THE TRAVEL AND TOURISM ADVISORY BOARD

May 23, 2011

Secratary Gary Locke

U.8. Department of Commerce
1401 Constitution Avenue NW
Washington. DC 20230

RE: TTAB Recommendations from the Marketing, Outreach and Coordination Committee
Dear Secretfary Locke:

The Travel and Tourism Advisary Board appreciates the opportunity to support the U.S.
Department of Commerce in reaching President Obama's objectives to create jobs and double
export spending through the development of travel and tourism to the United States.

The steps we are recommendimg are intended to enable the United States to present its value
proposition as a destination for international travelers in a more positive and better coordinated
way. Our specific recommenaations described in detail below fall into the following categories:

Development of the Cffice of Travel Promotion (pages 1-5)
Evaluation of the Corporation For Travel Promotion {pages 5-7)
Market Development Funding (pages 7-9)

Coordination and Crisis Management (pages 8-13)

DEVELOPMENT OF THE OFFICE OF TRAVEL PROMOTICN RECOMMENDATIONS

While much of the focus of the Travel Promotion Act of 2008 has been the creation of the
Corposation for Travel Promotian”. we highlight the fact that this important legistation also created
the Office of Travel Promotion®, resting within the Department of Commerca. We firmly believe it
s the legisiative intent that the Office of Travel Promotion plays a meaningful and complementary
role to the Corporation for Trawst Promaotion in the mission to increase U.S. international inbound
tourism. We laud the role Commerce has played thus far in bringing to life many paris of the
Travel Promotion Act; yet we take note that to date, the Office of Tourism Promotion has nct been
established to the full extent intanded by the Travel Promotion Act. Therefore, we offer specific
recommendations to ensure the Office of Travel Promotion is up and running at full capacity and
13 executing on priority matters that complement and support - not duplicate - the work of the
Corporation for Travel Promoban.
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Recommendatiom: Create a seamless office that incorporates the Office of Traves
Promotion inio the presest structure of the Office of Travel and Tourism Industries

As budgetary constraints fome our federal government to cantral spending and, in sonme
instances, reduce its size, s fikely that repetitive efforts will be the most endangered. Because:
of the real and perceived oneriap between the Office of Travel Promeotian and the Office of Travel
and Tourism Industries, we felieve the Office of Travel Promotion would be less vulnemable and
function more efficently witiin the Office of Travel and Tourisr Industries than it would as a
stand-alone office within the Department of Commerce,

in a broader cantext the effact of a well-developed Office of Travel Promotion cperating within
the Office of Travell and Tourism Industnes will create an opportunity for a federal administration
focused an this all-mportant area of industry and ensure that domestic travel development and
marketing, as well as internaiional inbound travel and tourism, are high on the federal economic
and political agenda. A comiined office will establish a readily identifiable confluence between
government policy issues, the Corporation for Travel Promotion, and the private sector of the
fravel and tourism iindustry

Recommendation: Appoint a federal civil servant’ to serve as Director of Office of Travel
Promation’

We believe the prumary role of the Director of the Office of Trave! Promotion is to establish a
seamiess leadersiip authority for the office that will play the critical role of liaison between the
U.S. Gavernment and the Carporation for Travel Promotion. Additionally, the Director would
ensure a continual mission #at does not change with administration fluctuations, and can operati:
concurrently with Corporatiom for Travel Promotion leadership and activities.

The fact that the Trave! Prarmotion Act speaks to the requirement that the Director have: tsavel
promotion experience is evidience this position should be filled by a federal civil servant, and not a
political appaintes who would be subject to more frequent changes between administrations.

Recommendation: Ensure the Office of Travel Promation focuses on creating a sructure
for partnerships between the national marketing campaign administered by the
Corporation for Travel Promiotion and those of states, cities, and the private sector, with
particular attention to those areas not traditionally frequented by international towrists.’

Major cities, large National Parks and family attractions in the United States are already a draw
for international lefsure and business travelers. Yet, there are a number of adjacent smalter
attractions, cities, villages, towns and communities offering cultural experiences that are
appealing to travelers looking to discover different aspects of the U.S. These varied “uniguely
American” destinations can stimulate expanded U.S. travel, resulting in more domestic jobs and
increased commerze for locall residents and businesses such as restaurants, specialty retail
stores, and small lodging facilifies.

Other international destinatams. such as India, that are growing their international inbound
tourism numbers hawve been successful in attracting visitors to come and experience their unique:
cultural offerings in some of e more far-flung corners of their countries. This has helped them ta
extend duration of Wips, gaim repeat visifors, and spread the economic benefits of tourism seyond
the gateway cities and main =lfractions.

* As distingmnshed trom a pulkizal sypenme
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Shopping. dining and cultural/heritage experiences often rank high an the list of visitor priorities.
See Appendix A. Therefore, we recommend the Office of Travel Promation focus on ways to
assist in showcasing this country’s breadth and depth of rich and colorful travel experiences
beyond our gateway cities and traditional iconic destinations. We can. and should, do a better job
of drawing attention to experiences for visitors to enjoy mare of our nation's unique natural,
historic and cultural resaurces

One of the most effective ways ta promote our country is {0 tell America's story with thematic,
experiential travel opportunities that are inclusive of natural, cultural and historic assets. By
linking similar assets as a linear "string of pearls,” we can motivate the visitor to travel and
explore various interests, thus expanding opportunities for them to stay longer and spend more
oer visit

Examples of destinations or concepts that may appeal {0 key target visitor markets include Music
Trails, Wine and Culinary Tours, Appalachian Handicrafts and the Indian Puebio Cultural Center.
Appendix B contains a summary an Oregon Bounty, a culinary tourism program develaped by
Travel Oregon to encourage economic growth and enhance the quality of life by strengthening
ihe economic impact of tourism statewide. Many other programs already exist but may lack the
wherewithal to tap into the marketing plfans of the Corporation for Travel Promotion. We believe
the federal government is uniquely situated as the steward of fairness to ensure federal monies
support the entire union. Appendix C contains information on resources available to secondary
markets to promote themselves more effactively,

Furthermore, if the Office of Travel Promation focuses on enhancing the U.S. travel experience
by promoting regional and secondary markets — the Undiscovered America - that have not
historically benefitted from international inbound tourism, it will complement the activities of the
Corgoration for Travel Promotion by providing additional travel experiences that many
international visitors will find enriching. It will aiso act ta support one of the mandates of the
Corparation of Travel Promotion, namely to promote areas that do not traditionally benefit from
international tourism.”

Because the Travel Promotion Act charges the Office of Travel Promotion to “support State,
regional, and private sector initiatives to promote travel lo and within the United States,” we
recommend the Office of Travel Promotion engage representatives from the public and private
sactors of the tousism industry, disseminate information about the activities of the Corporation for
Travel Pramotion to praviders of travel experiential products, assist in combining and networking
existing travel experiences and help to organize them aceording to themes that are proven to
appeal (o visitors, stressing the attributes that are uniquely theirs,

To ensure these products reach an international audience, we encourage the Office of Travel
Promatign to provide motivation and incentives to encourage state tourism and convention
bureaus and hotels to work with the Corparatian for Travel Prometian to establish presence at
key intesnational trade shows, including ITB Berlin, World Travel Market. and International Pow
Waow, among athers, to enable the United States to present a positive and cohesive brand image
o international travel buyers

Recommendation: Encourage the Office of Travel Promotion to work together with the
Departments of State and Homeland Security in making recommendations for enhancing
websites and other locations fon- or off-iine) where documentation, admission and arrival
procedures are communicated to international travelers.’

Tne Trave! Promotion Act charges the Office of Travel Promotion to “disseminate information
more effectively to potential interationat visitors about documentation procedures required for
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admission to the United States as a visitor.” The Travel Promotion Act also charges the Office of
Travel Promotion to “enfiance e entry and departure experiences for international visitors
through the use of adwertising, signage, and customer service.”

While we recognize that ultimatie responsibility for the content of communication will often rest
within another executive branch agency. we encourage the Office of Travel Promotion to
coordinate with appropriate offices within State and Department of Homeland Security to ensure
that information regarding documentation and admission requirements, arrival procedures, etc. is
effectively communicated to the traveling public.

In particular, we encourage the Office of Travel Promotion to identify at a minimum, the top five
web sites (determined by volume of traffic) where international inbound tourists are likely to find
infarmation about entry — and idientify the individuals in charge of managing those sites. Ve
encourage the Office of Travel Promotion to collaborate with those individuals, and solicit support
from private sector travel industry companies with expertise on web usability to facilitate access
to infarmation for the internatiamal inbound traveler.

Recommendation: Ensure the Office of Travel Promotion works with Department of
Homeland Security and the Corporation for Travel Promotion to explore whether ESTA can
be used as a marketing tool.*

Considering same intemational inbound tourists may view the ESTA process as more
burdensome than helpful, the Office of Tourism Promotion should also consider working with
State to leverage ESTA as a marieting tool, whereby a program for rebates can be created
enabling a private sechor platforms to offer rebates that would offset the cost of the $14 ESTA
payment. A patential burden can be transformed into an opportunity.

Recommendation: Ensure the Office of Travel Promotion improves outreach to the “digital
traveler” to more effectively engage prospective visitors from emerging markets.”

A study conducted by landala Research found that 76 percent of travelers from key emerging
international markets {Australia, Brazil, China, India and Korea) bring two or more electronic
devices an their trips to the U.S.; and slightly more than half carry a smart phone such as iPhone
or BlackBerry (See Appendix Aj. During their trip, texting was the mast used featura followed by
electronic maps. In addition, 10 percent of all travelers access social media sites with their smart
phones.

Therefore, it is essential to always provide more readily accessible, current and useful information
about the travel experiences throughout the U.S. for the "digital traveler.” We suggest engaging
the technologically sawwy traveler by encouraging the Office of Travel Promotion to explore ways
to make information about the fuill range of travel experiences readily available on all of the media
platforms. including apps for smart phones.

Similarly, we encourage the Office of Travel Promotion to explore the use of social media to
engage international travelers and keep the United States top of mind as a destination as wei’ as
carrect misperceptions that could discourage inbound tourism. By way of example, the
Department of Homelamd Security has had some success with www ready gov and utilization of
social media tools to communicate quickly and effectively on matters involving homeland security.
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Recommendation: Establish specific travel trade missions in key international markets fed
By the USDOC - with at least one travel trade mission being part of an initiative led by the
President ar the USDOC Secretary.

Tne potential for exponential economic growth through the increase of travel and tourism
spending (both international export dollars and domestic travelers) is often cited. However,
sgecific travel trade missions, travel business development programs and monetary support for
small, private cullure-based businesses have few places to go for grants. other funding and
marketing suppert. Therefore, wa encourage the Office of Travel Promotion to establish trade
mussions dedicated to travel and tourism.,

EVALUATION OF CORPORATION FOR TRAVEL PROMOTION RECOMMENDATIONS

We strongly support the Travel Promotion Act and are convinced of its potential to generate
significant U.S. exports and employment. The Travel Promotion Act represents a no-cost boost to
the U.S. economy that will pay dividends for years to come. The impacts of travel promotion,
when effectively executed, have been proven over time by many destinations.

A campilation of return on investment studies reveals a broad range of historic returns {See
Agpendix D). Even the most conservative of these indicates that travel promotion is a worthy
iwvestment Given the desirability of the United States as measured by global traveler
aspirations, the U.5. is positionad to benefit from its investments in destination promotion.

Compared with domestic travel, international inbound travel presents a more significant growth
apportunity. A reclaiming of just half of our lost market share over the past decade would have
dramatic effects on both exports and employment. Current forecasts, based on global economic
tends, reveal that international inbound spending {exports) will increase its share to 23 percent of
total U.S. traveler spending by the end of this decade, compared with 15 percent in 2006 and 17
percent in 2010. As such, funding sources must be preserved.

The farmation of the Corparation for Travel Promotion presents the U.S. with the first opportunity
to market itself intemationally as a brand destination for travel and taurism in more than 25 years,
This government and private sector supported carporation has been mandated to market the
entire nation as a travel destination, as the Travel Promation Act specifically states that the CTP
must “ensure that international travel benefits all States and the District of Columbia and to
tdentify opportunities and strategies to promote tourism to ruraf and urban areas equally,
mcluding areas nof traditionally served by international travelers.” This legislation has created a
mexus of opportunity for small travel and tourism businesses to benefit from broad marketing
efforts — and for new husinesses to have a promotion mechanism on hand.

The Travel Promotion Act assigns the Secretary of Commerce six specific aversight
responsibilities’° with respect to the Corporation for Travel Promaotion. The Travel and Tousism
Advisory Board encourages the Secretary to establish a formal review process with measurable
objactives. and communicate the process and abjectives with the Corporation for Travel
Promotion as soon as possible. A formal process will ensure the oversight role will be carried out
afectively and consistently across changes in personnel and administration, and will be a signal
that governmental oversight is active and ongoing. It is our belief that some level of formality in
the review process should increase taxpayer confidence, which minimizes the likelihood the
funding source will be eliminated. We should also note that the Corporation for Travel Promation
vali naturally also benefit from a clear understanding of the process the Commerce Department
wifl use to measure its performance and objectives.
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Recommendation: Develisp framework and guidelines for Commerce Department oversight
roles for Corporation for Travel Promotion

The Travel Promotion Act prescribes several oversight responsibilities to the Secretary of
Commerce and the Office of Traval and Tourism Industries; and we believe active oversight plays
arole in the health of the Corporatimn for Travel Promotion, and the continued viability of the
funding source.

Specifically, the Travel Pramotion &ct states The Secretary of Commaerce shall:

1} "Members of the {Corparaiion for Travel Promotion) board shall be appointed by the
Secretary of Cammerce ™

2) “The Secretary of Commerve may ramove any member of the board for good cause”

3) “The (Corporatian for Trawed Promotion) Board shall establish annuai objectives for e
Corporation for aach fiscsl year subject to approval by the Secrefary of Commerce:”

4) "The Corparation shafl esfablish a marketing plan for each fiscal year not less than 80
days before the heginnimg of that year and provide a copy of the plan, and any
revisions therecf, o the Secretary;”

8] “The board shall fransmit a copy of the Corporation’s budget for the forthcoming fiscal
year to the Secrelary not less than 60 days hefore the beginning of each fiscal year,
together with am explanation of any expendifure provided far by the budget in excess of
$5,000,000 for the fiscal year”

8) “The Corporatiom shall sulmit an annual report for the preceding fiscal year to the
Secretary of Camwmerce far the transmittal to the Congress.”

The Act further states that ihe Officee of Travel and Tourism Industries shall:
1) Evaluate the suaness of fine Corporation for Trave! Promotion in achieving its objectives
and canying out the purpuses of the Travel Promotion Act.
2) Resea(ch to suppart the amneal reports fo Congress and cerfain Executive bsanch
agencies.

We believe the Secretary shaould esiablish a framework to measure the objectives, budget, and
rmarketing activities of the Corporation for Travel Promotion, and ensure that such a framework is
clearly communicated to e Corparalion. As Secretaries move in and out of the position, and as
Corporation for Travel Pramation Baard members move on and off the Board, some baseline
standards ought to be estaiiished tm ensure continuity aver time.

We believe the Travel Promotion At contemplated a balancing act in which the Secretary would
play some role in holding dhe Corparation accountable, yet ultimately allow the Corporation
enough freedom so that ststegic decisions are governed by the private sector representation an
the Corporation for Trave! Prornotiom. Therefore, we suggest the Secretary give great deference
to the private sector perspeciives i evaluating priority of objectives, but make certain the
legislative intent of the Trawel Promation Act is preserved.

Recommendation: initial considesations for the Commerce Department in evaluating
objectives of the Corporation for Travel Promotion

While we do nat foresee am ongoing formal role for the Travel and Tourism Advisory Board to
provide continual input into the activities and objectives of the Corporation for Travel Promotion,
we offer the following considerations in Eght of the need for the Corporation for Travel Promotion
to show immediate results.

Initial Assessment
Also called "market triage,” the assessment process will enable us to identify the relative

opportunities for U.S. inbound travedi across primary, secondary, and emerging markets. The
basis of this assessment =zn be a regression-based scorecard analysis combining market size,



growth, preferences. purchasing power. and destination patterns. The autcome would be & ciear
understanding of where the Corporation for Travel Promotion should focus and in what
psaportions as it considiars shork-, medium-, and long-term objectives. This analysis should cover
approximately 25 madests.

informed Research

tising the results of the preliminary opportunity identification analysis, the Corporation for Travel
Promotion should commission a more detailed market assessment that would include new
research o understand the advantages of the U.S. as a destination as perceived by trevelers in
each of the top 7-10 memrkets. The strengths of the U.S. brand, attractions. and experiences can
then be identified. In addition, this assessment will identify the challenges facing U.S. destimation
promotion based an mrarket perceptions/misperceptions. These insights will inform the message,
brand. media and other market strategy decisions. The ultimate goal of this work will be to allow
the market to answer these basic questions:

o Whyis the U S a great destination?
o What are travelers' aspirations when considering the United States?
o How can we hest leverage these factors in our brand message and market focus?

A combination of consumer and travel trade surveys might be required for this assessment. Iin
both cases, current sumvey instruments can be leveraged as cost-effective solutions. For
axample, the Canadian Tourism Commission, Visit Britain, and Visit Swaden have all initizted
destination awareness and interest surveys of global travelers over the past saveral years. In
addition, a company called Trawet Market Insights conducts ongeing travel trade surveys in the
UK, Germany, Canada, Mexico, and Japan.

The tactics suggested above will be articulated in more detail by the Market Research
subcammittes in its recommendations to the Secretary. By way of reference, Appendix E cortains
mghlights from a repaet from U.S. Travel Association on the impact of the U.S. travel industry on
the nation's economy

MARKET DEVELOPMENT FUNDING RECOMMENDATIONS

One of the reasons the: United States has jost market share in international travel in recent years
has been the lack of am aggressive marketing campaign. With the creation of the Corparatimm for
Travel Promotion, there is now a mechanism to define and promote the Unites States as a
dasirable travel destinaticn. Whille there are compelling, iconic destinations already availalle for
the CTP to promote, the entire United States would benefit by the development of additionai
products cutside of the traditional gateway cities. By expanding the travel industry throughaut the
U.S., we can grow the economy and add jobs.

Federal grants for the purpose of building and creating businessas that increase the nalions
competitiveness in Key areas such as clean energy development and technology are availaile to
start-up busingsses ir these fields. In 2010, the travel industry was responsible for $134 billicn in
export dollars, generating a $32 hiflion trade surplus, and most importantly supported 1.2 million
jobs for U.S. citizens. fthas been widely acknowledged by this administration that the travel
industry is key to this country's economic recovery, yet few sources of government funding exist
for the puspose of developing private enterprise for this sector of business.

Yhether marketing to tihe international traveler directly, or the domestic traveler indirectly, the key
to long-term success s ensuring that the product ~ actual travel experiences in the US = delivers
an the promises made im aur marketing messages. This reguires continuous investment amd
development of the cor cultural product. Therefore, in the near term, the Secretary shouldi
allocate funds from the Market Development Cooperator Program for the purpose of develoging
or forming private entecprises in travel and tourism. As budgetary constraints improve, the:



Secretary should establish a dedicated market development cooperative similar to the MDCP
solely for tourism purposes that will help less sophisticated travel and tourism entities in smaller
markets develop imto more significant travel destinations.

Recommendatian: Encourage stronger participation in the Market Development
Cooparator Program (MOCP)

The Corporation for Travel Promotion is charged with marketing — nat developing — travel
experiences, but as previously stated, the Corporation for Travel Promotion's brand campaign
can be maximized by creating thematic “umbrella” travel experiences that would be localized,
involving the communities to arficulate the unique heritage, culture and image of the disstinations.
Of course, the U S. would realize near-term returns utilizing existing products, especially those
wedl-known and scoassible terrilories nearest the gateway cities, such as Niagara Falls, our
National Parks arvi the Grand Canyon. However, we see a long-term need to provide and
promote additionat “products® throughout the country.

Therefore, we sugzgest the Sacretary and other relevant U.S. government staff encounage sligible
travel and tourisam organizations to submit proposals for the Market Develepment Cocperator
Program. MDCP grants have been available since 1988, but relatively few travel and tousism
related entities hawe been awarded grants. This may be due to proposals not being viewed as
strong enough, or due to lack of understanding of the importance of the travel and tourism
industry to the nafion’s export value or the nation’s economy, Either way. tha travel and tourism
industry should wark more caollaboratively with Department of Commerce trade and commercial
specialists to stremgthen submissions so there is a stronger chance of their being welll reviewed
and scored in the decision-making process.

In addition. the Marketing Committee requests that the Sacretary add a travel and tourism expert
to the review committee for the Market Development Cooperator Program. This would aligw
committee memkiers who are not experts in travel and tourism to gain a better understanding of
and appreciation far the travel and tourism-related submissions.

Future Consideration

When the current iudgetary situation improves, the Marketing Committee would further suggest
that a separate grant program, simitar ta MDCP, be established. and perhaps named the Tourism
Product Developiment Committee. Such a program could be used to support the daveliooment
and improvement of travel and tourism experiences, and the marketing of these experiences to
the intemational raveler. These grants could be used to support the themed shopping,. dining ard
cultural experienges that research indicates appeal to international travelers. We further suggest
that this new grant initiative ive modeled upon the successful Market Development Coaperator
Frogram (MDCP3. Tangible results of the MDCP grants are that in an average year, MDCF
projects generate 5208 million in exports and for every MDCP award dollar, projects awerage a
return of $124 in saports.

For the TDPC gramt, the MDCP application and grant mandate criteria would be revised to
support the development of burism praducts or to expand or directly enhance current travel
products for the express purpose of marketing to international travelers. The criteria wauld be
specific to the trawel and tousism industry sector, encourage partnerships and collaboration and
stress the unique and authentic American experiences that would appeal to international visitors.

We suggest that $& million be allocated annually for this grant on a 2-to-1 matching fund basis,
with apglicants recsiving up to $500.000 for use over a cne- to three-year period. The resuli of
this process would be a total investment of 510 million. Authority to re-allocate USDOGC marketing
grants and funds to be used for development of small travel businesses will be the foungation of
tourism growth in small regions around the U.S,



Federal grants for the pumpose of building and creating businesses that increase the nation's
competitiveness in key amzas such as clean energy development and technology are available to
start-up businesses in these fields. Given the important role the travel and tourism incustry plays
in our nation's evonomy. we feel strongly that grants and other monies should be avaiable to the
travel and tournsm industry as well.

COORDINATION AND CRISIS MANAGEMENT RECOMMENDATIONS

Over the course of the past decade or so, events such as the terrorist attacks of Septzember 11,
2001; the afterrmath of Busricane Katrina; the outbreak of swine fiu and other infectious diseasas;
the worldwide eaonomic diownturn; and the oil spill in the Guif region have had a negative impact
on the tourism ‘rdustry att the state, regional and national levels. Currantly, the U.S. laxks
sufficient preparedness ko ritigate the ill effects of such events on travel and tourisrm  Therefare,
v/e highlight two primary areas that require the attention of the U.S. Department of Comnmerce:

1) adoption of & formal, offficial crisis communication plan that is disseminated and followed
universally withim the U.S. travel and tourism industry and by all governments, and that is globally
recognized and subscribed to in the event of a crisis within our borders: and 2) identification and
coordination of the myriad councils and committees within the U.S. government and the private
sector that address travel industry issues and policies.

The Travel and Tourism &gvisory Board has discoverad the need for coordination of information
and activity amamg the mynad departments and committees of government stakeholdiers. The
present structuse presents a group of related, yet disparate arganizations that do notaffer the
industry (here znd abroad) immediacy and accessibility ~ especially in times of crises. Most
important, it is mot clear wikich of the councils or boards creates policy or spearheads response to
a crisis that impacts the travel industry. What is the U.S. government's official, universal plan that
outlines definitive steps to address and quell a ¢risis situation when it arises? How has the travel
industry’s interest been lnoked after both at home and abroad in times of crises?

The present strugture of govermmental committees and councils. as they relate to the tzavel and
tourism industry and dissemination of information influencing travelers, omits participation by
private sector stakeholders — with the exception of the TTAB — and it does not have e mandate
to collaborate vatin global partners and governments. We are currently vulnerable to hawing
situations defined by competitors and in the self-interests of cutside entities. We therefeire have
datermined that i is impartant to have a formal, official, universal ¢risis communications plan of
action that is inclusive of private sector stakeholders, and puts the United States in a pasition to
caordinate the appropriate communication of responses and palicies with other travel pariners
and governmenis:

The Tourism Palicy Coungil {TPC) has been identified as the central body within the Fageral
government system of councils and committees that convenes all policy-making departments with
regard to travel and fourigm issues in the United States and internationally. As secretagiat, the
Office of Travel amd Toursm Industries plays a pivotal role on this council and is in a pesition to
bring cogent private sector issues before this group. We take note that Federal Emengancy
Management Agency has implemented a similar initiative involving the private sactorim
emergency management attivties, including a private sector representative at the National
Response Coordimation Center. Federal Emergency Management Agency's Private Sector
Division in Extermal Affairs has develaped strong relations with numerous private sector elements
to enhance collaboration i disaster preparedness, response and recovery. Same gudance migy
be gained from studying thelr design as the method for involving the private sector in crisis
communication.



Recommendation: Adopt the UNWTO Crisis Communications Toolkit as the officiat U, 5.
crisis communications and management program

The UNWTO {UN World Tourism Organization} realizes the importance of inter-government
cooperation in times of crises. No major crisis impacts only one destination. Qur maost recent case
in point is the impact of the earthquake and subsequent tsunami in Japan.

Along with 150 member countries, the UNWTO has developed a comprehensive pian for Crisis
Communications that will be ascribed to by all members — and can be adopted for use by nan-
members.

As the United States of America begins to globally market its attributes as a travel destination, our
policies and response to any crisis situation that can impeds travel to and within this country will
affect a bigger universe. It will be increasingly important for the U.S. as a country to stand with its
glebal partners in responding to crises as a collaboratar.

After extensive review of other existing plans it is our recommendation that the U.S. Government
adopt the UNWTQ Crisis Communications Plan as gur domestic and international palicy for
behavior and response in any crisis situation that will impact the U.8. travel industry (See
Appendix F). This plan will not only provide a roadmap for our own activity, it also allows the
United States to act in coordination with international trave! organizations and governmants.
Membership in the UNWTO is not required for us to adopt the plan in general.

Recommendation: Create a permanent, internationaf crisis management team within the
TPC that includes the private sector.

The Markating Committee recommends a permanent crisis management team be developed that
includes an official private sector advisory capacity. The formation of this team would enable the
United States to respond in a more immediate and unified way and develop communications
strategies for crisis situations and extraordinary events both at home and abroad that impact all
travel and tourism stakeholders. The waork of this team will complement the Federal Emergency
Management Agency's recovery programs to help communities get back on their feet This group
would work with the understanding that the first pricrity of any activity is public safety and would
keep this foremost in mind when determining and executing the crisis communication plan which
will assist in economic recovery.

Recommended Structure:

= Six members from the Travel and Taurism Advisory Board will act as a crisis
communications team in an advisory capacity ta the Tourism Policy Council

o These six members of the Travel and Tourism Advisory Board should be representative
of private stakeholders from the five major areas of travel and tourism industry:
transportation providers (two total representatives from air, rail, rental car, etc.). lodging.
receptors, operatorsfagents. and small business retail.

o The Tourism Palicy Council members should draw in the appropriate offices and
departments within their agency as neaded. Faor example, Department of Homeland
Security will serve as the voice of the Federal Emergency Management Agency in this
process.

Recommendation: Reach consensus on crisis definition.

Thae Committee recornmends that the crisis managemant team reach a consensus on what
conditions would constitute a crisis and thus activate a team meeting and possible
implementation of the crisis management plan. Following are a few preliminary suggestions for
consideration, with terms that would need to be defined and/or quantified shown in italics.
o Acrucial state of affairs relative to a regional, national or international incident in which a
decisive change is impending - that change being a substantial reduction in international
andior domestic travel resulting in a serious negative economic impact
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o A point of decision in a regional, national or international incident where an inzppropriate
action or llack of action will result in substantial reduction in internatioral and/ar domestic
travel resulting in a serious negative economic impact

a /A siate off affairs when various local governments are being affected by the same
megative scenario and joint action would be broadly beneficial and lack thereof would
areate waste of resources

Additior:zily. the Committee befieves it may be worthwhile for federal executive branch agencies
to considier reviswyg the terminology used to describe extraordinary events thas set in mation
efforts o assist regions affected by those events. For example, we believe dasignating affected
regions as “disaster areas” may on occasion have the unintended effect of unmecessarily
discouraging travel into those regions, thus cempounding physical damage with ecoromic
hardshig. This is particularly true when the "disaster area” designation occurs some time after the
“disaster event” wihen recovery has already begun. Perhaps a term such as "economic
emergency area™ woukd be more appropriate to describe areas that are negatively impacted by
éxtraordinary events. The recent Department of Homeland Security decisiomte simplify terror
alert system labels is an example of an analogous palicy change of the type that we would
support, and resullts in a more clear and accurate message the public can digest.

Recommendation: Determine acceptable measurement methodology program to gauge if-
effects on travet snd tourism ingustry.

As management guru Peter Drucker said, "You manage what you measure.” Accordingly, the
Committee recornmends the development of clear metrics for assessing the aconomic impact of a
crisis on the travel and tourism industry, as well as gauging the effectiveness of our crisis
management plan. Fortunately, there are existing models for creating these matrics, perhaps
most notably the UNWTO Toolbox cited above. In the section on “Measuring Results.” UNWTO
outlines its methodiblogy for tracking key data before, during and after a crisis. These data incluge
tourism parformamce indicators such as hotel cccupancy levels, airport arrivals and departures,
and restawrant salies that provide benchmarks against which the effectiveness of the crisis
management plan can be measured, Other factors that can be tracked include media mentions of
the crisis and consumer atlitudes toward the destination affected by the crisis

We propase to prawide a model to industry and non-industry members to inform decisions relative
t0 the crsis as outlined below. The intent is to provide a wildly accepted model that pravidas solid
measurements for government and private sector alike.

Financial tmpact

Workers wisiting afflected communities to serve the relief effort should be counted as "men-normal
lravelers™ in order (o evaluate the losses associated with typical and normal trawvel trends to that
fegion’s totels and other related businesses that provide services to travelers [such as
attractions, restaurants and retailers).

Areas to e measures are as follows:

o modging Ccupancy
= Am Area to inciude data on type of traveler to identify crisis wadkers versus seal

trawelers
= Laodging Rate
o Amvals and departures by air. boat, bus
o Sales Tax
= By business sector - identifying restaurants, attractions, sports. retail
* This measurement will assist in knowing what kind of traveler is booking and the
effiect the crisis is having an local business in that market
c Bed Tax
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= |dentifying type of traveler and thus those erisis workers, such as government,
who do not pay bed tax

s This measurement will assist in knowing what kind of traveler is bocking and the
effect the crisis is having on local business in that market

o Property Tax

= By business sector identifying restaurants, attractions. sports, retail, lodging

s This measurement will assist in knowing what kind of traveler is bocking and the
effect the crisis is having on local business in that market including the long term
effects

Medfa Coverage

o Coverage should be tracked relative to both quantity and tenor
o The specifics below should all be tracked
»  Press Mentions of Destination
« Nature of Mentions — positive or negative
*  Press menticons of Crisis — positive or negative
= Press mentions of Crisis Response - positive or negative

Consumer Attitudes

o Research should include
« Statistically-Valid Representative Surveys
= Quick-Turnaround Social Network Surveys.

o Information Gathered should include

= Ewver visited
Likelihood to visit
Positive opinions regarding the destination
Negative opinions regarding the destination
Likelihood to recommend destination ta others

Recommendation: Review missions and activities of existing industry stakeholders.

Just as the response to extraordinary events can be made more effective by improved
coordination at the federal level, we feel the challenge of representing the interests of multiple
travel industry stakeholders is better addressed through some degree of oversight at the national
level. Currently a variety of organizations exist in both the public and private sectors that are
focused in some way on travel promotion and shaping travel industry public policy. While we
believe each organization provides a useful function, their sheer numbers make it difficult, if not
impossible. to ronitar their efforts to shape travel policy and to gauge the effectiveness of those
efforts,

Ve believe a logical first step would be a review of the mission and the activities of these various
organizations, with an eye toward identifying opportunities to avoid duplication of effort. Such a
review might most efficiently be conducted by the Office of Travel and Tourism Industries (OTTI},
with a near-term objective of compiling a currant list of travel industry stakeholders in both the
public and private sectors and an inventory of the initiatives each is undertaking.

Longer term, we recommend that QTT! convene a summit of executives from those organizations
icentified as most strategic.

Appendix G contains a preliminary list of arganizations that represent key travel industry
stakeholders, with a brief description of the mission statement for each. Additional research would
likely make the list more complete. The Committee believes the task of identifying as many of
these organizations as possible is worthwhile if it enables us to identify areas where missions
overlap and the opportunity for greater cooperation exists. Ultimately, aligning the interests of
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these organizations and their members with ou
tourism is a goal that is well worth pursuing.

o Rebuti, .

Rossi Ralenkotter Greg lefieid
Chairman, Travel & Tourism Advisory Board Chairman, Marketing, Outreach &
Coordination Subcommitiee

r overarching objective of increasing international
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Appendix A

NEWS RELEASE

For immediate release December 8, 2010
& Contact:

Laura Mandala
703-798-5452

Laura@MandalaResearch.com
http:#fwww.mandalaresearch.com

New International Emerging and Growth Markets Study
Documents the Power of U.S. Brands, Shopping Habits and
Significant Trends

Macy’s/Shop America Alliance Study conducted in Partnership with the
U.S. Department of Commerce polled visitors from the Top 5
emerging/growth markets for incoming U.S. travel including Australia,
Brazil, China, India, and Korea

Washington, D.C. -Mandala Research today announced the initial results of a
significant international visitors study underwritten by Macy’s, Shop America Alliance
and cenducted in partnership with the US Department of Commerce/Office of Travel &
Tourism Industries (DOC). The study polled inbound travelers to the US who had visited
within the past twelve months on their overall itineraries and specifically on their
shopping plans. The initial findings detail key trends amongst the Top 5 emerging/growth
markets as identified by the DOC including visitors from Australia, Brazil, China, India,
and Korea where DOC projects arrivals growth from 15 percent to 40 percent within the

next three years.
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The study conducted amongst 2,500 respondents from August through October
2010, finds that trawelers from these markets spend on average $3,517 on their trip to
the U.S. with one-third of that spent on shopping. A surprising result for researchers
was the purpose of visits to the U.S., an overwhelming majority of respondents, 71
percent, arrived to visit friends and family, while only 24 percent visited for
pleasure/holiday or for other personal reasons, the traditional indicators of a visit to the
U.S. by foreign tourists.

“Shopping has always been one of the top activities of international travelers.
From this study. we know more about the upper income shoppers who visit the country.
By understanding these travelers. the industry should be able to improve its approach to
this lucrative segment to e-zpéﬁd exports for the U.S.," said Helen N. Marano, Director of
the Office of Travel and Tourism Industries, U.S. Department of Commerca.

Shopping is a key driver for these travelers in their choice of the U.S. as a
destination. with a majority {56%) saying shopping was the key reason they took the trip
or it helped them choose among destinations, In addition, these travelers purchased
more than the twice the amount they had planned to purchase while shopping in the
U.S. “Shopping continues to be an important travel motivator due to the selection and
value found throughout the U.S. along with tourism marketing programs and incentives
that serve to incresse visitor spanding and economic impact,” said Rosemary
McCormick, President, Shap America Alliance.

Additional Key Findings:

Key Activities: Most popular activities include shopping, visiting amusement,
national and state parks followed by visiting museums, zoos and aquariums, unigue
dining experiences. concerts and theaters, as well as spa services and gambling. In
addition, almost half of Chinese travelers looked at real estate during their visit,

Brand Awareness Asked to choose among a variety of top U.S. brands,

travelers choose McDonald's as the most recognized American brand.
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Top Retailer: Among department stores they were asked about, Macy's ranked
highest in brand awareness, followed by JC Penney.

Top U.S. Retail Brands: Levi's, Ralph Lauren, and Diesel are among the top
brands these travelers from emerging markets say they shopped for in the U.S.

What are they buyingr Apparel is the top purchase for these visitors. Travelers
from all of these growth marksts except India purchased about twice as much in
women's and men's apparel than they planned. A surprising result included the high
choice of Food and candy as = top product purchased while in the US, with 42%

| shopping far these items during their visit. While toys are not on the top ten list of items
planned to purchase, a quarter of all travelers say they purchased toys on their most
recent trip to the U.S

Use of Technology: Just over three quarters (76%) of travelers from these
markets bring two or more elecironic devices on their trip to the U.S.and slightly more
than half (51%) carry a smart phone such as iPhone or BlackBerry. During their trip,
texting was the most used featiure followed by electronic maps. In addition, 10% of ait

travelers access social media sites with their smart phones.

According to Laura Mamndala, travel industry consultant and former executive with
the U.S. Travel Association. “The findings support the thesis that travel barriers to the
U.S. should be eliminated in omder for the economy to benefit from the infusion these

travelers can have on the U.S. marketplace.®

Additional sponsors of the research include: The U.S. Travel Association,
Las Vegas Convention and Visitors' Authority, Philadelphia Convention and

Visitors’ Bureau, Capital Region USA , California Travel & Tourism Commission,
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Carfson Hotels, US Cultural and Heritage Tourism Marketing Council. The

University of Florida, and the Museum Store Assaociation.

The White Paper with an executive summary of the findings will be available

January, 2011. The report of findings will be available at www.MandalaResearch.com and

ShopAmericaTours.com

About Mandala Research
Mandala Research is a trusted firm that offers hotel, travel & tourism

market research products and services — along with expert analysis — for Fortune
500 companies, non-profit organizations and government agengcies. Driven by
Managing Director, Laura Mandala, our mission is to be your trusted partner — to
offer you the best in research services at every level - so you're making the right
decisions at the right times. Information is the key to bringing ideas full circle — let
us help you get there. To learn more about Mandala Research, contact us by

phone at 703.820.1041 or by email at Laura@MandalaResearch.com or visit

waww.MandalaResearch.com.
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Appendix B
OREGON BOUNTY PROGRAM SUMMARY

Seven years ago, Travel Oregom embraced an innowvative solution to a common tourism
destination problem: how do we fill roorm nights and atiractions when businesses need it most, in
the shoulder season? We learned that culinary tourism was a growing trend: a 2006 study by the
U.S. Travel Association found that 17% af American leisure travelers engaged in some type of
culinary or wine-related activity while traveling between 2004 and 2006. This equated to just over
27 million travelers'”. What's mare., culirary travelers are both affluent and highly active.

Oregon's Opportunity

As culinary tourism was emerging, Oregan was expenencing explosive growth in wineries. It was
the beginning of a foodie revoluttion unfolding across the state. Artisan producers of all flavors—
distillers, craft brewers, bakers, Ireritage pork farmers—were migrating to Oregon. Former Intel
execs were leaving hi-tech to raise chickens and give cheese making classes in the Willamette
Valley. Stack brokers were turning into chocolate makers and moving to small, remote towns to
pursue their new found passion Young chefs seemed drawn here by a greater beacon of the
palate.

Oregonians know that fall is one of the best times of year to travel around the state if you're a
faodie; the weather is glorious amd many of the state’s best products are at their peak.

As a point of distinction, Oregon's culinary scene is intimate, providing opportunities to anjoy what
you eat and drink here alongside the very producers who grow, maka or cook it. More than a
tasting venue, Oregon is a true and memaorable culinary adventure.

The confluence of emerging culinary travel market and growing Oregon culinary product was
auspicious. So Travel Oregon made a strategic decision to have a singular focus for the fall
season: market Oregon as that unmatched place where it's still possible to meet the people and
roam the places that make up Cregon’s eclectic, hand crafted, intimate and uncrowded food
scene. Oregon Bounty was hom.

Our Strategy

Quality. authenticity, and more recaently, sustainability are of critical importance to culinary

tourists. Oregon owns bragging rights to all three via our wine regions, craft brewers, and
innovative chefs. As further proaf: Oregom wines, hazelnuts, pears. and blue cheese can all claim
best-in-world status'

We highlight all regions of the state by pramoting local food personalities travelers can mest,
events, products and travel packages. Our consumer target is affluent culinary travelers aged 25-
64 who earn at least $75,000 and spend at least $1.800 year or more an travel.

The 2009 Oregon Bounty gromatian highlighted eight culinary “personalities’ of Oregon, matching
each region with an Oregon product and producer. Thie promotion was executed in the following
ways:

' profile of Culinary Travelers. Us Travel Assoc, 2007
* Oregon: Nature's Culinary Adventure,” Fooditrekker, 2009
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¢ "Win an Oregon Bounty Cuisinternship” eontest: Consumers entered to win an all-expenses-

paid week as an apprentice with a well-known Oregon culinary icon. To enter. they had to
post a 140-character “tweet” friendly staiement and a short video on our website on why they
were the best candidate for the "job” of their choice. Candidates shared their videos with
friends and followers via social media.

= Launch of a new. comprehensive culinary website: |n previous years, information about
Oregan Bounty was available on our website only during the fall. For 2009, we developed a
comprehensive website to promote culinary tourism year-round and used Oregon Bounty as
the launch vehicle: http://food traveloregon.comy

+ Advertising creative: Short Films/Ads, produced in documentary styie, followed Portiand
chef Gabe Rucker as he traveled across the state in search of ingredients for the “perfect
Oregon meal." This visual trek introduced consumers to Oregon's diverse culinary landscape
and personalities. The films were featured on the Oregon Bounty website. YouTube and in
rich media banner adverlising. Inspiration Maps in large format (14.5 x 21) with whimsical
illusteations highlighted bath icanic and lesser known foad and travel discoveries across the
state. Maps were inserted in publications such as Sunset, Wine Spectator and Budget Travel
and distributed via "street teams” in wine bars, cafés, bookstores. etc. in key markets.
Promations drave consumers to the website, whera they could watch the videos and enter
the contest,

e Media outreach- High-profile culinary bicggers by category {i.e., wine blogger, cheese
blogger, etc.} were chosen to judge the “Cuisinternship® contest and were sent an Oregon
Foodie Care Package. They were encouraged to share the promotion. thoughts about
Oregon as a culinary destination, and¢or experience with the judging process. Additionally.
communications were focused on onling journalists to leverage the online travel planning
trend.

e Partner outreach: We pitched Alaska/Horizon Air to be our official airline partner and offer
Oregon Bounty travel patkages. We alsc created a toolkit for industry partners to participate
in the marketing program.

Unprecedented Consumer Response

Since its inception in 2004 and over the course of the past seven years. Oregon Bounty has been
the strongest consumer promotion Travel Oregon has ever produced. From our consumer survey,
we have seen an average of 40% motivation 10 travel year-over-year.

it keeps getting better. The 2009 campaign survey showed that 60% of respondents were

motivated to travel by the Oregon Bounty pramotion™. In fact, Oregon Bounty 2009 was our most

successful campaign ever executed—meeting or exceeding all abjectives:

= The promotion generated more than double the unique web visitors in 2009 vs. 2008 (89,903
unique web visitars in 2009 vs. 41,954 in 2008} '

» Advertising response rates increased 37% year over year
Largest single day spike in unique visitors to TravelOregon.com: 20,000.

» Strong Engagemient: 32% of site visitors taking a tangible action {includes watching a video,
ordering a travef guide, etc.)

* PR and blogger relations generated 32 million impressions

A Platform for industry Collaboration & Development

Oregon Beunty is produced by the Oregon Taurism Commission (dba Travel Oregon), with
support from Oregon's regional destination marketing organizations, with the geal of encouraging
gconomic growth and enhancing the quality of life in Oregon through a strengthened ecanomic
impact of tourism statewide. Travel Oregon collzborates extensively with local communities,

*Travel Oregon / Oregon Bounty Consumer Survey, December 2009
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industry associations {such as the Oragon Wine Board). governmeant agencies and private
business, and is proud to grow the Oregon Boumty promotion as a key campaign in the state's
$8.1 billion tourism industry, helping Gregon to be recognized as a not-to-be-missed culinary and
travel destination,

The importange of the state’s industry guikls and associations (bed and breakfasts, brewers, wine
associations. etc ) continuing to work individuality and together to develop and promote culinary
product {events, tasting trails, marketing co-ops] cannot be overstated. With these collaborative
contributions. Oregon Bounty has become a marketing engine that drives culinary events and
product development to support our economy

We offer industry partners opportunities for spamsorship, co-operative advertising, promotion of
travel deals and itineraries on TravelOregon.com, and integrated marketing support via our
Oregon Bounty toolkit. As such, QOregon Bounty now serves as a platform to market local
destinations independently and collectively as a statewide culinary tourism experience.



Appendix C

The Heritage Tourism Program (HTP) of the National Trust for Historic Preservation has a variety
of resources available for cultural and heritage tourism attractions and organizations. For
example, in 200%the HTP completed an online “survival toolkit*

{www preservationnation org/survival-tooikit).

Supported in part by an award from the National Endowment for the Arts, the toolkit describes
eleven key survival strategies and includes 80+ survival stories ta show these strategies in action.
The tealkit was developed after hundreds of hours of outreach to national and state leaders in
cultural and heritage tourism.

In addition, the National Trust's Heritage Tourism Program has compiled numerous "survival
storias” about cultural and heritage tourism attractions that have overcome economic difficulty.
The compilation allcws users 1o search for stories by region of the country, type of attraction or
organization. andfor the susvival strategy or strategies that the story illustrates.

Following are links to the success stories and to additional cultural heritage toolkits. along with
selected pages from the HTP's website.

Success Stories’
http;//www.culturatheritagetourism.org/stories.htm

Tool Kits for Nationa! Trust and States
hitp://www.culteralheritagetourism.org/CuituralHeritage Toolkits.htm

National Trust's Tool Kit Overview of Steps & Principals;
http:/Avww. culturatheritagetourism.org/fourSteps.htmTourism Risk Management for the

Five Principles for Successful and
Sustainable Cultural Heritage Tourism

Make the most of your opportunities for cuitural heritage tourism by fallowing the National Trust for
Historic Preservation's five basic principles. Follow these principies and vou'll avsid many difficulties
that could atherwise arise when culture, heritage and tourism become partnars.

Much more can be accomplished by working together than by working alone. Successful cultural
heritage tourism programs bring together parners who may not have worked togather in the past
read rnose,.
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Find the Fit

Balancing the needs of residentis and visitors is important to ensure that cultural heritage tourism
benefits everyone. It is important to understand the kind and amount of tourism that your community

can handle. read more.

e e N
Make Sites and Programs Come Alive

Competition for lime is fierce. To altract visitors, you must be sure that the destination is worth the
drive. read more...

Haindouts now availabie in this section. ..

Focus on Quality and Authenticity

Quality is an essential ingredient for all cultural heritage tourism, and authenticity is critical whenever
heritage or histary is invalved. read more. ..

Preserve and Protect

A community's cultural, historic, and natural resources are valuable an often irreplaceable. read
mare...

@ National Trust for Histaric Preservation

How were these princlples developed?
How have thess principles worked for others?
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Appendix D

Sowurce: Oxford Economics research

[ Dastination Target Market Amount Spent Return | Return Taxes
Spending (Faderal unless
noted)
Australia United States 3.5 mn $84:51 581 |
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Appendix E

A report from U.8. Travel Association, “Travel & Tourism Works for America.” highlights how the
vast and diverse U.S. travel industry benefits the nation's economy. This report provides an
overview of travel and tourism'’s size, scope, and impact with top-line industry data, along with the
synopses of leading travel segments.

Below is & sampling of the data included in the report, which is available for S35 a capy from the
USTA Publication Department, 202-408-8422 or pubs@ustravel org

Direct Impact of Travel an State Economies 2008

Total Travel Expenditures for all states (in millions): $772,815
Travel Generated Employment {in thausands): 194,100.7
Travei Generated Payrall {in millions): $7,719.4

o Travel Generated Tax Receipts (in millions} $118,918.9

D00

Trip Advisor Top Ten Towns/Cities as of 3/8/2011

1. Carmel CA

2. Traverse City. Mi
3. Charlottesville, VA
4. Telluride, CO

5. Cape May. NJ

6. Fredericksburg, TX
7. Rockport, MA

8. Camden, ME

9. Ashland, OR

10. Galena, IL
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Appendix F

TOOLBOX FOR CRISIS COMMUNICATIONS:

CHECKLISTS AND BEST PRACTICES

Draft
Edited September 30, 2010
Property of UN Wcrld Tourism Organization

(For review and discussion only by USTTAB)

United Nations Vi{orld Tourism Organization
2
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L Personal Visit by King of Jordan to Israeli Schoolchildren’s Families 171
Bomb Attack in Cairo and Minister of Tourism's Letters 172

J Hurricane Katrina — Loss of Coordinated Communication Effort 173
| Anna Nicole Smith's Funeral and Creating a Media Room 174

I Bali's Integrated Police Radio Community 175

[ Multi Purpose Tsunami Early Warning SMS System of Bali Hotel Assn. 176
| CTQO’s Hurricane Preparedness Manual 177

JVISIT FLORIDA'S “Florida Live” during Gulf of Mexico Qil Spill 178

I HIN1 Communications — Pandemic Planning 179

Introduction

Why spend the time and financial resources to prepare a communications action
plan in the event of a crisis? If you don't, you may spend months or years trying
to recover. Good crisis communications planning may be one of the best
investments you ever made. No other activity in the initial hours, days and weeks
of a crisis has the potential to mitigate its effects so significantly. It could also
reward you with significant savings.

Crisis reaches deep within the corporate or civic community where it occurs. The
physical safety and health of residents may be jeopardized and the livelihoods of
those employed directly in travel and tourism or those indirectly benefiting from
the industry may be disrupted dramatically. Depending upon the type of crisis,
there may also be deep fear and uncertainty. There may be issues of cultural
identity and its perception both within and outside the community. And with the
sector at least temporarily wounded and a populace possibly distraught, the
social and cultural environment of a community can be greatly compromised.

Travelers impacted by a crisis and the industry organizations directly and
indirectly affected also pay a price. It can be physical, it can be emotional and it
most certainly will be financial. Travelers unharmed but touched by the crisis can
have a strong influence on future visitation to the area affected. Travel
organizations related even tenuously to the crisis may be faced with difficult
economic decisions affecting employment for the near term or even longer. The
travel industry value chain has deep roots and many will feel the pain.

Action by travel management in a crisis can range from denial to frenetic activity
that is essentially directionless. The purpose of this Toolbox is to channel the
efforts of destinations, private sector organizations, and NGOs into a structured, -
thoughtful, practical response through the development of a crisis
communications plan that can address the needs of all travelers whether the
purpose of their journey is business, personal, education or tourism. Approval of
this plan must be at the highest level and the resources and authority to
implement it must be designated, specific and swift under unexpected
circumstances. Timing is critical.

The reader is encouraged to;
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Use this Toolbox as a step-by-step guide in preparing a practical, customized
crisis communications plan. Utilize the guidelines and checklists. Pick and
choose from a wide range of tools and templates. Integrate traditional media
approaches with the latest in wireless applications and social media for a plan
that works best for your organization.

At the very least, use the Toolbox as a checklist of activities and resources

necessary for effective communications in the event a crisis occurs without a
plan in place.
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Appendix G

Following is a preliminary list of organizations that represent key travel industry stakeholders, with
a brief description of the mission statement for each.

GOVERNMENT & PUBLIC !/ PRIVATE ENTITIES

Corparation for Travel Promotion (CORPORATION FOR TRAVEL PROMOTION): A
partnership between the travel and tourism industry and the federal gavermnment, established to
create a marketing and promation program that would help the U.S. compete for rmore
international visitors.

Tourism Poticy Council (TPC): Coordinates national policies and programs refating to
international travel and tourism, recreation, and national heritage resources which involve federal
agencies.

Travel and Tourism Advisory Board (TTAB}: Acts as a liaison among the stakeholders
represented by the mernbership and provides a forum for those stakeholders on current and
emerging issues in the travel and tourism industry, ensuring regular contact between the
government and the travel and tourism sector.

Office of Travel and Tourism Industries (OTTI): Enhances the international competitivenass of
the U.8. travel and tourism industry and increase its exports, thereby creating U.S. employment
and economic growth,

INTERNATIONAL COOPERATIVES

United Nations World Tourism Organization (UNWTO}: A global forum for tourism policy
issues and a practical source of tourism know-how; promotes the development of responsible,
sustainable and universally accessible tourism, paying particular attention to the interests of
developing countries.

Organization for Economic Cooperation and Development {OECD) Tourism Committee: A
forum of exchange for monitoring policies and structural changes affecting the development of
international tourism; promotes sustainable economic grawth of taurism.

Asia Pacific Economic Cooperation (APEC) Tourism Working Group: Fosters economic
development in the Asia-Pacific region through sustainable tourism recognizing that; Tourism is
ane the region's fastest growing industries and is of significant importance to the econamic
development of APEC economies.

TRADE ASSOCIATIONS
U.S. Travel Association (USTA): Promotes travel to and within the U.S.! lead industry-wide
initiatives to grow and sustain travel and ensure the freedom to travel, provide economic data,

information, analysis and travel trends to benefit members and suppart industry advocacy and
promotion.

The following trade associations focus on specific segments of the travel and tourism industry:
Air

» Air Transpart Association: Leads industry efforts to fashion crucial aviation policy
and supports measures to ensure aviation safety, security and well-being.
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» International Air Transport Association: Improves understanding of the industry
amang decision makers and increase awargness of the benefits that aviation
brings to national and global economies.

Lodging
¥ Amaerican Hote! & Lodging Association: Provides members with national
advacacy, public relations and image management. education, research and
information to ensure a positive business climate for the lodging industry.

Car Rental
# American Car Rental Association: dedicatéd to the betterment of the industry by
supporting and promoting sensible legislation that will benefit all its members.

Tours
> National Tour Association: A trade organization of tourism professionals involved
in the growth and development of the packaged travel industry

Travel Services
» American Socigty of Travel Agents: Facilitates the business of selling travel
through effective representation, shared knowledge and the enhancement of
professionalism.

interactive Travel Services Association: Promotes consumer choice, access,
confidence, protection and information in the enline trave! business; seeks to
develop consensus ameng industry, consumer organizations and policy makers
<n issues related to consumer use of the Intarnet to meet their needs,

¥
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