FRIDAYTGER 1ONT

12:30pm — 1:45pm
Intermission and Auditions

Bu et Luncheon and Vendor Showcase
Luncheon sponsored by NAVTEQ

Spend time with our vendors and be
certain to have each exhibiting company
stamp your card.

2:00pm — 3:15pm
Concurrent Workshops

Workshop A — Script Rewrites and
Rehearsals

The Future of O cial Visitors Guides
Although no one has a crystal ball, we do
know the role of these workhorse
publications is rapidly changing for CVBs
and consumers. At one time, these were
a “must buy” for advertisers and the
number one way for CVBs to distribute
information about their destination and
their membership. With CVB Web sites
and the Internet’s overall influence
changing the way people do their travel
planning and the way CVBs deliver
information, these publications need to
evolve too. This session will look at how
things are changing. It will examine
some “best practices” in visitor guides
and go through several case studies of
how CVBs evolved their official visitor
guide to be better positioned in the
current marketplace. There will be time
for audience participation to discuss
their OVGs and ways in which they are
managing the change.

Presenter.John Hudak, Partner
& Publisher, Madden Media

Workshop B — Beyond the Snack Bar

Foodies, Travelers and the Blue

Foot Chicken: Pro ting from the Big

Business of Foodie Tourism
More than 30 percent of leisure travelers
classify themselves as Foodie Tourists.
Foodie Tourism is not a new phenomenon
in the United States, but it is only in the
last five years that any real research been
done to understand its impact on a
destination and the motivations that drive
this vertical segment. With the publica
tion of the first studies of The American
Food and Travel Survey in 1999, and the
National Opinion Study in 2001(SFCVB)
and the recent State of the American
Traveler (2006, 2007), Foodie Tourism, as
a segment was described and analyzed
to a new level of understanding. In
addition to identifying the 15 psyche
graphic traits of foodies, the study opened
the door for any destination to begin to
position and sell to this affluent segment.
The opportunity for any destination in
this segment lies in the fact that Foodie
Tourism is not confined to the best cities,
renowned for the best cuisines—which
would make San Francisco, New York and
Las Vegas its only beneficiaries—it is, in
fact, a voyage of discovery that drives these
tourists to find unique and sometimes
very local expressions of food and wine.
This presentation will feature national,
regional and local trends in culinary
tourism and will be customized to present
to the local destination its specific opper
tunity with this segment. Case studies:
San Francisco and Santa Barbara and a
new study on the Yakimaalley.

PresenterBrian Baker, Managing
Partner, Cultivar Marketing

Workshop C — From Drive-ins to
Multi-screen Cineplexs

Destination Product Development
Every salesperson needs a product to
sell. Destinations—Iike products in every
other industry—have a life cycle of
change. This course examines product
life cycle and how a contemporary DMO
facilitates the development of destina
tion attractions. Learn about “placemak
ing,” creating products from available
resources, community visioning and the
relationship that product development
has with the future of destination
marketing.

PresenterCole Carley, CDME, President

& CEO, Fargo-Moorhead (North Dakota)
CvB

3:15pm — 3:45pm
Intermission and Auditions
Refreshment Break and Vendor
Showcase
Be certain to have each exhibitor stamp
your card to qualify for the prize drawing.





