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e Good morning! I’'m Sherry Henry, Director of the Arizona Office

of Tourism.

e Thank you for inviting me to your tourism summit. It’s a

pleasure to be here!

e Today, | am here to discuss the positive impact that the

Arizona travel and tourism industry has on our state.

e For the past few months, I've been presenting to different
organizations throughout the state and, more often than not,

I’'m asked these two questions:
e Does tourism really affect Arizona’s economy?

e And: How does the Arizona Office of Tourism market the state

L to bring visitors?



Well...the first question is easy to answer. The second question
takes a bit more time to answer because there are many pieces

to the puzzle of our industry.

So, let me start with the easy answer first! Yes, tourism is
tremendously impactful to our state and is in fact the only

industry that generates revenue in all 15 counties of Arizona.

In 2008, Arizona hosted a total of 37.4 million domestic and

international overnight visitors.

These visitors spent $18.5 billion dollars all across the Grand
Canyon State. That’s the equivalent of $52 million dollars
pumped into our state’s economy every single day.

In comparison to other export industries, the Arizona tourism

industry’s gross domestic product is number one in terms of

the contribution to the state’s economic well-being.



The Travel Industry is considered an Export Industry. An Export
Industry sends product out and brings money into the
economy. While we don’t actually “send” product out, we

certainly bring money in!

In Arizona, the major export industries are Agriculture and

Food Processing, Mining, Micro-Electronics, Aerospace and

Travel.

When we look at the GDP of these 5 industries...over 4 years,

we can see some interesting trends:

For example, Agriculture was slowly declining and enjoyed a

resurgence in 2007...

Mining is also enjoying a resurgence but slowed slightly in the

most recent year...

Micro-electronics is recovering from a 2005 setback when they
experienced a $1.8 billion decline in Gross Operating Surplus,

which decreased their GDP...

And Aerospace continues its growth.



But the Travel Industry continues to show consistent growth in
our GDP, and is NOW the top export industry in terms of our

contribution to the state’s GDP.

Another factor to remember is that our industry cannot be

“outsourced.” As our industry grows, so does revenue and jobs.

Additionally, almost 80 percent of visitor spending is by non-
Arizona residents, which represents new revenue imported

into our state.

Visitor spending flows through Arizona’s economy, generating

nearly 170, 000 direct jobs, paying $5.1 billion dollars in

employee earnings and generating $2.7 billion dollars in local,

state and federal taxes!

This “trickle-down effect” starts with visitors who spend

money in frontline businesses like hotels, restaurants,

transportation companies and attractions.

When visitors spending declines, hotels don’t need

landscapers, laundry services, printers, florists, furniture



companies, pool building and maintenance companies.

Restaurants don’t need produce suppliers, uniform suppliers or

dairies...ygurgerthemicture.

Employees of all of these companies spend their paychecks in
the community buying gas, groceries, going to sporting events,

shopping and paying taxes...you get the picture.

Without those visitors, an entire sequence of economic activity

stops.

In Yavapai County, direct visitor spending totaled $703 million

dollars.

More than 9,210 jobs were generated as a direct result of this

spending with more than $196 million dollars in direct

earnings.

Taxes generated for Yavapai County in 2008 totaled $38.6

million dollars.



In comparison to 2007, this county did experience a two

percent drop. Flat is the new up in today’s economy!

And these are great numbers for Yavapai County considering
the challenges we are experiencing with the national economy

and within our own industry.

In fact, a recent survey by the U.S. Travel Association indicated
RN PORAY :

that 97% of lxacatloners visited cultural and heritage

destinations which is more good news for your area as there is

such vibrant heritage and culture here to offer these visitors.
This leads me to the answer of the next question...

How does the Arizona Office of Tourism market the state of

Arizona?

How exactly do we get these kinds of results for Arizona that

truly benefits our state?

Our mission at the Arizona Office of Tourism is to enhance the

state’s economy and the quality of life for all Arizonans by



expanding travel activity and increasing related revenues

through tourism promotion and development.

We fulfill this mission through four divisions within the
agency... Research and Strategic Planning; Advertising and
Fulfillment; Community Development; and Trade and Media

Relations .

Each of these divisions has a specific program of work that is
geared toward increasing the awareness of Arizona as a

premier travel destination.

We market Arizona to both domestic and international

audiences.

We accomplish this through research-based, targeted

marketing plans that reflect our brand promise...Inspiring

Unforgettable Southwest Moments...and our four brand

dimensions...Vibrant Variety, Timeless Discoveries,
Rejuvenating Open-Air Lifestyle, and Unforgettable Signature
Scenery.

Research is the cornerstone to all that we do.



Our research division delves into industry trends so that our
programs reflect the kind of travel opportunities that our

visitors would want to experience.

This division also conducts focus groups to ensure our

advertising is targeted to the right audience.

Our Advertising division works to create a positive brand image
for Arizona through national and regional marketing

campaigns.

These campaigns integrate print, TV, radio, outdoor boards and

internet advertisements and promotions.

My colleague Mark Stanton, deputy director of the Arizona
Office of Tourism will be talking to you in detail about the new

national campaign in a few moments.

This division also manages the agency’s social media efforts,
which has increased dramatically this year. The agency is

active on social media Web sites such as Twitter and Facebook.



Arizona has more than 5,000 follows on Twitter and more than
8,000 friends on Facebook. Our social media activities shareg ,
with followers the activities of the agency as well as

encourages travel throughout the state.

The Community Development division focuses on the Arizona

tourism industry itself.

This division facilitates our grant programs — most notably the
Arizona Rural and Regional Marketing (ARRM) grants and EZ
Marketing program (formerly the TEAM grant).

This division also manages the Rural Tourism Development

Grant Program.
«ARewor”

These long-standing grant programs assist communitie?to

leverage tourism assets and improve local economies.

Since communities in all 15 counties of Arizona rely on tourism
as a key economic development tool, it’s vital that our agency
continues to support rural and urban communities with their

tourism initiatives.



b * For fiscal year 2009, the agency distributed more than $1.5
million dollars in grant funding to help market and develop

tourism products throughout Arizona.

e The Community Development division also presents our
Arizona Tourism University workshops as well as administers to
the operations of the Arizona Welcome Centerd and the 64

Designated Local Visitor Information Centers across the state.

¢ The goal of our Trade and Media Relations division is to
generate positive media coverage in the state’s domestic and
t international key markets and works diligently to keep Arizona
d top of mind as a travel destination in these interpational

markets.

e This division also strives to increase Arizona’s share in the
tourism marketplace by assisting tour operators and travel

agents in developing tour and travel programs.

* The Arizona Office of Tourism currently has contract
representation and is marketing in six key international
markets: Canada, Mexico, United Kingdom, Germany,

b France and Japan.



In FYQ9, the agency’s public relations efforts in the
international market totaled $23,303,790 in ad equivalency
with a circulation of more than 625,000,000. l(EW‘) £tL

As for untapped countries, the agency is currently tracking
Australia, Italy and Korea as future markets to introduce

Arizona as a visitor destination.

We are also tracking emerging markets such as Brazil, Russia,
India and China as the economies in these countries are
growing quickly opening up more opportunities to develop the

travel and tourism industry.

Equally important to our program of work... is AOT’s national
and international participation in events and organizations
such as... the U.S. Travel Association, their annual Travel
Leadership Summit, Western States Tourism Policy Council,
Border Governor’s Conference, National Council of Tourism

Directors, National Tour Association, the Arizona-Mexico
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Commission, the Fiesta Bowl, Scenic By-Ways, Route 66

Association and many more.

We are continually involved in these programs to ensure that

Arizona is always represented on the federal, national and

international levels.

An additional and vital piece to this puzzle needs to be

acknowledged as well...our partnerships.

Industry partnerships have become increasingly important to

the agency’s program of work.

Various factors, such as the decline of the national economy
and negative perception of business meetings, have required
the agency to adjust its program of work and reprioritize what
needs to be accomplished to successfully encourage visitors to

travel to the Grand Canyon State.

By building stronger relationships with existing partners
including the Arizona Hotel & Lodging Association, the Arizona

Restaurant Association, the Arizona Tourism Alliance and many



statewide destination marketing organizations we have
garnered the necessary support to continue with the agency’s

program of work.

Along with continually building stronger relationships, we have
also developed new, non-traditional, partnerships with other
state agencies, such as the Arizona Game and Fish Department,
the Arizona Department of Commerce, the Arizona
Department of Transportation, Arizona Highways, the Arizona

Lottery.

We are also partnering with new attractions including the
Musical Instrument Museum in Phoenix, Bearizona in Williams
and the Capitol Christmas Tree Project to gain new product

development which leads to more tourism options for visitors.

As a result of these dynamic partnerships, the industry is a
more unified, stronger industry, which enables us to combat
challenges and issues currently facing the travel and tourism

industry.

13



Our in-state campaign, ValueAZ.com is a great example of how
our agency worked with tourism leaders throughout the state
on a campaign that had wide sweeping benefits for the entire

industry.

ValueAZ.com, encouraged destination marketing organizations,
hotels, restaurants, and attractions across Arizona to showcase
travel packages on the ValueAZ.com Web site, which is hosted
by our agency.

W
This campaign, which is geared towarﬁé\sidents, drives people
to the ValueAZ.com Web site to review travel packages from

across the state. It’s a wonderful opportunity for residents to

discover their own state while stimulating the local economy.

The campaign has proven to be so successful that we are

extending it into the fall months.

As you can see, all these puzzle pieces join together to create
an agency that accomplishes tremendous results with limited

staff and resources.
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It has been a challenging yearl The downfall of the national
economy and the negative perception of meetings in resort
settings clld—ha*:)e an adverse effect on the Arizona tourism

industry.

We undoubtedly have had to focus on doing more with less to

reach potential visitors.

However, thanks to the hard work and dedication of the travel

and tourism industry, we were able to keep our industry
moving forward and continue being an economic driver for

the state.

By continuing to promote Arizona through in-state, national
and international efforts, we are able to sustain our market
share, leverage partnerships, maximize available funds and

continue building our outstanding brand.

We continue to work toward bringing more visitors to the
Grand Canyon State seeking ways to increase their stay and to
encourage Arizona residents to explore their own backyard to

be part of an Arizona stimulus package!
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| have always believed that, from challenges come
opportunities and this coming year... we have some great

opportunities ahead.

Next month, the Arizona Office of Tourism will launch a new
national campaign for Arizona. The campaign is entitled, “Free

To Be.”

Arizona is a destination where every traveler is “free to be” his
or her best self. This fact animates much of the state’s tourism
marketing, from its brand dimensions to reams of research and

the memories of so many Arizona visitors.

Travelers are “Free To Be Awed” by our state’s natural beauty

and open-air lifestyle.

They are all “Free To Be Natural,” ...enjoying the timeless
discoveries that abound here and “Free To Be Bold” in

sampling the variety of Arizona experiences.

16



g ® Inturn, the ‘Free To Be” campaign offers enormous marketing
flexibility, leaving the agency “Free” to integrate AOT’s multiple
campaigns underneath the umbrella of the agency’s national

message.

¢ The “Free To Be” campaign will be supported by a new Web

site and social media efforts.

e Also, Arizona’s Centennial is February 14, 2012 and believe it

or not, we’ve already started to make plans!

e This milestone... is a great statewide opportunity for our

industry to encourage communities to showcase our dynamic

history, rich diversity and pride.

e AOT is working closely with the Centennial Commission to
ensure that all communities who want to be involved will be

involved in Centennial activities.

e If you want to learn more about plans for Arizona’s Centennial,

please visit the Web site, www.arizona100.org.







