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Overview
Backgroundand Goals

Beginning in 2007 with Project Front Dottre Wyoming Office ofdurism (WOTgmbarked on a
process that would ultimately lead to developitigis Master Plan. In February of 20000T,
partnering withthe Wyoming Game and Fish Departmemntd the Wyoming State Parks and
Cultural Resources Departmergsuedan RFP to devep the plan by theDecemberof 2010.

¢KS LJzN1J32aS 2F | aladSNI tftly Aa (G2 LINBaSyda |
tourism products and projects, both manade and naturaljncludingall state, federal, local,

private and/or nonprofit initiatives. It will also provide a regional and statewide perspective of

existing and planned projects. It will substantiate the resources required to develop and market
222YAYy3AQa 02ttt SOGAGS (i 2 dzNIwidh\ireet puSiHidora Whe indusy R Y 2 & (
and related organizations throughout the staied K2 dzf R aSi4 | @GA&aA2y | yR &
tourism growth through 200.

ThisMaster Plan will need to be flexible to achieve the recommendations and godised withinfor

the Wyoming Tourism ftustry. It will need to be reviewed and updated on a regular basis. Change as
the environment of the industry changes, not only within Wyoming, but also changes that will come
regionally, nationally and globally. The ability to be successful will dependnty on the actions of
state, federal and local government$ut also from the private sector of Wyoming. The industry will
need to stay engaged over the life of this plan and commit to seeing that the recommendations are
considered and that proper resotgs and investment are made both from the private and public
sectors.

Thekey goalsin the Master Plan arto maintain/increase expenditures, employment and tax revenues
related to Wyoming tourism. By fully implementing the plans and recommendationseof\jroming
Tourism Industry MastePlanwe will achieve the followingy 2020:

1 Increase the travel expenditures to the State of Wyoninogn travelersby 6% annuallfrom
$2.6 billion in 201@0 over $4.6 milliorby 2020

1 Increasehe number of jobs relate to the travel industryy 3% annuallfrom 29,100 jobs in
2010to over 41,D0jobs in 2020

1 Increase local and state tax revenues driven by the travel & tourism industry by 6% annually
from $108 million in 2010 tover $200 milliorin 2020.

Hank Toddsolutions Group 2/22/2011
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The element®f the Wyoming Tourism Industry Master Plan will encompass:

+ Avision and direction for the public and private sectors in marketing and development for

the next ten (10) years;

Assessing and definilge product development needs of Wyoming, its travel atfions,

services, facilities and transportation system;

Definingthe roles and responsibilities of the public and private sectors as it relates to the
IAINRPGGK YR RSGOSE2LIVSYyld 2F 2@82YAy3aQa (2dz2NRAY
Developingan evaluation mechanism to ensure theogt effective use o$tate resources

for tourism;

Confirmingd KS AA3IyAFTAOIYOS 2F GUKS G2dzZNAAY Ay Rdzad
Defining a comprehensive implementation strategy for tourism growth based on
economic research and data.

téed ¢ ¢ ¢

The plan will be able toupport overall efforts from state, federal and local agencies, as well as,
the private and nonprofit sectors of the tourism industry in Wyoming. In supporting growth the
plan wilt

Be used a a management tool to prioritize the use of resources to achyevesral

and specific goals established through the strategic planning process;

RSYGAFTe (2dz2NAayY AYyRdzaGONER FOGA2ya FyR | OGA
and social well being;

Identify critical issues or areas of concern regarding tourism inriyg or the
FOUAGAGASE YR FOUA2ya 2F 2@82YAy3AQa (2 dzNAR
RSYdGATe ANRGGK FYyR SELIyarAz2y 2LJamNIldzyAdGAS
developing expanded and new partnerships

Be used a an information resource in conducting its individual agefusiness or

organization planning processes and operations;

Be used a an ongoing information resource regarding the current and evolving

operating environment for tourism in Wyoming;

Be used a a resource for economic research and data, and a direaf information

sources for current tourism relatedforecasts and trend analysis.

¢t ¢ ¢ ¢ ¢ 4 4
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Master Plan Process

The process has incorporated a number of tools to gather input forptaa. Initially over 50
individuals throughout the state were intervied in March/Aprilto get a solid foundation on
what their expectations were, what they saw as key elements to be adehlesehat they saw as
strengths, weaknessethreats and opportunities and their vision for Wyoming Tourism in 2020.

Following thisan e-survey was designed amteployed inApril/May 2010to all the databases of

the organizing agencies366 individuals responded to this surveyt I NI A Cgedghaphid Q &
location ranged from the Northwest with 32% of the respondents to 12% from the Soathwe
Their composition went from 25% from the accommodations industry, 19% from destination
marketing organization/local units of government to 13% from state and federal agefities.
majority of participants wer@wner/operators, generananagersCEO®r directors (58%).

Seven regional meetings were conducted in May in Cody, Riverton, Jackson, Rock Springs,
Laramie, Douglas and Gillette. Over 200 people took part irfileehour sessions. Information
was gathered on key words and phrases to support therall vision and direction for the plan,

as well as their rating. Additionally, the participants suggested concepts that they would like to
have considered in the plan and finally they rated the overall elements for the plan.

Secondary research and cuntedata was reviewed in June/July/August. (Appendix 4) Analysis
throughout the summer and from prior data collection led to the development of a fofjops
survey that was deployed in August/September and 177 individuals participated. The Northwest
had the highest participation with 45% to the Southeast with 13%. The composition of
organizations and participants was similar to the initial survey.

The next phase was to develop concepts and recommendations vilea¢ madefor public
comment in November/Deceber. Over 60 public comments were received by mid December.
They were all reviewed and considered for incorporation into the final plan.

Vison and Direction

Measuringexpectationsof individualsfor the Master Plan as well as having them define key

words and phrassf SR (12 GKS RS@St2LIYSyld 2F a1 8éur RNA DS

recommendationss well as the basic organization for the Master Plan

Collaboration, integration and cooperation were key themes that were voiced by a large number
of the participants throughout the process. The sense of pride in the Gtatestern culture was

Hank Toddsolutions Group 2/22/2011
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very clearalong withthe desire to]l SSLJ G KAy 34 al dziKSYyiAOéd al ye 2
used by a number of state, federal and local groups that would lomilthe need forcooperaton

expressedby many Although marketing was brought up in many of the meetings and rated
highly by participants,t was clear during the process that the Master Plan needs to go beyond
marketing - setting the tone and balance fothe tourism industry and the many related agencies

and activitiesthat it touches. During the discovery phasewias clear that therehave been a

number of initiatives that parallel the Master Pldntegrating ongoing and futuraitiativesand

setting tp mechanisms for greater communications and information sharing will be critical.

The tourism industry in Wyoming will need to reach out and engage other organizdtian

have not been active participants in the industry but play a critical role in the § SQ& 2 @S NJ
economic, social and cultural well beinghese includeébut are not limited tothe Wyoming
Department of Agriculture Petroleum Association of WyomingVyoming Outdoor Coungil
Greater Yellowstone CoalitiptNorthern Arapaho Business Coun&hoshone Business Council
University of Wyoming; Institute for Environment and Natural Resourc&8yoming Mining
Association Wyoming Wool Growers AssociatioMVyoming Association of Conservation
Districts Wyoming Stock Growers AssociatidlyomingFarm BureayWYOTECH, Chamber of
Commerce, Wyoming Land Trust, Wyoming Economic Development Association, and Serve
Wyoming. Beyond that it will be critical to strengtheristingrelationships and partnerships with
organizations such as, TksAcross Wyming, WyomingArts Council, Building the Wyoming we
want, Mainstreet Rural Development CouncMWyoming BusinessCouncil Office for Historic
Preservation, USFS, US Fish & Wildlife Service, National Parks, and others.

The patrticipants in the process feéhat the plar@ inclusiveness and ability to leverage and pool
resources would be important in success of the Master Plan. Bringing all the segments together in
a unified voice was also a key need identified in the process. The Master Plan should represent
the entire state, but at the same time provide additional support and opportunities for the lesser
known destinations throughout the stateThe following is a summary of the key wsrand
phrasesidentified by the participants at the regional meetings.

Hank Toddsolutions Group 2/22/2011
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National Trends Overview

Sustainability Trends

+ Deteriorating infrastructure

+ Increased stress on natural and cultural
resources

Limitation on human and financial resources
Changing workforce needsnd training

Increasing competition

¢© ¢ ¢ <4

Impacts of the Bark Beetle

Population Trends

Hank Toddolutions Group
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National Trends Overviewcontinued)

Technology & Marketingl'rends

v

v

¢ <4

¢© ¢ ¢ <

Accelerated use and applications related
to smart phones

Information overload driving the need for
improved communicabns and
coordination within states and their
destinations and attractions

Content and information that is driven by
the user

Ongoing development and enhancement
of technology infrastructure to meet the
needs of applications

Convergence of technologies (sin
phones, computer, television) for content

Growth of irhome leisure experiences

Product Expectation§rendsand Preferences

v

v

¢© ¢ 4 ¢

<+

Shift from products to experiences (links with search for
meaning)

Increasing risk aversion but at the same time a search for
more extreme sensgrexperiences

Increasingly visual culture
Increasing eceawareness
Culture of instant gratification

Complexity of developing and maintaining products that
attract and retain visitors throughout the state

Continued demand for experiential travel

+ Growth ofcultural tours (edutainment)

G+2f dzy (2 dzNR & Y £
meaning agair)

y2 t2y3IsSNI e

5SPSt2LIYSYyld 2F OANI

first virtual travel agency)

Growth of virtual conferences
Increased use of video for marketing
Growth in social media

Online marketng will continue to grow

¢© ¢ ¢ <

IT enabling further transparency of markets (relevance
Impact of mobile web, GPS, RFID, GIS
Continued audience and media fragmentation

Going mobile fusion of mobile and social and
unabated appetite for apps

Hank Toddolutions Group
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Uncertainties
Ecaomomyt slow growth over the next ten years
Oil prices back to $140 a barrel
Influenza pandemics
Terrorism
Currency movementgvalue of the dollar
Extreme weather events and changing weather patterns

a{ G & Ohsé tkeAdy Wy¢oming is dependent on long hadrive travel more than most
states

{AIYAFAOLIYOS 2F (KS ¢2d2NAaY LYRdzZAGNE (G2 2@82YAy3(

2@2YAYy3IAQa (2dzNAAY AYRdza GNE 2080 travéd Expeadiu®ea ii Bhe f | NH S
state are preliminary identified as $2,612,000,000 according to Dean Runyan Associates. Payroll is

at $690,000,000 and tax receipts both local and state contribute $108,000,000 to local and state
governments. The industrgmployees close to 30,000 people. These figures include only the

direct economic impacts of the spending by travelers and the employment generated by that
spending. Secondary effects related to the additional spending by businesses and employees are

not included.After mining tourism contributions close to 8% of the gross state product.

According to the Economic Alyais Divisiorior the State of Wyoming, sales and use tax from the
leisure and hospitality industry contributes 11% and makes@¥s df the na farm workforce in
the state.Wyoming Insight

Over 7 million overnight stays occur in Wyoming by visitors and over 800,000 hunting and fishing
licenses are sold in the state. Attendance at biadil Parks has been at an all time higlunting and
fishing expenditures exceeded $680,000,000 in FY 2009.

Hank Toddsolutions Group 2/22/2011


http://eadiv.state.wy.us/creg/WyInsight.pdf

8 \WWyoming Tourism Industry Master Plan Drafi

Wyoming State Parks and Historic Sites hosted 2.685 million visitors in 2009 viitese spent $78.1
million dollars in the state on their s of which $50.1 million waspent in the local regions around the
parks. Auto expenses, primarily fuel purchasesount for 26% of all spending, groceries 24%,
restaurants 19%, lodging 13%, asttbpping including sporting goods 15%.

The statewide eaaomic significance of theisitor spending in 2009 was 943 jobs, $21.18 million in
labor income and $37.78 millioralue added. Visitor spending generated $3.0 million in state and local
sales and ustaxes.Contributions of Wyoming State Parks and Historic Sites to State and Local
Economies, 2009

2@2YAYy3Qa | ANLR NI HEl®didadntal €angniid\aktivitdzi 4560 jobsvaddi$375
million in annual payroWWYOMING STATEWIDE AIRPORTECONOMIC IMPACT STUDY 2009

¢KS Of SFNJ AYRAOIFIG2N) 2F K26 AYLRNILI Yy 0 2 dzNR &
comparison of Wyoming and the 50 states on a per capita basisamining the major
performancemetrics of expenditures, employment , tax revenues and payroll.

Wyoming ranks 8 among the 50 stateon travel expenditures on a per capita basis behind
Nevadaand Hawaii.It also ranks % behind those same two states when looking at employment.

In comparing tax revenues generated by tourism, Wyoming come8 aofparing all the states.
Hawaii, Neada, Minnesota, Floridare T through 4". Lastly, with travel geerated payroll,
Wyoming comes in"5behind Nevada, Hawaii, Alaska and Florida.

Wyoming is among the top five states in all faategories2y I LISNJ OF LIAGI o & A
G2dzNAAY AYRdzaGONE Of SINI & A& Y2NBE atod4bhthek OF y i
states and contributes a great deal to the overall well being of the economy of Wyoming.

Key Plan Drivers

In order to have a clear sensé the key driversn the Master Plana review was done into the
overall direction and context that waeeded toanalyzeexisting data and data that we have
collected through interviews, surveys, meetings and focus ggotlipe followingnine drivers to
the Master Plan are thparametersthat we used irdraftingthe recommendations:

+ Maintain/increase markeshare as it relates to the number of travelers to
Wyoming

+ Maintain/increase expenditures, employment and tax revenues related to
Wyoming tourism

Hank Toddsolutions Group 2/22/2011
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Increase time and money spent by travelers when they are in the state
Increase number of travelers to the shdat seasons

Attract travelers to all parts of the state

Increase the number of international travelers to the state

Generate greater participation in wildlife and outdoor recreation activities

Maintain/enhance our cultural, historical and artistic assets

¢t ¢ ¢ ¢ ¢ ¢ 4

Maintain/increase resourcaspeople and funds

Integration

During the course of our work we identified a number of ongoing initiatives and planning that
were being conducted by other agencies and organizations that will have an impact on the
Tourism hdustry Master Plan. Because of the timing of these other studies and initiatives their
data cannot be fully incorporated into our analysis, but it will be important to do so in 2011 for
the success of this Master Plan. In addition, we have an overalinm@emdation that there be
some type of coordinating group or individual that has the responsibility on an ongoing basis to
work with these agencies and otherso that the overall plaris updated and refle@ new
information that can impacthe planin the next ten years.

Hank Toddsolutions Group 2/22/2011
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ThemegOrganization

Through our data collection and input from our public engagement with the tourism industry
eightthemes emerged that we feel best represent how we should organize the Master Plan and
to develop recommendatiasn Theare:

+ Product Development/Infrastructure
Partnerships/Collaboration/Cooperation/Integration
Communications/Education/Information/Advocacy
Marketing/Global/Technology

Outdoor Recreation/Wildlife/Adventure/Open Spaces/Natural Resources
Culture/Heritag/ Authentic/Western/History

Visitor Service/Quality/Hospitality/Customer

¢t ¢ ¢ ¢ ¢ ¢ ¢

Sustaimbility/StewardshigPreservation

Hank Toddolutions Group 2/22/2011
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Recommendations

1.0Product Development

Product development encompasses both new and existing infrastructure as vesibats andattractions both
public and private.

1.1Create a consistent and systematic approach to identify and fund new product development
opportunities.

a2RSt f S3AAaftMsiphleni dré§iERvate gind public sector resources to
develop new product to retain and attract new visitors to Wyoming. A special review
board should be established to review applications and determine and set criteria within
legislative parameters. Funding shdulbe front loaded and require dinancial
commitment from the applicant. Operational elements should be incorporated into the
Wyoming Business Council.

1.2 Work with theWyoming Business Cour2iioan Programs to target existing tourism related
businesses that want to upgrade and or expand.

Reconfigure current information in a format and context that is readily understood by
travel businesses, attractions and organizations to encourage tleeatilize the current
program and develop a program to regularly publicize these programs. Place prominently
on Wyoming Tourism Industmyeb site.

1.3 Develop more events and festivals.

Critical to any tourisnproduct mix are its events and festivals. Supporting existing events
and developing new events can generate greater revenue from travelers and at the same
time provide new opportunities for residents. For events already in existence, provide
support for festival and event management training and education. For the development
of new festivals a matching grant program should be considered that would be made
available as seed money for creating the new event or festival. shasld be targeted
toward smallercommunities in the state and an application and criteria reea be
establishedas well as funding levels.

Hank Toddsolutions Group 2/22/2011
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1.4 Complete and implement comprehensive technology platform for residents and visitors.

Engage and work with appropriate agencies and organizatmagvelop and expand cell
service compatible with the surrounding landscape throughout the state of Wyoming.
With the changing technology and use of smart phones to access information both by
residents and visitors it is critical that cell service througihthe state be expanded and
implemented as soon as possible. Long term growth for additional spending by visitors
will be limited, and opportunities for growth, especially with lesser known destinations
and attractions in the state, will be limited.

1.5Crede a partnership program for community beautification.

Work with the Wyoming Business Council to expand its current guidelines of Community
Assistance to include improving the look and feel of the entrances to Wyoming
communitiesas well as throughout thecommunity. First impressions are critical to
retaining visitorsand encouraging them to get off the beaten path during their trips.
Entrance appeal for destinations, especially those that are considered more pass through
destinations, can get visitors tcea the services and businesses at a higher rate than those
that do not have an appealing entrance. Consideration should also be given to expanding
the current Certified Tourism Community program that was started recently with the
Wyoming Office of Tourisi@ffice.

1.6 Develop excursion train service.

Undertake a feasibility study to determine best location and financial viability for an
excursion train. A number of states have worked with the private sector to develop this
type of attraction. Currently such attraction does not exist in Wyoming but could be an
added draw for communities involved. The feasibility study would be the basis for the
private sector investment to develop a new excursion train. Develop and support ways to
strengthen railroad historyrad heritage.

1.7 Develop scenic boat trips in underutilized waters.

Conduct an assessment of current scenic boat operations in the state vs. current and
future use patterns on Wyoming waterways to identify gaps in servicetarsek out
new concessionaire ogptunities, including dinner cruise and non motorized concepts.

Hank Toddsolutions Group 2/22/2011
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1.8 Expand air service and bus service development.

Air service is especially critical to the long term growth of tourism over the next 10 years.
A coordinated approach needs to be developed tma&ge the airlines with the tourism
industry to look for solutions. A special industry task force should be created, working
with the Wyoming Office of Tourisn®ffice (WOT) and the Wyoming Department of
Transportation, to review current efforts and expamaad identify new incentives and
opportunities in partnership with the airlines to increase services. This group could also
review the limitations and barriers for ground transportation (bus) service within the state
or create a separate task force. Thesiaties would benefit not only visitor access and

volume, but also provide added value to the residents of Wyoming and the business
community in general.

A

1955 @St 21L) F aGF 4GS LI NYvindiverkidgfanc® NLINB G awl Yy OKA Y 3¢

Undertake a feasibility study toetermine viability of creating a new attraction and
LINBASNIAY3I | aA3dyAFAOIyld StSYSyld 2F 2@&2YA
assessment, this is a critical gap in the current offerings to visitors in the state and would
serve the dual purpose ofiierpreting the ranch history of the state, as well as, providing

a necessary new travel product. As part of the study an overall status and inventory of
current working farms and ranches should be included with the development of concepts
to support them.

0 Best PracticedResources additional resources can be found in the appendixes
Vision lowa

Kansas Attractions Developmenta@ts

Kentucky Tourism Development Act

Kansas Agritourism Promotion

Greater Yellowstone Regional Transportatioropo

Hank Toddsolutions Group 2/22/2011
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2.0 Partnerships

Partnerships include the concepts of collaboration, cooperation, coordination and integration related to all elements of the
tourism industry mcluding local, state, and federal agencies and the private anepnaiit sectors of the Wyoming economy.

215S@pSt 21+ &a.S&aid Ay [ flaaeg {GLGS 2F 2&2YAy3a ¢:

9ELI YR (GKS NBOAASR GAYRdzAGNERE 0Oy 2dntQiey & dzY SN
tourism industry not only fromWOT, but also from a variety of other agencies (state,

federal, nonprofit) that have an involvement in tourism. Information should include rules

and regulations, strategic plans, research and studies as well asaprsgand services

that might be of interest to tourism businesses, organizations and attractions.

2.2 Expand research capacity and services.

I NBFGS I aO2YLINBKSYyaAdS NB fstate,Ndddfal, Rdallando I a S ¢
nonprofit) contributing and psting onda ¢ 2 dzIMBu&thEe web site In addition, WOT

should conduct morei (i NS Yy R & ¢ to dlipparSite N\adter Plan over time and to

provide more benefit tolocal tourism communitiesand businesses. Periodic surveys

should be done at state and localsitor centers to add to the information already
collected by WOT Consideration should be given to developing more research
partnerships with the University of Wyomingjo accomplish thi8VOTwill need to add a

research person to their team who can couwrate this and provide additional services.

2394301 o6fAAK | dal NJSGAYy3Ikt NPRdzOG 5S@St 2LIYSyda [ :

This should be odeled off ofthe Wyoming Recreation Action TeaREHAC)Torganization

and focus on coordinated marketing and product development needs for the tourism
industry and the effected agencies. Consideration should be given to corbiddimg for
advertising/marketing services to reduce duplicatianaximize resources and leverage
marketing partnershipsThis council wouldeview marketing and product development

plans and strategies annually by participating agencies to coordinate and maximize time

and resourcesUltimately, WOTcould becomel KSI MJYSG Ay 3 | ISy Oeé¢ T2 N
provide expertiseto all agencies related to attracting visitors and residents to their sites

This is being considered by several states and they could be used as an additional model

for creatingcouncil Additional stéing will be required for this concept to be successful.

Hank Toddsolutions Group 2/22/2011
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2.4Expand incentive and cooperation to further develop film industry

The competition for locating film and video production in state locations has accelerated
over the past 10 years. Wyoming has dreanues but needs to increase its incentives to
compete. Consideration needs to be given to expanding the current incentives, working
with federal agencies and developing additional services that the state offers film and
video production companies includy access to services in the state.

2.5Develop more cooperative programs with agricultural interests statewiBeoduct
Development/Marketing.

Agricultural Tourism is becoming more developed and can especially support and add
value to rural communities. Tralers are looking for unique experiences and a number of
states have expanded their programs to incorporate this new area. This activity could
include farmers markets, wine trails, farm stays and the development of bed and
breakfast establishments. A tasirce of agencies and organizations should be organized
to explore the opportunities and barriers to overcome in developing this concept for
Wyoming.

2.6 Develop additional events and programs to involve young people in outdoor recreation
activities includindiunting and fishing.

Looking at recent trends of declining participation, it is critical to identify new venues for
young people to engage in outdoor activities, especially hunting and fishing. Current
programs should be expanded and supported. Researaimderway to help determine
better ways to engage young people through a REACT initiative but it is not complete. The
results of these surveys need to be analyzed and recommendations should be given
serious consideration.

2.7 Annually review strategic and g range plans of partner agencies and organizations to
determine areas of coordination and cooperatjaeducing any duplication of effatand
identify collaborative opportunities.

The following list is not meant to be inclusive.

2 32YAVY3I I NI Qa [/ 2 danorifig BlisBesdCowmiligharttent of Parks
and Cultural ResourceState Parks, Historic Sites and Trallsyoming Game and $h
Department Wyoming Department of TransportatioiWyoming Office of Tourism
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http://wyoarts.state.wy.us/pdf/FinalDraftWACplanShortVersion.pdf
http://www.wyomingbusiness.org/pdf/2007_0828_WBC_Strategic_Plan_FINAL.pdf
http://wyospcr.state.wy.us/pdf/SPCR2011-2012SP.pdf
http://wyospcr.state.wy.us/pdf/SPCR2011-2012SP.pdf
http://wyoparks.state.wy.us/PlanningDocs/SOAR2015Draft.pdf
http://gf.state.wy.us/downloads/pdf/SHP_Jan09.pdf
http://gf.state.wy.us/downloads/pdf/SHP_Jan09.pdf
http://www.wyoconnects.com/lrtp.htm
http://www.wyomingbusiness.org/pdf/tourism/FY_11-FY_12_Tourism_Strategic_Plan_Final_82009.pdf
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Statewide Comprehensive Outdoor Recreation Plaviyoming Rural Development
Council Wyomirg Main _Street Tracks Across WyomindgVyoming State Historic
Preservation OfficeBureau of Land ManagemehYyoming Yellowstone National Park
Grand Teton National ParidS Fish and Wildlife ServicekS Forest Services

0 Best PracticefResources additional resources can be found in the appendixes

California Rural Tourism Strategy

Ontario East Economic Development CommisSioarism InvestmeniPre
Feasibility Assessmeatcommunity workbook

3.0 CommunicationfEducation

Communications includes information, training and adwyceelated to the Wyoming tourism industry.

3.1Develop a program to engage residents of Wyoming on the importance of tourism in
supporting the overall economy, as well as, understanding of the benefits of the tourism
industry in the state.

The awareness, befits and impacts of tourism are not as widely understood as they
should be both within the industry and among the general public and decision makers. In
order to change thisWwOT should expand its National Tourism Week programs and
develop an irstate pubic relations campaign on the importance and value of tourism and

how it touches and impacts residents of Wyoming. Consideration should be given to
SadlrofAaKAY3I Fy alYolaalrR2NARE LINPANIY GKI G
extol the virtues of travéng and vacationing in Wyoming. Additionally, a survey of
residents annually would allow for measurement on this program and provide broader

input.

3.2 Expand existing educational and training programs in Wyoming high schools through WLRA.

The Wyoming Lodginand Restaurant Association has been conducting a program in high
schools for a number of years. It needs to be expanded to incorporate mentoring
programs and other benefits to keep students engaged in the program and considering a
career in Wyoming tousim. Currently programs are offered in the accommodations and
restaurant areas that need to be expanded. Consideration should be given to developing a
program in destination marketing.
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http://wyoparks.state.wy.us/PlanningDocs/scorp/intro.pdf
http://www.wyomingrural.org/strategic_planning.asp
http://www.wyomingrural.org/strategic_planning.asp
http://www.wyomingmainstreet.org/
http://www.tracksacrosswyoming.com/default.aspx
http://wyoshpo.state.wy.us/pdf/PreservationPlan.pdf
http://wyoshpo.state.wy.us/pdf/PreservationPlan.pdf
http://www.blm.gov/pgdata/etc/medialib/blm/wy/information/annualreports.Par.69139.File.dat/2009anrpt.pdf
http://www.nps.gov/yell/planyourvisit/upload/businessplan.pdf
http://www.nps.gov/grte/parkmgmt/upload/GRTE_2005-2008_strategic_plan.pdf
http://www.fws.gov/partners/strategicPlan.html
http://www.fs.fed.us/publications/strategic/fs-sp-fy07-12.pdf
http://tourism.visitcalifornia.com/media/uploads/files/00698CTTCRuralStrategicPlan_3.pdf
http://www.trenthills.ca/en/economicdevelopment/resources/TourismWorkbookFinal.pdf
http://www.trenthills.ca/en/economicdevelopment/resources/TourismWorkbookFinal.pdf

8 \WWyoming Tourism Industry Master Plan Drafi

3.3Develop additional joint programs with Workforce Services specifioungm.

Consideration should be given to developing new programs in the area of tourism
Qurrent processes should be reviewed on existing programs to see how they can be more
streamlined to more effectively meet the need of the tourism industry in Wyoming.

3.40ngoing customer service/hospitality training programs.

Customer service is a critical component of the visitor experience. It can impact where
visitors spend their discretionary travel dollars; but even more important, it can impact
future visits. In tle current social network environment, a negative experience can reduce
future business when it is spread virally to a large audience. Consideration should be given
to developing a program with WLRA to provide community customer service training
rather thanhaving theWOTprovide it. Beyond training in direct tourism establishments,
there is a need to engage employees from other businesses, such as retail and service
stations. This should be incorporated into a customer service training program as well.
Congderation should be given to a regional approach to these programs on an annual
basis.

3.5Visitor center staff FAM (familiarization) tours to learn more about different parts of the
state.

There are many state and locally run visitor centers in Wyoming. ferlm®ordinate and
develop new content at all visitor centers on a statewide basis, a program should be set
up for staff exchanges between state and local centers.

3.6 ConductTourism Industnjistening sessions annually throughout the state.

Communicationdetween theWOTand tourism industry are critical in the future. The
WOTshould conduct annual listening sessions in the five regions of the state. In additional
to WOT, other agencies should also be involved. The agendas for the meetings should
include umlates from the agencies, a review of the Master Plan and strategic plans of the
agencies, as well as, ample time to get feedback and input from the industry.
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3.7 Expand educational participation programs related to outdoor recreation, habitat and
wildlife.

Because of the critical nature of outdoor recreation, habitat and wildlife to the overall

tourism industry, there is a need to expand education in these areas to residents and
visitors alike. A strong understanding of the challenges, opportunities and ehthese is
important to the tourism industry long term growth and well being

3.8 Develop communications strategies to respond to natural occurrences and other emerging
landscape issues that may have a negative impact on the tourism industry in Wyoming.

A coadinated communications strategy is needed to explain what is being done or can be
done to mitigate the impacts of the bark beetle to Wyoming over the next 10 years

well as, an understanding of natural progressidinis strategy should be directed toet
traveling public and residents informing them about how the landscape is changing and
why. Consideration should be given to issues that may impact the landscape over the next
ten years.

3.9Develop more education and training programs related to presermaind stewardship
including economic viability.

{AYyOS a2 YdzOK 2F 2@82YAy3IQa G2d2NRaY aiNBy3IiK
historic preservation must be continued. Expanded training and education programs will

help communicate an understandjnabout the relevance that open spaces have to the

growth of tourism now and in the future. A task force should be established to review
current programs and devise new ways to introduce these concepts in schools and
communities of Wyoming. Consideratiomaald be given to utilizing the community

colleges as part of the program development and implementation.

0 Best PracticefResources additional resources can be found in the appendixes
Taurism Ambassador Program
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http://www.tourismambassadorinstitute.com/ctaprogram.html
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4.0 Marketing

Marketing includes the concepts of being global and the application and development of technology to support
overall tourism programs at local, state and federal agencies and organizations.

4.1 Develop comprehenge database federal, state, local, all events, activities and attractions.

With ever changing demands and needs for travel information 24/7, the state needs to
have a comprehensive database of all private and public attractions, events,
accommodations, iges, etc. Currently some of this data is stored separately and is not

easily accessible. In order to meet the needs of travelers, an effort should be made to
consolidate or link these databases.

42/ 2y iGAyYdzS (2 RSGSt21L) . Said Awvebsbite. 3aé¢ 2@2YAy3d

Destination web sites have become one of the most critical elements for any state
tourism program or destination. With the fast pace of every changing technology, there is

a continual need to invest in web site development, navigation, condeat usability by

the traveler. Regular user reviews need to be conducted to make sure that the site is
meeting the needs and expectations of users. Annual reviews should be conducted of
O2YLISGAG2NNRaE aAidSa FyR 0SyOKYlrd\thaBsRe idnath A y a i
only meeting user needs, but exceeding them. As prospective travelers become more
segmented in their interests there will be a strong need for more niche content in the web

site.

4.3 Develop meaningful mobilstrategies applications and s®ices that would provide real time
information to travelers and recreationists.

With the continued expansion of smart phone usage by individuals to get information, it is
critical thatWOTbe able to meet this need. Individuals will be relying more andenaom

their smart phones. As we saw the explosion in the use of PCs with the advent of the
Internet, the same is and will be happening with smart phoMg@Tmust be positioned

to take advantage of this. The comprehensive data base, expanded cell serdiceche
content will drive the ability to take advantage of the available information. Increased
investments in these areas will be instrumental in future growth of the industry and play a
more important role in marketing. Niche content development waldsitical in delivering
target information to smart phone users. A clear opportunity exists for state parks,
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wildlife and outdoor recreation activitiesConsideration should be given to adapting the
G/ aglfd- Y LINERyanhNdg ame and Fish Departmémiother activities.

4.4 Continue and expand enhanced GIS/GPS systems for all of tourism.

WOThas developed a great deal with GIS and is ahead of a number of destinations but
continued investment and expansion need to take place. Coordination with other
agercties and the comprehensive database and the GIS systems need to be expanded to
LIN2E BARS (KS ySOSaalNE AYyTFT2NXIGA2y G2 0SS a4
applications.

45/ NBIF S af221L) (2dzNBEé O2SNAYy3I (GKS mmanitieS adl 48
and organizations.

5dzZNAy3 GKS LINRPOS&aa Al ¢l a OfSIFENI GKFG GKSNB
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develop a series of loop tours, one to fowlay itineraries that are connected or
highlighted by common venues, as well as, geography. Examples of these could be art
galleries and art attractions, museums, parks, historic sites, monuments, attractions or
activities such as biking, boating, birdinigiking, horseback riding, wildlife watching,

fishing, or hunting. A review of all possible common venues should be undertaken,
prioritized and then deployed on all platforms. Consideration should be given to
incorporating federal, as well as, state andal sites.

4.6 Develop improved content coordination between web site and travel quide.

To ensure continuity, annual reviews should be made so printed materials such as the
travel guide and the web site have coordinated content. This has already beeedskart
the WOT

4.7 Provide resources to create a national marketing program.

In order to grow tourism over the next ten years, additional investments will need to be
made in marketing. Currently there is a need but no budget to expand the number of
markets that are covered byVOT Chicago was added this last year; but to truly grow,
new markets must be added. In order to compete in a given market there needs to be a
minimum investment. Wyoming needs to consider adding up to 10 new markets over the
next 10 yeas while staying competitive in their existing markets.
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4.8 Expand shoulder and off season marketing.

This was identified as a need by a number of destinations and businesses during the
process. It is critical to understand the availability and accessibiliiyuoism attractions

and businesses during ngpeak times. An assessment needs to be made statewide on
lodging availability and hours of operation for attractions and other tourism venues in
order to identify the best time by region for this expansion,vesll as, to determine
minimum service availability to make meaningful impact.

499 ELJ VR &458ailAYIGA2Y {LISOAlfA&GE LINRPINIY (2 O
connections and information fulfilment and response.

With the changing need of informatodelivery from tradition sources such as mail and

phone to the web sites and smart phones, there is critical need to address the new
delivery of information through social networks. RecentDTf | dzy OKSR | a5Sad
{LISOAI f Aaidé¢ LINE BMNE DE given 1B ¢xpandng thé durket Yrogiam to
incorporate social networking and the building of local capacity to meet this need. In the

past, destinations had large mail rooms and phone and calls centers; today and going
forward they will need an -enail center/social networking/text center. By modifying and
AYyOSyuUuA@Al Ay3 0KS a5SadAylraazy {LISOAlItAAG:
information responseystems that will meet future needs.

4.10 Develop marketing programs to increase the number of mmand fishing licenses and
developing new marketing programs to increase hunting and fishing opportunities
throughout the state.

There is a great opportunity to increase the participation in hunting and fishing programs,
but there is lack of marketing spprt to achieve this. Targeted programs need to be
designed that will reach segmented audiences for hunting and fishing. They should
approach the overall markets, but also be species specific based on those segmented
audiences. A marketing program woulds@lhelp to support the need of participation
rates of younger people and expand the diversity of participants. Utilize new technology
and marketing to broaden the agencies reach.
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4.11 Expand international marketing.

Recently the federal government passed theurism Promotion Act which will create an
opportunity to leverage resources and expand partnerships internationally. Wyoming is
well positioned with its national parks and other attributes to take advantage of this.
Additional funding at the state levébr international marketing will leverage at least an
equal amount in federal support and alloWOTto grow the international market for the
state. Consideration should be given to more multi lingual information both in print and
electronic. Incorporate iternational programming through Rocky Mountain International
into tourism industry web site.

0 Best PracticedResourcesBest Practicefkesources additional resources can be found
in the appendixes

Twenty Best Practices for DMO websites

Travel Social Media Best Practices in Travel and Hospitality

e-Review of Tourism Research (eRTR) is ab@sbd bimonthly international research
network fortourism professionals

Trend Watching

EMarketer

New Media Trend Wah

Marketing in a PosRecession Worid June 2009

Unique Concepts
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http://www.xotels.com/en/marketing/destination-internet-marketing
http://travelsocialmedia.com/
http://ertr.tamu.edu/
http://ertr.tamu.edu/
http://trendwatching.com/briefing/
http://www.emarketer.com/
http://www.newmediatrendwatch.com/news
http://www.slideshare.net/thomeu/marketeers-challenges-role-and-trends-2010
http://www.springwise.com/tourism_travel/visionwalks/
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5.00utdoor RecreatiodVild life

Outdoor RecreatiofWildlife indudes elements relating toatural resources, open spaces ahe concepts of
adventure.

5.1 Promote wildlife viewing areas and develop new opportunitiesn a6 Said LJ | OS4a ¢
Wyoming wildlife.

22 2YAY3IQA ¢ A& dgrdatoppdriuniN EcBeyisé awareness of the state and
provide unique experiences to travelers. Greater emphasis on web sites and mobile
applications will generate even more interest. Consideration should be give to more web
cameras at specific logans and better communications to the traveling public on the
best wildlife viewing areas.

5.2Increase aggreqgation of wildlife content and information sources for webtsiiesr based.

There is a great deal of information on the Internet specific to wildllif§/yoming. The
information is spread across numerous sites and is hard to access. A program should be
put in place that will aggregate this information into one site. This will increase awareness
and generate greater interest in wildlife in Wyoming. Ithalso provide an opportunity to
increase the marketing of wildlife to make it more accessible to the traveler and generate
greater travel to the state for wildlife viewing.

5.3 Development of extreme sports venues amdevents.

Extreme sports continue toeba growing area of interest, especially among young people.
Participation rates are growing and Wyoming has a number of locations that could be
developed to generate greater opportunities and engage young people with other
outdoor recreation activities. @siderations should be given to a feasibility study that
would match the current and future market with possible locations or events within the
state and identify current venues and events already taking place in Wyoming.

5.4 Expand interpretive programs f@utdoor Recreation and Wildlife.

2 A0K GKS aANRPgAY3I RSYFYR o6& GNIFY@StSNER (2
the desire to have more educational programs as part of their trip, expanding interpretive
programs in the outdoor recreation and wildlifareas is necessary. Review current
programs to consider expansion and identify new opportunities for development.

Hank Toddsolutions Group 2/22/2011
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5.5Make WiFi services available in all developed parks and recreation areas.

In order to meet the growing demand for Internet access whereved avhenever
someone is traveling and to engage young people, consideration should be given to
ensure that WAFi access is available at d#velopedparks and recreation areas. This
would help to extend stays and provide for greater customer satisfaction.

5.6 Develop and promote more neconsumptive wildlife festival, events and programs.

There is an opportunity to increase travel by individuals looking for non consumptive
wildlife venues. Bird watching, photography and other activities can be better promoted
and communicated. Web sites should be adapted with more information on these
activities from a user/participant perspective. Mobile opportunities also will be growing
for this area. A number of destinations have developed events and festivals around these
activities and Wyoming clearly has an opportunity to develop this type of event and
generate greater travel. Consideration of this type of event should be part of the
recommendation on creating a festivals and event grant program.

5.7 Complete and expand mufirisdictional trails (like the Continental Divide).

Multi-state marketing and venue development are growing and present another
opportunity to increase visitation. Travelers are more and more making decisions based

on the experiences they want to havehély are less interested if something is state,

federal or local. Shared resources among states and other jurisdictions help to reduce the
208N tf O2ai TFT2NJ LINPOGARAY3I GKS GNF At SELISN
Finishing the Continental @dde Trail will be a benchmark for future opportunities. A

review should be made of similar opportunities which could then be prioritized. This can

go beyond trails and extend to waterways and other common venues.

5.8Develop three and/or seven day nonresidéishing licenses.

Developing additional fishing licenses would provide more opportunity for nonresidents
to consider fishing while on their trip to Wyoming. It could lead to additional revenue
opportunities and improved usage. A study should be condudtedletermine the
opportunities and barriers to make these additional licenses available based on specific
user interests and the ability for the changes to generate greater revenue.
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5.9Develop alternative funding mechanisms to operate and maintain trailgarkb.

CKSNE Aa | adNry3a ySSR G2 YIFIAYOlFAYy 2@82YAY
mechanisms should be explored including the interim study now being conducted. The

long term implications of not being able to maintain the parks and trails systalnisave

negative impacts on tourism overall in the state. Ensure that contingency plans are in

place to remain open in case of natural disasters, such as floods, etc.

5.10 Develop and improve services at Wyoming lakes.

Consider more rock barriers around ramfiz improved boat safety. Develop more
campsites, restrooms and facilities, including fishing stations and other amenities to
support anglers and identify any gaps in access.

511 | OOSt SNIX GS At REATS Ga2OSNE dadzy RSNE LI &aa LINE

As wildlife is a critical elefiy G (G2 2@2YAy3IQa (G2dzZNAayY Ay Rdzadl
IAPSY G2 I OOStSNIGGAYy3a GKS OdzNNByid 02y aidNuzOi
and complete them as soon as possible. Web cameras should be placed at all current and
future locations.

o BestPracticesResources additional resources can be found in the appendixes

Game and Fish Statewide Action Plan 2010

Statewide Comprehensive Outdoor Recreation Plan

Comprehensive Conservation Plans Wyoming
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http://gf.state.wy.us/downloads/pdf/swap/2010_SWAP_Complete.pdf
http://wyoparks.state.wy.us/PlanningDocs/Scorp.asp
http://www.fws.gov/mountain-prairie/planning/States/Wyoming/wyoming.htm

28 Wyoming Tourism Industry Master Plan Drafi

6.0 CultureHeritage

CulturgHeritageis all inclusive including histpi KS I NIiazX a4 ¢Sttt lFaxr GKS O02yOSLiia 27

6.1 Develop and promote more Wyoming products and crafts.

There are a number of products produced in Wyoming that given more visibility would

add to the awareness of the state for visitorsdaresidents alike. Present information on

web sites that are visited by travelers. Products should be displayed and potentially sold
Fd ZdArardzNRa OSYidSNER FyR 204KSNJ @SydzSa | yR
would provide both leverage to gport other industries in the state and bring a valaed

to the visitors and more awareness of Wyoming. Consider aggregating all of them onto
one consumer web site. Coordinate with tiyoming First Program

6.2 Further develop downtown walking and biking tour opportunities.

Programs being developed to meet the need of a growing number of walkers and bikers
are being used more and more by travelers. Educational programsaeadable to
communities to support this concept and to bring additional value to the tourism
businesses in their communities, along with serving residents. Initially incorporate a
community education program through the Wyoming Business Couffgihming Main
Street Rural Development Council Community Assessments

6.3 Continue to develop travel venues and opportunities witbdl governments.

Native American tourism product opportunities continue to be sought by travelers,
especially international visitors. With the passage of the Tourism Promotion Act nationally
there will be greater opportunity to increase visitation to Nat American venues, events
and activities. CurrentlyWOThas only a partial position devoted to this and additional
staff resources would be needed to keep up with current and growing demands.

6.4 Develop an interpretive program around the energy and extoacindustries.

9y SNHE& |yR SEGNIQOGAZ2Y KI@GS FyR INB LXIFé&Ay3
provide a unique perspective and an effort should be made to interpret their significance

to the state and its people. There are numerous examples wfstof mining operations

around the country that could be adapted for Wyoming. This would foster greater
communications between the tourism industry and the extraction and energy industries

and add a potential new product for visitors and residents toesigmce.
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http://www.wyomingfirst.org/2010%20Wyoming%20First%20Catalog/3dissue.swf
http://www.wyomingmainstreet.org/
http://www.wyomingmainstreet.org/
http://www.wyomingrural.org/_pdfs/SevenYearCommunityAssessmentSynopsis.pdf
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6.5Developand NP Y2 (iS | RRAGAZ2VIE @Ga2NIXf KAaAG2NEREé LINEIN

The continued expansion of social mediad the need for not only written content but

also audio and video in promotipmwill continue to grow. A number of states have
RSOSt 2LISR 8@ 2 NINER AMA & &2 NINRPdzy R aA3ayAFAOLYyd | N
These audio and/or video programs preserve the history of an area, industry and people

for future generations and at the same time create new content that can help promote a
destination orvenue. Identification should be made of significant areas to consider for a
program such as this then prioritized for implementation over time. Consideration should

0S AAPSYy (2 GKS AYyONBFaASR LINRY2GA2Y 2F da2NI

6.6 Develop new interpretive contentrpgrams and increase utilization of existing interpretive
programs.

As travelers look for more experiential travel they will be looking for more ways to be
educated as well as experience a new destination. Interpretation and involvement will be
important for them as part of that experience. A review should be made of existing
interpretive programs to determine what can be expanded and to identify new locations
and venues that would benefit from enhanced interpretation.

6755 0Sf 21 Y2NB 4aVy A OK® suppdrt dNliurs, hevitdgd andIbkz, 2ddell as,
more topical tour opportunities that focus on specific elements of culture, history and
heritage.

Culture, heritage and arts should be incorporated and given special attention within the
development ofi KS af 22L) (G2dzNERé O2y OSLIi® ¢CKAA ¢ 2dzf |
and web site content. Culture, heritage and arts should be marketed electronically to
targeted audiences. Initially there needs to be an identification of specific elements of the
culture, heritage and arts market that are prioritized and paired with the interests of the
prospective traveler.

6.8 Create a cultural coalition and develop a statewide annual Culture and Heritage Tourism
Summit.

In order fully integrate culture and heritage ihet tourism industry it will be important to
create an annual venue that will bring both groups together where they can share current
trends and issues and develop future partnerships opportunities. To better coordinate the
messages around culture, heritagend the arts, a coalition would allow for better
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coordination of current efforts and lead to greater involvement by individuals and
organizations. Consideration should be give to developing webinars to reach smaller
groups throughout the state.

6.9 Explore oportunities to support and encourage sesquicentennial celebrations that will be
occurring in communities in 2017 and 2018, as well as, the sesquicentennial for the creation
of the Wyoming Territory 2018.

In 2017, Cheyenne will be 150 years old, and in 2048amie, Rawlins, Green River, and
Evanston will have their sesquicentenniafdl of these events were brought about by the
building of the Union Pacific railroad in 1867 and 1868 through what was formerly unsettled
land in Dakota TerritoryCoordinaton will be vital to maximizing the benefit of these
celebrations. Considerations should be given to developing a coordinating committee to help
reduce duplications and leverage resources.

o0 Best PracticefResources additional resources can be found in thegppendixes

Culture and Heritage

Building Biking Friendly Communities

Best Practices Tool Kit for Historic Preservation and Redevelopment

Heritage Tourism Success Stories

Cultural Heritage Tourism Survival Toolkit

Cultural Heritage Tourism Fact Sheet (pdf)

Community assessment visits and recommendation reports

Workshops on a variety of cultural heritage tourism topics

A Guide to Best Practices for Archaeological Tourism
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http://www.culturalheritagetourism.org/CulturalHeritageToolkits.htm
http://www.bikeleague.org/programs/bicyclefriendlyamerica/communities/bfc_overview09.pdf
http://www.preservationnation.org/issues/housing/Rebuilding_Community.pdf
http://www.culturalheritagetourism.org/stories.htm
http://www.preservationnation.org/issues/heritage-tourism/survival-toolkit/
http://www.preservationnation.org/issues/heritage-tourism/additional-resources/2010-CHT-FactSheet.pdf
http://www.preservationnation.org/issues/heritage-tourism/cultural-heritage-tourism.html
http://www.preservationnation.org/issues/heritage-tourism/workshops.html
http://www.archaeological.org/tourism_guidelines
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7.0 Visitor Services

Visitor services include the concepts of customer service, quality and hospitality.

7.1Ilmprove rest stop access and amenities emergency services.

More than just restrooms, the rest stops need to provide greater availability of
information through cell services, Wi and other information tools. Because of the wide
open spaces and the perception of travelers, it is critical to understand that emergency
services are available beyond the 511 system. A review should be made ensuring that
there are no gaps in coverageorrecting any gaps and then communicating that to the
traveling public. Consideration should be given to additional rest areas that would support
0N} St SNRa ySSRao

7.2 Ensure that current visitor centers are maintained at the federal, state and local level.

Consider standard hours of operation for all centers to provide better service to travelers.
Continue to develop best practices for operations. Review current trends and benchmark
against other destinations for comparison purposes and possible futurarex@ments.

With the convergence of GPS, television, and computérek at developng standardized
wall units to access statewide web sites on a 7/24 hour basis. Support education and
training opportunities for visitor center staff.

7.3 Maintain and enhance etent roads, including roads in parks and forests

Throughout the Master Plan procedhe issue of maintaining roads, not only Interstate
and state roads, but also roads in the national and state parks, as well as, national and
state forests was raised ascritical need going forward.

7.4Incorporate bike lane opportunities when and wherever possilidesate a biking friendly
state.

With increased biking, there is an opportunity to provide more bike lanes when
construction is being contemplated for roadway®anning processes should incorporate
this into their considerations. This would minimize expense to create more biking
opportunities and improve safety.
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7.5Continue to review and modify current signage programs within the state to meet traveler
and attractbn needs.

The issue of signage was identified at a number of points during the data collection.
Current signage programs should be reviewed arigu#d determine need and
effectivenessWyomingOffice of Tourisnsignage and Turnout Grant Program

7.6Investigate the value of a centralized brochure distribution model for all public and private
visitor centers in the state.

Having the right materialin place for visitors throughout the state is critical to helping to
encourage visitors to stay longer and see other parts of the state. Local visitor centers
need to access materials beyond their own area to provide information to travelers that
can infuence them to stay longer in the state. At times brochures are outdated or not
available and centralized brochure distribution model may be able to help alleviate this. A
task force should be organized to review what options might work best, or to datermi
how wide spread the problem may be.

0 Best PracticedResources additional resources can be found in the appendixes

Safety Rest Area Strateditan WSDOT

Guide to WYDOT Rest Areas

Minnesota Safety Rest Area & Waysides

Visitor CenterPolicy, Directive and Standard, andid&lines, US Department of
Interior, Bureau of Reclamation

Pedestrian and Biking Information Center

AASHTO Guide for the Development of Bicycle Facilities

Oreqgon Depament of Transportation bicycle plan

Hank Toddsolutions Group 2/22/2011


http://www.wyomingofficeoftourism.gov/industry/pages/Programs/InState/SignedGrantFundedProjects.htm
http://www.wsdot.wa.gov/NR/rdonlyres/6CEBB99E-B6AE-48A6-AF31-86382985044B/0/SRAStrategicPlan.pdf
http://www.dot.state.wy.us/wydot/travel/rest_area_information
http://www.dot.state.mn.us/restareas/policies/policies.html
http://www.usbr.gov/recreation/publications/VstrCntr_Pol-DS-Guide_complete_(09-07-07).pdf
http://www.usbr.gov/recreation/publications/VstrCntr_Pol-DS-Guide_complete_(09-07-07).pdf
http://www.bicyclinginfo.org/engineering/facilities-bikelanes.cfm
http://www.sccrtc.org/bikes/AASHTO_1999_BikeBook.pdf
http://www.oregon.gov/ODOT/HWY/BIKEPED/
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8.0 Sustainability

Sustainability includes the concepts of preservation and stewardship.

8.1 Green Tourism policies, practices and procedures should be encourage and promoted.

Collaboraton with the State Energy O and other agencies and organizatigssich as

the Wyoming Lodging and Restaurant Association should be developed to identify areas
of cooperation and promotion. Green practices are becoming more and more common
place and will help attract travelers thitok for these practices as part of their travel
experience.

8.2 Ensure thatircheologicabnd geologicakites are secure before marketing

There is an untapped opportunity surrounditige archeologcaland geologicahttributes of the
state of Wyoming. Moreffort should be made to identify these attributes and attractions and
ensure that they are properly prepared for and able to accommodate travelers. With proper
attention they should be able to bring in new travelers, but to also encourage travelerayto st
longer.

8.3 Expand partnerships with various agencies and organizations to maintain and enhance
historic preservation within the state

Create a task force that would identify the best approach to develop marketing and
communications tools to maximize traler visitation to these sites, as well as maintain
them for future use, enjoyment, interpretation and preservation.

8.4Develop a watchable wildlife handbook.

In reviewing watchable wildlife sites many states have watchable wildlife handbooks.
Wyoming appees to be an exception in not having o'watchable Wildlife Handbooks

8.5Provide improved communications and understanding of the requirements to ensure proper
water qualty needs, particularly in rural parts of the state.

Consider developing a partnership with tiéyoming Association of Rural Water Systems
and other organizations to communicagebetter understanding of theeneedsthrough
the new tourism industry web site and other tools.

Hank Toddsolutions Group 2/22/2011


http://ssl.watchablewildlife.org/store/index.php?main_page=index&cPath=1
http://www.warws.com/

<28 \Wyoming Tourism Industry Master Plan Draft

8.6 Develop and implement limits @n acceptable change planning process for destinations

As part of the €rtified Tourism CommunitiProgram, there should be additional input beyond
the tourism indugry by reaching out to the residents of the community as part of the overall
planning process. This will help to ensure that the businesses and residents are looking at the
same outcomes from the processhis will help to achieve success in the overallrisn

planning within the community.

8.7 View sheds and other scenic attributes need to be reviewed and prioritized to maximize their quality
for travelers, as well as, residents.

Coordinate and review management plans that have an impact on scenic viewshadsand
other visual attributes throughout the state. Consideration should be given to having the
Wyoming Recreation Acton Team formalize this as an agenda item for their annual work plan.

o0 Best PracticefResources additional resources can be found in ¢happendixes
National Complete Streets Coalition

Adventure Green Alaska

+ SNX¥2YV00Q3 b2NIKSIF&d YAY3IR2Y DS202dzNAaY t

Arizona Green Hotel Program

Green Conference Planner

Global Sustainable Tourism Criteria

Geotourism Charter Template

Wisconsin Green Tourism

Minnesota Travel Green Task Force Report and Recommendations

USFS, USDA A Framework for Sustainable Recreation

WWE: Guideline for Communibased ecotourism development

National Association of RV Rarand Campgrounds PlrGreen program
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http://www.completestreets.org/changing-policy/model-policy/model-state-legislation-options/
http://www.adventuregreenalaska.org/
http://travelthekingdom.com/about-geotourism.php
http://www.azhla.com/displaycommon.cfm?an=1&subarticlenbr=234
http://www.roundsquare.org/uploads/media/BlueMap_-_RS08_-_Green_Conference_Planner_-_Jan_2009_FINAL.pdf
http://www.sustainabletourismcriteria.org/images/Documents/Versions/global%20sustainable%20tourism%20criteria%20version%205.pdf
http://travel.nationalgeographic.com/travel/sustainable/pdf/geotourism_charter_template.pdf
http://www.travelwisconsin.com/wisconsin/Travel-Green/Overview.aspx
http://industry.exploreminnesota.com/wp-content/uploads/2008/03/travel_green_report_3-5-08.pdf
http://www.fs.fed.us/cdt/news/connecting_people_with_americas_great_outdoors_june_2010.pdf
http://assets.panda.org/downloads/guidelinesen.pdf
http://www.arvc.org/planItGreen.aspx
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There arealsonumerous publications from internationallyrecognized organizations that give
suggestions ornow to start becoming "green. A few are highlighted below.

Identify where you can save money by going green

Friends of the Earth Scotland: Greening the Office Online Audit

bl GA2yIf DS23INIILIKAOQA ¢KS DNBSY DdzA RS

Responsible Travel Handbook 2006

50 waysyou can green your business

10 Ways to Get Green Tax Breaks

Hank Toddolutions Group 2/22/2011


http://www.businesslink.gov.uk/bdotg/action/logicToolStart?type=BLTTOOL&itemId=1079446499
http://www.green-office.org.uk/audit.php
http://www.thegreenguide.com/
http://page.travelearning.com/content/RT_Handbook.pdf
http://www.fastcompany.com/magazine/120/50-ways-to-green-your-business.html
http://planetgreen.discovery.com/work-connect/green-tax-breaks.html
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Appendixes
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Summary of Key words/phrses from regional meetings

Cody

Douglas

Gillette

Jackson

Laramie

Riverton

Rock Springs

WESTERN CULTUREJaBTORY (11)

WESTERN (12)

WILDLIFE (15)

ECONOMIC (13)

CULTURAL (10)

ATTRACTIONS (17)

TECHNOLOGY (10)

wODLhb! [ T]
STATEWIDE (9)

LIFESTYLE (11)

OUTDOOR RECREATI(
(14

OPEN SPACE (13)

PRESERVATION (8

PARTNERSHIPS (14

AUTHENTIC (10)

MYTHOLOGY (8)

NATURAL
RESOURCES (11

WESTERN (13)

STEWARDSHIP (13)

HERITAGE (5)

HISTORICAL (9)

EDUCATE (9)

AUTHENTIC (7)

FUN (8)

WILDLIFE (10)

CULTURAL (11)

PARTNERSHIPS (5

ENVIRONMENTS (9

ADVENTURE (8)

YOUTH/FAMILIES (6

ATTRACTION (6)

INTERNATIONAL (8)

HOSPITALITY (10)

CREATE (INNOVA
4

NATURAL RESOUR
8

WILDLIFE (7)

CULTURAL (5)

HISTORY (5)

NATIONAL PARKS (8)

HERITAGE (9)

DESTINATION/NOT]
ONLY PASS THRO

()

COORDINATED (6)

SUSTAINABILTY (6)

WESTERN (4)

PARTNERSHIP (5

COMPREHENSIVE (7)

HISTORIC (9)

EXPERIENCE (4)

EXPERIENCE (6)

YEAR ROUND (6)  |PARTNERSHIP (4) |WILDLIFE (5) MARKETING (7) PRESERVATION (9) [STATEWIDE (4) JAUTHENTIC (6)
FUN (5) ADVENTURE (4)  JAUTHENTIC (4) |PARTNERSHIPS (7)  JATTRACTIONS (6) DEVELOPMENT (3)[INFRASTRUCTURE
EXPERIENCE (4) NATURAL (4) SUSTAINABLE (4)SCENIC (7) PARTNERSHIP (6) DIVERSITY (3) VISITORS (5)

COORDINATE (4)

EDUCATION (3)

HERITAGE (3)

CULTURE/HERITAGE (4

AUTHENTIC (5)

EDUCATE/TRAIN (JEDUCATIONAL (4)

FRIENDLY (4)

WELCOME (3)

RECREATION (3)

LEGACY (5)

EDUCATION (5)

MARKETING (3)

MARKETING (4)

OPEN SPACES (4)

WILDLIFE (3)

CULTURE (2)

YEAR ROUND (5)

INTEGRATED (5)

SUSTAINABLE (3)

QUALITY (4)

UNIQUE (3) SERVICES (2) PROFITABLE (2) |JADVENTURE (4) EXPERIENTIAL (4) WILDLIFE (3) ADVENTURES (4)
AWARENESS (3) DESTINATION (2)  JVISITORS (2) ENDURING (4) WILDLIFE (4) INVESTMENT (2) |DESTINATION (4)
INFRASTRUCUTRE (JTECHNOLOGY (2) JACTIVE (1) ENJOYMENT (4) VISITOR (3) NATURAL (2) DEVELOP (3)
COOPERATION (2) JUNIQUE (2) CREATIVE (1) JEXPERIENCE (4) AWARENESS (2) ADVOCATE (1) SUSTAINABLE (3)
WELCOMING/ GENUINH
HOSPITALITY (2) PRIDE (2) DIVERSE (1) /FRIENDLY (4) CREATIVE(2) AUTHENTIC (1)  |AFFORDABLE (3)
WY RESIDENTS (1) |RELAX (1) ECONOMIC (1) |AaccEss (3) DIVERSITY (2) BUSINESS-DRIVENJ@ROWTH (3)
FRIENDLY (1) Educational (1) |COMMUNICATIONS (2) [FRONTIER (2) COLLABORATION (JyNIQUE (2)
MARKETING (1) Friendly (1) DISCOVER (2) INNOVATIVE (2) CONNECT (1) LASTING (2)
International (1)  |DIVERSE (2) LANDSCAPE (2) COOPERATION (1) [DIVERSE (2)
Quality (1) SUSTAINABLE (2) BALANCED (1) INTERPRETATION {WILDLIFE (2)
Service (1) AUTHENTIC (1) GLOBAL (1) MULTI-SEASONAL {BCCESSIBILITY (1)

DESTINATION (1)

RELEVANCE (1)

PARTICIPATE (1)

REWARDING (1)

VALUES (1)

TECHNOLOGY (1)

EXPLORE (1)

VISITOR (1)

TRUTHFUL (1)

WELCOMING (1)

Hank Toddolutions Group
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Summary of strengths frone-survey May 2010

Strengths Number Responding Percentage

National Parks and Monuments 212 58%
Outdoor Recreation 180 49%
Wildlife 173 47%
Hunting & Fishing 118 32%
Tru e A \WeCswibays/Rodeos 114 31%
Scenery 113 31%
AOpen Spaceso 104 28%
Culture and Heritage 87 24%
Community fAsmall towno feel 70 19%
Unigue Destination 61 17%
Natural Resources 60 16%
Small enough to know each other 37 10%
Legislative and Executive Branch support 32 9%
Engaged Industry and partners 26 7%
Other, please specify 9 2%

Hank Toddolutions Group 2/22/2011
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Summary of challenges from one on one interviews

Educating the industry on water
quality issues waste water
systemg lack of technical
assistance in applying the safe
drinking water act and clean
water act.

Having all the various elements
the industry be aware of what
each other is doing

Developing great conflict
management tools and resource
to resolve issues

Lack of people to carry out
tourism projects

Transportation around the state
lack of funding

Amount of consumer disposable
income

Places to stay

t N2GSOGAY3a GKS

Greata variety of restaurants

Attracting more diverse visitors
making people of different
cultures feel welcome

Communications within the
industry

Diminishing funds for federal ,
state and local tourism
organizations

Staying on top of trends

Proximity tomajor markets

Continuing to get and expand
marketing funds available to
tourism

Large percentage of public
landg federal

Building partnerships

Wildlife Management Trust
Fund keep it

Lack of cell service and \Wi

Workforce development
programs in the industry

Keeping up with the Internet

Education for the industry to
keep up with marketing trends
technology applications

Leveling out the business cycles

Need for more interpretive and
restoration programs and
savices

Funding for infrastructure

Perception of Wyoming is
unknowrt great fly over state

Keep and expand marketing
funds

Need to develop of cultural
opportunities

Keeping authentic

Working through federal
concerns

Having updated product

Making the Parks relevant

Funding resources both state an
local marketing

t S2LJ SQa LISNDSI

Current economic conditionis
new normal?

Wind energy development on
habitat and other tourism areas

Access around the state

Knowing what evefone is doing

Infrastructura do we have
enough lodging and services

Finding ways for communities to
work more together on
collaborative projects and

opportunities

Competition from other
destinations

Hank Toddolutions Group

2/22/2011



248 Wyoming Tourism Industry Master Plan Draff

OPPORTUNITES
Regi lc parision of nd y meeeds i 2020 [E-mirvey Mary 2080
Which of the following best describes what you think the Wyoming Touwrism Industry needs to look like in the year 20207 Chechk
up b five!
Please indicate the region of the state where your organization or
Total* business is located in?
| Northwest | Northeast | Central | Southwest | Southeast
266 118 55 70 43 1]
109 28 16 20 16 29
Improvement in community offerings—existing
and new—accommodations, restaurants,
attractions, etc.
9. 80% 23.70% 29.10% Z8.60°% 37_20°% 3I6.30%
Maintzined and jed air, i, rail and 124 40 20 28 13 i
St e e 33.90% 33.00% 36,40°% £1.40% 30,200 27.50%
. 161 51 2z n 3 Lo
| ==k 44, 005 432005 40.00F% 44, 30%% 53.50% 42 50
Updated and competitive facilities throughouwt 56 12 B 11 B 17
the state 15.30% 10.20% 14.50F% 15.70F% 1 60°% 2130%
|||| one industry in the stat 53 17 7 B B 13
14.50% 14.40° 12. 7R 11.40% 16.60% 16.30%
|I-'| i ininf fion technol 57 2 B 11 4 12
ST 15.60% 18.60% 14.50% 15.70% 930% 15.00%
Wikdlife der in bers and 114 42 12 23 14 FE]
31.00% 35.60% 21 BRs 32.90°% 32607 2B B0RE
| Intemational visitation has increased 58 23 ] B 7 1z
dramatically 15.80% 19.50% 14508 11 A0%% 16.30°% 15.008%
105 24 12 32 18 17
| Balance between the needs of energy and
ZB.T0R% 20307 25.50P &5, TR 41 90 21 30
I 1 devel and int tion of 104 26 20 18 ] ES ]
and g B4R 22 s 36407 5. 7R 20.90% 3E.BORE
. BO 41 1z 11 9 7
winter
Stronger Seasan 21.50% 34, 70% 21.80°% 15.70°% 20090°% B.B0%
Owerall seasonal dependence leveled out 8 7 g 9 s s
I 13.40% 14.00% 14.50% 12 607 14 100°% 11308
D " . o5 3 15 15 10 24
I =T 26.00% 26.30% 730 21407 23.30°% I0.00%
Tourism infrastructure has been maintained 52 Er 10 13 13 24
henti 157 51 25 28 s | 3z
= 42 9% 43.200° 45 .50° ). 00R 4B B0fs 2000
Qualit - thyi i 4 o 7 7 5 13
| - 1= 11 70% 7.60° 12 TR 10.00% 11 .60% 16.30%
Greal ek . tuiiti L] 37 17 17 11 17
Iﬂlnuymtﬂeshh 7.00% 31407 30.90% 24.30% 25.60°% 2130°%
. - - 131 a7 268 21 13 24
IHimrEIEIIHJ
ng program in place 35.80% 39.80% 4730 30.00% 30.20°% I0.00%
Adapted to changing demoegraphics and have u 0 12 14 14 a
attracted more visitors 24.00% 15405 2180% 20.00% 32608 26305
L] & 1 3 2 7
Iu“m' SR 5.20% 5.10R% 1 BOF% 4.30% 4,705 B.B0%
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Summary of Threats fronthe one on one inteviews

Rising gas prices

Long standing conflicts between
state, federal, local use issues

Not having good communications and
dialogue

Wind energy development

Diversion of water

Lack of marketing support for small
communities

Loss of open space

Sufficient marketing and program
funds

Irresponsible growth care needs to be
given to the land and its stewardship

Loss of habitat

Staying relevant

Access ability to get into outdoors

Lack of awareness of tourism
AYRdza G NB Q& O2tafal N

Bark beetle epidemic in our forests

[2aAy3 ONRGAOFE aoA

Loss of financial resources to marke

Invasive species

Not connecting with a younger audience
our travelers of the future

Taking tourism for granted

G/ dzNB | LILIS | wrétiesA y

Value of the dollar

Relationship between Oil/Gas and
Tourism Industry

Competition from other
destinations

Lack of renewal and sustainable funding
sources

Lack of resources

Natural disaster

Not diversifying the product

Lack of support fotWOT

Lack of coordination across the
state with its assets

Energy/extraction developmentimpact on
landscape

Lack of air transportation

Common sense zoning and plannir

Lack of access to State Parks and Foresty

wSIA2Y Il f &l dzNFé€

Not being besin class with our
state web site

Not doing additional niche marketing

Hank Toddolutions Group
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Comparison of key plan elements by regiore-survey May 2010

1 Please rate the importance of including the following eleméntthe Wyoming Tourism Industry Master Plan.

Researh

4

Very Important

3

Important

2

Not Important

1
Unsure

Total*

366
138
37.7%
182
49.7%
22
6.0%
24
6.6%

Please indicate the region of the state where your organization or busiséssated?

Northwest
118
51
43.2%
53
44.9%
10
8.5%
4
3.4%

Northeast
55
17
30.9%
31
56.4%
4
7.3%
3
5.5%

Central
70
22

31.4%
38
54.3%
3
4.3%
7
10.0%

Southwest
43
11
25.6%
28
65.1%
1
2.3%
3
7.0%

Southeast
80
37
46.3%
32
40.0%
4
5.0%
7
8.8%

1 Please rate the importance of including the following eleménthe WyomingTrourism Industry Master Plan.

Technology

4

Very Important

3

Important

2

Not Important

1
Unsure

Total*

366
152
41.5%
173
47.3%
26
7.1%
15
4.1%

Please indicate the region of the state where your organization or businéssated?

Northwest
118
50
42.4%
56
47.5%
9
7.6%
3
2.5%

Northeast
55
18
32.7%
32
58.2%
4
7.3%
1
1.8%

Central
70
28

40.0%
36
51.4%
3
4.3%
3
4.3%

Southwest

43

14
32.6%

25
58.1%

2
4.7%

2
4.7%

Southeast

80

42
52.5%

24
30.0%

8
10.0%

6
7.5%

1 Please rate the importance of incling) the following elementé the Wyoming Tourism Industry Master Plan.
Marketing/Sales/Promotion

4

Very Important

3

Important

2

Not Important

1
Unsure

Total*

366
288
78.7%
66
18.0%
8
2.2%
4
1.1%

Please indicate the region of the state where your organization or busiséssated?
Southwest

Northwest
118
96
81.4%
19
16.1%
2
1.7%
1
0.8%

Northeast

55
46
83.6%
9
16.4%
0
0.0%
0
0.0%

Central
70
48

68.6%
18
25.7%
3
4.3%
1
1.4%

43
34
79.1%
8
18.6%
1
2.3%
0
0.0%

Southeast

80
64
80.0%
12
15.0%
2
2.5%
2
2.5%

Hank Toddolutions Group
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Comparison of key plan elements by regiore-survey May 201Qcontinued)

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.
Visitor Services

Total* Please indicate the region tife state where your organization or businéssocated?

Northwest Northeast Central Southwest Southeast
366 118 55 70 43 80
4 261 88 40 41 32 60
Very Important 71.3% 74.6% 72.7% 58.6% 74.4% 75.0%
3 20 22 13 27 11 17
Important 24.6% 18.6% 23.6% 38.6% 25.6% 21.3%
2 13 7 2 2 0 2
Not Important 3.6% 5.9% 3.6% 2.9% 0.0% 2.5%
1 2 1 0 0 0 1
Unsure 0.5% 0.8% 0.0% 0.0% 0.0% 1.3%

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.
Infrastructure (existing)

Total* Please indicate the region of the state where your organization or businéssated?

Northwest Northeast Central Southwest Southeast
366 118 55 70 43 80
4 110 39 14 23 12 22
Very Important 30.1% 33.1% 25.5% 32.9% 27.9% 275%
3 210 62 33 41 27 47
Important 57.4% 52.5% 60.0% 58.6% 62.8% 58.8%
2 34 12 6 4 3 9
Not Important 9.3% 10.2% 10.9% 5.7% 7.0% 11.3%
1 12 5 2 2 1 2
Unsure 3.3% 4.2% 3.6% 2.9% 2.3% 2.5%

1 Please rate the importance of including the following eleméntthe Wyoming Tourism Industry Master Plan.
Product Development (new)

Total* Please indicate the region of the state where your organization or busiséssated?

Northwest Northeast Central Southwest Southeast
366 118 55 70 43 80
4 107 37 16 16 11 27
Very Inportant 29.2% 31.4% 29.1% 22.9% 25.6% 33.8%
3 187 61 32 36 20 38
Important 51.1% 51.7% 58.2% 51.4% 46.5% 47.5%
2 47 12 6 10 9 10
Not Important 12.8% 10.2% 10.9% 14.3% 20.9% 12.5%
1 25 8 1 8 3 5
Unsure 6.8% 6.8% 1.8% 11.4% 7.0% 6.3%
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Comparison of key plan elements by regiore-survey May 201Qcontinued)

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.

Resources

4
Very Important
3
Important
2
Not Important
1
Unsure

Total*

366
161
44.0%
156
42.6%
31
8.5%
18
4.9%

Please indicate the region of the state where yorgamization or businesds located?
Southwest

Northwest
118
47
39.8%
51
43.2%
15
12.7%
5
4.2%

Northeast

55
26
47.3%
22
40.0%
3
5.5%
4
7.3%

Central
70
27

38.6%
32
45.7%
7
10.0%
4
5.7%

43
24
55.8%
15
34.9%

3
7.0%
1
2.3%

Southeast

80
37
46.3%
36
45.0%
3
3.8%
4
5.0%

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.

Partnerships

4
Very Important
3
Important
2
Not Important
1
Unsure

Total*

366
171
46.7%
151
41.3%
28
7.7%
16
4.4%

Please idicate the region of the state where your organization or businesscated?
Southwest

Northwest
118
55
46.6%
43
36.4%
15
12.7%
5
4.2%

Northeast

55
25
45.5%
22
40.0%
5
9.1%
3
5.5%

Central
70
33

47.1%
34
48.6%
1
1.4%
2
2.9%

43
16
37.2%
21
48.8%
3
7.0%
3
7.0%

Southeast

80
42
52.5%
31
38.8%
4
5.0%
3
3.8%

1 Please rate the importance of including the following eleméntthe Wyoming Tourism Industry MastElan.

Education & Training

4
Very Important
3
Important
2
Not Important
1
Unsure

Total*

366
152
41.5%
156
42.6%
46
12.6%
12
3.3%

Please indicate the region of the state where your organization or businéssated?

Northwest
118
49
41.5%
51
43.2%
13
11.0%
5
4.2%

Northeast
55
26
47.3%
23
41.8%
6
10.9%
0
0.0%

Central
70
23

32.9%
35
50.0%
10
14.3%
2
2.9%

Southwest
43
19
44.2%
18
41.9%
5
11.6%
1
2.3%

Southeast
80
35
43.8%
29
36.3%
12
15.0%
4
5.0%

Hank Toddolutions Group

2/22/2011
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Comparison of key plan elements byg®nt e-survey May 201Qcontinued)

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.

Environment

Total*
366
4 178
Very Important 48.6%
3 137
Important 37.4%
2 38
Not Important 10.4%
1 13
Unsure 3.6%

Please indicate the region of the state where your organization or busiséssated?

Northwest
118
64
54.2%
37
31.4%
10
8.5%
7
5.9%

Northeast
55
25
45.5%
21
38.2%
8
14.5%
1
1.8%

Central
70
27

38.6%
35
50.0%
7
10.0%
1
1.4%

Southwest

43

16
37.2%

17
39.5%

8
18.6%

2
4.7%

Southeast
80
46
57.5%
27
33.8%
5
6.3%
2
2.5%

1 Please rate the importance of including the following elemeéntthe Wyoming Tourism Industry Master Plan.

Sustainability

Total*
366
4 194
Very Important 53.0%
3 139
Important 38.0%
2 23
Not Important 6.3%
1 10
Unsure 2.7%

Please indicate the region of the statvhere your organization or busineisdocated?

Northwest
118
67
56.8%
43
36.4%
4
3.4%
4
3.4%

Northeast
55
31
56.4%
19
34.5%
4
7.3%
1
1.8%

Central
70
32

45.7%
34
48.6%
4
5.7%
0
0.0%

Southwest

43

22
51.2%

14
32.6%

6
14.0%

1
2.3%

Southeast
80
42
52.5%
29
36.3%
5
6.3%
4
5.0%

1 Please rate the importance of including the following eleméntthe Wyoming Tourism Industry Master Plan.

Outdoor Recreation

Total*
366
4 273
Very Important 74.6%
3 86
Important 23.5%
2 5
Not Important 1.4%
1 2
Unsure 0.5%

Please indicate the region of the state where your organization or businéssated?
Southwest

Northwest
118
100

84.7%
15
12.7%
1
0.8%

2
1.7%

Northeast

55
36
65.5%
18
32.7%
1
1.8%
0
0.0%

Central
70
50

71.4%
20
28.6%
0
0.0%
0
0.0%

43
32
74.4%
10
23.3%
1
2.3%
0
0.0%

Southeast

80
55
68.8%
23
28.8%
2
2.5%
0
0.0%

Hank Toddolutions Group

2/22/2011
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Comparison of key plan elements by regiore-survey May 201Qcontinued)

1 Pleae rate the importance of including the following elemeimshe Wyoming Tourism Industry Master Plan.

Wildlife

4

Very Important

3

Important

2

Not Important

1
Unsure

Total*

366
268
73.2%
83
22.7%
11
3.0%
4
1.1%

Please indicate the region of the state where your organization or busiséssated?

Northwest
118
95
80.5%
15
12.7%
5
4.2%
3
2.5%

Northeast
55
35
63.6%
19
34.5%
0
0.0%
1
1.8%

Central
70
50

71.4%
18
25.7%
2
2.9%
0
0.0%

Southwest
43
31
72.1%
12
27.9%
0
0.0%
0
0.0%

Sautheast
80
57
71.3%
19
23.8%
4
5.0%
0
0.0%

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.
Communications

4

Very Important

3

Important

2

Not Important

1
Unsure

Total*

366
182
49.7%
159
43.4%
20
5.5%
5
1.4%

Please indicate the region of the state where your organization or busiséssated?

Northwest
118
59
50.0%
51
43.2%
7
5.9%
1
0.8%

Northeast
55
31
56.4%
22
40.0%
1
1.8%
1
1.8%

Central
70
30

42.9%
35
50.0%
4
5.7%
1
1.4%

Southwest
43
18
41.9%
22
51.2%
3
7.0%
0
0.0%

Southeast
80
44
55.0%
29
36.3%
5
6.3%
2
2.5%

1 Please rate the importance of including the following eleménthe Wyoming Tourism Industry Master Plan.
Safety and Security

4

Very Important

3

Important

2

Not Important

1
Unsure

Total*

366
123
33.6%
174
47.5%
58
15.8%
11
3.0%

Please indicate the region of the state whe@ur organization or business located?
Southwest

Northwest
118
38
32.2%
52
44.1%
21
17.8%
7
5.9%

Northeast

55
16
29.1%
30
54.5%
8
14.5%
1
1.8%

Central
70
23

32.9%
37
52.9%
9
12.9%
1
1.4%

43
13
30.2%
21
48.8%
8
18.6%
1
2.3%

Southeast

80
33
41.3%
34
42.5%
12
15.0%
1
1.3%

Hank Toddolutions Group

2/22/2011
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Comparison of key plan elements by regiore-survey May 201Qcontinued)

1 Please rate the importance of including the faling elementsn the Wyoming Tourism Industry Master Plan.
Transportation
Total* Please indicate the region of the state where your organization or busiséssated?

Northwest Northeast Central Southwest Southeast
366 118 55 70 43 80
4 152 52 21 25 18 36
Very mportant 41.5% 44.1% 38.2% 35.7% 41.9% 45.0%
3 171 49 26 41 20 35
Important 46.7% 41.5% 47.3% 58.6% 46.5% 43.8%
2 37 15 7 4 5 6
Not Important 10.1% 12.7% 12.7% 5.7% 11.6% 7.5%
1 6 2 1 0 0 3
Unsure 1.6% 1.7% 1.8% 0.0% 0.0% 3.8%

1 Plaase rate the importance of including the following elemeintshe Wyoming Tourism Industry Master Plan.
Culture and Heritage

Total* Please indicate the region of the state where your organization or busiséssated?

Northwest Northeast Centrd Southwest Southeast
366 118 55 70 43 80
4 229 69 36 41 30 53
Very Important 62.6% 58.5% 65.5% 58.6% 69.8% 66.3%
3 113 40 16 25 9 23
Important 30.9% 33.9% 29.1% 35.7% 20.9% 28.8%
2 22 8 3 4 4 3
Not Important 6.0% 6.8% 5.5% 5.7% 9.3% 3.8%
1 2 1 0 0 0 1
Unsure 0.5% 0.8% 0.0% 0.0% 0.0% 1.3%

Hank Toddolutions Group 2/22/2011
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PRIMARY DATA COLLECTED

Individual interviews

ONE ON ONE INTERVIEW SUMMARY

Regional Meeting Summaries

DOUGLAS REGIONAL MEETING SUMMARY

JACKSON REGIONAL MEETING SUMMARY

GILLETTE REGIONAL MEETING SUMMARY

LARAMIE REGIONAL MEETING SUMMARY

ROCK SPRINGS REGIONAL MEETING SUMMARY

RIVERTON REGIONAL MEETING SUMMARY

Initial Survey

E-Survey Resultg Click Here

Follow up Survey

ESurvey ResultsClick Here

SECONDARY REBEKYRESOURCES

STATE OF WYOMING REPORTS AND PLANS

(el et e I et Y et et

HISTORIC PRESERVATION SUMMIT REFOBVWING HISTORICAL SOCIETY DEC 2008

2 haLbD !'we¢e{ /h}b/ L[ o 9Q{ Hnanmm 9+xth[ +LbD [ hbD
WYOMING ARTS COUNCIL STRATEGIC PLAX02006

ANNUJUAL REPORT 200/ OMING GAME AND FISH DEPARTMENT

WYOMING STATE PARKS AND HISTORIC SITES 2009 VISITORS SURVEY

REPORT OF RECOMMENDATIONS FOR THE GRANGER STAGE STATION STATE HISTORIC SIT
REPORT OF RECOMMENDATIONS FOR THE FORT FRED STEELE STATE HISTORIC SITE
REPORT OF RECOMMENDATIONS FOR THE BLACK AND ORANGE CABINS FORT BRIDGER ST
HISTORIC SITE

Hank Toddsolutions Group 2/22/2011


http://www.projectfrontdoor.com/doc/InitialIndividualInterviewsSummaryFinal.pdf
http://www.projectfrontdoor.com/doc/Douglassummaryreport.pdf
http://www.projectfrontdoor.com/doc/Jacksonsummaryreport.pdf
http://www.projectfrontdoor.com/doc/Gillettesummaryreport.pdf
http://www.projectfrontdoor.com/doc/Laramiesummaryreport.pdf
http://www.projectfrontdoor.com/doc/RockSpringssummaryreportl.pdf
http://www.projectfrontdoor.com/doc/RivertonSummaryreportl.pdf
http://www.zoomerang.com/Shared/SharedResultsSurveyResultsPage.aspx?ID=L24BW6F6BZ9T
http://www.zoomerang.com/Shared/SharedResultsSurveyResultsPage.aspx?ID=L24HG6S9ANK2
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SECONDARY REBEH/RESOURGESTINUED)

i

i
i
i
i
i
i

REPORT OF RECOMMENDATIONS FOR THE WYOMING TERRITORIAL PRISON STATE PARK A
HISTORIC SITE

VISITOR USE PROGRAM -2008 DVISION OF STATE PARKS, HISTORIC SITES & TRAILS,
DEPARTMENT OF STATE PARKS & CULTURAL RESOURCES

WYOMING SCORBTATEWIDE COMPREHENSIVE OUTDOOR RECREATION:RDAB 2009

2005 ECONOMIC IMPACT WYOMING DIVISION OF STATE PARKS AND HISTORIC SITES
2007-2015WY@LbDQ{ /hatw9l 9b{L+9 {¢!¢92L59 | L{c¢hwL
BLM REPORT TO THE PUBLIC 2009

WYOMING BUSINESS COUNCIL PROGRAM GUIDE

¢19 Lat!/ ¢ hC ¢w! +9[ hb 2 _ halLbDQ{ 9/ hbha, HAN

STUDIES DONE BY RANDAL MARKETING FOR WYOMING TRAVEL AND TOURISM

et et A e N e N

2005 DESTINATIOANSSESSMENTS (ANITA'S NOTES FROM ALL COUNTIES)

2005 LOCAL TAX BOARD LETTER

2007 RESEARCH WORKSHOP (WORKBOOK CONTENTS & SPREADSHEETS)

2008 SHERIDAN INTERCEPT STUDY DATA

2009 CAOP RESEARCH LODGING STUDASPER, SWEETWATER, LARAMIE)

2010 CAOP RESEARGTUDIESEHEYENNE INTERCEPT SURVEY, (NOT COMPLETED YET ARE Tt
FOLLOWINGWEETWATER COUNTY LODGING STUDY, CAMPBELL COUNTY LODGING STUDY,
CAMPBELL COUNTY INTERCEPT SURVEPARXOD®BUNTY LODGING STUDY, CHEYENNE MAIL
CONVERSION SURVEY, WIND RIVERIGCEIGIDY).

WYOMING COMMUNITIESOMPARATIVE LODGING SURVEY DATA

STATEWIDE MARESEARCH CONDUCTED IN WYOMING COUNTIES

STATE OF WYOMING AGENCY WEB SITES REVIEWED

[l el el el i el el el et et et e

ADMINISTRATION AND INFORMATION

AGRICULTURE

BUSINESS COUNCIL

COMMUNITY DEVELOPMENT AUTHORITY

GAME AND FISH

GE@RAPHIC INFORMATION OVERSIGHT AND COORDINATION
GEOLOGICAL SURVEY

OUTEITTERS AND PROFESSIONAL GUIDES, BOARD OF
STATE PARKS AND GQIRAL RESOURCES DEPARTMENT
TRANSPORTATION

TRAVEL AND TOURISM

UNIVERSITY OF WYOMING

Hank Toddsolutions Group 2/22/2011


http://ai.state.wy.us/
http://agriculture.wy.gov/
http://www.wyomingbusiness.org/
http://www.wyomingcda.com/
http://gf.state.wy.us/
http://wgiac.state.wy.us/
http://www.wsgs.uwyo.edu/
http://outfitters.state.wy.us/
http://wyospcr.state.wy.us/
http://dot.state.wy.us/
http://www.wyomingtourism.org/
http://www.uwyo.edu/
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SECONDARY REBEH/RESOURGESTINUED)

STATE OF WYOMBNAGENCY WEB SITES REVIEWED (CONTINUED)

U WATER DEVELOPMENT COMMISSION
U WILDLIFE AND NATURAL RESOURCE TRUST
iU WORKFORCE SERVICES

STRATEGICANS/PROGRAM REVIEW

iU WYOMING RECREATION ACTION TREAMCT

G 2_halbD !'we¢Q{ /h!'b/L[ [hbD w!bD9 t['bhb

0 WYOMING BUSINESS COUNCIL

U DEPARTMENT OF PARKS AND CULTURAL RESOURCES

U STATE PARKS, HISTORIC SITES AND TRAILS SOAR 2013

iU WYOMING GAME AND FISH DEPARTMENT

iU WYOMING DEPARTMENT GANSPORTATION

U WYOMING OFFICE OF TOURISM

iU STATEWIDE COMPREHENSIVE OUTDOORRBECHH AN

iU WYOMING RURAL DEVELOPMENT COUNCIL

0 WYOMING MAIN STREET

U TRACKS ACROSSOMING

0 WYOMING STATE HISTORIC PRESERVATION OFFICE

i BUREAU OF LAND MANAZENTWYOMING

0 YELLOWSTONE NATIONAL PARK

U GRAND TETON NATIONAL PARK

0 USFISH AND WILDLIFE SERVICES

0 US FOREST SERVICES

Hank Toddolutions Group 2/22/2011


http://wwdc.state.wy.us/
http://wwnrt.state.wy.us/
http://wyomingworkforce.org/
http://www.wyomingbusiness.org/pdf/tourism/FINA_REACT_MOU_1207.pdf
http://wyoarts.state.wy.us/pdf/FinalDraftWACplanShortVersion.pdf
http://www.wyomingbusiness.org/pdf/2007_0828_WBC_Strategic_Plan_FINAL.pdf
http://wyospcr.state.wy.us/pdf/SPCR2011-2012SP.pdf
http://wyoparks.state.wy.us/PlanningDocs/SOAR2015Draft.pdf
http://gf.state.wy.us/downloads/pdf/SHP_Jan09.pdf
http://www.wyoconnects.com/lrtp.htm
http://www.wyomingbusiness.org/pdf/tourism/FY_11-FY_12_Tourism_Strategic_Plan_Final_82009.pdf
http://wyoparks.state.wy.us/PlanningDocs/scorp/intro.pdf
http://www.wyomingrural.org/strategic_planning.asp
http://www.wyomingmainstreet.org/

