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Background

At the U.S. Cultural & Heritage Tourism Summit held in Washington, DC in October 2005, a Declaration of Cultural & Heritage Tourism Marketing Commitment was approved by the attendees and each state’s delegation additionally identified goals to be undertaken at the state level that would expand the cultural and heritage initiative in their state over the next five years.  

In May 2008, the half-way point of the Summit’s five year target, summit attendees were asked to review the established goals and submit a brief evaluation to the U.S. Cultural & Heritage Tourism Marketing Council (USCHT) on their achievements to date in reaching these goals utilizing a Case Study Format.  This request was sent to U.S. Governors by the Honorable Carolos M. Guitierrez, Secretary of Commerce, U.S.  Department of Commerce and a separate request was sent to all who attended the Summit by Helen Marano, Director, Office of Travel & Tourism Industries, U.S. Department of Commerce.

The Case Study request was initiated to encourage review of state goals, evaluating if they were being addressed appropriately or needed to be revised.  The Case Studies also were requested to help shape the topics of the U.S. Cultural & Heritage Tourism Marketing Council’s Symposium, held in Delray Beach, Florida on November 5, 2008.  The symposium was held in conjunction with the Cultural and Heritage Tourism Alliance’s Annual Conference.  

The Case Studies are also being taken into consideration in the future planning and strategy of marketing U.S. cultural and heritage tourism by the USCHT Marketing Council and will be utilized to maximize public relations opportunities these successes offer for the states and the nation.  

An analysis of the Case Studies show that the Summit served as a strong catalyst in promoting a greater understanding of the benefits associated with the arts, culture, heritage preservation, the tourism industry, the public, non-profits, media and policy makers learning to work together for their mutual benefit AND for the greater good.  There has been a great deal of collaboration between agencies, regions, states and national organizations with the result of stronger underpinnings in cultural and heritage offerings that appeal to visitors while ensuring their sustainability.  The following are key summary points:

Coalitions & Partnerships

Many states are taking a leadership role in establishing coalitions and creating partnerships.  Most notably among these are California, South Dakota, Tennessee, Texas, Washington, Oregon and South Carolina.   The majority of the coalitions is in-state or cross state; however, South Carolina’s coalition is particularly unique—they have created a partnership of mutual benefit with the Caribbean – “The Carolina-Caribbean Connection”.

Task Forces

Task Forces, such as those in Minnesota and New Jersey, are being developed to soundly ground their cultural and heritage initiatives in their states.  Many of these are awaiting approvals or funding in order to begin implementation.

Summits & Symposiums

There is a marked increase in Summits and Symposiums being held throughout the country within the last three years.  Most recently, New Mexico hosted a “Preserving the Historic Road” Symposium and Tennessee hosted the “Great Smoky Mountain Sustainable Tourism Summit”.  While states such as California, Texas and Minnesota are holding cultural and heritage symposiums, other states are integrating the topic into their state tourism conferences.

Education

More and more states are hosting workshops throughout their states to educate their cultural and heritage destinations on the benefits of marketing to visitors and striving to engage them more in how to market to visitors.  California has hosted more than 20 workshops and Upstate New York is just launching an educational series in 12 districts.  Overall, educating cultural and heritage destinations on marketing to visitors is an ongoing need to be addressed.

Websites
A remarkable number of new websites catering to the cultural and heritage visitor have been launched, many of them marketing a particular initiative.  To name a few:

· CivilWarTrails.com

· Minneapolis-art.com

· St.PaulCulture.com

· CrownsoftheContinent.net

· HandsofHarvest.org

Trails

An impressive number of states have approached cultural and heritage tourism offerings by developing trails.  One of the more innovative trails are Montana’s “Dinosaur Trail”.

 Heritage Trails abound across the country.  Tennessee, Virginia, West Virginia, Maryland and North Carolina have created a multi-state Civil War Trail.  North Carolina also offers arts and craft trails such as “Blue Ridge Music Trails”, Discover North Carolina Crafts Trail”, “Literacy Trails of the North Carolina Mountains” and the “Performing Arts of North Carolina Trails.” Visitors will find these themed trail guides very helpful in exploring the countryside and their particular interests.

Festivals

Annual Festivals are another approach to generating visitors to destinations.  These types of special events also showcase cultural and heritage offerings to the local communities.  The festivals range from food and wine festivals to festivals celebrating corn flakes and baby food!
New Cultural and Heritage Tourism Products

All states are exploring ways to create tourism product that showcases its unique culture and heritage in a compelling manner, with many themes targeted to particular interest areas.  Examples of these would be Missouri’s “Where the Civil War Began”; Texas’ “World War II Heritage Tourism Travel Guide” and South Dakota’s program to promote Tribal Tourism. New Mexico is in the initial stages of creating “Cultural & heritage Tourism Communities” modeling their program after the “Main Street” program established by Preserve America.  

A significant awareness of Culinary Tourism has been evolving. California has a major campaign promoting their food and wine.  Missouri has partnered with the Department of Agriculture to promote their food and wine offerings.  Many other states, districts and cities are marketing their epicurean offerings.

Geotourism is a very exciting initiative that is engaging National Geographic, the National and State Park Services and a number of states and even Canada in developing MapGuides that identify specific historic, cultural and natural attractions.  Montana has partnered with Alberta, British Columbia and National Geographic on identifying 120 sites in eight regional themes and printing 200,000 MapGuides.  In addition, Washington and Oregon are developing the Central Cascades Geotourism MapGuide with National Geographic.  This initiative is currently in development working at engaging communities to help them to identify their key cultural and heritage attractions.  The Appalachian MapGuide and the Sedona area MapGuides are two others that are now completed.

Philadelphia has created a plethora of new products:  They submitted four very unique initiatives  they have created to promote cultural and heritage tourism.  The first was to capitalize on a Salvador Dali Exhibit that was turned into a citywide experience – “Surreal Philadelphia,”—The city offered an “Advantage Dali Deals Surreal Saver Card.”  With a budget of $128,000 they generated $54.9 Million in economic return and booked 20,700 hotel rooms.

They also celebrated Ben Franklin’s 300th Birthday in 2006 with “Philly’s Got BENergy!”..  Among the results was a virtual tidal wave of press coverage – more than 1,700 stories and the Ben Event Calendar was downloaded 26,000 times.

Philadelphia has also implemented two innovative high tech marketing tools – one is a new blog called uwishunu.com that covers all of the events and activities in Philly and a new initiative they’ve titled, “Sound About Philly.com” that is a new way to showcase America’s history and  culture with podcast tours of the city.    

Summary
It is encouraging that the awareness level of the importance of cultural and heritage tourism has risen substantially in the short period between the 2005 Summit and today.  There are many dedicated leaders in both the cultural and heritage areas and the travel and tourism fields who have initiated steps to improve product offerings, engage and educate participants, expand partnerships and invest time and resources to advance the quality level that meets …and exceeds…the needs and expectations of both domestic and international visitors.

One final observation:  In the evaluation of all of the many positive steps being taken to advance cultural and heritage tourism in our country, it is now even more apparent that the appropriate steps were taken after the Summit to establish the U.S. Cultural and Heritage Tourism Marketing Council.  This association addresses an marketing opportunity to implement a national cultural and heritage tourism marketing initiative. The council is the overarching organization to market and sell ALL of our country’s cultural and heritage destinations.

The benefits to all in partnering together to market our culture and heritage both nationally and internationally are so much greater than marketing individually.

###

The case studies documenting the marketing achievements that were submitted are being posted on the U.S. Cultural and Heritage Tourism Marketing Council website (www.uscht.com)  

