














Methodology
Destination Management 
Growing tourism (one of Franklin County’s largest, oldest, and most resilient industries) requires more than telling a story. It
requires a holistic destination management approach that involves marketing, development, planning, and research. 
 

Sustainable Development 
Tourism impacts community concerns such as the environment, housing, workforce, broadband, and transportation. FCEDC
is uniquely positioned to deliver a complete destination management program that is compatible with overall community
goals. 
 

Countywide Model
Franklin County is best served by a unified, countywide tourism brand that gives us a strong voice to celebrate and
promote all of the communities and assets in the county, and inspire visitors to Explore the Adirondack Frontier.  This
approach strengthens the identity of each community while unifying them under one brand, and leverages the assets
across the county to benefit each community and provide maximum value for marketing expenditures. 
 

Program Based
Supporting tourism-related activities of businesses, organizations, and events in Franklin County through matching grant
programs helps businesses grow and our potential as a destination expand. These programs foster creativity and extend
the reach of our marketing efforts.
 

Economic Development Alignment 
As the primary marketing organization for economic development, the FCEDC is well-positioned to align tourism
promotion with economic development marketing to create a cohesive regional marketing message.

Organization Resources
FCEDC will leverage its technical expertise and financial resources to maximize destination management activities.
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Manage the development, implementation, and oversight of the marketing plan.
Manage the website and social media accounts. 
Manage content, design, media acquisition, and ad placement for appropriateness
and accuracy.
Maintain a business, attraction, asset, recreation, and event database.
Provide newsworthy tourism-related information for inclusion in regional (ARTC) and
state (I Love NY) promotional PR efforts.

Leisure Traveler: primary motivation is to take
a vacation from everyday life. 
Regional Traveler: visitors within a 2-3 hour
drive of the destination. 
Leverage: Adirondacks and the shared
Canadian border.

Destination marketing is a type of marketing that promotes a place (in our case, the county) with the goal of increasing the
number of travelers to an area. For us, destination marketing is about turning tourism into a key industry sector for a
community through infrastructure development and the creation of jobs and businesses.

Marketing

Our Marketing Promise 

Primarily from New York state 
Secondarily from other northeastern states and
Canada providences: Ontario and Quebec (once the
border re-opens to non-essential travel)
Average age 45-55 
Average income +/- $100,000  
Average length of stay three nights
Average party size four 

Target AudienceMarketing Strategies
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Paid media includes all traditional
forms of media such as print and
broadcast (television and radio),
along with digital advertising such
as programmatic (display, mobile),
paid social media, and native
advertising. We are focusing our
paid media efforts on promoting
itineraries. We also purchased ads
in the Visit Adirondacks hiking,
waterways, and fishing guides.

Public relations involves identifying
or creating newsworthy stories
about the destination and
successfully placing these stories
with media outlets. We will pursue
earned media exposure to elevate
the new "Explore Adirondack
Frontier" brand by writing and
distributing press releases on new
developments, seasonal offerings,
and specific differentiators. We will
also fulfill media inquiries from I
Love New York. 

 

Email marketing is a cost-effective
tactic for promoting our
destination. We will continue to
build awareness of the Adirondack
Frontier by sending thoughtful
marketing emails to potential
visitors using our email database of
22,000+. 

Marketing Tactics 
Paid Media Public Relations Email Marketing

We contracted with Bandwango, a
leading travel technology company,
to develop itineraries that are
relevant and specific to a visitor’s
interests. In 2021, five unique
itineraries will be built using a
gamification strategy to increase
visitation to the Adirondack
Frontier. 

To promote the Adirondack Frontier
as a premier travel destination,
digital assets will be created and
used to promote the itineraries. The
digital assets will be used to build
awareness of the region’s amenities
and attractions.

Social media is utilized during all
identified five stages of travel:
Dreaming, Researching, Booking,
Experiencing, and Sharing.
The “Explore Adirondack Frontier”
social media accounts will continue
to create and share content that
will inspire and engage followers.

Itinerary Builder Design & Print Social Media
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Data & Research
Access to accurate and timely data is crucial to make informed decisions about how to invest resources and analyze the
effectiveness of our efforts. FCEDC is focused on data-driven results. 

In partnership with the Adirondack Regional Tourism Council (ARTC), FCEDC will
take advantage of a NYSTIA (New York State Tourism Industry Association) co-op
program to gain insight on the Adirondack traveler through mobile location data.
The ROVE mobile location data service will provide a more granular lens on visitor
behavior, helping us see where they come from, who they are, how long they stay,
and where they go while in their destination. This data becomes a valuable source
of insight for media planning, itinerary development, and developing strong
regional partnerships. More specifically, this will help us have nearly real-time
data to help better understand travel patterns.

The STR report illustrates the importance of tourism for our destination by
measuring and benchmarking the hospitality industry’s performance. The report
provides data and insights covering several key metrics, including occupancy, ADR,
RevPAR, total room supply, room demand, and room revenue. In turn, it allows us to
discover the impact of our marketing efforts, set clear goals, and understand future
expansion opportunities. 

ROVE
Tourism Data and Analytics

Smith Travel Research
(STR) Report
Destination and Market Insights 

To quantify the economic significance of the tourism sector in New York, Tourism
Economics has prepared a comprehensive model detailing the far-reaching
impacts arising from visitor spending. The results of this annual study show the
scope of the travel sector in terms of direct visitor spending, as well as the total
economic impacts, jobs, and fiscal (tax) impacts in the broader economy.

New York State Tourism
Economics
Economic Impact of Visitors 
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