina to market state parks for increased business.  Not only does this approach help raise revenue for the daily operation of parks and save public funding, it also helps introduce the core value of parks to new audiences; which can develop a constituency that supports and advocates parks.

Increased business at state parks also has a direct impact on tourism in South Carolina. There is at least one state park in every tourism region in South Carolina and a state park in almost every county.  In some communities such as Cheraw, Pickens, McCormick and Santee, the state park is a major tourism attraction.  In others – Beaufort County (Hunting Island State Park) and Myrtle Beach (Myrtle Beach State Park), the state park welcomes more than one million visitors, generates millions of dollars in revenue and has a direct impact on support services outside the gates, like grocery stores and gas stations.

The park system covers 46 properties that offer a wide variety of attractions – from interactive education centers and a public lighthouse at the beach, to lakeside campsites and battlefields in the Midlands, to backpacking trails and cabins in the mountains.  In addition, the Park Service offers:

· two 18-hole golf courses

· 155 cabins

· 80 motel rooms

· 3,000 campsites

· more than 300 miles of hiking and riding trails

The need for an effective marketing plan has never been more urgent. Overall park budgets have fallen steadily since 1980, causing increased user fees and the discontinuation of some services.  In fiscal year 2002-2003 South Carolina State Parks served 7,545,000 visitors, both residents and tourists.  These visitors accounted for $14,995,000 in revenue to the State Park Service. South Carolina’s State Park system ranks 23rd in the nation in visitation.

The South Carolina State Park Service has been challenged to increase its revenue by $4.4 million in order to meet the demands of decreased appropriations from the general fund.  In order to balance the 2003-2004 fiscal year budget revenue projections were increased $1.6 million or 13 percent.  To assist in increasing revenue, a relationship between the State Park Service and the Sales and Marketing Office has been cultivated.  

South Carolina State Park visitors vary somewhat according to the type of park they frequently visit.  

Visitors to the special resource parks consist of the heritage tourist, interested in history, culture and unique natural resources.  Students and school groups also make up a large segment of visitors to these parks due to the implementation of the Discover Carolina programs.  

Regional parks primarily cater to the local visitor.  These parks offer recreational opportunities to local residents. 

Outdoor Recreation parks cater to families, campers, and the outdoor enthusiasts.  All of these parks are located on reservoir lakes, offer lake access and various water-based recreational activities as well as camping and other lodging opportunities.  These parks are a standard for weekend getaways for families, fishermen and camping enthusiasts alike.  

Lastly the traditional state parks showcase the state park system.  These parks focus on conservation and preservation of defining natural and cultural resources, provide a multitude of recreational opportunities for the park visitor, and can support a moderate level of development.  These parks encompass and accommodate all types of park visitors from day use to local visitors where parks are located in urban areas, to outdoor recreation enthusiasts, to school groups and students, to families.

The main focus of the state park marketing plan is to increase revenue throughout the state park system.  The marketing efforts will focus on several aspects and segments of the overall operation of state parks, and will be carried out through various mediums including the website, e-newsletter, advertising opportunities, an annual state park insert and public relations. 

One such opportunity is to increase occupancy and boost revenue through the lodging operation of state parks.  Most of the state parks with lodging facilities (excluding Hunting Island and Edisto Beach) have high occupancy rates during the summer months and occupancy rates decline during the shoulder and off seasons.  Marketing efforts will be focused to target these shoulder and off-seasons with discounts, coupons, packages, incentives, and special promotions.  Special focus will also be placed on weekday rentals as this is the time with the most openings system wide.

Another opportunity is to increase occupancy and boost revenue through the campground operations of state parks.  Campgrounds throughout the state park system have openings on a regular basis.  Efforts will be focused to lengthen stays, attract new camping customers, and to cross-sale and offer new camping opportunities to existing customers.  A specific focus will be on weekday camping and camping availability during the shoulder and off-seasons.

Increasing golf rounds at Hickory Knob State Resort Park and Cheraw State Park is another area of attention.  Packaging golf experiences is one way to increase golf rounds at these parks while also increasing lodging occupancy.  Other tactics such as special promotions, discounts and coupons will be utilized to boost golf rounds.  Golf opportunities with lodging will also appeal to state governments and business groups in search of a location for their next retreat.

Boosting visitation to the historic sites and plantations within the State Park system can be done through a number of channels.  One such way is by marketing Discover Carolina Programs to schools in parks that are currently underutilized.  We may also increase visitation and revenue through attracting group tours to these parks. 

Sales efforts will focus on driving meeting and retreat business to state parks.  This is a market that has been virtually untapped.  Many of the parks throughout the state offer public facilities for these types of gatherings.  The facilities are generally unused during the week and corporate meetings and retreats are a perfect way to fill these openings.

Efforts will also aim to reintroduce family reunions, class reunions, weddings and other gatherings to the state park facilities.  These efforts will ensure weekend rentals for facilities within the State Park System.

Another focus of the marketing plan will be on the group market.  Youth or church groups are perfect users for the state park facilities from meeting space to lodging.

Since the dawn of the new state park central reservation system, a great amount of customer data is available as never before.  This data will allow the state park marketing team to pursue customer relationship management.  Knowing who our current customers are and what they like will present us with numerous opportunities to drive business to our state parks.  Customer relationship management will further allow us to identify the lifetime value of our customers and to expand product loyalty by introducing our current customers to new experiences within the state park system.  

The central reservation system is also creating new benchmarks in occupancy rates and transforming traditional reservation seasons for state parks.  Over the next fiscal year we will work to identify these new trends and increase occupancy over and above what the central reservation system has done for parks thus far.

These efforts will work to drive visitation and use in parks and increase revenue, while enhancing the core mission of the South Carolina State Park Service of stewardship and service.

Strategy 1:  Research

Conduct current, relevant research to make useful information available to entities within PRT to guide capital improvement decisions and future marketing strategies.

Tactic 01: Competitive Analysis

Conduct competitive analysis of southeast private and public camping facilities to determine consumer preferences. 

Lead:                                                         Gwen Davenport


Code:




      C3RS01 
Timeline for completion:

        first quarter
Tactic 02: Develop ROI model(s)

Develop and institute appropriate Return-On-Investment models to measure the impact (conversions) and effectiveness of marketing tactics. Example: Tradeshow Cost-per-Lead (total cost/number of leads)

Lead:




    Gwen Davenport
Code:




     C3RS02
Timeline for completion:

     first quarter
Tactic 03: Perception analysis

Work with Clemson University PRTM program to develop and execute a quarterly onsite or exit interview to determine current customer perceptions about their golf experience at Cheraw and Hickory Knob. 

Lead:




     Gwen Davenport/Research
Code:



                  C3RS03
Timeline for completion:

       third quarter
Strategy 2: Advertising

Use cost effective, traditional media to reach and influence southeast regional travelers with the highest propensity to select a South Carolina state park as their preferred lodging choice. Use cost effective, traditional in-state media in major tourism markets to reach and influence in-state visitors to visit a South Carolina state park historic site. 

Tactic 01: Annual directory listings

Develop and implement a schedule of park listings in annual camping-oriented directories and yellow pages. 

Lead:




Gwen Davenport
Code:




C3AD01
Timeline for completion:

first quarter
Tactic 02: Media schedule

Develop and implement a southeast regional consumer-oriented plan using community-based media to sell midweek and off-season campsites, cabins, and villas.
Lead:




Gwen Davenport
Code:




C3AD02
Timeline for completion:  

second quarter
Tactic 03: Parks Newspaper Inserts

Develop and distribute two seasonal newspaper inserts (spring and fall) promoting the diverse State Park offerings to targeted in-state and border state consumes. Include co-op element, if possible. Budget is approximately $200,000. Will be paid from domestic consumer advertising budget line and managed through ad agency.
Lead:




Gwen Davenport

Code:
C3AD03
Timeline for completion:

On-going
Tactic 04: State Park and Golf Broadcast and Print Campaign with USC/Clemson

Drive business to the state park golf courses and campgrounds to increase awareness of the diverse state park product through an integrated campaign with the USC/Clemson Sports Networks, including print, broadcast and promotional posters and items. .

Lead:




Gwen Davenport

Code:




C3AD04
Timeline:



First and Second Quarter

Tactic 05: Park ads in Smiles and Places

Develop and place State Park lodging and golf package ads in the 06 Visitors Guide.

Lead:




Gwen Davenport
Code:




C3AD05
Timeline for completion:

Tactic 06: In-state brochure distribution

Use in-state brochure distribution companies in Charleston market to distribute Charles Towne Landing State Historic Site collateral featuring incentives and discounts.    

 Lead:




Gwen Davenport

Code:




C3AD06
Timeline:



Second quarter
Tactic 07: Hot Deals

Feature midweek and off season state park campsites, cabins, villas, and golf packages on the Hot Deals web page of www.DiscoverSouthCarolina.com  Link to central reservation service, as appropriate.

Lead:




Gwen Davenport
Code:




C3AD07
Timeline for completion:

On-going

Tactic 08:  Charles Towne Landing State Historic Site “rebirth”

Develop and implement a campaign promoting the new facilities and rebirth of Charles Towne Landing State Historic Site to include newspaper and magazine advertisements in the Charleston area, billboard advertising, website information and other promotional media.

Lead:



Gwen Davenport

Code:



C3AD08
Timeline for completion:
4th quarter

Tactic 09:  Hickory Knob and Cheraw Golf Course Media Schedule

Develop and implement a local consumer-oriented plan using community-based media (radio, newspapers, billboards, etc) to sell golf rounds at Hickory Knob and Cheraw State Park golf courses.

Lead:



Gwen Davenport

Code:



C3AD09
Timeline for completion:
Ongoing

Tactic 10:  PSA SC State Park Billboard Campaign

Work with SC Billboard association to develop a billboard campaign in South Carolina promoting state parks.

Lead:



Gwen Davenport

Code:



C3AD10
Timeline for completion:

Tactic 11:  State Park APP Marketing Requests

Work with individual parks to promote and advertise individual events, resources, facilities or activities in local, community-based traditional media throughout the year.

Lead:



Gwen Davenport

Code:



C3AD11
Timeline for Completion:
Ongoing

Strategy 3: Customer Service Continue to use Welcome Center and Discovery Center staff as the state’s front-line sales team with responsibility to incrementally increase camping reservations/revenues.

Tactic 01: PRT literature distribution

Distribute the state park literature: cabin and camping brochure, golf package brochure, and historic sites along with any specials, packages or coupons, through the Welcome Centers and Discovery Centers.

Lead:




Cheri Harwell/ Devon Harris
Code:




C3CS01
Timeline for completion:

On-going
Tactic 02: Complimentary reservation service

Use the complimentary reservation service in Welcome Centers and Discovery Centers to incrementally increase the number of state park lodging and tee time reservations, and paid historic site admissions. 

Lead:




Cheri Harwell/ Devon Harris
Code:




C3CS02
Timeline for completion:

On-going
Strategy 4:  Direct Sales

Use consumer sports, boat and RV shows to disseminate information about state park camping facilities.

Tactic 01:  Consumer Shows

Maintain visibility at select consumer shows. Distribute state park literature (including information on specials, packages, and/or coupons), and use incentives to acquire contact information for traditional and electronic mailing lists. Introduce central reservation service through online demonstrations. Promote central reservation system as appropriate. 
· Greenville Boat and RV show – February

· Southeastern Wildlife Expo (Charleston) - February

· Palmetto Expo (Columbia) – March
· Columbia Boat Shows

· BMW Earth Day Event – April

· Darlington Raceway - May
Lead:




Gwen Davenport
Code:




C3DS01
Timeline for completion:

Fourth Quarter
Tactic 02:  Southeast Tourism Society

Participate in STS brochure distribution program at appropriate consumer shows.

Lead:




Gwen Davenport/Jason Simpson
Code:




C3DS02
Timeline for completion:

On-going
Tactic 03:  Golf Packages

Use golf wholesalers to disseminate information about state park golf courses at consumer-oriented golf shows.

Lead:




Gwen Davenport
Code:




C3DS03
Timeline for completion:

Fourth Quarter
Tactic 04: SCATR 

Partner with SCATR representatives to distribute state park golf course package information at golf shows.

Lead:




Gwen Davenport/Jason Simpson
Code:




C3DS04
Timeline for completion: 

Fourth Quarter
Strategy 5: Collateral

Produce quality collateral to sell state park facilities as a preferred lodging choice, to increase tee time reservations, and paid admissions to historic sites, targeting southeast regional consumers.

Tactic 01: Promotional brochure/Camping and Cabin brochure

Print  user-friendly, up-to-date promotional brochure, to include camping and cabin information. Incorporate information about central reservation service. Print quantity based on level of fulfillment needed and distribution methods in parks
Lead:




Dawn Dawson/Kay White
Code:




C3CL01
Timeline for completion:

Third quarter
Tactic 02: 








Create and print a new state park golf brochure, featuring seasonal packages.

Lead:




Gwen Davenport

Code:




C3CL02
Timeline for completion:

Fourth quarter
Tactic 03: Historical sites brochure

Create and print a new state park historic sites brochure, featuring seasonal discounts and incentives.

Lead:




Dawn Dawson/Kay White
Code:




C3CL03
Timeline for completion:

Third quarter 
Tactic 04: Tear-out brochure

Begin design and production work to insert a “tear out” Camping and Cabin rate sheet into the 07 Smiles and Places in order to increase circulation. Evaluate impact on guide production and distribution expenses. 

Lead:




Kay WhiteGwen Thurmond/Gwen Davenport

Code:




C3CL04
Timeline:



Fourth quarter

Strategy 6: eMarketing

Deploy online campaigns to drive meaningful traffic to specific landing pages within www.southcarolinaparks.com and to leverage that traffic in a manner that increases customer loyalty and generates repeat business.

Tactic 01:  State Parks eNewsletter
Implement quarterly consumer newsletter promoting park products and discounts. Explore the feasibility of implementing a Partnership Marketing component in conjunction with advertising agency. 






Lead:




Terri Cowling





Code:




C3EM01
Completion:



On-going
Tactic 02: eDirectory listings

Develop and implement a schedule of park listings on online camping-oriented directories. 

Lead:





Gwen Davenport
Code:





C3EM02

Timeline for completion:


On-going
Tactic 03: Obtain Park URLs
Continue to acquire state park urls in order to promote specific parks within the state parks system.
Lead:





Terri Cowling

Code:





C3EM03
Timeline:




On-going

Strategy 7: Direct Mail

Explore the feasibility of developing a direct mail program (using a vendor such as such as Val Pac or USPS) that effectively delivers information to in-state and border-state consumers about select state park products. 

Tactic 01: Direct mail

Use CRS data to promote mid-week and off-season availability at select parks through a series of state park postcard mailings..

Lead:





Gwen Davenport

Code:





C3DM01
Timeline for completion:


TBD
Strategy 8: Inquiry fulfillment

Provide expedient delivery of appropriate park collateral in response to consumer inquiries.

Tactic 01: Fulfillment

Use internal inquiry staff to mail appropriate park collateral in response to inquiries.

Lead:





Jason Simpson
Code:





C3IF01
Timeline for completion:


On-going

Strategy 9: Public Relations Use targeted public relations programs to leverage advertising and sales by creating additional awareness of South Carolina’s State Park products in-state and southeast consumers. 

Tactic 01: Press Release Campaign

Develop an on-going press release campaign to promote the parks’ camping and lodging facilities, golf facilities and historic and cultural resources. Distribute releases to targeted media, including instate and regional print and broadcast media and dedicated publications by niche (camping, golf, history, etc.)
Lead:





Dawn Dawson
Code:





C3PR01
Timeline for completion:



Tactic 02: Media Day At Golf Courses

Host a media day for print and broadcast journalists at one or more of the state park golf courses.

Lead:





Dawn





Code:





C3PR02
Timeline for completion:


Late second quarter (prior to spring season)
Tactic 03: Stock releases

Develop stock release on state park lodging, golf courses, historic sites and other park product offerings that can be distributed upon request. 

Lead:





Marion Edmonds





Code::





C3PR03
Timeline for completion:


Second quarter
Strategy 10 Partnerships
Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Strategy 15 Packaged Travel Product Development

Maximize exposure for South Carolina state park cabins and villas by seeking private sector partners to develop packages.

Tactic 01:  Cabin and villa packages

Develop partnerships with local restaurants and attractions to create packages.

Lead:




 Gwen Davenport
Code:




C3PD01
Timeline for completion:

fourth quarter
Strategy 16 Technical Assistance

Strategy 17 Contingency 
Objective 4: Generate awareness and promote the use of the State Park Service Central Reservation System. Fully leverage the contract-inclusive marketing opportunities offered by Reserve America.

Strategy 1 Research
Tactic 01:  Analysis of CRS Data

Analyze CRS data on a regular basis to assist with marketing decisions throughout the fiscal year.

Lead:




Gwen Davenport

Code:




C4RS01
Timeline for Completion:

Ongoing
Tactic 02:  Tracking Promotional Codes through CRS

Work with ReserveAmerica to establish a system to use promotional codes to track advertising efforts of the SC State Park system.  Use this information to make decisions on advertising placement, media and frequency.

Lead:




Gwen Davenport

Code:




C4RS02
Timeline for Completion:

 First Quarter

Strategy 2 Advertising

Use traditional media to reach and influence southeast regional travelers with the highest propensity to select a South Carolina state park as their preferred lodging choice.
Tactic 01:  Utilize CRS and work with ReserveAmerica to identify last minute openings and offer specials based on that availability in South Carolina state parks.  Utilize traditional media to advertise these specials to customers.

Lead:




Gwen Davenport

Code:




C4AD01
Timeline for Completion:

Ongoing

Tactic 02:  Leverage ReserveAmerica Media opportunities.
Lead:




Gwen Davenport

Code:




C4AD02
Timeline for Completion:

Ongoing
Strategy 3 Customer Service
Strategy 4 Direct Sales

Tactic 01: Live demos

Incorporate online demonstrations of central reservation service at all consumer/trade shows funded or attended by PRT. Distribute refrigerator magnet.

Lead:




Gwen Davenport
Code:




C4DS01
Timeline for completion:

Strategy 5 Collateral

Tactic 01: Positioning

Incorporate benefits of central reservation service into all appropriate collateral materials published by PRT, including brochures, Parkview, e-newsletter, rack cards, etc. 
Lead:




Parks Marketing Team/Graphics
Code:




C4CL01
Timeline for completion:

On-going
Tactic: 02 Signage

Continue to update signage for parks and welcome centers promoting state park central reservation system, and informing public of 11 month rolling window 
Lead:




Gwen Davenport
Code:




C4CL02
Timeline for completion:
Strategy 6 eMarketing

Tactic 01: Parks E-newsletter

Communicate the availability of the on-line reservation system through the e-newsletter as an on-going element of the newsletter.
Lead:




Terri Cowling
Code:




C4EM01
Timeline for completion:

Tactic 02: Website

Position the on-line reservation service as appropriate with DiscoverSouthCarolina.com. 

Lead:




Kay/Terri

Code:




C4EM02
Timeline for completion:

Strategy 7 Direct Mail

Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Tactic 01: PR Campaign
Develop and implement a PR campaign to promote the availability of the parks central reservation system, targeting in-state and regional media outlets and outdoor/park/recreation and RV niche media outlets. Campaign to incorporate press releases, media event, targeted feature wire distribution, radio and broadcast talk show circuit.

Lead:




Dawn
Code:




C4PR01
Timeline for completion:

With service roll-out
Strategy 10 Parnterships

Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Continue to create awareness of the new central reservation service targeting southeast regional consumers.

Tactic 01: Refrigerator Magnet

Reprint and distribute a refrigerator magnet with contact information for Central Reservation Service to geo-targets in the southeast region and/or through State Park outlets. 
Lead:




Gwen Davenport
Code:




C4PM01
Timeline for completion:
Tactic 02:  Bumper Sticker for State Vehicles

Design and develop a bumper sticker to be placed on all state vehicles promoting the state park Central Reservation System number and website.

Lead:



Gwen Davenport

Code:



C4PM02
Timeline for completion:
First Quarter

Strategy 15 Packaged Travel Product Development

Strategy 16 Technical Assistance

Strategy 17 Contingency 
Objective 5: Implement marketing strategies and tactics to support the overall promotion of state parks. 
Strategy 1 Research

Tactic 01: Parks – Omnibus Survey

Conduct an omnibus survey through the USC Institute of Public Affairs to determine visitor profiles and resident satisfaction, and the level of awareness among South Carolinians of nature-based tourism opportunities, including state parks.

Lead:





Tony Bebber

Code:





C5RS01
Timeline for Completion:


Fourth Quarter

Strategy 2 Advertising

Strategy 3 Customer Service

 

Tactic 01: Internal Communications  (PROCEDURAL DETAIL)

Develop a communications process advising point-of-contact staff of responsibilities and procedures for handling customer request and special promotions.

Lead:




Gwen Davenport/Phil Gaines 

Code:




C5CS01
Timeline for completion:

Second quarter
Strategy 4 Collateral

Produce printed materials to support State Park operations and marketing.

Tactic 01: Collateral

Print publications such as rack cards, Parkview newsletter, brochures, other promotional material, maps and interpretive pieces. Contracted services include photography reproduction and writing.  This budget line to cover individually cited brochures in earlier objectives including German and Spanish State House brochures.
Lead:





Dawn Dawson/Kay White
Code:





C5CL01
Timeline for completion:


On-going
Tactic 02: Templates 

Provide the field with templates that meet brochure guidelines for posters, announcements, self-guided brochures and other customer service pieces.
Lead:





Terry Hurley/Sylvia Potts
Code:





C5CL02
Timeline for completion:


Second Quarter
Tactic 03:  State House Brochure

Update and print the State House Grounds Self-Guided Brochure. (Seek sponsor.)

Lead:




Yvette Rowland 

Code:




C5CL03

Timeline for completion: 

Second Quarter

 
Tactic 04: Park Photography

Procure State Park photography to support all marketing needs, including PR, communications, sales, etc. 

Lead:




Dawn Dawson 

Code:




 C5CL04
Timeline for completion:

Tactic 05: Park Photography-PP
Procure State Park photography to support all marketing needs, including PR, communications, sales, etc. 

Lead:




Dawn Dawson 

Code:




 C5CL05
Timeline for completion:

Strategy 5 eMarketing

Strategy 6 Direct Mail

Strategy 7 Inquiry Fulfillment

Strategy 8 Public Relations

Strategy 9 Parnterships

Strategy 10 Education

Strategy 11 Grants

Strategy 12 Contract Representation

Strategy 13 Promotions

Strategy 14 Packaged Travel Product Development

Strategy 15 Technical Assistance

Strategy 16 ContingencyContingency 

Objective 6 – Niche Consumer:  Create awareness of South Carolina’s cultural heritage product to increase visitors and visitor spending. Efforts will focus on:

· TheThe SC National Heritage Corridor; and 

· SC’s Revolutionary War history, products and the 225th Anniversary of the Southern Campaign of the Revolutionary War. 
LEAD:

Toni Nance/Charles Harrison
BUDGET:

$

CODE:

C6
Heritage Corridor: The Corridor is now a decade in the making and significant progress has been made since Congressional designation as a national heritage area in 1996. The Heritage Corridor continues to serve as a national leader in product development and has taken major strides forward in marketing and visitor management. In the coming year, the Corridor will continue to capitalize on the momentum generated by the opening of the Region 2 Discovery Center and preparations for the second Discovery Center in the Fall of 2005. The implementation of a Corridor marketing plan will further drive increased visitation to the Corridor and increase stakeholder awareness and support from within.

Revolutionary War Marketing Situation Analysis:  The 225th Anniversary of the Southern Campaign of the Revolutionary War in South Carolina will begin in late 2004 and continue through early 2006.  Historic properties, battlefields, parks and events across the state have the opportunity to leverage the anniversary to attract visitors and increase tourism-related revenue during the anniversary period. There is an opportunity for SCPRT to play a meaningful leadership role in shaping the marketing efforts associated with the 225th Anniversary of the Revolutionary War. The specific objective will be to develop and implement marketing strategies to promote the 225th Anniversary of the Southern Campaign of the Revolutionary War and drive consumer interest in and consumption of the South Carolina’s Revolutionary War product, including historic properties, sites, state parks and celebratory events.  

Strategy 1 Research

Tactic 01: Heritage Corridor – Market Research 

Conduct additional primary research to determine the visitation patterns and profiles of Heritage Corridor visitors as called for in the Heritage Corridor marketing plan.
Lead:





Devon Harris 
Code:





C6RS01
Timeline for Completion:


Third Quarter
Tactic 02: Heritage Corridor – Market Research 

Participate with the National Alliance of Heritage Areas in an economic impact study with the University of Michigan using the Money Generation Model- Version 2.
Lead:





Michelle McCollum/ Devon Harris 
Code:





C6RS02
Timeline for Completion:


Third Quarter

Strategy 2 Advertising

Tactic 01: Heritage Corridor – Media Schedule
Implement media schedule as determined in Corridor marketing plan.  Develop advertorials and inserts for newspapers.  Advertise in SC Magazine, Sandlapper and Carolina Living.

Lead:





Devon Harris/ Michelle McCollumCode:


Code:
                        


C6AD01



Timeline




On-Going

Tactic 02: Heritage Corridor Niches – Media Schedule

Implement media schedule as determined in Corridor marketing plan.  Develop advertorials and inserts for newspapers.  
Lead:





Elizabeth Harm/Devon Harris

Code:





C6AD02



Timeline




On-Going

Tactic 03: Heritage Corridor Region II Discovery Center – Media Schedule

Implement media schedule as determined in Corridor marketing plan.  Develop advertorials and inserts for newspapers.  
Lead:





Whitney Ellis/Devon Harris

Code:





C6AD03



Timeline




On-Going

Tactic 04: Heritage Corridor Region III Discovery Center – Media Schedule

Pending opening in November, implement media schedule as determined in Corridor marketing plan.  Develop advertorials and inserts for newspapers.  
Lead:





Region III Center Sup./Devon Harris

Code:





C6AD04



Timeline




Third-Fourth Quarter

Tactic 05: Heritage Corridor – Creative

Develop creative to support the Heritage Corridor media schedule, media and public relations.

Lead:





Devon Harris/ Michelle McCollum
Code:





C6AD05



Timeline




On-Going
Strategy 3 Customer Service  Heritage products and events, including SC Heritage Corridor products and events and Revolutionary War properties, sites, parks and events, at the SC Welcome Centers and Heritage Corridor Discovery Centers. 

Tactic 01:  Collateral Distribution

Distribute collateral materials to Welcome Centers and Discovery Centers.

Lead:  





Devon Harris/ Elizabeth Harm
Code:





C6CS01
Timeline for Completion:


On-going

Tactic 02: Niche Collateral Distribution

Distribute niche promotional materials (within scope of approved guidelines) at Welcome Centers and Discovery Centers.

Lead:  




Devon Harris/Elizabeth Harm
Code:




C6CS02
Timeline for Completion:

On-going

Tactic 03: Heritage Corridor – Discovery Center Visitation Program

Continue to develop and implement the visitation plans in Region 2 of the SCNHC and begin developing a plan for increasing visitation to Region 3 Discovery Center targeting in-state groups.

Lead:  




Disc. Ctr. Supervisors/ Devon Harris
Code:




C6CS03
Timeline for Completion:

On-going

Tactic: 04: Heritage Corridor - Special Events

Encourage visitors to experience sites and stops along the South Carolina National Heritage Corridor through a month long promotion at the Welcome and Discovery Centers.

Lead:  





Devon Harris 
Code:





C6CS04



Timeline for Completion:  


Second Quarter

Tactic 05: Heritage Corridor - Special Events- Ag Conference

Host the annual Heritage Corridor Farmers Association meeting

Lead:  





Elizabeth Harm/ Devon Harris 

Code:





C6CS05
Timeline for Completion:


Fourth Quarter

Tactic 06: Enhance Rev War product knowledge among front-line staff.

Use the upcoming Welcome Center conference to provide information and give assignments to develop regional itineraries for distribution to all centers.

Lead:





Cheri Harwell/Charles Harrison

Code:





C6CS06


Timeline




First Quarter

Strategy 4 Direct Sales

Strategy 5 Collateral

Tactic 01: Heritage Corridor – Regional Brochures
Redesign and reprint Heritage Corridor brochures to reflect new brand and to support strategies resulting from the Heritage Corridor Marketing Plan.

Lead:





Devon Harris

Code:





C6CL01







Timeline for Completion:


Second Quarter

Tactic 02: Heritage Corridor – Niche-specific collateral 

Develop new niche publications (African-American, Rev War, Nature-based) to reflect new brand and to support strategies resulting from the NSG Heritage Corridor Marketing Plan.
Lead:





Devon Harris

Code:





C6CL02
Timeline for Completion:


Fourth Quarter

Tactic 03: Vacation Guide Publicity

Incorporate Rev War-related editorial, images and events in the 05 and 06 vacation guides. 
Lead:




Gwen Thurmond/Leslie Agency/Freelance writer

Code:




C6CL03
Timeline:



Under way 

Strategy 6 eMarketing

Tactic 01: Heritage Corridor – Enterprise Database

Continue to identify and inventory Heritage Corridor products for inclusion in SC Enterprise database.

Lead:





Devon Harris/ George Estes

Code:





C6EM01


Timeline for Completion:


On-going

Tactic 02: Heritage Corridor Website 

Redesign Corridor website to be similar to Drayton Hall design. Maintain and update Corridor website.

Lead:  





Devon Harris 

Code:





C6EM02






Timeline for Completion:


Second Quarter

Strategy 7 Direct Mail

Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Tactic 01: Heritage Corridor – Region 3 Press Kit
Develop Region 3 press kit including releases on the history, culture, nature, and an overview of the region in conjunction with the Region 3 Discovery Center opening.

Lead:





Devon Harris

Code:





C6PR01








Timeline for Completion:


Second Quarter

Tactic 02: Heritage Corridor – Press Tour of Region 3 

Pending opening of Region 3 Discovery Center, develop an itinerary that highlights Region 3 of South Carolina’s National Heritage Corridor, and proactively target and recruit journalists to experience Region 3.

Lead:





Devon Harris

Code:





C6PR02
Timeline for Completion: 


Second Quarter

Tactic 03: Heritage Corridor – Press Tour of Region 4 
Pending opening of Region 4 Exhibits, develop an itinerary that highlights Region 4 of South Carolina’s National Heritage Corridor, and proactively target and recruit journalists to experience Region 4.

Lead:





Devon Harris

Code:





C6PR03
Timeline for Completion: 


Third Quarter

Tactic 04: Heritage Corridor – Local Media
Develop a relationship with local media in the Corridor through visitation.

Lead:





Devon Harris

Code:





C6PR04
Timeline for Completion: 


Ongoing

Tactic 05: Sandlapper Partnership

Provide input and factual oversight on editorial copy dedicated to Revolutionary War topics. Articles to appear in six consecutive issues beginning in summer issue.

Lead:





Ray Sigmon/Gwen Davenport

Code:





C6PR05
Timeline:




On-going

Tactic: Editorial coverage

Solicit Revolutionary War focused editorial coverage from targeted media outlets both in-state and out-of-state.

Lead:




Marion Edmonds
Code:




C6PR06
Timeline:



On-going
Strategy 10 Partnerships

Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Tactic 01: Heritage Corridor – On-going Programming

Drive traffic to the Regions 2 and 3 Discovery Centers by holding special events and interpretative programming aimed at educating visitors about and encouraging exploration of the South Carolina National Heritage Corridor.

Lead:  




Disc. Ctr. Programming Directors/ Devon Harris

Code:




C6PM01
Timeline:



On-going

Tactic 02:  Heritage Corridor – Grand Opening of Region 3 Discovery Center Plan and host the grand opening celebration of the Region 3 SCNHC Discovery Center located in Blackville, SC.

Lead:




Devon Harris/Rena Copeland

Code:




C6PM02
Timeline: 

Tactic 07: Heritage Corridor – Photography Contest

Plan and implement a photo contest to get quality photographs along the Corridor.

Lead:  





Devon Harris/ Michelle McCollum

Code:





C6PM03
Timeline for Completion:


Second Quarter

15 Packaged Travel Product Developments

Strategy 16 Technical Assistance

Strategy 17 Contingency 

GOAL TWO (Market and Product Development)

Expand South Carolina’s economic well being and quality of life by positioning the state as a preferred location for market and product development and expansion opportunities.

Objective 1 - Domestic Trade Market Development:  Create awareness through and influence group tour operators and group leaders in targeted U.S. and Canadian markets to sell South Carolina as a preferred leisure destination.

LEAD:

Dolly Chewning/Rand Romaine

BUDGET:

$

CODE:

D1
Situation Analysis:

Just as consumer packaged products are sold through a multifaceted distribution network of wholesalers and retailers, the state’s diverse tourism products are sold through a multitude of distribution channels. Those channels need to be capitalized on in order to make South Carolina the prominent tour destination over its competitors (other Southern states). To do this, SCPRT must focus on and emphasize South Carolina’s attributes, which will ultimately benefit the traveler by making their life more fulfilled. SCPRT works as an informational sales conduit between the state’s retail products and destination marketing organizations, and the travel trade consisting of tour operators and group travel leaders. SCPRT undertakes programs and activities to better influence the trade to incorporate South Carolina’s products in the traveler’s tour options. 

According to the US Travel data Center’s TravelScope data,  in the South the average impact of a single motorcoach carrying 35 passengers staying overnight in a city is approximately $2,170, where as the average daily expenditure is $62.00.  For two nights, the amount rises to $4,340.  If a city has 10,000 group packaged travelers yearly who stay one night each, the direct impact is $620,000, not counting the multiplier effect of related expenditures.  Other TravelScope research shows that the majority of the motorcoach tour party is age 65 or older.  Another twenty-eight percent are ages 45-55, showing a slight increase in middle age groups from previous years.  Therefore, emphasis is on the mature traveler while increasing the focus on other emerging markets, such as student travelers and individual travelers desiring a flexible tour itinerary.  

SCPRT strives to set itself apart and acquire a large portion of the packaged travel market by staying in the forefront of tour operators’ minds and forming relationships within the market. PRT does this by hosting familiarization tours for interested tour operators and group leaders, attending prominent trade and travel shows on a consistent basis, hosting unique promotions in conjunction with major trade shows, and providing essential tools to assist tour operators and group leaders in planning/selling South Carolina packages. Many of these activities are planned and hosted in conjunction with other South Carolina industry partners, which makes a greater impact. PRT works hard at remaining consistent in this market in order to increase our share of it. Consistency is our greatest benefit and will lead us to being viewed as a featured destination.

Strategy 1 – Research: Monitor “packaged travel” trends to better identify potential opportunities aimed at smaller groups and the individual traveler. Use current, relevant research to better define perceptions of South Carolina’s group tour products and how the travel industry is emerging/changing, in order to guide decisions about developing and marketing the product and capture the economic impact of the Group Tour market.

Tactic 01: Emerging Trends

Maintain awareness of the emerging packaged travel trends and assist tour operators with selling their South Carolina product/package focusing on the changing demographic of the “group tour traveler.”

Lead:





Etta Smith
Code:





D1RS01
Timeline for Completion:


On-going

Strategy 2 - Advertising:  Place advertisements in domestic trade mediums to create and awareness of the South Carolina group tour product.

Tactic 01: Ad Creative

Use in-house graphics department to design a group tour ad to complement the existing creative produced by the Leslie Agency; incorporate the new in-house ad into rotation.

Lead:





Etta Smith

Code:





D1AD01
Timeline for Completion:


Fourth Quarter

Tactic 02: Media Placement

Advertise in targeted domestic travel trade publications and electronic media outlets to create awareness of South Carolina’s tourism product and drive sales opportunities featuring or highlighting South Carolina. 
Lead:





Etta Smith
Code:





D1AD02
Timeline for Completion:


Fourth Quarter

Strategy 3 – Customer Service

Strategy 4 - Direct Sales:  Generate awareness of and desire for South Carolina’s group tour product by implementing sales tactics targeting North American and Canadian tour operators.

Tactic 01: Trade Shows

Participate in key group travel trade shows:

· National Tour Association


Nov 2005  


· American Bus Association


Feb 2006


· Travel South Showcase**



Feb 2006


Lead:





Etta Smith
Code:





D1DS01
Timeline for Completion:


Fourth Quarter
Tactic 02: Receptive Operators

Continue to assist receptive operators with packaging our product to include parks, heritage, soft adventure, nature-based travel, attractions, restaurants, and entertainment.

Lead:





Etta Smith
Code:





D1DS02
Timeline for Completion:  


On-going

Tactic 03:  Group Tour Association Memberships

Maintain and leverage memberships in targeted group tour operator organizations.

· South Carolina Motor coach Association

· American Bus Association

· National Tour Association

· Ontario Motor coach Association

· North American Journeys 
· North Carolina Motorcoach Association

· Virginia Motorcoach Association
Lead:





Etta Smith
Code:





D1DS03
Timeline for Completion:


Fourth Quarter
Tactic 04: Heritage – Tradeshow Participation

Promote SC Heritage products at selected tradeshows

· SC Governor’s Conference on Travel and Tourism 

· Southeast Tourism Society Annual Meetings
Lead:





Devon Harris

Code:





D1DS04



Timeline for Completion: 


Third Quarter

Strategy 5 – Collateral:  Produce collateral materials consistent with South Carolina’s branding and image, which support travel trade initiatives and influence the decision-making process of tour operators and group leaders.

Tactic 01: Profile Sheet  

Update South Carolina profile sheet, which highlights the 10 tourism regions and acts as a direct selling tool; to be distributed at all trade shows.

Lead:





Etta Smith
Code:





D1CL01
Timeline for Completion:


Second Quarter

Tactic 02:  SC Sample Itinerary on Website 

Update itineraries to provide extensive exposure to SCATR and CVB Association members. 
Lead:





Etta Smith
Code:





D1CL02
Timeline for Completion:


Fourth Quarter

Strategy 6 - eMarketing:  Utilize eMarketing in a strategic manner consistent with overall marketing to communicate information about products and services by utilizing online tools and services that target a travel trade audience. 

Tactic 01: Group Tour – Enterprise Database

Continue to update and verify group tour products in the Enterprise database.

Lead:





Etta Smith
Code:





D1EM01
Timeline for Completion:


On-going

Tactic 02: Meeting and Convention  - Enterprise Database
Continue to update and verify meeting and convention product information in the Enterprise database.

Lead:





Etta Smith
Code:





D1EM02
Timeline for Completion:


On-going

Tactic 03: Update Group Tour Leads List and market updates

Conduct update of current leads list and migrate to Enterprise database; implement process to distribute leads via email and mail.

Lead:





Etta Smith

Code:





D1EM03
Timeline for Completion:


On-going
Strategy 7 Direct Mail

Tactic 01: Direct Mail Travel South Final Night Event

Develop a direct mail piece to promote the South Carolina Final Night Event at the ’06 Travel South program.

Lead:





Etta Smith

Code:





D1DM01
Timeline for Completion: 


Second quarter 

Strategy 8 - Inquiry Fulfillment:  Utilize outlets to generate qualified business leads for industry partners.

Tactic 01: Group Tour Inquiry Fulfillment

Fill tour operator/group leader inquiries with the Group Tour Packet and specific marketing collateral upon request.

Lead:





Etta Smith

Code:





D1IF01
Timeline for Completion:


On-going

Tactic 02: Distribute Qualified Group Tour Leads

Qualify and distribute trade show leads and quarterly Welcome Center leads in a timely manner to industry partners for individual follow-up/fulfillment.

Lead:





Etta Smith

Code:





D1IF02
Timeline for Completion:


On-going

Tactic 03: Meeting and Convention Inquiry Fulfillment

Fulfill requests for meetings and convention product information; forward leads to appropriate industry partners.

Lead:





Etta Smith

Code:





D1IF03
Timeline for Completion:


On-going

Strategy 9 - Public Relations:  Utilize targeted public relations programs to leverage advertising and sales by creating additional awareness of South Carolina’s tourism product to the travel trade and media.

Tactic 01: Leverage Editorial Media

Generate on-going press coverage of South Carolina’s product by identifying and leveraging editorial opportunities specific to the group tour market.

Lead:





Marion Edmonds
Code:





D1PR01
Timeline for Completion:


On-going

Tactic 02: Media Support

Provide support to group tour travel media including press kits, slides, research, itinerary planning and direct travel support for familiarization program (at the discretion of the PR staff and Group Tour program manager).

Lead:





Marion Edmonds
Code:





D1PR02
Timeline for Completion:


On-going

Strategy 10 – Partnerships:  Leverage industry and financial resources to coordinate cooperative promotional opportunities for the domestic travel trade market.

Tactic 01: In-state Group Tour Task Force

In cooperation with industry partners, continue to establish a forum for regular, on going communication through a Group Tour Task Force to coordinate collective marketing, sales, and educational opportunities.

Lead:





Etta Smith
Code:





D1PS01
Timeline for Completion:  


Fourth Quarter

Strategy 11- Education:  Assist industry partners (internal and external) with product development, enhancement, packaging, and positioning as appropriate.

Tactic 01: Tour & Travel Industry Fam  

Plan and host a Group Tour & Travel Seminar for South Carolina tourism industry to better educate them on all areas of the state.  This will help them to realize opportunities to package coop and sell the whole state to include their area. 

Lead:





Etta Smith

Code:





D1ED01
Timeline for Completion:


Second Quarter

Strategy 12 Grants

Strategy 13 Contract Representation
Strategy 14 Promotions

Strategy 14 – Targeted Promotions:  Target key travel trade conventions and programs that provide opportunities to enhance awareness of South Carolina’s product line by incorporating creative promotional activities.

Tactic 01: Travel South Showcase

Promotions at the 2004 marketplace include hosting final night SC themed operator promotional event. 
Travel South Showcase

Richmond, VA, February 2006
Lead:





Etta Smith
Code:





D1PM01
Timeline for Completion:


Third Quarter

Tactic 02: Motor coach Association of South Carolina 

Host a booth at the annual Motor coach Association of SC and highlight diverse products within the state.

Lead:





Etta Smith

Code:





D1PM02
Timeline for Completion:


First Quarter

Tactic 03:  Group Tour Fams

Partner with industry to host a tour operator fam tour.

Lead:





Etta Smith
Code:





D1PM03
Timeline for completion:


Third Quarter
Tactic 04:  NTA Spring Meet            Louisville, KY, March 06
South Carolina will act as one of many hosts and attend the meeting (250 tour operators and partners attend meeting).

Lead:                                                              Etta Smith

Code:





D1PM04
Timeline for Completion:

Tactic 05: American Bus Association                          Nashville, TN, February 2006
Participate at the marketplace 2006 to highlight diverse products in the state.

Lead:





Etta Smith

Code: 





D1PM05
Timeline:

Strategy 15 Packaged Travel Product Development: Maximize SC’s exposure in targeted markets by partnering with tour operators and bordering states.

Tactic 01: 
Implement cooperative sales, advertising and marketing opportunities with tour operators, consolidators and wholesalers through direct mail campaigns, cooperative advertisements and brochure exposure.

Lead:





Etta Smith

Code:





D1PD01
Timeline for Completion:


On-going
Strategy 16 Technical Assistance

Strategy 17 Contingency 

Tactic 01: Travel South Tradeshow Contingency

Hold a contingency fund to augment the Travel South tradeshow South Carolina Final Night event at the ’06 tradeshow in Virginia.

Lead:





Etta Smith

Code:





D1CT01
Timeline for Completion:


Third quarter

Objective 2 (International Market Trade):  Influence travel trade in targeted markets to sell South Carolina’s products and services. Create awareness of and desire for South Carolina’s diverse tourism product within the key, targeted international travel trade markets.

Primary Markets

1. Germany
2. United Kingdom and Ireland

Secondary Markets

1. Switzerland, Austria & Western Europe
2. Sweden, Norway, Finland and Denmark

Joint Markets

Other International markets

LEAD:

Rand Romaine/Dolly Chewning

BUDGET:

$

CODE:

T2
Situation Analysis:

Germany and German-speaking countries:

The German-speaking countries of Germany, Switzerland, and Austria account for 

10.6 percent of all overseas visitations to the United States, according to the U.S. Department of Customs I-94 Form, required of all international visitors on arrival in the United States. These German-speaking countries together send the second largest population of European visitors to the United States annually. Thirteen percent of the overseas visitors from Europe come from this German-speaking market. Collectively, they are second in Europe only to the United Kingdom. While the German-speaking countries trail the United Kingdom based on the number of residents visiting the United States, Germany's population is the second largest in Europe, second only to Russia. Germany's population is 82 million compared to the UK's population of 58.4 million.

Currently over 46 tour operators carry South Carolina product, including golf packages. These 46 operators reach almost 16,000 travel agencies with their catalogs. We will also be putting more of a focus on golf in South Carolina as it is gaining increased attention by the Germans for outdoor recreation. Currently, 13 tour operators feature South Carolina golf programs.

We will be taking a minor role in marketing to the Swiss travel trade. Although Switzerland is a smaller market, its demographics closely parallel that of the German traveler. Also, the majority of Swiss speak German so our literature and marketing materials will cross easily in to this market. We have a presence in eight operator catalogs to date - primarily as part of a fly-drive package. Our goal will be to broaden our exposure with these trade outlets as well as gain initial exposure in other catalogs.  An emphasis is placed on marketing to the direct consumer to drive sales through the travel trade.

United Kingdom and Ireland:

South Carolina’s presence in the U.K. market has developed and matured in the past fifteen years. The United Kingdom and Ireland markets account for more than 20% of all overseas visitation to the United States in 2004, according to the U.S. Department of Commerce, ITA, Office of Travel & Tourism Industries, May 2005.  

Product awareness among the second tier travel trade is strong. Golf remains a key component of many tour packages. A majority of UK travelers consult travel agents (62% for U.S. trips overall and 50% for South Carolina trips). There are over 2,500 travel agents in the U.K. and some 600 tour operators. The majority of travel agents are part of a retail chain. 

SCPRT targets the second tier tour operators who specialize in travel to the Southern region of the United States. Currently, over 90 U.K. tour operators offer SC product, including 20 golf tour operators. Of the 2500 travel agents, PRT targets approximately 450 who specialize in North American travel and are certified by the VISIT USA - UK committee.

The state will continue to strengthen this presence by its emphasizing more towards developing consumer product awareness in an effort to drive sales through the travel trade. Concurrent with these efforts is an expansion into Ireland. Currently, only a few Southern states have taken the opportunity to build this portion of the market. South Carolina is positioned to take advantage of this growth opportunity. Although the travel trade is small in Ireland in terms of numbers, South Carolina’s product matches well with consumer holiday desires. South Carolina is featured in the five major Irish leisure tour operator catalogs and has developed a rapport with the leading travel agencies through a close partnership with Delta Air Lines – Ireland and USAirways-Ireland.  In addition, two golf-specialty operators are now featuring SC golf product.
Strategy 2 - Advertising:  Use print media to convey an effective advertising message and impact targeted audiences, in order to raise awareness of South Carolina as a travel destination and to ensure its place in the trade consideration set.

Tactic 01: German Media Placement

Advertise in select German trade publications to create awareness of South Carolina’s tourism product (advertising objectives will focus on increasing trade awareness, leveraging editorial when available and positioning the contacted sales representative in the German market.

Lead:





Dolly Chewning

Code:





D2AD01
Timeline for Completion:


Fourth Quarter

Tactic 02: UK/Ireland Advertisement Creative

Develop and update advertisement creative to showcase the diversity of the state’s tourism product (new creative will continue to support the traditional up-scale market with a broadened appeal to the middle-income family market; additionally, new creative will continue to include South Carolina’s developed product of golf, beach and sun while simultaneously highlighting additional product niches such as entertainment, shopping, outdoor adventure, historical sites, state parks and Heritage Corridor as relevant to each market; where appropriate creative will support the overall advertising campaign of the agency). 

Lead:





Rand Romaine

Code:





D2AD02
Timeline for Completion:


Third Quarter

Tactic 03: UK/Ireland Media Placement

Advertise in select United Kingdom and Irish trade publications to create awareness of South Carolina’s tourism product (advertising objectives will focus on increasing trade awareness, leveraging editorial when available and positioning the contacted sales representative in the United Kingdom and Ireland); trade publications may include: 

· Selling Long Haul

· Travel Trade Gazette

· USA Now

· The Essential Planner

Lead:





Rand Romaine

Code:





D2AD03
Timeline for Completion:


Third Quarter

Strategy 3 – Customer Service

Strategy 4 - Direct Sales:  Execute direct sales programs to targeted markets to extend awareness of South Carolina's diverse travel product.

Tactic 01: German Trade Shows/Sales Calls

Participate in key international trade shows, educational forums, and sales missions.

· VUSA Breakfast Seminar
s


Stuttgart
September 2005; Rep

· Visit USA Germany – Trade Day


Frankfurt
Nov 2005; Rep

· International Tourism Exchange (ITB)

Berlin

March 2006; Rep, Dolly, Beverly

· Meiers Weltreisen Road Show


Germany
Nov 2005; Rep

· IMEX 





Frankfurt
May 2006; Rep

Lead: 





Dolly Chewning/Rep

Code: 
D2DS01
Timeline for Completion: 


Third Quarter
Tactic 02: UK/Ireland Direct Sales

Create awareness of and desire for South Carolina’s diverse tourism product within the key, targeted United Kingdom and Irish markets by developing and implementing sales tactics directed to tour operators, wholesalers, consolidators, airline companies, receptive operators, and retail agents; participate in key international trade shows, educational forums and sales missions:

· World Travel Market



London

Nov 2005
· Delta/South Carolina Road Show


UK


Mar 2006
· Tour Operator Road Shows-


UK-TBD

TBD

Lead:





Rand Romaine

Code:
D2DS02
Timeline for Completion: 


Third Quarter

Tactic 03: Joint Market Direct Sales

Participate in the following travel trade shows:

·  TIA’s International PowWow


Orlando, FL
May 2005
Lead:
Rand Romaine/Dolly Chewning/  

Code:

D2DS03
Timeline for Completion:


Fourth Quarter

Tactic 04:  Joint Market & Other International Markets Direct Sales

Participate in the following travel trade shows:

·  Rhythms of The South

New Orleans, LA
December 05   Rand Romaine

· Receptive Services Association
New York, NY
February 06   Dolly Chewning

Lead:





Rand Romaine

Code:





D2DS04


Timeline for Completion:


Second Quarter

Tactic 05: SC-USA German Sales Mission

Participate in sales mission

· Sales Mission 



Frankfurt
September 2005
Lead:





Dolly Chewning / Sales Rep 

Code:
D2DS05
Timeline for Completion:


First Quarter
Tactic 06: Coastal SC-USA UK/Ireland Sales Mission

Participate in sales mission: 
· Coastal Sales Mission 



London
September 2005
Lead:





Rand Romaine

Code:
D2DS06
Timeline for Completion:


First Quarter

Tactic 07:  Visit USA Memberships
Maintain and leverage Visit USA Memberships for the purpose of extending awareness of the South Carolina travel product to secondary international markets.

· Ireland, U.K., Sweden, Finland, Norway

· Germany, Austria, Switzerland

Lead:





Dolly Chewning/Rand Romaine

Code:





D2DS07
Timeline for Completion:


Fourth Quarter

Tactic 08:  Receptive Services Association  

Maintain and leverage membership in the Receptive Sales Association.

Lead:





Dolly Chewning

Code:





D2DS08
Timeline for Completion:


Fourth Quarter

Tactic 09: Secondary Markets Literature Distribution

Develop cooperative partnership with the following professional trade organizations: 

· Visit USA France

· Visit USA Switzerland Roadshow
Third Qtr
Contract Rep

· Visit USA Austria

· Visit USA Belgium

· Visit USA The Netherlands

· Visit USA Sweden (seminar)


TBD
Contract Rep


· Visit USA Finland  (seminar)


TBD
Contract Rep


· Visit USA Denmark

· Visit USA Norway (seminar)


TBD
Contract Rep

Lead: 
Sales Managers and Contract Representatives

Code:





D2DS09
Timeline for Completion:


Fourth Quarter

Strategy 5 – Collateral

Strategy 6 – eMarketing

Tactic 01: Update International Leads List

Conduct update of current leads list and migrate to Enterprise database; implement process to distribute leads via email and mail.

Lead:





Rand Romaine/Dolly Chewning 

Code:





D2EM01
Timeline for Completion:


On-going
Strategy 7 – Direct Mail

Strategy 8 – Inquiry/Fulfillment

Strategy 9 - Public Relations:  Utilize targeted Public Relations programs to leverage advertising and sales tactics by creating additional awareness of South Carolina’s tourism product to the international travel trade media.

Tactic 01: German Travel Trade Media List

Continue to develop and update the media list for German-speaking trade media that can be used for direct mail and news releases.

Lead:





Dolly Chewning / Contract Rep

Code:





D2PR01





Timeline for Completion:


On-going

Tactic 02: German Press Kits

Update, translate, and disseminate German-language travel trade media press kits.

Lead: 





Dolly Chewning / Contract Rep

Code:





D2PR02
Timeline for Completion:


Third Quarter
Tactic 03: German Clipping Service

Contract with a clipping service in Germany to track South Carolina trade articles.

Lead:





Dolly Chewning 

Code:





D2PR03
Timeline for Completion:


See Goal 1, Objective 2, Strategy 9
Tactic 04: German Media Support

Provide assistance to German travel trade writers, including support for press tours for qualified media.

Lead:





Dolly Chewning / Contract Rep 

Code:





D2PR04


Timeline for Completion:


On-going

Tactic 05: German Press Release Distribution

Develop and distribute timely press releases to the German trade media.

Lead:





Dolly Chewning / Contract Rep

Code:





D2PR05
Timeline for Completion:


On-going

Tactic 06: UK/Ireland Travel Trade Media List

Continue to develop and update the media list for the United Kingdom and Irish trade media that can be used for direct mail and news releases.

Lead:





Rand Romaine / Contract Rep 

Code:





D2PR06
Timeline for Completion:


On-going

Tactic 07: UK/Ireland Press Kits

Update and disseminate travel trade media press kits.

Lead: 





Rand Romaine / Contract Rep 

Code:





D2PR07
Timeline for Completion:

On-going
Tactic 08: UK/Ireland Clipping Service

Contract with a clipping service in United Kingdom to track South Carolina trade articles.

Lead:





United Kingdom Representative

Code:





D2PR08
Timeline for Completion:


See Goal 1, Objective 2
Tactic 09: UK/Ireland Media Support

Provide assistance to United Kingdom and Irish travel trade writers, including support for press tours for qualified media.

Lead:





Rand Romaine / Contract Rep 

Code:
D2PR09
Timeline for Completion:


On-going

Tactic 10: UK/Ireland Press Release Distribution

Develop and distribute timely press releases to the United Kingdom and Irish trade media.

Lead:





Rand Romaine / Contract Rep 

Code:





D2PR10
Timeline for Completion:


On-going

Tactic 11: Joint Market Public Relations

Leverage international media marketplace opportunities:

· Pow Wow



April 2006
Lead:





Rand/Dolly
Code:





D2PR11
Timeline for Completion:
Fourth Quarter

Strategy 10 – Partnerships: Participate in regional partnerships to market and sell South Carolina as part of the greater southern United States in targeted international markets.

Tactic 01:  Maintain and leverage membership in Travel South
Travel South, a regional travel and tourism marketing organization, executes strategies to market its 13 southern member states in targeted international markets with an emphasis on strategies that benefit the broad-based membership.  Membership and programming. 

Lead:





Beverly Shelley

Code:





D2PS01
Timeline for Completion:


Fourth Quarter
Tactic 02: Participate in Canadian Mission

Participate fully in the Travel South Canadian Mission in September 2005.

Lead:





Beverly Shelley/ Etta Smith
Code:





D2PS02
Timeline for Completion:


Fourth Quarter
Tactic 03:Coastal SC USA Partnership

Lead:





Beverly Shelley/ Etta Smith
Code:





D2PS03
Timeline for Completion:


Fourth Quarter
Tactic 04: Enhances PRT International Market Program

Lead:





Beverly Shelley

Code:





D2PS04
Timeline for Completion:


Fourth Quarter
Strategy 11 – Educations

Strategy 12 – Grants

Strategy 13 - Contract Representation:  Maximize South Carolina’s exposure to the international trade in the key target markets by utilizing professional contract representatives.

Tactic 01: German Market Representation

Create awareness of and desire for South Carolina’s diverse tourism product within Germany by developing and implementing marketing and sales tactics that link South Carolina with the key, targeted travel trade market in Germany through professional contract representation.

Lead: 





Dolly Chewning

Code:





D2CR01
Timeline for Completion: 


On-going

Tactic 02: UK/Ireland Market Representation

Create awareness of and desire for South Carolina’s diverse tourism product within the United Kingdom and Ireland by developing and implementing marketing and sales tactics that link South Carolina with the key, targeted travel trade markets through professional contract representation.

Lead: 





Rand Romaine

Code:





D2CR02
Timeline for Completion: 


On-going

Strategy 14 – Targeted Promotions:  Proactively seek promotional opportunities to introduce and/or familiarize tour operators, travel agents, and airlines partners to South Carolina products. 

Tactic 01: German Travel Trade FAMs

Conduct familiarization tours, as needed, with travel trade partners from Germany for tour operators, wholesalers, and travel agents.

Lead: 





Dolly Chewning / Contract Rep


Code:





D2PM01
Timeline for Completion: 


On-going

Tactic 02: German Golf Trade FAMs

Conduct familiarization tours of the state with German-speaking travel trade partners identified to sell the golf program, as well as golf journalists.

Lead: 





Dolly Chewning / Contract Rep 

Code:
D2PM02
Timeline for Completion:


On-going
Tactic 03: UK/Ireland Travel Trade FAMs
Conduct familiarization tours with travel trade partners from United Kingdom and Ireland for tour operators, wholesalers, and travel agents to create awareness of the South Carolina product.

Lead: 





Rand Romaine / Contract Rep 

Code:





D2PM03
Timeline for Completion: 


On-going

Strategy 15 - Package Travel Product Development:  Maximize South Carolina’s exposure in targeted markets by partnering with tour operators, bordering states, consolidators, and airlines to have an extended reach to the travel trade.

Tactic 01: Germany Product Development and Trade Support

Implement cooperative sales and marketing opportunities with tour operators, consolidators, wholesalers, and airlines (continued emphasis will be placed on identifying medium sized tour operators and developing long-term relationships and support that will carry a 2-3 year shelf life; these tour operators will create, promote and sell South Carolina specific programs) through direct mail campaigns, cooperative advertisements, and brochure exposure.

Lead:





Dolly Chewning

Code:





D2PD01
Timeline for Completion:


On-going

Tactic 02: Germany Golf Product Development & Trade Support

Continue to identify golf tour operators and develop long-term relationships and support that will carry the golf product of the state (these tour operators will create, promote and sell South Carolina) through direct mail campaigns, cooperative advertisements, and brochure exposure.

Lead: 





Dolly Chewning

Code:
D2PD02
Timeline for Completion:


On-going

Tactic 03: UK/Ireland Package Travel Product Development

Implement cooperative sales, advertising and marketing opportunities with tour operators, consolidators, wholesalers, and airlines (continued emphasis will be placed on identifying medium-sized tour operators and developing long-term relationships; these tour operators will create, promote and sell South Carolina specific programs) through direct mail campaigns, cooperative advertisements, and brochure exposure.

Lead:





Rand Romaine 

Code:





D2PD03
Timeline for Completion:


On-going

Strategy 17 Contingency 

Objective 3:  Increase facility rentals, accommodations rentals and admissions revenue within State Parks by targeting the following market segments:

· In and regional group market, including group tours, church groups, family reunion groups ,etc.
· Member-driven organizations, such as RV associations.

Strategy 1 Research

Conduct relevant research to make useful information available to entities within PRT to guide the development of business rules, customer service enhancements, and future marketing decisions.

Tactic 01: Conduct product inventory (meetings product)

Inventory and evaluate state park service meeting facility products, amenities, and services - to include current collateral sales materials and booking forms. Examine current lines of communication. Make recommendations for operational improvements. Use data to prioritize facilities to take to market.
Lead:



Gwen Davenport

Code:



D3RS01
Timeline for completion:
First quarter

Tactic 02:  Family Reunions

Work with the group tour sales manager to obtain contact information on family reunions.

Lead:



Gwen Davenport/ Etta Smith

Code:



 D3RS02
Timeline for completion:
First quarter
Tactic 03: Develop ROI model(s)

Develop and institute appropriate Return-On-Investment models to measure the impact (conversions) and effectiveness of marketing tactics. Example: Tradeshow Cost-per-Lead (total cost/number of leads)

Lead:



Gwen Davenport/Research

Code:



D3RS03
Timeline for completion:
On-going 
Strategy 2 Advertising

Tactic 01:  Directory advertising

Develop and implement advertising schedule for camping and RV directories and group leader publications.

Lead:



Gwen Davenport

Code:



D3AD01
Timeline for completion:
First Quarter
Tactic 02:  Hickory Knob Marketing

Develop and implement a sales and marketing plan for Hickory Knob State Park, with an emphasis on promoting golf rounds, lodging rentals and meeting space rentals.

Lead:



Gwen Davenport

Code:



D3AD02
Timeline for completion:
On-going

Tactic 03:  Hickory Knob Marketing

Develop and implement a sales and marketing plan for Hickory Knob State Park, with an emphasis on promoting golf rounds, lodging rentals and meeting space rentals.

Lead:



Gwen Davenport

Code:



D3AD03

Timeline for completion:
On-going

Strategy 3 Customer Service

Strategy 4 Direct Sales

Tactic 01:  Sales Booth

Design and purchase additional state park tradeshow booth or banners for use at selected consumer and trade shows.

Lead:




Gwen Davenport

Code:




D3DS01
Timeline for completion:

Second Quarter

Tactic 0w:  RV shows

Exhibit at in-state RV shows targeting specialized users. Distribute state park literature (including information on campground specials, packages, and/or coupons), and use incentives to acquire contact information for traditional and electronic mailing lists.

Lead:




Gwen Davenport

Code:




D3DS02
Timeline for completion:

First Quarter
Tactic 03:  Evaluation

Evaluate response to and success of sales program. Develop recommendations for modifications in FY 06-07.

Lead:




Gwen Davenport

Code:




D3DS03
Timeline for completion:

Fourth Quarter

Tactic 04:  Black Expo
Promote SC State Parks as family reunion destinations at the Black Expo.

Lead:



Gwen Davenport

Code:



D3DS04
Timeline for completion:
4th quarter

Tactic 05:  Hickory Knob

Lead:



Gwen Davenport

Code:



D3DS05

Timeline for completion:
4th quarter

Strategy 5 Collateral

Tactic 01:  Hickory Knob

Lead:



Gwen Davenport

Code:



D3CL01

Timeline for completion:
4th quarter

Strategy 6 eMarketing

Tactic 01:  Webpage – Group leaders

Develop landing pages within www.DiscoverSouthCarolina.com to market select state park facilities and programs to church groups, motor coaches and other targeted groups.

Lead:




Gwen Davenport/Terri Cowling
Code:




D3EM01
Timeline for completion:
Tactic 02: Family reunion webpage

Develop a landing pages within www.DiscoverSouthCarolina.com to market state park facilities to family reunions, such as Paris Mountain, Sesquicentennial, Hickory Knob, etc.
Lead:




Gwen Davenport/Terri Cowling
Code:




D3EM02
Timeline for completion:

Strategy 7 Direct Mail

Tactic 01:  Post card - Family reunions planners

Send direct mail piece to targeted specialized users.

Lead:



Gwen Davenport/ Etta Smith

Code:



D3DM01
Timeline for completion

Tactic 02:  Postcard – group leaders and tour operators

Send postcard to pre-identified in-state group leaders and motor coach companies in order to generate requests for additional information on park facilities.

Lead:



Gwen Davenport/Etta Smith
Code:



D3DM02
Timeline for completion:

Tactic 01:  Postcard-Local business meeting or retreat planners

Develop and send postcard to pre-identified in-state businesses list, in order to generate requests for additional information on park facilities.

Lead:



Gwen Davenport

Code:



D3DM03
Timeline for completion:


Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Use targeted public relations programs to leverage marketing efforts by creating awareness of state park meeting and group facilities.

Tactic 01:  In-state media: Issue customized press releases promoting use of state parks for:

· Group events/activities

· Family reunions 

Lead:



Dawn Dawson-House

Code:



D3PR01
Timeline for completion:

Tactic 02: Stock releases 

Develop stock releases on state parks’:

· group facilities

· family reunion facilities

Lead:



Dawn Dawson
Code:



D3PR02
Timeline for completion:

Tactic 03:  Church newsletters - groups

Issue a press release promoting state park facilities as retreat destinations for church groups.

Lead:



Dawn Dawson

 Code: 



D3PR03
Timeline for completion: 

Tactic 04: RV club newsletter – RV market

Issue a press release targeting RV club newsletters.

Lead:



Dawn Dawson


Code:



D3PR04
Timeline for completion:  

Tactic 05:  Motor coach-focused media – group tour

Issue a press release promoting state parks such as Redcliffe, Hampton & Rose Hill as attractions available for motor coach tours.

· The Carolina Explorer (formerly SC Shorelines Magazine)

· Southeastern Group Tour Magazine

· Group Tour Magazine

Lead:



Dawn Dawson-House

Code:



D3PR05
Timeline for completion:

Strategy 10 Partnerships

Tactic 01:  Leverage Partnerships 
Form mutually beneficial partnerships with SCATR representatives, local chambers and other groups to assist in selling state park meeting, group facilities and family reunion facilities.

Lead:



Gwen Davenport

Code:



D3PS01
Timeline for completion:

Tactic 02: CVB memberships

Become a member of select Convention and Visitor Bureaus in order to obtain their meeting, group and family reunion leads Ensure state park meeting facilities receive listing in bureau’s meeting planner and group tour guides.

Lead:



Gwen Davenport
Code:



D3PS02
Timeline for completion:

Tactic 03:  Strategic partnerships

Form strategic alliance with SCATR to distribute state park brochures at selected RV and camping shows attended by SCATR membership.

Lead:



Gwen Davenport

Code:  



D3PS03
Timeline for completion:

Tactic 04:  Wholesale partners

Identify and negotiate contractual relationships with professional golf wholesalers to sell state park golf packages, such as last minute golfer and ESPN golf.
Lead:



Gwen Davenport
Code:



D3PS04
Timeline for completion:

Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Tactic 01:  Hickory Knob

Lead:



Gwen Davenport

Code:



D3PM01

Timeline for completion:
4th quarter

Strategy 15 Packaged Travel Product Development

Tactic 01:  Sample Itineraries

Develop sample state park itineraries in conjunction with local attractions for targeted church and motor coach groups.

Lead:



Gwen Davenport


Code:



D3PD01
Timeline for completion:

Strategy 16 Technical Assistance

Strategy 17 Contingency 

Objective 4  Heritage Tourism

Create awareness of South Carolina’s cultural heritage, nature-based and other tourism product to motivate appropriate levels of visitation.

Strategy 1 Research

Strategy 2 Advertising
Strategy 3 Customer Service

Strategy 4 Direct Sales

Tactic 02: Heritage – Tradeshow Participation

Promote SC Heritage products at selected group tour tradeshows

· Travel South USA , place and time TBD

· SC Motor coach Association show, Myrtle Beach, August

Lead:





Devon Harris

Code:





D4DS01



Timeline for Completion: 


Third Quarter

Strategy 5 Collateral

Tactic 01: Heritage Corridor – Discovery Center Program Brochure

Develop and print a tri-fold four-color brochure to promote the benefits of the Discovery Center Program to industry partners.

Lead:  





Devon Harris

Code:





D4CL01
Timeline for Completion:


Third Quarter
Tactic 02: Heritage Corridor – Discovery Center Calendar of Events

Produce and distribute a calendar of Discovery Center events; target audiences will be school groups; church groups; general consumer; and residents within the Corridor.

Lead:





Disc. Ctr. Supervisors 

Code:





D4CL02



Timeline for Completion:


On-going

Strategy 6 eMarketing

Tactic 01: Heritage Corridor E-letter

Continue quarterly Heritage Happenings e-newsletter to targeted stakeholders and continue to build contact list in Enterprise database.  Redesign with approval of executive director.

Lead:  





Devon Harris

Code:





D4EM01
Timeline for Completion:


On-going

Strategy 7 Direct Mail

Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Strategy 10 Partnerships

Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Tactic 01: Heritage Corridor – Host Legislative Receptions  

Host legislative receptions for those involved with the Heritage Corridor to unveil marketing plan and provide strategies and information to support local marketing efforts.

Lead:





Michelle McCollum/Devon Harris

Code:





D4PM01
Timeline for Completion:


Third Quarter

Strategy 15 Packaged Travel Product Development

Strategy 16 - Technical Assistance
Tactic 01: Heritage Corridor– African-American Product Development Assistance
Continue to provide assistance to Heritage Corridor Regions with African-American product development.
Lead:





AA Niche Dev. Mgr./ Devon Harris

Code:





D4TA01
Timeline for Completion:


On-going
Tactic 02: Heritage Corridor – Community Assistance

Assist Heritage Corridor regions with product development and marketing related projects, such as collateral development, FAM tours, and promotions.
Lead:





Devon Harris/Disc. Ctr. Supervisors


Code:





D4TA02
Timeline for Completion:


On-going

Strategy 17 Contingency 

Objective 5:  Develop and implement a Sports Marketing Program that attracts regional and national sports events to South Carolina and promote sports tourism as a viable form of economic development for communities, events right’s holders, governing bodies and developers

Situation Analysis:

South Carolina generates substantial revenues from the sports market, both participant and spectator.  From golf to NASCAR, tennis to equestrian, South Carolina hosts some of the world’s premier events.  At the same time, participants in tournaments, from softball to fishing fill hotels and restaurants in host communities across the state.  Newer venues such as the Tennis Center on Daniel Island to the Colonial Center in Columbia are bringing new events to South Carolina, and new sports venues are under development in several communities. 

At the same time, the number of participation events is increasing.  Communities across the state recruited a number of significant new participant events from the USTA Southern Sections in Lexington and the USATF Region 3 Junior Olympics in Columbia to the Davis Cup semi-final in Charleston and the USSSA Girls World Series in Rock Hill.  

As the product development process for sports tourism generates an increasing number of events, SCPRT is now in position to leverage the segment to attract visitation.

Strategy 1 Research

Strategy 2 Advertising

Strategy 3 Customer Service

Strategy 4 Direct Sales

Strategy 5 Collateral
Strategy 6 eMarketing

Strategy 7 Direct Mail

Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Strategy 10 Partnerships

Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Strategy 15 Packaged Travel Product Development

Strategy 16 Technical Assistance

Strategy 17 Contingency 


GOAL THREE (Leadership)

Maximize awareness and value of PRT’s mission by providing quality leadership to and within key public and private sector stakeholders.

Objective 1 (Relationships): Cultivate and leverage relationships by providing information, services and support to key tourism industry audiences and partners in order to maximize PRT's resources and increase awareness of the value of tourism to South Carolina's economy and quality of life. 

LEAD:

Julie Flowers/Beverly Shelley

BUDGET:



CODE:

L1

Situation Analysis:

South Carolina Competitiveness Initiative

South Carolina lags the nation in terms of average wages and wage growth while the unemployment rate in the state exceeds the national average.  In 2003, Phase I of the South Carolina Competitiveness Initiative was launched to address this situation.  In addition to an assessment of the state overall, the South Carolina Competitiveness Initiative looked at four clusters that have a significant economic impact on the state’s economy, one of which was tourism. 

While each cluster faces a slightly different mix of challenges and opportunities, all are seeking to create a business environment that enables South Carolina companies to pursue differentiated position vis-à-vis other regions.  Findings for the tourism cluster indicate a need for improved collaboration amongst its disparate members, identification of a set of highly attractive, high-spending tourist segments, determination of how South Carolina can best package its tourism assets to these segments, and execution of a successful marketing strategy to bring them together.

South Carolina’s current implicit strategy according to the study:

· Increase the number of visitors to South Carolina

· Family relaxation for drive-in, out-of-state tourists

· Long, unspoiled coastline with both upscale and low-cost offerings

· Southern hospitality

· Accessible beaches and beach-front communities

· Charleston historic district and military history sites

· Numerous world-class golf courses

· Relatively fragmented tourism promotional system with power at local levels

· Government-led tourism strategy and promotion

· Limited number of statewide institutions for collaboration

National tourism trends and their implications for South Carolina according to the study include:

· Travel is increasingly year-round (Broaden and increase attractiveness of off-season offerings) 



· Shift towards more active, adventurous travel (Leverage diversity of natural preserves)

· Family vacations are increasing as a percentage of total trips (Further attract families by continuing to develop and upgrade related attractions)

· Travelers are increasingly looking for an “experience” (Numerous historical assets can be leveraged in combination with other draws – Charleston, historic sites, plantations)

· Key small countries exhibit higher spending per tourist than traditional large countries (Develop a comprehensive segmentation of international markets)

· Long-haul visitors spend more per trip than drive-in visitors (Measure success by spending per visitor rather than number of visitors)

The updated strategy suggested in the study is to create a differentiated position that provides the right destination for the right tourist segments by:

· Improving visitor mix

· Packaging, cross-selling, and cross-promoting

· Broadening and upgrading of product offering

· Increasing conversion of pass-through / business visitors

· Increasing shoulder season occupancy

· Leveraging tourism to attract talent and businesses to SC.

The next steps to achieve the new economic vision for South Carolina include:

· Activate and upgrade clusters

· Continue to enhance education and workforce training

· Invest in research and the university system

· Increase support for start-ups and local firms

· Create an explicit economic development plan for distressed areas

· Create new institutions to support economic development

· Launch internal and external marketing campaigns

· Measure progress.

External Communications - SCPRT has a sound reputation as an agency providing effective marketing in support of our constituencies. To more fully promote our current programs and successfully implement objectives, it is critical that PRT garner regular media attention regarding the agency's programs, accomplishments, and contributions to the state's economy and quality of life. 

Partnership Development - Relationships with our stakeholders, both in industry and across government, are instrumental to our success. South Carolina has long recognized the added-value of leveraging its marketing resources to create a stronger and more cost-efficient means to develop market share.   

The World Travel and Tourism Council, however, advocates expansion of private participation in tourism development and promotion as a supplement to PRT’s leadership position. The report encourages South Carolina to take note of the existing, highly successful examples of public-private sector partnerships in tourism developed in several countries around the world – at state as well as national levels – in particular in Canada and in Australia
.  

The success of tourism hinges on partnership.

· Business is the main economic driver, providing the product and creating opportunities.  

· Government representing the community is a key partner. Both public and private sectors have to work together to achieve the best outcomes for the community.

· An effective mechanism for bringing the partners together is provided by the regional tourism organizations.

These partnerships have the capacity to provide the essential foundation for industry growth through:

· Effective management

· Strong leadership

· Clear direction

· Community participation

· Commitment to sustainable practices

Industry Business Partners - SCPRT has a 22-year history of providing partnership funds at the local level through what is now known as the Tourism Marketing Partnership Program. This program has evolved over the years and currently provides matching funds to extend South Carolina’s brand image. This stakeholder group will enhance marketing efforts by ensuring tourism interests are incorporated into the government decision-making process.  

Strategy 1 Research

Conduct research on the economic impact of travel and tourism on South Carolina’s economy and publish findings.

Tactic 01:  2005 Visitor Expenditures by County

Produce a 2005 report of visitor expenditures by county in cooperation with the Travel Industry Association. 

Lead:





Julie Flowers

Code:





L1RS01
Timeline for Completion:


Fourth Quarter

Tactic 02:  FY005/06 Tourism Industry Indicators

Provide on-going tracking of the health of the tourism industry by sector (e.g., transportation, lodging, attractions, and tourism-related retail sectors) and geographic region of the state (e.g., city, county or region). Produce monthly and quarterly (seasonal) tourism indicators, including hotel operating statistics, airport passenger volume, accommodations tax collections, admissions tax collections, attraction attendance, gross sales in tourism-related sectors and Hospitality & Leisure employment and disseminate electronically.

Lead:





Dudley Jackson
Code:





L1RS02
Timeline for Completion:


On-Going

Tactic 03:  2005 SC Travel and Tourism Satellite Account 

Produce a report on the impact of travel and tourism on the South Carolina economy for 2005 with analyses performed using the Travel and Tourism Satellite Accounting system in cooperation with Global Insight.

· External audit - $14,999
· 2005 Capital Investments in New Tourism Construction from FW Dodge - $3,300
· 2003 US and SC IMPLAN data - $1,500

Lead:





Julie Flowers

Code:





L1RS03
Timeline for Completion:


Fourth Quarter

Strategy 2 Advertising

Strategy 3 Customer Service
Strategy 4 Direct Sales
Strategy 5 Collateral
Tactic 01: Print FY 05-06 TMPP Guidelines
Publish 1000 guidelines and specifications that are designed to leverage partnership dollars by generating sustainable national and international leisure travel to South Carolina during the off and shoulder seasons.

Lead:                                                                Gale Bivines

Code:                                                               L1CL01
Timeline for Completion:                                Second Quarter

Strategy 6 – eMarketing: 
Strategy 7 Direct Mail

Strategy 8 Inquiry /Fulfillment

Strategy 9 - Public Relations
Strategy 10 – Partnerships:  Proactively leverage state, regional, national, and international partnerships to extend SCPRT’s human and financial resources; position South Carolina as a leader in the state, regional, national, and international tourism industry marketplace.

Tactic 01: Industry-related Memberships

Maintain and leverage memberships in regional, national, and international tourism industry associations and organizations to enhance cooperative working relationships, to garner information on best practices and marketing & sales opportunities.  

· Southeast Tourism Society (STS)





· Travel and Tourism Research Association (TTRA)



·  (TIA Research Publications)
Research

· Travel Industry Association of America (NCSTD) 

Lead:





Beverly Shelley

Code:





L1PS01
Timeline for Completion:


On-going

Tactic 02:  Industry and association relationships

Communicate with industry partners on a regular basis about PRT’s goals and objectives. Actively participate in meetings and functions held by in-state tourism-related associations and organizations to foster cooperative working relationships, share marketing knowledge and identify and capitalize on sales opportunities:

·
Coastal South Carolina USA

·
Council of Myrtle Beach Organizations

·
Department of Transportation Scenic Byway Committee

·
South Carolina Association of Convention and Visitor Bureaus

·
South Carolina Association of Tourism Regions

·
South Carolina Hospitality Association

·
South Carolina Motor coach Association

·
South Carolina Travel and Tourism Coalition

·
Upstate South Carolina USA

·
South Carolina Association of Festivals and Events

·
South Carolina Bed & Breakfast Association

Lead:





Staff – as assigned
Code:





L1PS02
Timeline for Completion:


On-going



Fourth Quarter

Tactic 03:  Partner Relationships

Develop and implement an agency wide fundraising plan to create strategic alliances with and between public and private sector entities for the purpose of generating external financial and in-kind support for the legislatively-mandated mission of the South Carolina Department of Parks, Recreation & Tourism.

Lead:




Lou Fontana

Code:




 L1PS03
Timeline for Completion:


On-going

Tactic 04:  Government Relationships

Provide information and assistance on tourism issues to state government within South Carolina in order to raise public awareness of tourism's importance to the state. Develop strategic alliances and identify mutually beneficial cooperative partnerships with national, state, and local government entities. 

Lead:





Phil Hamby

Code:





 L1PS04
Timeline for Completion:


On-going
Tactic 05:  Darlington Partnership

.

Lead:





Code:





L1PS05

Timeline for completion:


4th quarter

Strategy 11 – Education:  Provide educational forums to increase partner awareness of SCPRT’s programs, particularly marketing and sales opportunities, and as a means of leveraging overall tourism resources.

Tactic 01: 2006 SC Governor's Conference on Tourism & Travel-
Utilize the 2006 South Carolina Governor's Conference on Tourism and Travel in Kiawah to disseminate vital marketing information and tools to industry partners.  Continue quality educational programs to meet industry partner needs and expectations. Utilize conference evaluations to determine partner's educational needs and expectations.  

Lead:





Beth Fallaw 

Code:





L1ED01
Timeline:




First-Third Quarters

Tactic 02: FY 05-06 TMPP Guideline Workshops

Conduct pre-application workshops to advise and direct the industry in the development of successful marketing proposals.

Lead:





Gale Bivines

Code:





L1ED02
Timeline for Completion:


Third Quarter
Tactic 03:  Media Presentation at Governors Conference

Develop and present an audio-visual program depicting the new creative campaign and outlining the media strategy and schedule. 
Lead:





Tammy Strawbridge

Code:





L1ED03
Timeline for Completion:


Third quarter

Strategy 12 - Grants: Continue to leverage and enhance SCPRT’s tourism marketing investment by providing matching fund grants to local non-profit organizations through the Tourism Marketing Partnership Program.
 
Tactic 01: FY 05-06 TMPP Grant Awards
Notify grant recipients of awards, obtain project agreement forms, and manage TMPP grant reimbursements within agency and auditor protocol. 

Lead:                                                               Gale Bivines

Code:                                                              L1GT01
Timeline for Completion:                               On-going

 
Tactic 02: TMPP Program Committee
Conduct a focus group comprised of TMPP stakeholders to obtain input regarding development of FY 06-07 guidelines, evaluation of proposals, and future program developments.

Lead:                                                               Gale Bivines

Code:                                                              L1GT02
Timeline for Completion:                               First Quarter        
Tactic 03:  Modify TMPP Guidelines for FY 05-06
Re-write grant guidelines based on feedback solicited from stakeholders and to reflect agency goals.

Lead:                                                               Gale Bivines

Code:                                                               L1GT03
Timeline for Completion:                               Second Quarter

Strategy 13 Contract Representation

Strategy 14 Promotions

Strategy 15 Packaged Travel Product Development

Strategy 16 Technical Assistance

Strategy 17 Contingency 

Objective 2: Increase participation in the Discover Carolina program by targeting the education community, with an emphasis on attracting new teacher participation and emphasizing selected parks within the program and the State House. (Colonial Dorchester, Musgrove and Lee.)

Strategy 1 Research

Strategy 2 Advertising

Tactic 01: Media Placement
Advertise in education publications that reach teachers in targeted communities.  Include call-to-actions that motivate teachers to seek more information on Discover Carolina and ultimately build field trips into their curriculum and lesson plans. (Carolina Youth Alliance SC Voyagers, Social Studies Conference Agenda, SCZ Science Conference Agenda, and SC Weekly.)

Lead:





Terry Hurley
Code:





L2AD01
Timeline for completion:


First & Third Quarter
Strategy 3 Customer Service

Strategy 4 Direct Sales

Tactic 01: Teacher Conferences

Use annual teacher conferences and hub meetings as opportunities to promote the Discover Carolina program.

Lead:





Terry Hurley

Code:





L2DS01
Timeline for completion: 


Ongoing
Tactic 02: District orientation

Present at targeted district orientation programs.

Lead:





Terry Hurley, Terry Conway, Bill Marrell

Code:





L2DS02
Timeline for completion:


Tactic 03: Exhibit booth

Enhance the travel exhibit to support PRT presence at teacher conferences and hub meetings.

Lead:





Terry Hurley
Code:





L2DS03
Timeline for completion:


First Quarter
Strategy 5: Collateral

Tactic 01: Discover Carolina brochure

Distribute Discover Carolina brochure at conferences and mailings.
Lead:





Terry Hurley, Terry Conway, Bill Marrell

Code:





L2CL01
Timeline for completion:


Ongoing
Strategy 6 eMarketing: e-marketing
Tactic 01: eAnnouncements

Support direct sales tactics by announcing via email PRT’s presence at upcoming conferences and hub meetings.

Lead:





Terry Hurley, Terry Conway, Bill Marrell

Code:





L2EM01
Timeline for completion:




Tactic 02: Electronic lesson plans

Update and post lesson plans and new information on www.DiscoverCarolina.com.

Lead:





Terry Hurley
Code:





L2EM02
Timeline for completion:


Ongoing
Tactic 03: School District Websites

Promote Discover Carolina program through targeted information delivery to school districts for websites (i.e. curriculum, student activities). 

Lead:





Terry Hurley
Code:





L2EM03
Timeline for completion:

Strategy 7 Direct Mail

Tactic 01: Postcards – Teachers (Colonial Dorchester, Charlestowne Landing, Musgrove, and Lee)
Promote Discover Carolina to teachers in targeted areas via direct-mail post cards.

Lead:





Terry Hurley, Terry Conway, Bill Marrell

Code:





L2DM01
Timeline for completion:


Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Strategy 10 Partnerships

Strategy 11: Education

Tactic 01: Discover Carolina Teacher Workshops

Grow the network of education professionals who can speak on behalf of Discover Carolina by training additional teachers in Discover Carolina Summer Teacher Workshops. Offer graduate credit hours to participants if they can prove: they communicated Discover Carolina to school administrators and peer teachers, and they demonstrated their knowledge of the program by registering field trips at state parks. 

Lead:





Terry Hurley/Bill Marrell

Code:





L2ED01
Timeline for Completion:


Fourth Quarter
Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Tactic 01: Special Events
Lead:







Code:





L2PM01
Timeline for Completion:


Fourth Quarter
Strategy 15 Packaged Travel Product Development

Strategy 16 Technical Assistance

Strategy 17 Contingency 

Objective 3: Establish the value of the State Park Service’s mission of stewardship and service among multiple in-state audiences, including but not limited to the media, the legislature, the corporate community and taxpayers. 

Strategy 1 Research

Strategy 2 Advertising

Strategy 3 Customer Service

Strategy 4 Direct Sales

Strategy 5 Collateral

Strategy 6 eMarketing

Tactic 01: Website

Use online tools and services to communicate the value of state parks, in a strategic manner, to targeted audiences; and to support other strategies, ie. public relations, volunteer programs, etc. (action steps >> evaluate and redesign state park and agency web pages, use e-newsletter and newsbank to help communicate stewardship and service message)

Lead:




Dawn Dawson/Kay White
Code:




L3EM01
Timeline for Completion:

On-going


Strategy 7 Direct Mail

Strategy 8 Inquiry Fulfillment

Strategy 9 Public Relations

Tactic 01: State-of-the-Park addresses

Continue to use State of the Sate Park addresses to communicate to local constituents the leadership role of state parks in protecting resources and serving the public.

Lead:





Van Stickles/Marion Edmonds
Code:





L3PR01
Timeline for Completion:


On-going
Tactic 02: Outdoor Media Marketplace

Participate in media marketplaces attended by outdoor travel writers.

Lead:





Dawn Dawson
Code:





L3PR02
Timeline for completion

Strategy 10 Partnerships - Leverage partnerships with agencies and organizations with similar missions to PRT to help expand the voice of stewardship and service.

Tactic 01: DNR

Establish a contract with DNR that offers promotional value to PRT, including stories of state parks in every issue of SC Wildlife, postings on websites (or reciprocal links), park brochures distributed with fishing and hunting licenses, etc.

Lead:




Dawn Dawson
 

Code:




L3PS01
Timeline for Completion:

On-going
Tactic 02: Fund Raising For Targeted Capital Improvement Projects

Develop corporate financial and in-kind support for capital improvement priorities as identified in the State Park Service Comprehensive Capital Improvement Plan and in the Comprehensive Interpretive Plan. 
Lead:




Lou Fontana
Code:




L3PS02
Timeline for Completion:

Fourth Quarter
Strategy 11 Education

Strategy 12 Grants

Strategy 13 Contract Representation

Strategy 14 Promotions

Strategy 15 Packaged Travel Product Development

Strategy 16 Technical Assistance

Strategy 17 Contingency 
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