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2014 Domestic Travel Market Report



U.S. Spending on Domestic Overnight and Day Trips

45. West Virginia - $2.9 billion, 28,503

37. Mississippi – $6.1 billion, 84,920

30. Kentucky - $8.1 billion, 87,313

18. Maryland – $15 billion, 119,857

14. Ohio – $17.1 billion, 173,437

9. Virginia – $21.7 billion, 215,150

8. Pennsylvania – $23.2 billion, 218,731

1. California – $110.8 billion, 875,841

Source: U.S. Travel Association Impact of Travel on State Economies, 2012
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Basic Math



WVU Tourism Planning Process

• Stakeholder analysis

• Establishing a mission, vision, and set of goals

• Gathering data to guide action strategies 
– identifying tourism themes

– first impressions and SWOT assessment 

– identifying residents’ attitudes toward tourism development

– identifying visitors’ preferences and perceptions 

– identifying and mapping tourism attractions and resources to 
identify potential packages and itineraries and resource gaps 

– landscape visualization and design

• Developing and prioritizing action strategies for 
community-based tourism development.  
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Community Tourism Values

• Base tourism development on authenticity and a sense of place  

• Develop and deliver quality services

• Use tourism as a diversification rather than a substitution strategy

• Assess the true benefits and costs of tourism

• Share the benefits of tourism and develop local control

Source: Community Tourism Development: The University of Minnesota Tourism Center



Organization Analysis

– Tucker County Convention and Visitors Bureau

– Tucker County Commission

– Tucker County Historic Society

– Tucker County Historic Landmark Committee

– Tucker County Development Authority

– New Historic Thomas

– Davis Renaissance 

– Parsons Revitalization Organization/ Parson On Trac

– ArtSpring

– West Virginia Highland Artisan Gallery

– Regional Planning Commission

– Woodlands Development Group and Woodlands Community Lenders

– WV Division of Natural Resources and Tucker County State Parks

– Heart of the Highlands

– Local City Governments



Resident Attitudes



Visitor Preferences



Resident Attitudes and Perceptions

Challenges:
Strongly 

Disagree

Mildly 

Disagree
Neutral Mildly Agree

Strongly 

Agree

1. Lack of facilities/services for 

tourists

4.0%

8

3.0%

6

14.9%

30

32.2%

65

46.0%

93

2. Lack of strong leadership
4.0%

8

7.4%

15

18.3%

37

38.1%

77

32.2%

65

3. Lack of collaboration and 

partnership

3.0%

6

11.1%

22

21.6%

43

34.2%

68

30.2%

60

4. Lack of government support
5.5%

11

5.0%

10

27.4%

55

29.4%

59

32.8%

66

5. Lack of support for 

entrepreneurs

5.5%

11

7.5%

15

25.6%

67

33.7%

67

27.6%

55

6. Lack of public support
6.5%

13

14.4%

29

22.9%

46

35.8%

72

20.4%

41

7. Lack of cultural or heritage 

sites/attractions

8.5%

17

17.5%

35

22.5%

45

33.5%

67

18.0%

36

Challenges for tourism development in the 4 counties include:



Resident Attitudes and Perceptions

• Opportunities for Tourism Development
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Visitor Preferences
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Resident Attitudes

• The amount of fracking activity in Doddridge and the ensuing traffic associated 

with it have made recreational driving i.e., sightseeing problematic. 

Tourism is driven by natural beauty, historic significance or culinary artistry. We 

in Doddridge have none of that to offer.

• I am unsure of the reception that the change will receive from local residents. I 

feel that some will not accept it graciously and resist.

• There is so much room for many business and entertainment growth. I believe 

the people of this County are hungry for such growth and development.

• We need interest and support from our state government.



Visitor Preferences

• It's a terrible shame, how the region is being DESTROYED by hydraulic fracturing. I 

hope there's some of the area's beauty left when they're finished, but if so, they'll find 

and destroy it too.

• Beautiful, quiet, and uncrowded. Like going where the crowds aren't.

• Sistersville has potential to be an awesome place. It used to be so full of life I hope to 

see it again.

• Don’t commercialize area. Natural beauty is best.

• Those I know who come to West Virginia all remark of how it’s nice to step back in 

time a bit, slow down, and just enjoy the beauty of the state and unadulterated 

character of the people. Please don’t ruin that by trying to sanitize the experience. 



First Impressions Assessment

• Online data entry into FI 

manual

• Review websites for visitor 

information

• Detailed notes and photos

• Contribute to report and 

presentations

• Have fun!



SWOT AHP

Group Strengths Weaknesses Opportunities Threats

WVU Planning Team 24 34 23 19

Global Priority (5 is average)

Community Capital Strengths Weaknesses Opportunities Threats

Natural 6.08 4.99 5.83 4.56

Cultural 7.36 4.08 7.67 1.77

Social 5.44 4.53 3.99 2.53

Economic 2.56 11.33 3.68 6.08

Political 2.56 9.07 1.84 4.05

Group Strengths Weaknesses Opportunities Threats

Task Force 42 22 26 10

Global Priority (5 is average)

Community Capital Strengths Weaknesses Opportunities Threats

Natural 11.76 3.52 6.59 1.73

Cultural 13.44 2.64 7.28 1.60

Social 7.28 4.69 4.16 2.27

Economic 5.04 5.87 5.89 2.93

Political 4.48 5.28 2.08 1.47

WVU Planning Team SWOT factor average weighting and global priority scoring 

Local Task Force SWOT factor average weighting and global priority scoring 



Asset Mapping



Asset Mapping



GIS Asset Mapping



Tour Package Development



Action Planning



Action Strategies

Define themed byways and 

routes

Create website Refine regional identity

Develop visitor packages Website development and 

hosting

Expand or clarify the “Heritage 

Tourism Marketing” booklet and 

the “Marketing Strategies”

Create tour packages Brochure development and 

printing

Marketing/media plan

Identify thematic byways Develop marketing/PR plans

Create themed byway 

routes/tours

Meet with Charleston.  Bring in more community 

members

Engage owners/operators of 

currently marketable assets

Network with environmental + 

industry groups

Share/answer survey concerns 

with county stakeholders

Build awareness/relationships

 Trainings

 State resources

Engage community members

Marketing

Engagement

Prioritize site development and seek funding

Support lodging development

Support site development i.e. Smithton depot, public monuments, etc. 

More funding

Development



Action Strategies

• Most important include creating the themed byways and visitor 

packages/itineraries.  

• The task force concluded that other action items including refining the 

regional identity, marketing plan, website, brochure, site development, 

and action plans would rely on the information from the thematic byways 

and visitor packages/itineraries before they could be developed 

effectively.  

• Community member, service provider, and stakeholder engagement is 

another priority action item of immediate importance in order to build 

connections and the human capacity to accomplish the broad range of 

goals and strategies identified. 

• Hospitality training was also identified as an immediate need due to the 

relatively low ranking received for employee customer service in the 

visitor and resident surveys.  



Implications

• Broad stakeholder participation is essential but difficult

• Human capacity is always a challenge in rural destinations

• Funding and outside resources needed to implement the plan

• Support from state government is essential

• Who is responsible for tourism development and management?

• Don’t need another plan that sits on a shelf collecting dust

• Destinations require ongoing support.  Our work is never done.  



THANK YOU

Doug Arbogast
Rural Tourism Specialist

West Virginia University Extension Service

Community, Resources and Economic Development (CRED)

doug.arbogast@mail.wvu.edu
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