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2022 SUSTAINABLE TOURISM WEBINARS

January 31, 11 a.m.
Intro to Sustainable Rural Tourism Development

February 28, 11 a.m.
Sustainable Rural Tourism and West Virginia: Lessons Learned

March 28, 11 a.m.
Marketing vs. Management

April 25" 11 a.m.
What is a Destination Management Organization?

May 23, 11 a.m.
The Role of Extension and Non-traditional Stakeholders

June 27, 11 a.m.
Leadership and Capacity
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July 25, 11 a.m.
Making Informed Decisions — Tourism Area Lifecycle Model and
Destination Assessments

August 29, 11 a.m.
Making Informed Decisions — Understanding Secondary Data and
Collecting and Interpreting Primary Data

September 26, 11 a.m.
Product Development: Participatory Planning and Action

October 31, 11 a.m.
Product Development: Developing a Tourism Master Plan

November 28, 11 a.m.
Product Development: Funding Tourism Development

December 19, 11 a.m.

Sustainable Rural Tourism: Implementing and
Evaluating a Destination Management Plan
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Poll 1

* Who do you represent during our tourism series?

* Do you regularly incorporate data into your destination
development decision making?
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The World Tourism Organization defines sustainable tourism as:

“tourism that takes full account of its current and future
economic, social and environmental impacts, addressing the
needs of visitors, the industry, the environment and host
communities”.

Community indicator systems reflect community values.
Indicators should also take an integrative approach and
consider the impacts of development not only in terms of
economic, but social and environmental dimensions.

WORLD TOURISM ORGANIZATION
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Flve Component Roles and Responsibilities of

Destination Marketing and Management

The Key Components of Destination Marketing, Management and Leadership
(Creating Community Wealth Through Tourism)

Core Supportive
Destination 1 Product Development
. (current and future —
Architect destination offerings) :
Research and Planning 0
+ (visitor needs understanding, Destination
pnlicvforml.}latian, performance measures] Planner
. . and strategic/marketing plans development
Destination 2 Marketing, Sales and Services 8 SE E
Seller (destination brand communications N
to targeted markets) : -
Leadership, Partnerships and T
+ Team Building IS
(DMO/visitorindustry team Partner
Destination 3 Community Relations development and leveraged marketing)
Advocate (tourism/DMO advocacy J

to stakeholders and residents)

~G (1999-2022)



Initial Steps: Gathering Baseline Data

Rural Destination Self-Assessment

The Rurzl Destination Manzgement Seif-Assessment will help to identify and assess local assets 25 partofa
destination management planning process. Emphasis is on helping to identify opportunities to develop and
enhance assets for recreation and towrism. Expanding aszets helps sttract more visitors and keep visitors longer Share this o o ° @ e @ '
in the region. This program seeks to satisfy community recreation and tourism needs, protect natural and cultural

resource attractions, and identify sustainable development opportunities for future generstions. I

Destinations participating in this project will gain 2 deeper understanding of their recreation and tourism
potentizl and ways to develop these opportunities. The program provides a unigue view of the current state
of recreation and tourism and tourism development potential. Using this information, communities consider
development of thess opportunities and create action steps to mowve forward.

Tourism development is 8 comprehensive effort invelving many aspects of your destination. To help you and your
destination team think about aspects of community life that can potentially impact the quality of tourism products
and services; and to better gauge how a destination management program would be of benefit to your
community, pleaze complete the destination management self-assessment by determining how you fael your
current tourism development efforts are achieving these aspects of community-oriented recreation and tourism
develgpment.

This manual is divided into 15 Best Practice Benchmark Areas:

1. Tourism Team =
2. Tourism Managemsnt b s
3. Community Interaction
4. Transportation and Signage Prog ram BaCkg round
5. Community Infarmation A Ten-Year Plan for Tourism in West Virginia developed by AECOM and Associates in 2012 called for an increase
6. Hospitality in technical assistance including implementing or expanding voluntary secret shopper programs, peer review
7. Aesthetics . . . . - .
& Tauriem A pragrams and providing assessments of fourism potential. The Tourism First Impressions program is designed to
. 1
s E:::_I::‘m::: £ help a destination learn about existing strengths and weaknesses as seen through the eyes of the first-time visitor.
1ﬁ.Tourist Education The program brings neutral, unbiased visitors to a region to assess destination attributes. ltineraries for groups of
11. Services visitors are developed to assess current and potential tourist sites. An established manual is used by assessors to I
12. Accessibility record their observations, and a report of destination strengths and weaknesses is presented to the client [i
13. Visitor Motives organization. The findings can then form the basis for future development. \
14T Markats -
arset s What will | learn from the assessment? (

15. Strengths, Challenges, Opportunities, and Goals
The program has revealed tourism opportunities to destination leadership, some of which include: signage,

website improvements, hospitality training, lack of community information, trail system improvements, unsightly
billboards, need for additional food and beverage options, additional lodging and lack of recycling opportunities

e https://publicinterestdesign.wvu.edu/mon-forest-towns/downloads

https://extension.wvu.edu/community-business-safety/tourism-hospitality/tourism-first-impressions
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https://extension.wvu.edu/community-business-safety/tourism-hospitality/tourism-first-impressions
https://publicinterestdesign.wvu.edu/mon-forest-towns/downloads

Why do we collect data?

Data helps us “know” the place and track outcomes...

Finding Revealing core concepts
|dentifying information gaps
Clarifying opportunities

Measuring Tracking progress toward achieving result
Evaluating performance

Monitoring Monitoring collaboration between citizens,
experts, and decision makers
Producing a feedback system for decision
makers
|ldentifying emerging threats to a community
Early warning system

Adapted from Phillips et.al, 2013 “State-level Applications: Developing a Policy Support and Public Awareness Indicator Project”
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Why do we collect data?

Data helps us “understand” the place and facilitate change...

Setting communities priorities

Predicting quantifiable thresholds

Suggesting feasible goals

Implementing choices underlain by clear goals

Changing Shifting attention to a particular area
Tracking the progress in new dimensions of
responsibility and concern
Tracking progress in process and policy

Reflecting Providing a broader perspective
Sharing decision making power via better
information, communication, & dialogue
Increased public accountability

Adapted from Phillips et.al, 2013 “State-level Applications: Developing a Policy Support and Public Awareness Indicator Project”
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Types of Data: Primary vs Secondary

Definition

Data
Process
Source

Cost effectiveness
Collection time
Specificity

Available in
Accuracy and Reliability

First hand data gathered by the
researcher

Real time data
More involved

Surveys, observations,
experiments, interviews, focus
groups, etc.

Less economical
Longer

Always specific to the
researcher’s needs

Crude/raw, require cleaning
It depends...

Data collected by someone else
and used by the researcher

Past data
Quick and easy

Government publications,
websites, books, journals,
articles, etc.

More (often very) economical
Short

May be less specific to the
researcher’s needs

Refined form
It depends...

Adapted from Public Health Research Guide, Benedictine University Library. Available at: https://researchguides.ben.edu/c.php?g=282050&p=4036581



Types of Data: Quantitative vs Qualitative

« Quantitative data are data that can be measured, quantified, and described using
descriptive statistics

e average, median, and mode
» variance and standard deviation
e count

 Qualitative data is not numerical (and thus can’t be quantified)
Surveys

Interviews/focus groups

Observation

Case studies

« Mixed methods include a combination of qualitative and quantitative sources and
techniques

VEXTENSION Family and Community Development



Geographic Scope of Data

US Travel Association
https://industryimpact.us

travel.org/

Global Sustainable
Tourism Council

V4 EXTENSION

Economic Impact of
Travel in West Virginia
(Dean Runyan)

Longwoods Visitor
Research

https://wvtourism.com/inform

ation-and-press/tourism-
partners/industry-
resources/research-reports/

Resident Attitudes
Toward Tourism and
Visitor Preferences in
the Mon Forest Region

Destination
Competitiveness in the
NRG, Northern
Panhandle, and
Mountain Highlands

https://extension.wvu.edu/comm

unity-business-safety/tourism-
hospitality/destination-
competitiveness

Other?

Resident Attitudes
Toward Tourism and
Visitor Preferences in
Ansted, Gauley Bridge,
Summersville, Heritage
Four, Tucker County,
AV

Garrett County, MD
Market/Economic
Impact Study

Family and Community Development



https://industryimpact.ustravel.org/
https://wvtourism.com/information-and-press/tourism-partners/industry-resources/research-reports/
https://extension.wvu.edu/community-business-safety/tourism-hospitality/destination-competitiveness

RV campsite
Tent campsite
Rustic lodge

Recreational fly

Recreational non-fly

On-road
Off-road

ATV

ROV

Dune buggy
4x4 and Jeep

Cross-country skiing
Downhill skiing
Nordic skiing
Snowboarding
Snowmobiling
Snowshoeing
Telemark skiing

Economic Impacts

T e Bicycling, paved road

Backpacking Bicycling, off-road
Rock or ice climbing

Kayaking
Rafting
Canoeing

Stand-up paddling
Boating:
cruising, sightseeing,
wakeboarding, tubing,
kneeboarding,
waterskiing

Nationally:

« $887 Billion in spending
» 7.6 Million jobs
« 59.2 Billion in state and local taxes

West Virginia:

« $7.6 Billion in spending
« 82,000 jobs
« $532 million in state and local taxes

Tucker County, WV

» Leisure and Hospitality =
» 21% total employment
» 27% private employment

$65 million in spending
970 jobs
$44 million in value added (income, taxes, rents)

$19.4 million in labor income (wages & benefits)



Data Sources: Official Statistics & Govt. Agencies

United States™ U.S. Department of Commerce

Economics and Statistics Administration
U.5. CENSUS BUREAU

Bureau census.gov

o Employment in Tourism Industries

pRL EMPLOYEES (1000 A Total Employees in Tourism Industries (Thousands)

5,925

YoY % Change in Tourism, Travel, and Outdoor
Recreation Avg. Earnings by State
20

2002

2012 2012 2014 2015 2018 207

penditures

y economies

Visitor Spending Jobs Labor Income © Value Added Economic Qutput

U.S. DEPARTMENT OF COMMERCE

ea Bureau of Economic Analysis

Click on a Park for more information or select a Park tional River

ORSA Value-added Growth

West Virginia

W"

Directly Affected Sectors

$53.9 million

2013 2014 2015 20 2017 2018 2019 2020

in Value Added




Data Sources: Industry Reports

| The Economic Impact of Travel in
West Virginia

g~ State, Region, County Impacts

Travel Spennding Ranking 2020
I cast Spending ($1.5M - $5.8M)
West Virginia Department of Tourism \ i I o e )
o , [ moderate spending ($13.1M - 60.8M)
' [] Hign Spending (§70.8M - 133.5M)
[ most Spending ($177.5M - 645.5M)

50 75 WURUA .

2/10/2022 - 122,000,000

PRINABY RESEARSRCANOUCIEDR B Visitor Spending by Accommodation Type / West Virginia

Dean Runyan Associates

833 SW 11th Avenue Suite 920

Portland, Oregon 97205 1,170M
! Hotel, Motel 31,

$1,713M
Short Term Renial

County / Summary Trend Private Home

Direct Travel Spending 2011-2020p
Avg. Annual % Chg. Day Travel

L2011 ¢ 2012 ¢ 2013 ¢ : § : : : © 2020 | 2019-20 :2016-19 $47TM

Campground $43M

Travel Spending ($M) : § i : : § : i : : v-111%: 2nd Home gggm

Eamings ($M) ¥ -29.8% 0.08 0.4B 0.3B 1.2B 1.6B 2.0B 248
Employment (Jobs) : § : : : : § : : ¥ -35.0% ; Visitor Spending ($Billions)

Local Taxes (M) @ 08 : 08 : 08 : 07 @ 07 @ 07 : 07 : 07 - 08 : 06 |V-256%:
State Taxes (5M) = 49 : 49 : 49 - 48 47 : 47 i 49 . 50 : 56 : 50 |v-122%. 2020 2019

Sources: West Virginia city governments, Dean Runyan Associates, STR LLC., AIrDNA

htt s:/vatourism.com/w -content/uploads/2022/03/T01

https://wvtourism.com/w


https://wvtourism.com/wp-content/uploads/2022/03/T01_CY_2021_15517-compressed-1.pdf
https://wvtourism.com/wp-content/uploads/2022/04/WV_Final_Economic-Impact-Report-2020p-1-compressed-1.pdf

Data tools like Headwaters Economics’ “Economic Profile System”
have made data quick and easy to access...

QuickFacTs Pocahontas County

HEADWATERS
8K 2, ECONOMICS

2. Accommodation and food services 19x

-
2020 3. Farm 9%

Median Household Income Household Income zo020

HEADWATERS :
ECONOMICS $37,642 —— Analysis Tools

$25K to $100k
(5450 . . . ) .
[— Ir free, easy-to-use analysis tocls help users better" understand socioeconomic data and trends for their
. y More C communities, counties, states, or regions.
United States © 364, (12%

Employment z0z0

A Profile of

Part-time Monongahela National Forest

i : 2 3 =5 ' Change locati
Did not work e & nge location

COUNTIES

Socioeconomic Trends

Preston
= ool ] < Alleghany County, VA 4
People of Color & Hispanics High School Graduates J ’ 2 Bath County, VA
o : = : Highland County, VA
2/:, SSA . / Barbour County, WV
Grant County, WV
2020 2020 Greenbrier County, WV
Barbour
County, WV B i y ot Nichelas County. WV
/ Pendleton County, WV

. Pocahontas County, WV
Selected Geographies:

Pocahontas County, WV

Preston County, WY
( 7 Randolph County. WV
Jobs in Industies that include Travel & Tourism and Non-Travel & . Randolph County, WV / / Tucker County, WV

. CLICK TO REMOVE v, We AN
Tourism, Percent of Total Employment, 2020 WEST L Webster County, W
VIRGINIA 4 Pendlefon

d / £
. 100% - oo . . 5
Unlted States 90% - ” | i

- - %% Webst,
Comparison Geographies: ?g‘i ] L:nu.m’,.nrrv

U 5 G0% 4 P Highland

. County, VA
50% 4 Pocshontas

40% A osinty, WY

30% A

20% A

13‘;/; ] /// i Bath County, VA

Greenbriér
Pocahontas County, WV United States County, )

Produced by
Headwaters Economics - : CAuI::n‘!'yﬂcX
Economic Profile System (EPS)
https:/fheadwaterseconomics.org/eps ® Travel & Tourism EmNon-Travel & Tourism

August 24, 2022

https://headwaterseconomics.org/tools/




Special Topics Reports

z HEADWATERS

ECONOMICS

Library of Trails Benefits
This Trails Benefits Library is a collection of studies on the positive impacts of trails
on businesses, public health, and quality of life. Use this form to search by type of
benefit, use, year, and region.

Select Benefit . Select Use. . Select Year .. Select Region_..
Access (7] Cycling (70) 1985-2000 Midwest
Business impacts (77) Equestrian (14) 2001-2009 Northeast

Consumer surplus (15) Hiking (13) 2010-present South
Property value (14) Mountain biking (35) West
Public health (31) Nordic skiing (9)

Temil tamm mmdimm s FCCY e L e FOIY N e s

Apply filter

In addition to
iIndividual data
points, reports and
studies compiled by
others can become
a starting point for
our own local
destination
development efforts.



1.  The research was framed using the results from previous studies. Many
of these were found in the Headwaters database.

Local and Regional Impacts of Mountain Biking
Economic Impacts of Mountain Biking and Bike Trail Events and Festivals in West Virginia

There are multiple examples of how small towns, especially those transitioning from economies
dominated by natural resource extraction are leveraging their natural resources for outdoor

recreation tourism, and mountain biking specifically. For example:
WVU Extension Service Working Paper FCD-MTB-0519

® Dakridge, Oregon struggled after the closure of a local mill in the 1980s. Since 2004, the
town has rebranded itself as a mountain biking destination; riders spend an estimated
52.4 to 55 million a year in the local economy?®.
In the former iron ore mining town of Crosby, Minnesota, within seven years of opening
a trail network, at least 15 new businesses—including a wood-fired pizza restaurant, a
yoga studio, and a craft brewery have been opened to serve visiting riders®.

¢ The Nantahala and Pisgah National Forests of North Carolina have become important
mountain biking destinations; Pisgah is routinely listed as one of the most visited

2_ We Conducted our own Survey anaIySiS to gather primary des_tinations for av‘id bik?rs. I.Vloun?a‘in bkikin‘g_generates‘more than $48 million in
. . regional spending including $30 million in visitor spending. The sport supports 366 full
data, but compared our results to earlier studies to make time jobs and $9 million in abor income®.
sure our estimates of rider spending were reasonable.

Daniel Eades, Associate Professor and Extension Rural Development Specialist
Doug Arbogast, Associate Professor and Extension Rural Tourism Specialist

Table 1 Survey Collection by Event 4. Results from our analysis have been used to secure grant
o Surveys oot Responss funding and technical assistance that are generating new
Collected Auendance | Rate partnerships and trail development .

2018 Snowshoe FreeFall Festival/Enduro Race 31 8616 -

2018 Canaan Valley Mountain Bike Festival ‘ Snowshoe-Highlands Ride Center Review Score
:

2017 Canaan Mountain Bike Festival 93 249

2017 Dirtfest WV 132 | 807
474 2,525 Shver level
;.a:h?:rlﬂ..l Essti:nated Average Spending by Local and Non-Local Users for Selected Mountain 3 . S pend | ng eSt| m ates We re analyzed u S| ng L ) ) ! ] ] | R ] l.i € (‘Cn tCl'

ke lrall systems . . . i i

Trail System and State Local User Non-Local User Daily I M P LAN % an economic im paCt m Od eI I ng

Daily Expenditure data and software package.

Expenditure (2018 dollars)
| (2018 dollars) |
Coldwater Bike Trail?® (AL), 2012 568
Chequamegon area?? (Wl), 1997 No separation of users, average of $43
Nantahala and Pisgah National Forests® (NC), 2018, Est.
Kingdom Trails®
Tucker County, WV, 2018

Table 12. Economic Impact of 1,000 Non-Local MTB Riders

Direct Impact ['Indirect & Induced Total Economic
Impacts Impact
Output (Sales) $113,700* $58,700 $172,400 |

Employment 15 | 0.5 2

$40,700 $18,600 $59,300
State&localTaxes | | -

*The direct impact is less than the estimated $143,300 due to the application of retail margins.




Indicators like second home ownership address both economic and social
Economic and Quality of Life Indicators for Monongahela National Forest Communities dlmenSlonS Of deStlnat|On development
Daniel Eades and Do .-3.r|‘_|u|.',i1‘_s . . .
Associate rofessors ad Extencion Spectalsts Second and seasonal home owners are a vital source of income for the region;
West Virginia University Ext however, they may put additional pressure on already limited housing stock.
PO Box 6031, Morgantown, V :
In some cases they are less invested in the community, in others they may be
March 2019 a source of human capital.

Figure 13. Share of Seasonal, Recreational, or Occasional Use Homes in the MNF
Component Counties and Comparison Geographies, 2013-2017

The report uses state and national data to create
a profile for component counties and the region.

Table 5. Leisure and Hospitality Employment in the MNF Component Counties, 2002-2017

Much of the data are economic in nature, but we also
include environmental and especially social indicators.
A goal of the initiative is attracting and retaining a
young, and competitive workforce.

Figure 11. Educational Attainment for the Population 25-44 Years in the MNF Component
Counties and Comparison Geographies, 2013-2017

N%  gam T 9%
. W19% Mi7% W20%
% 13%
o &

Qualitative data collection provides an opportunity
to better understand local needs.

Figure 6. Leisure and Hospitality Employment in the MNF Region, 2002-2017

6,800
‘What do you think is the biggest challenge for bringing new businesses to Tucker County?
6,600
Lack of workforce, lack of workforce housing for newcomers.

Workforce, affordable housing.

If locals are on board.

Not enough employee base, not enough information about the local economy, trends, etc.

6,400

6,200

6,000

59
& Finding good employees.
Lack of a labor pool and affordable housing for employees in the service industry.
Rent is increasing due to buildings being renovated and increasing property values,
finding places to for staff to live.

Lack of store fronts and lack of rental housing.

5,800

5,600 : 5 G
5,600 B High School Degree or Greater Bachelor's Degree or Greater

5,400
2002 2004 2006 2008 2010 2 2016




Primary Data Collection

* Two broad types of research
and evaluation designs In
recreation, leisure, and
tourism (Henderson &
Bialeschki, 2002):

« Experimental designs

 Descriptive/non-experimental
designs

V4 EXTENSION

* Experimental designs are
seldomly used in our
study field

* Descriptive designs are
more commonly used



Descriptive designs

*Surveys

. : _ Types of iostionasirs
» Self-Administered Questionnaires OB Onnsices
* Interview (focus groups) Distribution

Observations

Mail y Telephone

Questionnaire = = I | Questionnaire

*Unobtrusive
observations

In-House
Questionnaire

https://www.questionpro.com/blog/what-is-a-questionnaire/

V4 EXTENSION


https://www.questionpro.com/blog/what-is-a-questionnaire/

Descriptive Designs

* Three major types
* Email surveys P QuestionPro

* Survey programs

» Web-based surveys SURVEY W >

https://www.questionpro.com/blog/what-
are-online-surveys/

V4 EXTENSION



https://www.questionpro.com/blog/what-are-online-surveys/

Descriptive Designs
(Interview)

* Three types
» Telephone interviews
* Individual personal interviews
* Focus group interviews

USDA National Visitor Use
Monitoring (NVUM) Program




Case studies

(Garrett County Market Survey)

* Purposes of the study
* Visitor profiles B\
* Market share and change over e '
a period of 10 years
* Visitor volume .
- Visitor spending T EE
* Economic impact

tttttttttttt

aaaaaaa

W EXTENSION 41.6% 41.3%
46.6% 46.7%



Case studies
(Garrett County Market Survey)

® O n S ite Se |f N Survey Locations/Events i:{Garrett County, MD
a d m i n i St e r e d Railey :n?:l;i:::i:n R —

* Questionnaire (paper
and pencil)

* Year round
« 20 survey sites
« 2693 participants

V4 EXTENSION
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Case studies

(Garrett County Market Survey)

Total spending
Total person-trips (million)

2008-2009 1,117,744 $243.32

2019-2020 1,398,150 $314.79

25.09% increase 29.37% increase

V4 EXTENSION



Case studies
(The Mon Forest Towns Surveys)

* Online survey (Qualtrics)
* 1145 resident participants

- - - - is to connect
and 815 visitor participants el L
. https://publicinterestdesign.wvu.edu/files/d/1a66bb8b-8470- and argiie oucomes et
4915-9747- vitality of this region.

foadaf5896e2/mon forest towns resident survey report.p
df (resident report)

« https://publicinterestdesign.wvu.edu/files/d/ed1e936d-91b3-

4a8f-b4e3-
fddb3a51eab7/mft visitor survey final report updated wit
h_questionnaire.pdf (visitor report)

V4 EXTENSION


https://publicinterestdesign.wvu.edu/files/d/1a66bb8b-8470-4915-9747-f6adaf5896e2/mon_forest_towns_resident_survey_report.pdf
https://publicinterestdesign.wvu.edu/files/d/ed1e936d-91b3-4a8f-b4e3-fd4b3a51eab7/mft_visitor_survey_final_report_updated_with_questionnaire.pdf

Case studies
(The Mon Forest Towns Surveys)

* Purposes of the study

* Perceptions of the
recreation economy in the
Mon National Forest area

* Branding

« COVID-19 impact

* Regional collaboration

* Image

« Competitiveness
W.EXTENSION




Case studies
Comparisons of the two survey methods

» On site (Garrett County)  *©nline (Mon Forest

. Towns

* Representative A Faste)r

* More personnel costs * Less expensive

. ' » Selective (pre-screen
FIex@Ie partmpangp

* Quality control » Ready for anal)é&s (in the

e Suitable for market form of SPSS XCel etC

: » Suitable for surveys
survey and economic focusing on attitudes and
impact analysis Eerceptlons measured in
Ikert scales

V4 EXTENSION



Resident Attitudes toward
Recreation/Tourism

ltems measuring high in agreement: Swongly  Midly T
Dmagre-! Dizagres Agres Agr SD-MD SA+HAA
e Tourism development will provide more economic e
opportunities for the area L fin Increase in towrism wall |
® The area should invest in tourism development Monong: ional Forest area.

2 Thnun:rr.l d

® The area should do more to promote its tourism assets [EEEEtE=ES
to visitors

e Long-term planning and managed growth are important |y 1.{} urise
. . . . ( nment in the area.
to control any negative impacts of tourism (highest 5. Towrisn development will el o
}.1' tect natural heritage resources

agreement rating)

the area.
8. Toursm will mprove the
wellbeing of communities in the

. . . ares
ltems with some level of uncertainty: T ares should fmvect i fouriemn
® Tourism development will only produce low-paying . i tousicnn ol lead
service jObS 1 outdoor recreation,
° . ° ° ° e e I |:'|.'|ltL|I:3J.
® Anincrease in tourism will increase the cost of living c
® The area should discourage more intensive development

e Impacts of tourism.

of facilities, services, and attractions for tourists 0. The area should do more to
® Anincrease in tourism will lead to unacceptable amounts
of traffic, crime, and pollution mtensive development of facilities
wvl EXTENSION In tourizm will ]ea.i
punts of traffic,
crime, and pollution.




Recreation
Rural tranquility
_ocal people

Lodging
Festival/events
Nightlife
Shopping

V4 EXTENSION

Much
Worse

Items
13. Outdoor recreation opporiumities
3. Faral tranguility and authenticity

4. Hogpitability and friendliness of local
people

§. Accessibility

12. Prices

1. Natural attractions

11. Local food/eatery

2. Hentage and cultural assets

3. Infrastructure

3. Diversity and unmiqueness of local products
1. Security and safety

& Besource conservation

17. Lodgms

10. Festivals and events

15. Crowding

14, Entertainment znd might life
16. Shopping

rerall

Somewhat
worse

About
the
same

Somewhat
better

Much
better

()

Last two
comhbined




 Rural tranquility and authenticity ( )

« Hospitability and friendliness of local
people ( )

« Security and safety ( )

* Prices( )

« Outdoor recreation opportunities (
* Overall ( )

V4 EXTENSION



* Diversity and uniqueness of local
products ( )

* Festivals and events ( )
 Entertainment and night life (

)
» Shopping ( )
 Lodging ( )

_.40 L°w Image-Low Competitiveness

wv EXTENSION h h Compeg:iveness
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j'é' Office of the Governor
=/ Jim Justice

About the Governor and First Lady Administration Constituent Services - News Actions - Contact -

Office of the Governor > News > Press Releases > 2022 Press Releases > Gov. Justice announces over $18.1 million in ARC grant awards for projects across West Virginia

Gov. Justice announces over $18.1 million in ARC grant awards for projects across West
Virginia
7/18/2022

AREA DEVELOPMENT

STATEWIDE

Partner Community Capital

$2,700,000

West Virginia Recreational Economies Initiative

Project will provide technical assistance services to tourism and recreation-
based businesses across the state. Assistance will include business consulting,
raising capital, financial packaging and management, real estate consulting,
legal issues, and branding, design, and marketing strategies. Project partners
include WV Department of Tourism, Woodlands Community Lenders, and the
Hatfield-McCoy Trails Regional Recreation Authority. The project will create an
estimated 585 jobs and leverage over $18 million in private investment into the

.wv- EXTENSION state’s tourism and recreation-based economy.



Using Data Collection and Analysis to
Inform Destination Planning Processes in
Tucker County, WV
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Tucker County Cultural Tourism Planning

WVU Extension Service Experiences,
assets and data

Surveying resident and visitor attitudes towards
tourism, assets and |dent|ty Findings of some of the que: s as interpreted

by our partner, WVU Graphic Design:

« Community prof economic iImpact analysis (current and development options)

1.6% " . . s
s oo 8% Residents Visitors

2
RED CREEK

BREWSKIES  LULHLF (3
= FESTIVAL Timberline, BWFSP
- Purple Fiddi

I8 4 r* 3’1
PARSONS 6 3 6

NDED

I EY

|

38.2%

ST GEORGE

HENDRICKS /
HAMBLETON

%
i

Funded by the Claude Worthington Benedum Foundation
through the Tucker County Cultural District Authority

* Transdisciplinary partnerships

Improve upon interdisclpl_inary{1 experiences
by immersing and engaging the breadth of
actors simultaneously, and allowing partners
to share assets rather than separately
provide expertise (Gibbs, 2017).

a mixed methods approach to the
study of sustainable tourism can promote
societal change, manage social desirability,
create more robust data through stakeholder
triangulation, (Molina-Azorin & Font, 2016).

Triangulation uses multiple distinct
methods of both qlualltatlve and quantitative
evidence to establish a particular finding
which increases confidence in a result by
showing that distinct methods and sources
point to the same conclusions (Stynes, 1991).

» https://publicinterestdesign.wvu.edu/sharing-tucker/wvu-extension-service
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Key Informant Interviews

A CDA board member discussed the role of the CDA in comparison to the other organizations
in the county:

il';’.rﬁ-'_'c
DMOs and Rural Tourism: A Stakeholder Analysis We're moving slowly through the process to establish ourselves, we need to understand our role, we

the Case of Tucker County, West Virginia need to make sure that we are engaged in all of the groups in the county who make up the culture of
Tucker county, it goes everything from outdoor recreation to the historical attractions to the arts and
crafts to the food, the farms, the coal mining so you know trying to embrace all of that and trying to

Table 2 Imbermiene canid capture it so that any visitor coming into this county understands the wealth of culture here, that’s

a daunting task.

President, Tucker County Cultural District Anthority

President, Acksnring.
Crner, Canaan F.:alt?

Charner, ms\h T:rur.i.ng Center

Trucksr C:ru:lb_v Commission, jﬂ’El.CIPII'LEI'.‘t DHrector, Tucker C:\mmunit}r Foundaton, and
Tucker Counby Cultural DHstrict Authority

Chrner, The PI.‘I.I.'P]E' Fiddle

Eup::i‘l.tm-ci.cn: Blackwrater Falls Stat= Park

Executive Director, Tucker Community Foundation and Tucker County Cultural District
Authariby

Eu:_'hz:l:intm-ci.m-., Canaan ";":.'L'I.c:.: Mattoral Wildlife R:fug\e

Ovrner, Ben's Old Loom Bamm

Drirector, Tucksr Cl:-u:l.'.}" Cultaral THstrict Auﬂ'u:‘::il'_’.'

MMarketing Director, Tucker County Convention and Visitors Burean
Tucker County Flanning Commission and Friends of the Blackwratar
Executive Direcbor, Tucker County Convention and Visibors Burean
Heart of the Highlands and Friends of the 500th

Timberline Four Seasons Resort

Lﬂ.‘r_v\c'r. Town of Thomas

Eu::n!:l:intmd.m: Canazan \":JJ.E:..' Stabe Fark

CEQ, Canmaan Viﬂ.ﬂ? Foasart

Waxelass Media

Chrner, 3::i.gh: h-Im:ni:l.g Inn

Cryrnar, Hellbender's Buarrito’s

Charner, S:um]:!l:uwn Ales

Omner, Yprglass Media

Charner, 3-i.g Bd.'l.:v Deli

Chrner, Crazturs G-.a]l,er'_n- amd the lmm'i}ﬂl!r{v

Buston and Landstzest Gallery and Studios

Owner, the Cooper House and the Billy Motel

Cryrnar, Thoes Castle Anti.q_‘u.-c:

DHrector, Bew Historic Thomas

5. Results and Discussion

The kev informant interviews revealed themes which included marketing and management
challenges including addressing resident and visitor concerns for maintaining authenticity and sense
of place while capitalizing on the improved accessibilitv of the destination; the need for economic
diversification following the decline of extractive industries; coping with seasonality, low wage jobs,
and lack of employees; connecting resorts to small businesses and communities; and establishing a
comumon vision, identity, and coordination of activities. In addition to a better understanding of how
stakeholders are addressing these significant challenges, the interviews identified numerous
organizations involved in some aspect of destination marketing and management and allowed the
researchers to conduct an audit of their roles and responsibilities and develop a destination
management framework to guide the destination toward a more effective and coordinated
management strategy. These specific challenges and the destination management framework are
discussed in the following section.

Family and Community Development




v EXTENSIONSERVICE Follow Along Guide

Communities featured have experienced the benefits and challenges of implementing the
values and developing community-based tourism economies. As you experience each cc
story, think about these four questions:

Tourism &

1. What was accomplished?

Voices of Change 2. How did they do it?

3. Who was involved?

shareis@ O O O © O 4. What opportunities and challenges are they facing?

Giving Voice to Local Tourism Leaders

Using the National Rural Tourism Development Project as a model, with funding provided by a West

Virginia University Faculty Senate Research Grant, case studies of tourism development in West - " o=
Tucker County, West Virginia

Virginia were developed.

The resulting stories feature “Voices of Change” from tourism leaders in West Virginia discussing the
successes and challenges of tourism development in each rural community. w VDECES Df p EngE 5 TUCkEf Cﬂunt)f W VE
] ' ¥ -
Core Values for Community-Based Tourism 1,
Successful community tourism development is built on communication, partnerships, a community M
vision, and a long-term commitment to bring that visicn to fruition. It embraces five core values: -
1. Maintain authenticity and a sense of place ‘
2. Provide a quality experience

-

3. Diversify the economy ’
4. Transform obstacles into opportunities s b
5. Share the benefits and local control . ¢ 4

safety/tourism-hospitality/voices-of-change — - b

https://extension.wvu.edu/community-business-
Watch on [EBYouTube



https://extension.wvu.edu/community-business-safety/tourism-hospitality/voices-of-change

Resident and Visitor Surveys

EESIDENTS QOPINION

NATURE TOURISM
LIMBOUIE LOCAL SHOPPING
LOCAL RESTALIRANTS
FESTVALSEVENTS
ACCOMMODATIONS
FOODYGROCERY STORES
INDOOR ACTIVITIES
ADVENTURE TOLRISM
HERITAGE TOURISM
CULTURAL TOURISK
EMTERTAINMENT PERFORMANCE VEMUES

EMTERTAINMENT/MIGHTLIFE

V4 EXTENSION

Tourism opportunities that should be developed

NSITOR CPIRKON

LOCAL RESTALRANTS
FESTIWALSEVENTS
MWATURE TOURISM
BREWERIES WINERIES
LIMICGUE LOCAL 5HOPPING
ADWENTURE TOLIRISM
ACCOMMODATIONS
HERITAGE TOURISM
ENTERTAINMEMNT PERFORMANCES VEMUES
CULTURAL TOLIRESM
BARS/PLBS

ENTERTAINMENT/MIGHTLIFE

LOMG-TERM PLANMING &
MANAGED GROWTH NEEDED

4-33! 5 Residents

2.87/5

COMMON VISION
BETWEEN COMMUNITIES

UNICUENESS PROTECTED

4-53,5 Visitors
DA e T

COLLECTIVE IDENTITY




Tucker County CDA Goals

Protect Connect & Promote Enhance
Coordinate
Support county Act as a central Cultural Identity Canyon trail

planningand a
potential county
planner

Support
SmartGrowth
development
projects.

- Dark Skies

Support Canaan
Valley planning
and zoning
control

Develop Design
Guidelines

Land use
regulations
options for comp
plan

hub for partners,
and offer
resources to
those partners

Community

liaisons
Canaan Valley (CV
Foundation)
Thomas (New
Historic Thomas)
Davis (Davis
Renaissance)
Parson (PRO On
Trac)
Hambleton-
Hendricks

Mini-grantsand
planning and
development
support to
cultural topic
specific
initiatives
Arts
Heritage
Adventur
e/Trail/Bi
ke
Entrepre
neurship
Agritouri
sm

MOU's with
partners,
database of

Signage
- Entrance
- Wayfinding
- Interpretive

Website
- Asset map
- Opportunities
map
- Cultural
trails/itineraries

Promotional
brochure guides
(culture, history,
adventure)

Events calendar
Social Media

Interpretation -
storytelling

Cottrill’s Opera
House

Hospitality
training

Awareness
training

Site design and

development
Davis Riverfront
—FWS grant
Parsons park
Parsons
depot/museum
Canaan park
Buxton
Landstreet
trailhead

Cultural events
in shoulder

season

Voluntourism
program

Guide services

Shuttle service

Destination Management Framework

Planning Commission

Planning/
Compliance

County
Commission

Destination
Management

Destination
Marketing




TOURISM LIFECYCLE Carrying Capacity

 threshold after which the
P& VErEHBh destination will be decreasingly

A ﬁd‘md ety desirable.

CRITICAL RANGE OF Stagnation

ELEMENTS OF CAPACITY Stabilization

Consolidation \ * The maximum number of visitors
Decline

that can be accommodated
without causing excessive
environmental deterioration and
Development without leading to a decline in
visitor satisfaction. (Hoven, 1982)

Immediate decline
Tourists

Involvement

e Capacity of the destination area

Exploration to absorb tourism before negative
impacts are felt by the host
e e o el = Cfogragte Corden, Cairh o 1= popu lation.
Tourist Drifters/ Explorers/  Organized Individual &
Types Venturers Individual Mass Organized
(Plog, Mass Mass/Dependable
Cohen) S
Attitudes e J i

(Doxey)



Webinar #2: Rural Tourism Values

« Basing tourism development on authenticity and a sense of place.

« Assessing the true benefits and costs of tourism.

« Using tourism as a diversification rather than a substitution strategy.
* Developing and delivering quality services.

« Sharing the benefits of tourism and developing local control.

Tourism development that is planned and guided by committed citizens,
businesses, and governments, provides the best opportunity for sustainable,
shared prosperity.

V4 EXTENSION
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Poll

* Do you feel that your destination has sufficient data
to make informed decisions about the future of
tourism?

VEXTENSION Family and Community Development



Upcoming Research and Extension Activities...

Agriculture and Food Research Initiative (A

Table 1. Indicators Proposed in the Literature

Economic Social

: : : : 7.9 . -
Leisure and lity employment | Educational attainment’” Area In conservation’

availability
uman nutrition, and train the Crime rate> Air pollution!*7

Water quality™-

Program: Innovation for Rural Entrepreneurs and Communities

Proposal Number: 2021-10035

Proposal Title: Rural Community Well-Being: Using Tourism Indicators to Identify,
Understand and Address COVID Pandemic Impacts and Strategies for Resiliency Tncome (median household income.

PCY. ete.)®

247
T._.T11e1nploy1nem*'4 '

Second home ownership**67

Obijective 1: Identify economic, social, and environmental indicators for sustainable
tourism (across all US counties and in three case study communities) Median home value®
Objective 2: Survey residents and visitors in case study destinations to identify social Commmientions ixfractraemre
and environmental indicators. including broadband*”
Objective 3: Deliver Extension programming in targeted gateway communities through Road density”

pilot programming using the research-based insights generated in objectives 1 and 2. Distance to air
Objective 4: Assess change over time and associated impacts thus providing a ;g;j};j AR
mechanism to update the data on a regular basis to monitor changes and reflect on i

community goals. SFederal Lands

Source: compiled by authors

USDA N'atlon’ll Institute of Food and Agriculture
_ UMITED STATES DEPARTMENT OF AGRICULTURE

Congratulations! Your proposal has been recommended for funding in the U.S. Department of Agriculture (USDA) National Institute of
Food and Agriculture (NIFA) FY21 AFRI Agriculture and Rural Communities (AERC) Rural Economic Development (A1661) Program.



Upcoming Research and
Extension Activities...

Economic Impacts of Mountain Biking and Bike Trail Events and Festivals in West Virginia

Pocahontas County Comprehensive Visitor

Profile and Tourism Economic Impact Study

WVU Extension Service Working Paper FCD-MTB-0519

Pocahontas County Convention & Visitors Bureau

Daniel Eades, Associate Professor and Extension Rural Development Specialist
Doug Arbogast, Associate Professor and Extension Rural Tourism Specialist

with support from

West Virginia University

2022-2023
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DESTINATION

LeadDO Rural/Small Community Leadership Survey

A proprietary rural-based destination organization (aka DMO, CVB or VB) survey covering
50 essential success strategy standards and best practices over 15 organization and
management benchmarks. *

For acknowledgement purposes, the full detailed survey for urban/major cities entails
142 standards. Over 50 US and Canadian DMOs have participated in this FREE
confidential advisory service with subsequent customized repo}t and one hour
consultation on results. The survey outcomes are invaluable in advance of undertaking a
destination/DO strategic plan and/or tourism master plan.

This specialized survey is available through Destination Consultancy Group
(www.dcgconsultancy.com) in partnership with the West Virginia University Extension
Service as of August 8, 2022. This survey is currently only available to DO’s in West
Virginia during the pilot phase. Please contact Doug Arbogast, Rural Tourism Specialist,
at douglas.arbogast@mail.wvu.edu for survey participation.

V4 EXTENSION

* 15 Standard/Best Practice Benchmark Areas

Destination Marketing and Sales Management (21)

Innovative group/leisure travel promotion strategies
Digital marketing presence

Public relations/publicity attention

Visiting friends & relatives/day visitor conversion strategies
Brand development strategy and delivery

To Destination Management and Leadership (29)

Strategic destination/DO planning

Stakeholder/government relations advocacy

Sustainable destination development strategy/tourism master planning
Visitor center/information services network

Dedicated tourism research program

DO governance and oversight

Funding strategy and performance accountability

DO brand culture investment

DO personnel recruitment and retention

DO accreditation and professional development certification excellence

Family and Community Development




Webinar #9: Participatory Planning

sharethis@P D QO O B
e 0 2 =T

0
1]
()

Filter by =

Stony.
River

MillRe™

Reservoil

Mon Forest Towns G (G)
Tourism Amenities O]0),
Recreation Activities OI0)]
®®
Biking Trails O]0),
XC Ski Trails OI0)
Hiking Trails O]0]
Whitewater Stream Trails oG

About the Lab

Within the School of Design and Community Development, the Community Engagement Lab (CEL)
brings the expertise of faculty and the energy of studenis to solve critical problems of design

1. Regional Design & Planning
2. Community Design, Planning & Visioning
3. Site Design. Planning & Visioning

4. Interior Architecture & Design

Design parinerships with the Community Engagement Lab may focus on regions, cormidors,
communities, sites and buildings. Through the Community Engagement Lab, faculty engage classes
of students in performing a variety of parlicipatory metheds and service-learning approaches to
design including:

« Design charreties

« \isicning workshops

= Asset mapping

SWOT analysis
« Focus groups
« Mind-mapping

« Surveys
Products of the processes include:

« County and community plans




Sources

Butler, R. (1980). The concept of a tourism area cycle of evolution. Canadian Geographer, 24, 5-12.

UNWTO Recommendations on Tourism and Rural Development — A Guide to Making Tourism an Effective Tool
for Rural Development. https://www.e-unwto.org/doi/book/10.18111/9789284422173

West Virginia Department of Tourism Annual Report. (2021). https://wvtourism.com/wp-
content/uploads/2022/03/T01_CY_ 2021 _15517-compressed-1.pdf
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https://www.e-unwto.org/doi/book/10.18111/9789284422173
https://wvtourism.com/wp-content/uploads/2022/03/T01_CY_2021_15517-compressed-1.pdf

Thank You!

Reminder: September 26, 11 a.m.
Product Development: Participatory Planning and Action

Any questions contact Doug Arbogast —
doug.Arbogast@mail.wvu.edu
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Please complete a short webinar evaluation

https://wvu.qualtrics.com/jfe/form/SV_DbNNsASQStmNJJII

Thank you for attending
For additional information and resources please see:

https://extension.wvu.edu/community-business-
safety/tourism-hospitality/sustainable-tourism

or search WVU Sustainable Tourism

V4 EXTENSION Family and Community Development


https://extension.wvu.edu/community-business-safety/tourism-hospitality/sustainable-tourism

Cooperative Extension Service
WVU is an EEO/Affirmative Action Employer - Minority/Female/Disability/Veteran

In accordance with Federal law and U.S. Department of Agriculture (USDA) civil rights regulations and policies,
WVU is prohibited from discriminating on the basis of race, color, national origin, sex, age, disability, and reprisal
of retaliation for prior civil rights activity. (Not all prohibited bases apply to all programs).

Reasonable accommodations will be made to provide this content in alternate formats upon request.

Contact the WVU Extension Office of Communications at 304-293-4222. For all other ADA requests,
contact Division of Diversity, Equity and Inclusion at Jill. Hess@mail.wvu.edu
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