FY2022-2023 End of Year Report:  Endowment Grant:  Collaborative Strategies for 16 Counties in ETDD
Middle East Tennessee Tourism Council, Address change to PO Box 900, Norris, TN 37828 
Edison Number: 29220
Contract number: 69674

Project Timeline:  July 1, 2022 to June 30, 2023
Date of Report: June 1, 2023

Narrative- The purpose of METTC shall be to provide a forum for the travel industry of the sixteen county region comprised of the East Tennessee Development District, or such area as may later be established by procedures provided in these By-Laws; to increase the economic and community impact of tourism activity to the region; to be the voice of the regional industry stating to the general public and government officials the importance of tourism as an economic driver; to provide educational opportunities to disseminate information and tools that will result in public benefit, and to cooperate with programs of other organizations similar in purpose to that stated above.

Funds were disbursed for direct marketing projects to grow brand awareness, increase website visits, and to increase tax revenues.  Admin disbursements were made to educate the partners on the importance of tourism and to partner on mission aligned projects.  

Total funds used for direct marketing: $33,848 (64.5%)
Total funds used for admin:                   $18,652 (35.5%)

Outcomes of the investments:
    Overarching KPI- Increase visitation to the website; increase brand awareness; grow economic impact;
	Site visits vs same period FY2022 decreased: users 4.31% compared to the growth of 38.3% in FY22.  Local (16 county region) visitors  are down 37.14%, *Key  regional/targeted feeder market site visitors are up. Paid target markets are up 16.9%, 19.73%, and 38.64%* respectfully.  *new test market FY23.
	Searches: organic- 62.1%, direct 7.9%, social 21.4%, referral 6.5%, paid 0.5%, other 1.3% This compares to previous year.  No paid banner ads.
	Extend reach domestically – All 50 states plus 2 US territories and internationally 137 countries.
	Demographics- primarily male between the ages of 35-54 years of age- themed targeting.
	Economic impact Y-T-D *state tax collections data pending.  A review of all spending shows trending seasonal growth in all counties, consistent with the State’s trends in the categories- hotel/ restaurants and entertainment and recreation. 
	Attend 1 State Tourism meeting- Rural Tourism Conference- October 2022
	Up to 12 blogs and 12 e-newsletters published. June e-newsletter is pending. 
    				
Marketing Projects- Funded by the TN Endowment Grant and matching funds for the promotion of tourism- 

Promotion (Print and Digital)- 
	Facebook, Instagram
	Copies of trip plans for fulfilment and consumer shows. 
	Revise- art work for the 9LakesVG reprint
Artwork for social ads and print ads.

Brochure Distribution: KPI- Put collateral in the hands or visitors	 
	Shipping costs for 9 Lakes VG to Visitors Centers, distribution contracts, and local centers upon request.

Fulfilment:  postage and supplies 
	Digital/ CTT campaign/ print leads
               Website requests
               Welcome Center direct requests
	 TVG 2021 leads
	*does not include collateral cost					

Travel Shows: 
 Affinity shows in top feeder markets- outdoor recreation, boating, camping, hunting, fishing, motorcycles, and lifestyle (food, vacation)- estimated attendance: 300,000 plus.  All METTC members could attend as vendors and bring or ship their local marketing materials.  
	Cincinnati Boat and Travel Show 
	Indianapolis Boat and Travel Show- 
	Man Show- Knoxville
	Event Insurance to exhibit
	Show swag for table.
	Time, mileage and material

E-Newsletter: 
	Labor to write, gather photos, upload, and send 12- newsletters  
	Manage responses. 
	
Website Marketing: 
	Expenses (IMEG)- Hosting, 
	Monthly blog writing and posting 12 months- 
	Uploading of YouTube video content: 
	Updating of events, assisting partners with their content.
	Backend creation of pdfs for downloads
	Backend development of QR code pages.
		
Social Media Posting, Boosts, and 
	Up to 3 posts per week (research content, photography, and upload), create ads or boosts as needed. KPI- There was a decrease in reach for both Instagram and Facebook. 	
	       
Partnerships and Events – KPI- METTC will be an engaged partner with and offer Pay to Play opportunities for the partners:
	GKHA/ Visit Knoxville- Annual Legislative Luncheon.
	TDTD- Turner PR- submitted content for both METTC and individual counties.
	Norris Lake Project/ NATS- Board member-grant writing, event organization, NLP event, marketing of events.
	East TN Crossing Byway- marketing and asset development organized one event/ provided admin- organizing meetings/ minutes, organize and manage pay to play
	Grants assistance- Morgan County, TRV, NLP,  Historic Rugby, Stardust Marina.
	UTK Service Learning Days- hosted 4 student service days. Mentored 1 student volunteer.
	National Scenic Byways Foundation/TDOT- marketing and awareness for 5 byways, through ExploreTRV project promote all the byways in Valley-
	TN River Basin Network- serve on a subcommittee
	ExploreTRV (TRV Stewardship Council, National Geotourism Stewardship Council) Serve as the volunteer Executive Director, content developer, author for retiree magazine quarterly, and  grant writer.
	TVA- engaged partnership with ED and Environmental. Hosted 2 service days for employees. 
	Norris Dam State Park- speaker at SORPs breakout meeting. 

 Admin Costs: $18,652 (must be less than 40% of funding)
	QuickBooks Subscription
	Accounting Fees (Warren and Jackson): 
	Annual Business TN filing fees 
	Bank fees- 
	Bond Insurance- 
	Payroll taxes 
	Grant Administration costs 
	G-Suite expense 
	Postal box rental:
	Postage
	Domain renewals 
	G4 Analytics update
	Qualified miles (bank deposits, METTC meetings):
	Partner meetings and fees (handouts, Legislative luncheon):
	Attendance at 1 State supported meeting- Rural Tourism conference.
    	Labor: Other* (Executive Director report, Partner/ state report, payroll, bookkeeping/ bill payment), annual report filing, letters of support, and grant writing.   
	
Strategies:
Leverage Collateral to increase reach 
· Invest in paid social using METTC digital, graphics, and photos (DIY)
· Continue strategy of  collateral distribution in key feeder corridors I75, I40, Metro Knoxville, and KY to “put collateral in the hands of visitors and to inspire visitations.
· Continue strategy to engage at a minimum one consumer show	
· Build SEM around two taglines
· Build 8 themed 9 Lakes Trip Plans that connect the region
· Target the 5 top feed markets and continue the current strategy of testing one new feeder market  

Build the content and brand recognition on the 9 Lakes website by:
· Redesign the website 
· Blog monthly and share blogs on social media
· Update the site to include the 5 National Scenic Byways with back link to the respective websites.
· Build out up to 2 themed trail systems with back link to the respective websites.

	Increase Brand Awareness with influencers and with potential visitors: - 
· Continue the strategy of targeting the regional markets using media buys (digital, print, and social) to promote the region. 
· Invest in influencer projects- FAMs, content and video development projects.
· Publish up to 2 press releases with broad distribution
· Publish 12 blogs
· Publish 12 e-newsletters. 
· Mail information packets to website generated leads
· Fulfill leads generated by print ads and consumer shows.

	Have an active and engaged social media following that will help drive the brand message
· Maintain a minimum of 3 new content posts per week to keep the social page active and engaged. Encourage partners to leverage the page.
· Encourage ARC Distressed and At-Risk counties to leverage resources offered by METTC to expand reach, capacity, and marketing dollars
· Continue populating social channels and additional social channels (YouTube, Instagram)
· Invest in social boosts as needed,

Goal: METTC will be regionally recognized as a strategic partner and engaged collaborator. 
Strategies:
· Partner with the State to promote the brand message “Sound Track of America Made in Tennessee” on appropriate projects.
· Participate in supporting the TN Welcome Centers by providing collateral upon request.
· Provide marketing co-ops to partners that will provide opportunities for individual partners to maximize their budgets.
· Offer sponsorships, advertorials, and other marketing opportunities for tourism partners and tourism businesses in the region
· Partner with GKHA, Preservation groups, Arts and Culture groups, Agri-tourism partners, TRV Stewardship Council, Retire TN communities, Downtown/Main Street Programs, TVA, trail systems, NSB Foundation, and TDOT on aligned projects.  
· Establish a relationship with ETDD.
· Build on destination development of multi-county assets such as NATS, ETCB, Cumberland Historic Byway, trail systems, Travel Plans and leverage these in marketing campaigns.
· Continue partnership with the ExploreTRV Mapguide project to leverage the website tools, build 9 Lakes itineraries, and leverage the TRV annual marketing budget to help promote 9 Lakes assets within the TRV footprint. 
· Partner with ETCB to support and market the byway.
· Publish analytics, KPIs, and special opportunities (grants information, leads, other) provide to the members monthly.
· Provide grant assistance and support documents for member partners upon request.
· Participate in media events and speaker requests upon request.

Goal: METTC will provide opportunities for collegial networking and educational workshops that will help the partners build on their agency’s intellectual and marketing capital.
Strategies:
· Host 2 Educational Networking meetings for the members and one annual retreat. Hosted 3 sessions, plus retreat.
· Provide monthly benchmark reports to member partners.
· Assist 2023 ARC distressed and At-Risk partners upon request
· Host local training for partners upon request.


Collateral:
Long and Winding Road Brochure
	9 Lakes Visitor’s Guide 
	9 Lakes tri-fold
	Branded envelopes 
	Pick Your Pour bi-fold
	Camping Rack cards
	Web Content- analytics on file
	Social Media Content- Facebook, Instagram, YouTube page
	Logo package
	Mailing list of 3600 leads
	Promotional photography, b-roll, and video library of digital video ads
	Annual regional sales data by county, by region
Domain Site: 9LakesEastTN.org  Easttnvacations.com 9Lakeseasttn.com

Submitted by Julie Graham, Executive Director.
