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ORGANIZATION OVERVIEW

Getting To Know
Tour Cayuga

The Organization

The Cayuga County Convention and Visitors Bureau
(CCCVB), also known as Tour Cayuga, is Cayuga
County'’s official Tourism Promotion Agency (TPA).
Tour Cayuga contracts with Cayuga County to
execute on its long-term mission to “develop and
promote the tourism industry of the county for the
economic benefit of the county’s residents.”

The strategic planning process is an opportunity for

Tour Cayuga to evaluate the strengths and challenges

of our tourism region and to define future priorities.
The 5-year strategic plan is intended to serve as the
guiding work plan for the Tour Cayuga Board of
Directors and leadership. The plan identifies specific
goals and related strategies to aid Tour Cayuga in its
shift to becoming a Destination Stewardship
Organization.

2026-2030 (and beyond) Strategic Plan

The 5-year strategic plan is intended to
serve as the guiding work plan for the
Board of Directors and incoming
leadership at Tour Cayuga.

How is Tour Cayuga funded?

In 2025, Tour Cayuga will manage a budget of
$1,411,178.00 with 90% of that funding provided
through its contract with the County ($1,282,500),
and the remaining 10% funded through a mix of
grants and co-op advertising sales.

What does Tour Cayuga do with its funding?

A majority of Tour Cayuga’s budget, or
approximately $725,000, is currently being spent on
a mix of marketing, management, and stewardship
programs to advance Cayuga as a preferred
destination for tourism. At this time, about 75% of
that share of the budget is spent on sales and
marketing activities, including PR, advertising,
e-marketing, and group sales expenses. The
remaining share of the program budget is split
between industry management programs and
stewardship efforts such as local advocacy and
outreach initiatives, industry research, and local
promotions.



ORGANIZATION OVERVIEW

2025 Tour Cayuga Budget

Co-op Advertising
2.6%
NYS Market NY Grant

1.8%
NYS Matching Funds

4.7%

Occupancy Tax Income
90.9%

2025 Tour Cayuga Expenses

Stewardship
2.0%
Management
12.3%

Staff Payroll, Operating
43.3%

Sales & Marketing
42.4%

2026-2030 (and beyond) Strategic Plan



ORGANIZATION OVERVIEW

As Tour Cayuga evolves and strengthens
its position as a destination stewardship
organization, there is a need to explore
the inclusion of full-time destination
management and stewardship staff roles
- particularly as its annual budget
continues to grow.

The remaining 43% of the total Tour Cayuga budget is
spent on staff and operating expenses, including
payroll for four full-time employees. At this time, Tour
Cayuga'’s staff includes an Executive Director, Director
of Marketing & Sales, Marketing Assistant, PR
Manager, and an Operations/Office Manager. The
titles of 3 of 5 staff members reflect roles focused on
sales, marketing and PR - or destination marketing
roles.

While these individuals also support destination
management efforts through their participation in
local and regional committees and/or lead the
design/management of industry community events,
these tasks and actions are secondary to their roles at
the organization. As Tour Cayuga evolves and
strengthens its position as a destination stewardship
organization, there is a need for the organization to
explore the inclusion of full-time destination
management and stewardship staff roles.

2026-2030 (and beyond) Strategic Plan

W Annual Budget [l Projected Budget
$2,000,000

$1,763,972.50

$1,500,000

$1,411,178.00
$1,170,137.79
$1,100,737.84
$1,000,000 $959,789.01
$658,406.80
$588,893.26
$500,000 I I
$0

2019 2020 2021 2022 2023 2025 2030

To start, it is recommended for the board of
directors to consider the creation of a Partner and
Community Engagement Manager position to
spearhead the recommended engagement
strategies included in this strategic plan. This role
builds and maintains relationships with community
stakeholders, tourism partners, and local
businesses to advance the mission of VisitXYZ.
This role strengthens collaboration and supports
the development of authentic visitor experiences.

Currently, the staff reports its activities to the board
of directors, composed of a broad range of
community and travel industry leaders who adhere
to the organization’s Bylaws in providing effective
oversight and guidance to Tour Cayuga staff.



The Board of
Directors

2026-2030 (and beyond) Strategic Plan

Organization
The REV Theatre
Inns of Aurora
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County Legislature
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Business
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Lodging
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Kate Pelkey

Amber Ganser-Dagnesi
Ahna Wilson

Aileen McNabb-Coleman
Brian DiBernardo

Kate Grindstaff

Laura Hahn

Michael Riley

Ryan Marx

Sara Douglass



DESTINATION SWOT

Our Strengths &
Challenges

Research Approach

The following findings are based on a set of research
activities including:

e  Review of 25+ background documents
including the past strategic plan, marketing
plans and campaign reports, economic
impact reports, market studies, visitor data
and demographics acquired via data
providers ROVE and Zartico, park master
plans, and downtown plans, etc.

e Engagement with 30+ Board members and
industry stakeholders, who provided insight
on asset-level market performance and
ongoing development opportunities, and

e  Qualitative tours and assessments of 10+
tourism attractions and assets throughout
the County, including downtowns,
parks/trails, and historic/cultural sites.

2026-2030 (and beyond) Strategic Plan

Cayuga has a strong opportunity to extend
visitor dwell time and grow its shoulder
months by shifting visitor perceptions on
connectivity challenges through strategic
marketing, and through intentional product
development efforts, in partnership with
industry stakeholders.

Key Findings
Audience & Market Demand

e  Cayuga is expanding its appeal to wider
audiences through accessibility
enhancements and extensive use of inclusive
language.

e  Nationally, the cultural heritage market
(§123.6 billion market) is a much smaller
audience than outdoor recreation market
(§639 billion market).and may not have the
widest appeal across audiences.

e  Cayuga has the opportunity to grow shoulder
months to lengthen its season (March-April,
Nov) and to further target ‘Conscious
Travelers’ with interest in social and
environmental justice.

e  (Cayuga’s limited hotel and meeting/event
facilities inventory and disconnected luxury
products creates a challenge for attracting
business groups and conventions.



DESTINATION SWOT

Our Strengths &
Challenges

‘The Great Outdoors’ Products/Experiences

Outdoor recreation experiences remain the
primary visitor driver given County access to
miles of freshwater shorelines and the
renaissance of the Erie Canalway.

There are gaps in agritourism promotion and
limited physical connectivity between
agritourism experiences.

Nature & outdoor recreation is the
foundational experience pillar that can thread
other experiences together (including
heritage, music/arts/culture, craft
beverage/dining, wellness, etc.)

Outdoor nature & adventure experiences are
limited from December to February, inspiring
partners to get creative about themed
workshops and experiences during the colder
months.

2026-2030 (and beyond) Strategic Plan

Arts, Culture & Heritage
Products/Experiences

The renaissance of Downtown Auburn has
created a central hub of activity and
experiences for visitors.

Cayuga has the opportunity to extend visitor
dwell time by offering more music and
modern culture events and experiences.
There is a need to develop on-site immersion
and visitor experiences at cultural/heritage
sites to extend dwell time and grow audience
interest in the assets.

The uncertainty of federal funding facing arts
and cultural organizations will require
public-private partnerships and support
(outside of capital grants) to sustain our
cultural and heritage assets and events in the
years to come.



DESTINATION SWOT

Our Strengths &
Challenges

Capital Projects & Infrastructure

The County is ahead of the curve in terms of
capital planning efforts. Multiple major
capital plans have been completed in the last
5 years across the County and, as a result,
the County also has a strong track record
with State/Federal funding and local
fundraising efforts.

Limited multimodal mobility within Auburn
and across the County inhibits visitor
exploration equitably across the County.
Planned Emerson Park experiences and
nearby lodging will further grow Auburn as
the visitor hub of Cayuga County.

There are pockets of localized pushback on
commercial development in various parts of
the County, which often limits offerings
available to visitors - whether dining, lodging,
entertainment, etc.

2026-2030 (and beyond) Strategic Plan

Brand & Marketing

Regional PR and marketing partnerships help
secure high-profile media placements
featuring diversity of attractions and
experiences.

Cayuga can confidently position itself as a
sustainable destination, as long-term
preservation is deeply rooted in its identity as
an agricultural community.

Luxury brands in the destination and region
want to better collaborate on curated
campaigns that appeal to market segments
with higher purchasing powers.

Cayuga’s primary message “Where you go
matters” lends heavily to history/heritage
experiences and can be strengthened by
cultivating it for other types of experiences,
including outdoor recreation, culinary, etc.

10



DESTINATION SWOT

Our Strengths &
Challenges

Industry Communications

The industry looks to Tour Cayuga as the
industry convener and as the northstar for
industry updates; partners are hungry for
more.

Industry stakeholders are eager, engaged,
appreciative and want more opportunities to
learn and collaborate with one another.
Industry partners are looking for ways to
standardize feedback/leads/content loop
between individual assets at Tour Cayuga.
Staff time will be an important consideration
with any increase in stakeholder
engagement. Ongoing, regular, and effective
communications with industry partnersis a
heavy lift on a small team.

2026-2030 (and beyond) Strategic Plan

Leadership & Governance

Strong regional partnerships and inclusivity
lens cultivated by the current Executive
Director creates a welcoming workplace and
collaborative destination.

The primary mandate of the organization is in
marketing and promotion, however Tour
Cayuga has supported product development
and destination stewardship to some extent.
Tour Cayuga has made significant strides to
coordinate closely with municipal councils
and chambers of commerce, with varied
effects.

There is current competition from local
municipalities for managing lodging tax
revenues, requiring careful education with
municipality leaders across the County to
demonstrate the value and work of the
organization.

11



THE PATH FORWARD

Understanding the
Evolution of
Destination
Organizations

There are various types of destination
organizations (DMOs) that lead the tourism and

hospitality industry towards a collective vision for

the destination.

Destination Marketing Organizations are primarily

focused on attracting visitors by promoting its unique

attractions and experiences, rather than focusing on
individual products or services. Its key functions also
include ensuring the creation and maintenance of a
positive image of the destination.

Destination Management Organizations emphasize
connecting various components of a destination to

create a cohesive and quality experience, and creating

a coalition of organizations/ interests working

towards the competitiveness and sustainability of the

destination.

2026-2030 (and beyond) Strategic Plan

The destination stewardship approach has
emerged in recent years as a concept
“embodying sustainable and responsible
destination management” and that is “based
on the responsible use of shared or ‘common

m

pool’ resources’.

-WTTC “Towards Destination Stewardship”

Destination Stewardship Organizations are in a
continuous pursuit of a net positive tourism
ecosystem that balances a positive tourism
experience for visitors with that of the needs of
local communities (including meeting the
economic, environmental, and social/cultural needs
of a destination). Destination stewardship requires
full public-private -community collaboration.

A movement toward destination stewardship
means resources and capacity increasingly support
residents’ quality of life, environmental health, and
the visitor experience - while fostering community
pride and collective ownership of the destination.

Tour Cayuga is committed to evolving its role as a
leader in destination management and
stewardship. Over the next five years, its
strategies will continue to strengthen foundational
marketing while placing greater emphasis on
destination management and stewardship. Each
strategy that follows is marked to indicate its
primary focus: marketing, management,
stewardship, or a combination.
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How To Read
The Plan

The Strategy

Why is this important?

Key Actions

Lead Entities &
Partners

Level of
Effort/Resource

Phasing

Performance Metric

Focus

Case Study

2026-2030 (and beyond) Strategic Plan

A general action-oriented statement that may be a continuation or
expansion of an existing program by Tour Cayuga and other
partners, or a newly proposed initiative.

Each strategy will be proposed to either address or leverage
findings identified in the Destination Diagnostic/SWOT analysis in
the preceding section.

In order to ensure implementation of the strategy, we have outlined
a set of key actions that should be taken by Tour Cayuga and this
may include a list of chronological steps to be taken to fully
implement the initiative, for example training, program
development, outreach, etc.

We have included a list of public/non-profit/private entities and
individuals whose support and cooperation is critical to successful
implementation of each strategy, as well as identified any specific
roles that may be played by each entity/partner.

Low: Strategies that may easily be executed by existing Tour
Cayuga staff based on existing roles/responsibilities. Low
effort/resource strategies also do not require the reallocation of
existing budgets.

Medium: Strategies that may require the introduction of new
roles/responsibilities to existing Tour Cayuga staff work plans
(with training involved) but that align closely with existing
roles/responsibilities. Medium effort/resource strategies may
require some reallocation of existing budgets or minimal effort to
acquire new funds through sponsorships/grant applications, etc.

High: Strategies that may require the introduction of new
roles/responsibilities to existing Tour Cayuga staff work plans or
the hiring of new staff with additional skill sets/work experience.
High effort/resource strategies will likely require reallocation of
existing budgets and significant effort on the part of the team to
acquire new funds through sponsorships/grant applications, etc.

Short: 1-2 years,
Medium: 3-5 years
Long: More than 5 years

A suggested indicator to measure the success of implementation
of a strategy.

@ Marketing @ Management () Stewardship

Each case study starts with a challenge/opportunity identified by
the destination that led to the implementation or pilot of the
solution. Solutions presented in each case study are intended to
provide Tour Cayuga and its partners with examples of how to be
able to implement the strategy and, in particular, guide the
incoming Executive Director as they step into the new role.

Note: No case study is perfect. As such, we have also included

any barriers to implementation and challenges faced by case
study destinations to consider in the implementation in Cayuga.

14



Goals

2026-2030 (and beyond) Strategic Plan

Tour Cayuga’s Strategic Plan is organized around four priority goals that
guide how we support tourism development, marketing, and
management across the county, by aligning with partners, promoting the

destination, enabling the creation of unique experiences, and leading with
our values:

1.  Deepen Regional and Community Collaborations

2. Shift Brand Positioning and Visitor Perception

3. Improve Tourism Product and Experience Readiness
4.  Center Destination Stewardship

15



STRATEGIC PLAN

Glossary of Strategies

This simplified matrix is intended as a cheat sheet for the plan. For
details on each strategy, please reference full strategy page.

Goal Status Focus Strategy

1 - Deepen o 1.1 Actively participate in regional tourism partnerships
Regional and Continuation ‘ ‘ and support regional marketing programs

Community

Collaborations

2 -Shift Brand

\F;:::;:;:r:nmg & Continuation ‘ @ with regional partners to unify messaging and brand for
Perception high-end Finger Lakes experiences

Continuation

New ‘ access to key industry resources and direct
communication with Tour Cayuga
1.4: Produce annual localized tourism impact reports
New ‘ for municipalities in the County

Continuation

Continuation

Continuation

Continuation

New

Continuation

New

2026-2030 (and beyond) Strategic Plan

Level of Effort/ Phasing
Resources

1.2: Refine the Hibercation campaign to highlight indoor
wellness, dining and seasonal outdoor experiences

1.3: Launch a partner portal to provide partners with

1.5: Streamline partner communications through site
visits, community meetings, and regular newsletters

1.6: Grow and promote the annual tourism summit

2.1: Develop a luxury travel co-op marketing program

2.2 Leverage the Go Beyond campaign to promote slow
travel and sustainable experiences during the shoulder m

seasons

2.3: Expand tourism ambassador program to include

social media influencers with aligned content and brand m m
values

2.4: Create new digital resources and application
processes to facilitate out-of-the-box meetings, events
and group travel

2.5: Enhance and expand trail campaigns to connect
visitor experiences across the county

2.6: Promote and advocate for alternative
transportation options in the county

16



STRATEGIC PLAN

Goal

3 - Improve

Tourism Product
and Experience

Readiness

4 - Center
Destination
Stewardship

Status

Continuation

New

Continuation

Continuation

Continuation

New

New

New

Continuation

Continuation

Continuation

Focus

] 19
] 19

2026-2030 (and beyond) Strategic Plan

Strategy Level of Effort/ Phasing
Resources

3.1: Provide funding and technical assistance for

partners to develop on-site visitor experiences and m

cultural events (outside of capital grants)

3.2: Support creation of lodging development package Low

3.3: Improve market readiness of attractions and Low

experiences for FAM tours

3.4: Partner with education institutions and workforce

organizations to grow the talent pipeline for tourism and m

hospitality

3.5: Lead partnerships to improve accessibility
communications of accommodations and visitor
attractions

4.1: Revise Tour Cayuga’s mission statement

4.2: Create a place brand for Cayuga as a destination

4.3: Restructure Tour Cayuga staff positions and
responsibilities to incorporate stewardship
responsibilities

4.4: Expand destination stewardship programs and
resource allocation

Long

4.5: Connect partners to available resources and
training opportunities to support adoption of
sustainable and inclusive practices

4.6: Continue to participate on boards and committees
focused on stewardship, cultural heritage, and DEI
leadership



DEEPEN REGIONAL & COMMUNITY COLLABORATIONS

Goal: Deepen Regional and
Community Collaborations

Tourism in Cayuga County thrives on strong relationships,
both locally and across the Finger Lakes region. This
priority focuses on deepening connections with regional
partners and community stakeholders to position Cayuga
as a valued, year-round destination and ensure residents
benefit from a well-understood tourism economy.

Strategies:

1.1 Actively participate in regional tourism partnerships and support
regional marketing programs

1.2: Refine the Hibercation campaign to highlight indoor wellness,
dining and seasonal outdoor experiences

1.3 Launch a partner portal to provide partners with access to key
industry resources and direct communication with Tour Cayuga

1.4 Produce annual localized tourism impact reports for municipalities
in the County

1.5 Streamline partner communications through site visits, community
meetings, and regular newsletters

1.6 Grow and promote the annual tourism summit

2026-2030 (and beyond) Strategic Plan
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1.1 Actively participate in regional tourism partnerships
and support regional marketing programs to stay top of
mind as a destination that is part of Central NY, the
Finger Lakes, and the Harriet Tubman Underground

Railroad NY Byway.

Lead Entities/Staff & Partners Tour Cayuga (lead - Executive Director), Partners include: Finger Lakes
Regional Tourism Council, adjacent counties (Oswego County,
Onondaga County, Cortland County, Tompkins County, Seneca County,
Wayne County) and the Underground Railroad Consortium of New

York

Level of Effort/Resource
Low

Performance Metrics

Number of regional campaigns supported; media impressions or
shared leads resulting from co-op efforts

Focus @ Marketing @ Stewardship

This strategy is a continuation of Tour Cayuga's
regional partnership collaborations to promote

the Finger Lakes region and the proposed NYS

scenic byway.

Why is this important?

Regional collaboration ensures Cayuga County
remains visible within broader Finger Lakes
messaging and benefits from pooled media reach. In
addition, these collaborations enable Tour Cayuga to
access state or federal funding for larger regional
initiatives that it may otherwise be unable to.

2026-2030 (and beyond) Strategic Plan

Key Actions:

e  Actively participate in the Finger Lakes
Regional Tourism Council and advance
collaborative initiatives through various
committees such as FLX Outdoor, Brave
Women Winter, and Treasures Along the Erie
Canal

e  Actively support passing of legislative bill to
designate the Harriet Tubman Underground
Railroad as a New York State Scenic Byway

e  Align seasonal campaigns with regional
efforts

e I|dentify joint funding opportunities

19



1.2: Refine the Hibercation campaign to include a
well-curated but narrow mix of indoor wellness, dining

and wintertime outdoor recreation

Lead Entities/Staff & Partners Tour Cayuga (lead - Marketing & Sales Director, Marketing Manager),
adjacent counties’ DMOs (Oswego County, Onondaga County, Cortland
County, Tompkins County, Seneca County, Wayne County), lodging and
spa partners, wellness service providers, food and beverage providers,

winter recreation partners

Level of Effort/Resource
Low

Phasing

Performance Metrics

stays

@ Marketing

Focus

This strategy is a continuation of the local
Hibercation campaign, however with an additional
regional sub-campaign to elevate a curated set of
offerings that have the ability to attract more
regional and long-haul visitors to cozy up and
enjoy the winter season in the area. Rather than a
wide range of product mix, Tour Cayuga should
curate the mix of wellness experiences during the
wintertime to cater to travelers with the ability to
afford higher price points.

Why is this important?

Supports off-season visitation from Jan-Apr, which
were reported by stakeholders as challenging sales
periods, and repositions winter as a time for elevated
restorative experiences.

2026-2030 (and beyond) Strategic Plan

Partner participation; pageviews and engagement; winter overnight

Key Actions:

e Discuss campaign success metrics to-date
and identify new opportunities

e  Curate Hibercation products and focus on
highly differentiated offerings that can create
a 2-3 day wellness retreat-like experience
with the ability to pull visitors from wider
trade areas

e I|dentify regional partners with
complementary experiences that could
amplify the campaign

e  (Create new partner packages that align with
new campaign metrics

e  Refresh campaign visuals and update landing
page content

e  Promote through email and paid ads

20



CASE STUDY: MOHONK MOUNTAIN HOUSE, NY

2

W}lat’s Included JANUARY 30 - FEBRUARY 1, 2026

Your stay at Mohonk Mountain House includes access to 2

s i i s G o inter Wellness Weeken
including our indoor pool, tennis courts, show gardens, and
an award-winning spa. Discover all that Mohonk has to offer

during your mountaintop getaway.

Focusing on Immunity

Since our founding in 1869, wellness has been an essential
part of the Mohonk experience. We carry that tradition
forward today in our beautiful natural setting, offering a

sampler of experiences that support resilience and
sustainable self-care. Curated by our Director of
Mindfulness, Nina Smiley, Ph.D., and Spa Director, Olivia
Andrews, this weekend welcomes you to explore and
discover the true essence of self-care, helping you make
decisions that support a practice of self-care in real life and
in real-time.

BOOK NOW

Dining Recreation & Wellness Entertainment
Three meals daily featuring fresh, locally sourced Enjoy countless activities such as guided hikes and Themed Mohonk Signature Events, featurin

ingredients from our farm-to-table partners. outdoor activities as well as yoga, meditation, and music and engaging performances, changin;
fitness classes.

VIEW ALL DINING OPTIONS VIEW ACTIVITIES SCHEDULE

In order to overcome its slower trafficked season in the winter, Mohonk
Mountain House began developing a series of 3-day to week-long curated
experiences that include signature entertainment, dining, and activities based
on themes to drive interest and bookings.

The Solution

On the last weekend of January, for example, Mohonk Mountain House invites
a wellness expert to curate a 3-day ‘Winter Wellness Weekend' experience
across the destination with specially-designed recreation activities including
guided hikes, yoga, and meditation classes, themed entertainment in the
evenings with special artists/performers, and wine-pairing dinners.

In the month of March, its ‘Chefs on the Mountain’ weekend invites guests to
partake in hands-on cooking/baking workshops and other neatly curated food
and beverage-themed experiences.

21



1.3: Launch a partner portal to provide partners with
access to key industry resources and direct

communication with Tour Cayuga

Lead Entities/Staff & Partners Tour Cayuga (lead - Partnerships Manager), CRM provider

Level of Effort/Resource m

Phasing

Performance Metrics
and feedback

Focus @ Management

This strategy is a new initiative to improve access

and transparency of industry resources and
updates for partners to better engage with Tour
Cayuga, without straining staff capacity.

Why is this important?

Centralized access to tools and updates supports
consistency, professionalism, and alignment across
partners, with less burden placed on internal staff to
create specialized email newsletters and rather
relying on automated notifications to partners with
portal access.

2026-2030 (and beyond) Strategic Plan

Volume of partner communications/responses, partner satisfaction

Key Actions:

Design a secure partner portal that can be
accessed through unique login, which allows
hotels, restaurants, attractions, and other
stakeholders to manage their data and
access reports/ resources

Provide in-person training to onboard
partners to the portal and demonstrate value
of the portal to partners

Regularly update the portal with campaign
engagement opportunities, promotional
toolkits, visitor and tourism economic data,
industry updates, and sales opportunities
Create incentives for partners to continuously
access and utilize the portal

22



CASE STUDY: HELLO BURLINGTON, VT

N M -~
|b~11r

e

Welcome Information Network

Forgot Password?

Hello Burlington was utilizing a myriad of tools to track engagement with
partners resulting in inefficiency and inaccuracy in customer relationship
management processes.

The Solution

To provide the greatest support with limited resources, Hello Burlington's
Welcome Information Network, powered by simpleview, enables partners to
easily access industry information and resources through a secure network,
maintain/manage their business information/event details, and create special
packages/offers in collaboration with Hello Burlington.

To ensure success of the portal and increase utilization amongst partners,
Hello Burlington created robust onboarding assets prior to the launch of the
portal to educate partners on the use of the platform and types of
services/information that can be accessed. In addition, username/password
access can easily be managed by partners through a single click and email.

23



1.4: Produce annual localized tourism impact reports

for municipalities in the County

Lead Entities/Staff & Partners Tour Cayuga (lead - Executive Director, Partnerships Manager)

Level of Effort/Resource

Phasing

Performance Metrics

Number of reports produced and distributed; feedback from municipal

leaders

Focus @ Management

This new strategy will strengthen Tour Cayuga’s
relationships with local governments by providing
annual tourism impact reports directly to
municipal staff and elected officials. These
reports will share data and insights to build a
common understanding of the industry's value
and evolving needs, helping guide local
decision-making related to tourism.

Why is this important?

Local government decisions regarding commercial
development and infrastructure/capital
improvements continue to impact the visitor
experience in the County. In order to ensure all
municipalities play their part to build positive
experiences and manage the overall destination, local
decision makers need the information and evaluation
tools to be able to compare themselves against other
municipalities and identify ways to improve local
offerings.

2026-2030 (and beyond) Strategic Plan

Key Actions:

e  Conduct a municipality survey to verify the
types of data and impact results that may be
informative and valuable to local

governments

e  Customize countywide data to municipal
level

e  Design digestible annual tourism reports for
localities

e  Present findings at Town Halls/local
Chamber annual meetings

24



CASE STUDY: EXPLORE ASHEVILLE, NC

Performarce Index
Destination Dashboard

At each monthly board meeting, Explore Asheville generates a statistical output report. This snapshot of
the local tourism economy includes the latest lodging and airport passenger data.

ASHEVILLE

Destination Performance Report- May 2025

Hotel Performance - March 2025
Source: STR

Hotel Occupancy

64.2%

/0% | 63.9%

change ; prev. year

Hotel Performance - FY25 YTD
Source: STR

Hotel Occupancy

66.5%

N-9% | 73.4%

Hotel Demand

186.6 K

N 0% | 187.2K

change ; prev.year

Hotel Demand

931.9K

N-9% | 1.0M

Hotel ADR

$138

N-7% | $148

change g prev. year

Hotel ADR

$172

N-11% | $193

Hotel RevPar

$88

N-7% | $95

change é prev. year

Hotel RevPAR

$115

N-19% | $142

In Asheville, North Carolina, city and county leaders needed more consistent,
localized tourism data to make informed decisions on infrastructure, event
support, and public investment. While overall visitor impact data existed at the
county level, it wasn't presented in a way that was timely, digestible, or clearly
connected to local planning priorities. This lack of clear, accessible information
contributed to public skepticism about the value of tourism.

The Solution

Explore Asheville began producing monthly and annual Tourism Impact
Dashboards that track key metrics such as lodging occupancy, revenue,
short-term rental trends, and air travel data. These dashboards are
public-facing, visually accessible, and broken down in ways that allow
municipal leaders and the public to understand the economic role of tourism.
The reports are regularly presented to elected officials, media, and community
stakeholders to build transparency and support data-informed
decision-making.

25



1.5: Streamline partner communications through site
visits, community meetings, and regular newsletters.

Lead Entities/Staff & Partners Tour Cayuga (lead - all team members), Chambers of Commerce,
Municipalities, Community Groups, Outdoor Recreation/Tourism

Community Groups

Level of Effort/Resource

e L shor_J

Performance Metrics

Number of meetings attended; newsletter and portal

open/click-through rates; partner satisfaction feedback

Focus @ Management

This strategy is a continuation and expansion of
Tour Cayuga'’s ‘Tourism Community Days’
engagement and current partner communications
with chambers, businesses, municipalities and
tourism asset managers. These targeted forms of
communications creates opportunities for
partners to share market challenges or propose
ideas for industry improvements.

Why is this important?

While digital forms of communication through
monthly/weekly email newsletters provides a regular
and consistent means of providing one-sided update
from Tour Cayuga, partners have shared their
preference for more in-person, personable means of
communications to be able to share their updates as
well.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Develop a questionnaire template for
in-person partner meetings/site visits
Connect with each local chamber and/or
municipality to identify opportunities for
in-person meetings and site visits on a
quarterly or annual basis

Schedule monthly site visits to key
attractions/assets and attend local
chamber/town meetings

Create a brief record of engagement to be
shared internally with the team and Board
and to use to track any changes in the
industry

Produce a visually engaging quarterly
newsletter with updates, funding
opportunities, and partner highlights as
collected via the Partner Portal.
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1.6: Grow and promote the annual tourism summit

Lead Entities/Staff & Partners Tour Cayuga (lead - Executive Director, Partnerships Manager),
Tourism businesses and organizations (including tourism attraction
operators/ managers), Chambers of Commerce, Municipality leaders

Level of Effort/Resource

Phasing

Performance Metrics Event attendance; participant feedback; number of partner

contributions to the event or program

Focus @ Management @ Stewardship

This strategy supports the continuation of the Key Actions:

annual tourism summit to enable in-person

countywide collaboration with industry partners e  Expand the summit program to include

and celebrate success stories from across the booth/exhibitor opportunities for industry

county. partners to support learning/sharing within
the industry

Why is this important? e  Create an awards program to
highlight/showcase industry partners with

These events foster a sense of shared purpose, key innovations in sustainability practices,

highlight industry contributions, and offer space for customer service, etc.

reflection, feedback, and collaboration across sectors. e  Create an event marketing toolkit for partners

to be able to support the promotion of the
event (including creative assets for use on
websites, social media, etc.)

2026-2030 (and beyond) Strategic Plan 27



SHIFT BRAND POSITIONING AND VISITOR PERCEPTION

Goal: Shift Brand Positioning and
Visitor Perception

How Cayuga County is perceived by visitors directly
impacts its ability to attract the right audiences
throughout the year. This priority focuses on
strengthening brand storytelling, shifting perceptions of
accessibility and connectivity, and positioning Cayuga as
a destination for meaningful group travel and
one-of-a-kind experiences.

Strategies:

2.1: Develop a luxury travel co-op marketing program with regional
partners to unify messaging and brand for high-end Finger Lakes
experiences

2.2 Leverage the Go Beyond campaign to promote slow travel and
sustainable experiences during the shoulder seasons

2.3: Expand tourism ambassador program to include social media
influencers with aligned content and brand values

2.4: Create new digital resources and application processes to facilitate
out-of-the-box meetings, events and group travel

2.5: Enhance and expand trail campaigns to connect visitor experiences
across the county

2.6: Promote and advocate for alternative transportation options in the
county

2026-2030 (and beyond) Strategic Plan

28






2.1: Develop a luxury travel co-op marketing program
with regional partners to unify messaging and brand for

high-end Finger Lakes experiences

Lead Entities/Staff & Partners Tour Cayuga (lead - Marketing & Sales Director, PR Manager), Lake
Ontario and Cayuga Lake Wine Trails, regional boutique inns,
Chef-driven dining businesses, New York State Tourism Industry

Association

Level of Effort/Resource

A
ort

Performance Metrics

Participation in campaign; increase in off-season luxury bookings;

earned media mentions

Focus @ Marketing

This strategy is a continuation and expansion on
efforts to promote Cayuga and the Finger Lakes
region as a desirable destination for unique luxury
experiences.

Why is this important?

Luxury travel remains a relatively untapped market
segment in Cayuga and surrounding counties;
regional alignment can create a more compelling
offering and benefits from pooled media reach. This
program will, however, require significant financial
contribution to ensure partner commitment and
participation. As such, the regional partnership will
need to pursue access to state or federal funding (e.g.
Market NY, NYS EDC Tourism Matching Funds) to
sustain the program.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Define shared audience

Assess current and in-development luxury
products and experiences

Build messaging guide to use regionally
Partner with luxury brands and
accommodations

Develop bundled promotions
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CASE STUDY: VISIT NAPA VALLEY

(%eTM

The Good Life isn’t simply
something you experience in
Napa Valley

It’s all about how to savor the best that life has to
offer — and there’s no better place to spend quality
time than Napa Valley.

fige

So you’re thinking about a Napa Valley
escape?

Well, you’ve come to the right place, because we’ve
got a few secrets to share and insider tricks up our
sleeve to make sure you experience Napa Valley right.
And we believe once-in-a-lifetime experiences should

happen at least once a day.

Whether you're ballooning over the vineyards at
sunrise, soothing away stress at one of the most
blissful spas in the world, or simply savoring a glass of
cabernet with friends overlooking a spectacular view,
every day in Napa Valley is the best day ever.

Napa Valley region’s previous brand, ‘Legendary Napa Valley’, had been
successful at building a strong image for the region as a fine wine and gourmet
cuisine destination. However, it no longer resonated with travelers in a
post-pandemic environment who valued time and meaningful connections over

the materiality of expensive wines.

The Solution

While the updated ‘Cheers, the Good Life’ brand of the Napa Valley region
maintains the luxurious image of the destination, it instead places more
emphasis on the importance of shared experiences and meaningful
connections. The campaign highlights Napa Valley not just as a destination for
wine enthusiasts but as a place where visitors can savor life's pleasures in a

relaxed, elegant setting with those we value most.

2026-2030 (and beyond) Strategic Plan
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2.2: Leverage the Go Beyond campaign to promote slow
travel and sustainable experiences during the shoulder

seasons

Lead Entities/Staff & Partners Tour Cayuga (lead - Marketing Manager, PR Manager), Tourism
businesses and organization, Chambers of Commerce, Regional

partners

Low

Level of Effort/Resource

Phasing

Performance Metrics

Number of campaign participants; Reach of campaign content (views,

engagement); Partner satisfaction and repeat participation

Focus

@ Marketing @ Stewardship

This strategy is a continuation and expansion of
Go Beyond, engaging Cayuga County'’s tourism
partners in a collaborative marketing campaign to
promote slow travel, sustainability, and
experiences aligned with local values. The
campaign will highlight businesses that embrace
responsible practices and encourage longer, more
immersive visitor stays outside the busiest
season.

Why is this important?

Partners increasingly want to align with responsible
tourism messaging, but lack the tools or platforms to
do so. A coordinated campaign helps amplify their
efforts, educates visitors, and positions the county as
a values-aligned destination while also driving visitor
traffic to the destination during shoulder months,
April, October, and November.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Adapt Go Beyond campaign brand and
message platform to include a ‘Go Beyond
Summer’ pillar to highlight experiences that
are best experienced outside of the
May-September season

Recruit participating partners and provide a
communications toolkit

Feature stories and itineraries on website,
email, and social channels

Include slow travel content in seasonal and
regional campaigns
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CASE STUDY: VISIT NAPA VALLEY, CA

Rum has become the unofficial beverage of choice for North Lake Tahoe, as it can
be found in cocktails all around the lake. Follow the Tahoe Rum Trail around these
six locations and raise your glass over scenic lakefront views.

What s It?

The Tahoe Rum of

bars located around the North Lake Tahoe shoreline that
feature speciaty rum cocktais o enjoy lakefront.

Insider Tips

many o the stops on the Tahoe Rum Trail.
« While rum is traditionally considered a summer
drink, the Tahoe Rum Trail s a year-round

il ‘experience, offering a refreshing post-hike reward in
Where can I Flnd It? the fall or Aprés Ski indulgence during the winter.
‘The Tahoe Rum up of: h with

their own iconic rum beverage: 4 pu 2 Duke's Mai Tai at

Lake Tahoe's beauty is no secret, but many people have no idea where to enjoy it
from above. Enter the Tunnel Creek Trail: home to the most beautiful panoramic
view of Lake Tahoe, and a cheeky Monkey Rock.

What Is It?

The Tunnel Creek Tl s 2 4.

located neat Incline Vilags onthe Tahoe Flume Trail. Ths

moderate hike has become known as the home to Monkey
a

Insider Tips

the fall or
Spring are the best time to hike the trail and catch
incredible sunrises or sunsets over the lake.

« The lake's

The peak of this trail than usuall

£ 111 can b found behind the Hyat Regency in Association, a nonprofit organization dedicated to
Incline Viliage, and is known fo their Rum Runner providing public access to Lake Tahoe and utiizing.

+ Gar Woads s ocated in Camelian Bay, and is home to human powered paddie sports o promte a healtny

the iconic Wet Woody. Lty

+ Jake's on the Lake is a piece of Hawaii in Tahoe City,
i’ Fun Facts

‘exemplified by their Mai Tai's.
be found in Tahoe City, and features - Garfield Woods, the namesake of Gar Woods, was
o

* Sunnyside can
their signature Duke’s Mai Tal.

Tahoe, vith the entire
+ Reward yourself after your hike with coffee, soup.
and sandwiches at the Tunnel Creek Café, where you
started your journey.

Iake visible from its vantage point.

Where Can | Find It?

The Tunnel Creek Trailis located on the East end of Incline.

Fun Facts

for fastest boat when his “Miss America X" sailed at
102 miles per hour!
« The West Shore Cafe’s Hakuna MaTahoe was named
Mused to be the

« West Shore Cafe is located in Homewood, where you
can try their atest drink, the Hakuna MaTanoe.

* Chambers Landing can be found in Homewood, where.
you can en 3

If You Like This, You'll Love:
* Spindleshanks in King's Beach

* Lone Eagle Grille in Incline Village

+ Wotdaie's Cusine Unique In Tahoe Cy

Coco Loco.

Find more at GoTahoeNorth.com/treasures,

@ north lake tahoe

Village. Park by the Tunnel Creek Café, and follow the B ke Shiomitis bre oI ie S AN
paved r0ad behind it that heads South. The paved road notice that you can see the clariy of the water

nds F even from a thousand feet up. Lake Tahoe's water
Senvice gate. Pass the gate, and head up the il 0 greet acuually reaches peak clariy in the fallwhen runof,
the op of the mourtain.

wind, and boat traffic al iminish.

+ Rumor has It that an Inclne Vilage local who was
going through a divorce carved ears and nostris into
Monkey Rock.

« Tunnel Creek Tralis great for hiking or biking, and is
ven dogfiendly as long as your fourlegged friend
isonaleash!

IfYou Like This, You'll Love:
* Eagle Rock Trall, located near Homewood
. near Cystal Bay

* Tamarack Peak also inIncine Vilage

@ north lake tahoe

Find more at GoTahoeNorth.comytreasures.

Take a step back in time with us around North Lake Tahoe, with historical

the

that allow you to

region’s storied history. From

lifestyles of the rich and famous to stars of the silver screen, check out these
three historic places in North Lake Tahoe.

What Is It and Where Can | Find It?

The Lake Tahoe Historic Hideaways are three historic
dthe hore

North Lake Tahoe has long been known as a winter sports destination and
equally popular in the summer. Both seasons accounted for over 24 million
annual visitors while occupancy and visitor spending dips in the Spring and Fall.

The Solution

perlods of Lake Tahoe history. These are:

+ Thunderbird Lode - Known as Goorge Wittels

Insider Tips and Fun Facts

« Guided tours of Thunderbird Lodge are available by

Iand, by tour boat, or by kayak. The lodge also plays
host to a series of stunning wine dinners during the
summertime.

- this luxurious.
tomind the gitz and glamour of The Great Gatsby.
Find it in Incline Vilage,

legendary baseball player Ty Cobb and iconic

for property tours.

. -Alakeside getaway that rose to
fame for its appearance in The Godfather Part L. ts
located on the West Shore in Homewood, but you can
et the best view of the property from the ater.

« Hellman Enrman Mansion - A prototypical “smart
house of the future” from the tun of the century that
epitomized the summer homes from yesteryear. The
Mansion is located at Ed Z'berg Sugar Pine Point State
Pariin Tahoma, and during summer and early fal, you
can explore the inside and outside of the property.

@ north lake tahoe

North Lake Tahoe curated a set of leisure activities that can be best enjoyed in
the Spring and Fall and developed a campaign, ‘Tahoe Treasures’ that aimed to
raise awareness of these available opportunities, and to inspire the desire to

visit during the shoulder seasons. The campaign included a 12-part video

series featuring a specific shoulder-season recreation activity, user-generated

content from micro-influencers, and various other owned media assets.

2026-2030 (and beyond) Strategic Plan

« Hop aboard the Tahoe Gal, tself a piece of Lake

Tahoe history, to cruise by the Fleur du Lac Estate
and get the best view of the property.

« The Hellman-Enrman Mansion was constructed

before a road around Lake Tahoe was built, 5o
‘supplies had to be brought in by boat and allstaff
Iived on the premises.

If You Like This, You'll Love:

Vikingsholm in Emerald Bay.

* Donnor Memorial State Park In Truckee.
« Watson Cabin Museun in Tahoe City.
+ Soe more North Lake Tahoe Hideaways at

GolahoeNorth.com

Find more at GoTahoeNorth.com/treasures
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2.3: Expand tourism ambassador program to include
social media influencers with aligned content and brand

values

Lead Entities/Staff & Partners Tour Cayuga (lead - PR Manager), tourism businesses and attractions,

media influencers

Level of Effort/Resource m

Performance Metrics

Number of active ambassadors and creators per year; Demographic
and thematic diversity of participants; Volume and engagement rates
of ambassador-generated content; Increase in traffic to highlighted
experiences on the Tour Cayuga website

Focus

@ Marketing @ Stewardship

This strategy is a continuation and expansion of
the existing Tourism Ambassador Program. It
seeks to deepen engagement with current
ambassadors while expanding outreach to include
diverse nationally-renowned content creators who
are aligned with Tour Cayuga’s brand. These
creators should have a loyal base of followers and
will highlight key visitor experiences, such as
family-friendly outdoor adventures, women's
history, and Black heritage, through authentic
storytelling that resonates with a range of
audiences.

Why is this important?

Authentic, peer-driven content is increasingly
influential in travel decision-making. By supporting
and diversifying the Tourism Ambassador Program,
Tour Cayuga can foster deeper engagement with
residents, visitors, and creators who reflect the full
spectrum of the region’s stories and identities. It also
helps ensure that local voices are centered in
marketing and storytelling efforts.

2026-2030 (and beyond) Strategic Plan

Key Actions:

e  Continue recruitment and training of
ambassadors, with a focus on representation
across ages, interests, and backgrounds.

e  Establish content themes tied to priority
tourism experiences (e.g., lake life, heritage
tourism, culinary exploration).

e  Partner with aligned influencers to co-create
seasonal content or trip itineraries.

e  Develop simple content creation guidelines
and incentives for consistent participation.

e  Highlight ambassador content across Tour
Cayuga’'s owned and earned media channels.
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2.4: Create new digital resources to facilitate
out-of-the-box meetings, events and group travel

Lead Entities/Staff & Partners Tour Cayuga (lead - Marketing & Sales Director), Downtown Auburn
BID, Local hotels, venues, and tourism businesses, Chamber of
Commerce & Economic Development Partners

Level of Effort/Resource

Performance Metrics

Number of venues listed in the digital inventory; Number of RFPs

submitted and fulfilled; Growth in group travel or meeting-related
bookings year-over-year; Visitor and business feedback on the ease

and utility of the new resources

Focus @ Marketing @Management

This new strategy aims to position Cayuga County
as a distinctive location for small-to-medium
sized meetings, events, and group travel. It
includes creating a digital inventory of
non-traditional venues, such as historic sites, art
spaces, lakefront properties, and community
gathering places, while also formalizing
processes for connecting interested planners with
the right spaces and service providers.

Why is this important?

Cayuga County offers a wide variety of memorable
settings for group gatherings, but many are
underutilized due to limited visibility or lack of
centralized information. With the rise of demand for
experiential and place-based meetings and events,
this strategy addresses a key opportunity to diversify
tourism revenue, increase shoulder-season visitation,
and support local businesses by better connecting
planners with unique venues. It also supports the
county's goal of leveraging Downtown Auburn and its
waterfronts as regional hubs.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Develop a digital inventory of unique venues
and gathering spaces, with emphasis on
Downtown Auburn and waterfront locations -
the inventory should feature standard specs
of each space but also details on
accessibility and examples of unique
events/meetings that have been held in each
space to serve as inspiration to meeting
planners.

Create a formal RFP process via the partner
portal to enable group planners to submit
requests more easily to multiple potential
suitable venues and services.

Partner with hospitality businesses to
promote packages and group-friendly
experiences.

Feature the inventory on the Tour Cayuga
website with itineraries and testimonials.
Offer onboarding resources for venues new
to group or meeting bookings.
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CASE STUDY: VISIT MADISON, WI

MEETING FACILITIES —

Facility Info | | Meeting Rooms
Floorplan File Floorplan File
Largest Room 11400
TotalSq. . SN OVERTURE CENTER
Reception Capacity 800 FO R TH E ARTS
Theatre Capacity 2255
Onsite A/V Equipment v
Banquet/Catering Managers v S S
Bar Services v Madison, WI 53703
Dance Floor v Phone: (608) 258-4163
In-House Audio/Visual v
In-House Pipe & Drape v
Onsite Catering v TripAdvisor Traveler Rating
Tables & Chairs Available v <
Banquet Capacity 450
Number of Rooms 16 !
Classroom Capacity 108

Despite its attractive location for meetings and events with direct flight
connections to major hubs like Dallas and D.C., Madison, WI competes
frequently with neighboring destinations such as St. Paul, MN and Green Bay,
WI, for event business.

The Solution

In order to differentiate itself from regional competitors, Destination Madison
took a bold approach to curate collections of unique venues that are
non-traditional, or ‘beyond the ballroom’, to encourage meeting planners to
utilize the destinations’ variety of venues. The curated collections featured
venues with varying ‘vibes'’: Historical & Architectural, Activity Based, Campus
Connections, LGBTQ+ Friendly, and Beautiful Barns.

For each venue in the collection, a comprehensive and detailed spec list and

gallery of images were established to ensure that meeting planners have all the
necessary information and inspiration to support decision-making.

2026-2030 (and beyond) Strategic Plan 37



2.5: Enhance and expand trail campaigns to connect

visitor experiences across the county

Lead Entities/Staff & Partners Tour Cayuga (lead - Marketing Manager), Local businesses, farms, and
makers; Municipal and cultural partners, Regional tourism

organizations

Level of Effort/Resource

Phasing

Performance Metrics

Number of trails launched or refreshed; Web traffic and downloads of
trail materials; Business participation and visitor feedback; Increase in

visitor engagement across multiple locations

Focus @ Marketing @Stewardship

This strategy is a continuation and expansion of
previous thematic trail efforts including the Sweet
Treat Trail, Treasures Along the Erie Canal, Canal
Town Program, and the Erie Canal Resource
Guide. It focuses on enhancing existing
campaigns and developing new experiential trails,
such as local food, arts, retail, or seasonal
experiences, to better connect attractions, drive
regional exploration, and encourage longer stays.

Why is this important?

Cayuga County is rich in dispersed, locally-owned
attractions, some of which can be difficult for visitors
to discover or connect to without a clear narrative.
Themed trails help tie together sites, businesses, and
experiences in a way that's easy to explore, while also
elevating lesser-known areas. Trails also support
cross-promotion, drive business to multiple locations,
and align with travelers’ increasing interest in curated,
self-guided experiences.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Convene partners to co-create new
experiential trails (e.g., (e.g., produce market
or local maker trail).

Refresh content for existing trails and align
with updated branding and seasonal
campaigns.

Create a consistent format and naming
convention for all trails to build brand
recognition.

Promote trails through digital maps (with
travel time details), itineraries (suggested
time of day/week/month), and partner
channels.

Explore low-cost signage or in-store displays
to signal trail participation.
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CASE STUDY: ROARING FORK VALLEY, CO

TOUR e -
ROARING -
FORK+

MEROARING
FORK+ FARM

\( e
\ THE LOCAL FOOD AND FARMS

\ OF THE ROARING FORK VALLEY
K ASPEN -
SNOWMASS VILLAGE

S BASALT

> _ CARBONDALE "
N GLENWOOD SPRINGS
N2 1T i

The Roaring Fork Valley in Colorado faced a common challenge for rural
destinations: how to connect small, locally owned farms, markets, and food
artisans across a dispersed region in a way that encourages visitation and
supports the local economy. While the area had a rich local food scene and
agricultural heritage, visitors found it difficult to discover and navigate these
experiences without a centralized tool or story.

The Solution

Local organizations collaborated to launch the Roaring Fork + Farm Map, a
curated online and print resource that highlights more than 50 food-related
experiences across the valley. The map connects visitors to farms, restaurants,
markets, and events that showcase the region’s food systems and culture.
Designed as a self-guided experience, it encourages travelers to explore at their
own pace while supporting multiple local businesses. The project incorporates
storytelling, custom icons, easy-to-use filters, and seasonal updates, offering a
model for experiential trails that are both practical and visually engaging.

2026-2030 (and beyond) Strategic Plan

39



2.6: Promote and advocate for alternative
transportation options (public transit, shuttles, EV
charging stations, and cycling) throughout the county

Lead Entities/Staff & Partners Cayuga County Department of Planning & Economic Development,
Centro & Transit Operators, City of Auburn & Municipal Partners, NYS
and local Parks managers, Bike Advocacy Groups & Local Outfitters,
Tour Cayuga (support - Executive Director)

Level of Effort/Resource
Low

Phasing

Performance Metrics

Number of transportation-related resources or promotions published;

Visitor usage of transit/shuttle options (where available); Number of
new multi-modal connections or amenities developed; Qualitative
feedback from partners and users on ease of access

Focus

This is a new initiative that aims to expand
awareness, access, and advocacy for alternative

transportation options throughout Cayuga County.

It focuses on promoting Canal Town Bike
Friendly-certified businesses (and supporting
others to be certified), supporting new
multi-modal connections, collaborating with
partners to increase EV charging stations, and
improve mobility for visitors and residents,
especially between natural assets and urban
centers.

Why is this important?

Improving access to parks, trails, and downtowns
through non-driving options supports both
sustainability and equity goals. It also helps reduce
congestion, increases dwell time in key areas, and
aligns with growing visitor demand for car-free
experiences. Enhancing public transit, shuttles, and
cycling infrastructure can strengthen Cayuga’s appeal
to eco-conscious travelers and make it easier for all
VISRO62930 explonetide Segry Plan

@ Management @ Stewardship

Key Actions:

e  Promote existing public transit routes that
serve visitor-friendly destinations.

e Improve signage and connectivity between
parks, trails, and downtowns using bike lanes,
sidewalks, and wayfinding.

e  Support development of park-and-ride
experiences for visitors in the Auburn area,
with access to shuttles or trails.

e  Collaborate with partners to explore pilot
shuttle programs or mobility hubs during
peak seasons or events.

e  Advocate for bike-friendly infrastructure and
secure bike parking near high-traffic visitor
sites.

e  Advocate for more EV charging stations in
strategic locations, supporting a growing
network of EV-easy routes in the region.
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IMPROVE TOURISM PRODUCT AND EXPERIENCE
READINESS

Goal: Improve Tourism Product and
Experience Readiness

To deliver on the promise of the Cayuga County brand,
tourism experiences on the ground must be ready to
meet visitor expectations. This priority focuses on helping
partners develop, refine, and promote market-ready,
accessible, and workforce-supported offerings that
reflect the character of the region.

Strategies:

3.1: Provide funding and technical assistance for partners to develop
on-site visitor experiences and cultural events

3.2: Support creation of lodging development packages

3.3: Improve market readiness of attractions and experiences for FAM
tours

3.4: Partner with education institutions and workforce organizations to
grow the talent pipeline for tourism and hospitality

3.5: Lead partnerships to improve accessibility communications of
accommodations and visitor attractions

2026-2030 (and beyond) Strategic Plan 41



3.1: Provide funding and technical assistance for
partners to develop on-site visitor experiences and
cultural events (outside of capital grants)

Lead Entities/Staff & Partners

Level of Effort/Resource

Phasing

Performance Metrics

Focus

This strategy is a continuation and expansion of
previous event sponsorship support. It introduces
more structured funding and guidance to help
partners design visitor-ready experiences (outside of
capital grants) that increase overnight stays and
regional appeal.

Why is this important?

While Cayuga County has a wealth of community events
and potential experiences, many are not designed with
tourism audiences in mind. Strategic investment and
technical support will help local partners build on the
successes of existing cultural events and festivals
happening throughout the year that have grown their own
niche audience segments and not only convert these
visitors into overnight stays (particularly in shoulder
seasons) but make history and culture more accessible to
new and younger audiences.

In particular, historic and cultural assets in the destination
are in need of engaging exhibits and experiences that
enable visitors to really immerse themselves in the history
of each site.

2026-2030 (and beyond) Strategic Plan

Tour Cayuga (lead - Executive Director), Cultural and historical
organizations, Event organizers and experience hosts

Number of funded experiences or events, Estimated room nights
generated, Visitor and partner satisfaction feedback

@ Management @ Stewardship

Key Actions:

e  Determine grant program goals and priorities,
applicant eligibility/requirements (e.g.
matching component, sustainability criteria),
etc.

e Launch pilot grants for priority sites/regions
and match successful applicants with
technical assistance providers (e.g. curator,
app developer, PR/marketing expert, event
management teams, etc.)

e  Fund development of new visitor-ready
experiences, such as guided tours,
workshops, or site activations.

e  Evaluate impact of pilot grant distribution
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CASE STUDY: NJ HERITAGE TOURISM GRANT

Over the last five decades, the state of New Jersey has made significant strides
in historic preservation, following the passing of the state’s Preservation Act in
the 1970s. While funding for capital historic preservation projects significantly
increased during that time, the quality of visitor experiences on offer and
management of the historic sites remained limited.

The Solution

As such, the New Jersey Historic Trust began administering the Heritage
Tourism Grants, which provide a 3:1 funding match of up to $75,000 to
municipalities or non-profit organizations seeking to develop interpretive
signage, trainings, workshops, and other visitor-ready experiences to be hosted
at historic sites.

The goal of the grant program is to enhance visitor experiences at historical

sites and ensure visitor-readiness of key assets in preparation for the
semiquincentennial anniversary of the Revolutionary War.

2026-2030 (and beyond) Strategic Plan

Learn about the Jacobus
Vanderveer House

This video is made possible by a grant
from The Society of the Cincinnati in the
State of New Jersey

Learn about General Henry
Knox

This video is made possible by a grant

from The Society of the Cincinnati in the
State of New Jersey
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3.2: Support creation of lodging development package

Cayuga Industrial Development Agency, Cayuga County Department of

Lead Entities/Staff & Partners

Level of Effort/Resource

Low

Phasing

Performance Metrics

Planning & Economic Development, Private landowners and
developers, Tour Cayuga (support - marketing manager)

Number of development packets distributed, Lodging inquiries or

proposals generated, New accommodations opened near target sites

Focus @ Management

This new strategy is intended to leverage efforts
previously made by Tour Cayuga to assess the
hotel market and feasibility of lodging
development in the greater Auburn submarket. A
lodging development package should serve as a
developer pitch/marketing tool to present to
potential developers/hoteliers at industry trade
shows and drum up interest for priority sites,
especially around Emerson Park.

Why is this important?

Cayuga County lacks a range of lodging options near
key visitor hubs. By proactively supporting
development readiness and applying a broader
tourism lens to priority sites, Tour Cayuga can help
attract investment and address a key infrastructure
need.

2026-2030 (and beyond) Strategic Plan

Key Actions:

e  Develop site packets for 'lodging-ready'
parcels near Emerson Park and other
high-potential areas, including zoning,
infrastructure, and market data.

e  Research and contact potential investors
from Central NY and Finger Lakes region
Host developer roundtables
Release RFQ for potential development sites
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3.3: Improve market readiness of attractions and

experiences for FAM tours

Lead Entities/Staff & Partners

Level of Effort/Resource Low

Performance Metrics

Focus @ Management

This is a continuation of frontline FAM tour efforts

with a more structured approach to improving
business and attraction readiness.

Why is this important?

FAM tours are key to generating earned media and
industry exposure. Ensuring experiences are

visitor-ready and partners are confident presenting
their offerings increases the impact of these tours.

2026-2030 (and beyond) Strategic Plan

Tour Cayuga (lead - PR Manager), Hospitality and attraction partners,
Tourism workforce and front-line teams

Number of partners using the checklist, FAM tour outcomes (coverage,
referrals), Partner/staff confidence and preparedness ratings

Key Actions:

Create a FAM Tour preparation checklist for
participating partners

Provide partner-specific guidance on what
will ensure a quality tour experience where
needed

Conduct pre-season trainings/tours for the
tourism and hospitality workforce to
experience county offerings first-hand and
better promote them to visitors
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3.4: Partner with education institutions and workforce
organizations to grow the talent pipeline for tourism

and hospitality

Tour Cayuga (lead - Executive Director, Partnerships Manager), Local
Lead Entities/Staff & Partners schools and colleges (e.g., CCC, BOCES), Workforce development

agencies, Tourism employers

Level of Effort/Resource m

Phasing
Number of participating students or interns, Employer satisfaction
Performance Metrics with workforce programs, Increased awareness of tourism career
pathways
Focus @ Stewardship

This is a continuation of existing workforce
development efforts, such as the Youth Summit,
to create stronger connections between local
schools, training programs, and tourism-related
careers to help employees in the industry build
career pathways as well as grow awareness of the
diversity of occupations within the industry.

Why is this important?

Staffing challenges are widespread across the
tourism industry, particularly post-pandemic. Early
engagement and training will help build a future
workforce while increasing local awareness of career
paths in tourism and hospitality.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Conduct a labor market survey to collect data
about the availability, demand, wages, and
qualifications of workers within the industry
regionally.

Partner with BOCES, community colleges,
and workforce boards to develop/align
customer service/ hospitality excellence
training curriculum with the needs of local
employers as uncovered through the labor
market survey.

Offer upskilling training and/or
internships/mentorship opportunities to
employees in the industry at low cost, with
sponsorship from tourism businesses.
Develop a tourism career spotlight campaign
to promote industry roles and raise
awareness of possible career pathways.

46



CASE STUDY: UNIVERSITY OF HAWAII

Customer service excellence is critical to the success of any destination. At a
time of rapid growth in tourism in Hawaii, industry partners shared that
employees were in need of ongoing soft skill training to advance in the industry
following entry into back-of-house roles.

The Solution

In partnership with the University of Hawaii, the Hawaii Tourism Authority
designed the Certificate of Professional Development in Customer Service
curriculum for existing and potential hospitality employees. Skills developed
through the course are intended to be transferable across various types of
businesses in the industry including hotels, restaurants, entertainment venues,
convention centers, airport agencies, and museums/cultural attractions, and
would therefore enable employees to explore roles and opportunities within
tourism.

e Introduction to Hawai‘i's Visitors 0 Servicing the Global Customer CUSTOMER SERVICE
2 hours 6 hours IN HAWAI'I
For those who are new to Hawai'i is known as a “dream travel RUSBERE LA AL
Hawai‘i's tourism and hospitality destination” for people from all over the INTRODUCTION TO @
industry. More here globe. Learn to demonstrate cultural THE HAWAI'l |

VISITOR
INDUSTRY

awareness and appropriate customer
service standards when dealing with
diverse customers. More here

e Ho‘okipa Me Ke Aloha
8 hours g Foundations of Hawai'i
A culture-rich learning experience based 8 hours
on Hawaiian language and culture, this Lucky we live Hawai'il Many of us
course is designed for participants to welcome friends, family, colleagues and
develop an appreciation for our host visitors from all over the world to our F::x:ﬁnom ok
culture and traditions while servicing island paradise. But, how much do we
visitors from around the globe. More really know about our host culture? More
here here COMMUNICATE
WITH IMPACT
° Communicate With Impact ° Know Your Island: Oahu
8 hours 4 hours ! KNOW YOUR
Enhance important communication skills How much do we really know about the § ISLAND
such as interpretation and storytelling island we call “home"? Learn to share § & hours
when sharing stories about Hawai'i. accurate information and stories about CAPSTO':ZZZOGJZT;Q
Design customized and engaging tours our island’s unique history and CERTIFICATION EXAM |
for your visitors. More here significance with your guests, visitors

4 hours |
)

and/or customers. More here

2026-2030 (and beyond) Strategic Plan
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3.5: Lead partnerships to improve accessibility
communications of accommodations and visitor
attractions

Tour Cayuga (lead - Executive Director, Partnerships Manager), Wheel
Lead Entities/Staff & Partners the World, Participating accommodations and attractions, Disability
advocacy organizations

Level of Effort/Resource

Number of accessibility listings or updates completed on Tour Cayuga
Performance Metrics website, Partner participation in accessibility initiatives, Visitor
feedback on clarity and usefulness of accessibility information

Focus @ Marketing @Stewardship

This strategy is a continuation and deepening of Key Actions:
Cayuga’s commitment to accessible travel,
focused on improving visitor information and
industry awareness.

e  Continue to lead regional partnership with
Wheel the World to enhance accessibility
communications of accommodations and

Why is this important? visitor attractions

e  Add accessibility content to website and
Visitors with disabilities often face major challenges visitor guide to better inform travelers of
in accessing accurate, helpful information. By leading potential barriers to entry/participation

on accessible communications, Tour Cayuga can help
businesses become more inclusive while increasing
trust and visitation among underserved audiences.
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CASE STUDY: DUTCHESS COUNTY, NY

Dutchess County recognized a gap in reliable, detailed information for travelers
with disabilities. Many visitors were unsure which accommodations and
attractions could meet their needs, leading to frustration, limited trip planning,
or avoidance of the destination altogether. The county wanted to improve
accessibility communications but lacked a standardized way to assess and
share that information.

The Solution

Dutchess Tourism partnered with Wheel the World to become a Verified
Destination - the first in New York State. Through the partnership, 15
tourism-related businesses received accessibility assessments and were
added to the Wheel the World platform. The county also launched a dedicated
accessibility webpage and included the new accessibility information in their
visitor materials. This initiative made it easier for travelers with disabilities to
plan with confidence while encouraging more businesses to improve and
communicate their accessibility features.

Dutchess County Becomes a
Wheel the World Verified Destiation -

Accessibility
Verified

world @

2026-2030 (and beyond) Strategic Plan

49



CENTER DESTINATION STEWARDSHIP

Goal: Center Destination
Stewardship Positioning & Visitor
Perception

As a core value of Tour Cayuga, destination stewardship
is central not only to promoting the region responsibly,
but also to protecting what makes it special. This priority
ensures that Cayuga County’s tourism development is
grounded in sustainability, inclusion, and responsible
leadership across the industry.

Strategies:

4.1: Revise Tour Cayuga’s mission statement

4.2: Create a place brand for Cayuga as a destination

4.3: Restructure Tour Cayuga staff positions and responsibilities to
incorporate stewardship responsibilities

4.4: Expand destination stewardship programs and resource allocation

4.5: Connect partners to available resources and training opportunities
to support adoption of sustainable practices

4.6: Continue to participate on boards and committees focused on
stewardship, cultural heritage, and inclusive leadership
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4.1: Revise Tour Cayuga’s mission statement

Lead Entities/Staff & Partners Tour Cayuga (lead - Executive Director, Board)

Level of Effort/Resource Low

Performance Metrics outreach materials

Focus @ Management @ Stewardship

This new action will ensure that Tour Cayuga'’s
mission reflects the organization’s evolving role in
managing tourism more sustainably and
responsibly, aligning with its leadership in
destination stewardship.

Why is this important?

A clearly defined mission aligns staff, partners, and
the public with Tour Cayuga’s evolving role in
responsible tourism leadership. Although the Tour
Cayuga team has been actively supporting product
development and destination stewardship efforts, the
organization's mission statement and mandate does
not reflect this evolution of the staff's roles and
responsibilities.

2026-2030 (and beyond) Strategic Plan

Mission adopted and integrated into strategic documents and

Key Actions:

Facilitate board and staff review of mission

statement to better define Tour Cayuga’s role

in destination stewardship
Draft and adopt updated mission language
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4.2: Create a place brand for Cayuga as a destination

Lead Entities/Staff & Partners

Tour Cayuga (lead - Executive Director, Marketing Director), Cayuga
County Department of Planning & Economic Development, Cayuga

brand/creative agency

Level of Effort/Resource

Phasing

Performance Metrics

Industrial Development Agency, Cayuga Chamber of Commerce,

Mission adopted and integrated into strategic documents and

outreach materials

Updated brand launched; engagement across platforms; partner

alignment with new materials

@Marketing @ Stewardship

Focus

This new action should follow the adoption of
Tour Cayuga’s new mission statement, which
establishes its role as a destination stewardship
organization. The Cayuga place brand should be
developed and adopted by a range of critical
partners working toward destination stewardship,
including business/economic development
organizations, and agencies overseeing quality of
life and infrastructure.

Why is this important?

A place brand employed consistently across multiple
players and partners will help create a strong sense of
place for the county and shape how others (visitors,
businesses, investors, residents) perceive it and
promote it. In particular, the place brand should align
closely with Cayuga County’s sustainability leadership
and Tour Cayuga’s shift towards destination
stewardship to strongly resonate with values-driven
travelers.

2026-2030 (and beyond) Strategic Plan

Key Actions:

Form a destination stewardship
coalition/task force with partners such as the
Cayuga County Department of Planning &
Economic Development, Cayuga Industrial
Development Agency, and Cayuga Chamber
of Commerce

Establish a place branding fund to procure
brand agency services

Engage in cross-sector engagement process
to create a place brand identity and strategy
for Cayuga (to be adapted and employed
across all partners’ platforms and channels)
Align brand rollout with promotion of new
mission
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CASE STUDY: VISIT LAKE TAHOE, NV

Awe and Tren Some

During the summers of 2020 and 2021, along with many other outdoor recreation
destinations across the United States, the Lake Tahoe region experienced an influx of visitors
seeking release from pandemic restrictions in outdoor spaces. The negative impacts of the
high rates of visitation over those two years forced a regional collaboration of DMOs,
asset/public land managers, tourism businesses, and other public agencies and nonprofits to
band together to commit to a shared stewardship vision for Tahoe.

Alongside the destination stewardship planning efforts, Tahoe South (as it's formerly known)
embarked on a concurrent rebranding effort to align with the evolution of the region as a
sustainable-forward destination.

The Solution

‘Awe and then Some’, the new Visit Lake Tahoe brand line, embodies the move of the
destination toward promoting responsible tourism during shoulder seasons to ensure that the
needs of locals, the capacity of the natural environments and the desirable visitor experiences
are well-balanced throughout the year.

The campaign continues to position the lake as the main draw - the ‘Awe’ - however, with the
diverse activities and entertainment offerings that the South Shore continues to provide to
visitors in ‘and then Some'.

Visit Lake Tahoe also made concerted efforts to launch the brand locally by sharing the new

organization principles with local communities to ensure the message was clear that Visit
Lake Tahoe "has a vested interest in the right kind of tourism moving forward.”
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4.3: Restructure Tour Cayuga staff positions and
responsibilities to incorporate stewardship

responsibilities

Lead Entities/Staff & Partners

Level of Effort/Resource

Phasing

Tour Cayuga (lead - Executive Director & Board)

New or revised job descriptions include stewardship; percentage of

Performance Metrics
destination stewardship

Focus

This new initiative ensures that stewardship is not
just a stated value, but an embedded function of
Tour Cayuga'’s daily operations. By adjusting staff
roles to include stewardship-focused roles and
duties, the organization can dedicate consistent
time and leadership to long-term, value-aligned
programming.

Why is this important?

Stewardship responsibilities currently sit across roles
informally or are secondary to other duties.
Formalizing this focus in staff roles will ensure
continuity, accountability, and stronger
implementation of sustainability, inclusion, and
destination management priorities.

2026-2030 (and beyond) Strategic Plan

Management @Stewardship

staff time dedicated to stewardship; new impacts related to

In the long term, a full-time partnerships director staff
position may be established to support the Executive
Director in the critical role of building and managing
relationships in the industry locally, aligning
stakeholder interests and supporting local advocacy
efforts, and to lead destination development efforts
across the County.

Key Actions:

e  Review current organizational structure and
staff workload

e  Define core stewardship responsibilities
across internal and partner-facing functions

e  Revise job descriptions to incorporate
stewardship roles (e.g. stakeholder
engagement, tracking partner practices,
sustainability programming)

e Communicate changes to staff and board
and align with performance planning

e I|dentify future staffing needs based on
expanded programming
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4.4: Expand destination management and stewardship

programs and resource allocation

Lead Entities/Staff & Partners Industry partners, NYSTIA

Level of Effort/Resource

Phasing Long

Tour Cayuga (lead - Executive Director & Board), Industry partners,

Annual budget dedicated to stewardship programs; Number of

Performance Metrics

shared

Focus

This strategy is a continuation of Tour Cayuga's
commitment to supporting programs that
prioritize environmental sustainability, community
well-being, and inclusive tourism. It calls for
growing both the range of stewardship-focused
initiatives and the financial and staff resources
dedicated to supporting them, including actively
pursuing grants.

Why is this important?

At this time, less than 15% of the total annual budget
of Tour Cayuga is being spent on destination
management and stewardship efforts.

Meaningful destination stewardship requires
consistent resourcing, not just one-off efforts.
Expanding financial support and resources will allow
Tour Cayuga to enable industry partners to implement
long-term programs that meet community
expectations, improve destination resilience, and
model responsible tourism leadership.

2026-2030 (and beyond) Strategic Plan

@ Management @Stewardship

partners engaged or funded; Number and scope of stewardship
programs implemented; Annual stewardship report produced and

Key Actions:

e  Review current stewardship programs and
identify areas for growth

e Setan annual budget allocation goal for
stewardship activities and partner support

e Develop an internal stewardship tracking and
reporting framework

e |dentify new funding sources (e.g. grants,
state/federal support) to expand impact

e Formalize application processes for partner
mini-grants, technical assistance, or
sustainability training
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4.5: Connect partners to available resources and
training opportunities to support adoption of
sustainable and inclusive practices

Tour Cayuga (lead - Partnerships Manager), Destination International,

Lead Entities/Staff & Partners FLRTC, NOAA

Level of Effort/Resource Low

Phasing

Number of downloads or resource uses; Feedback from partners;
Observable practice adoption (tracked via surveys or grant
participation); Number of businesses receiving funding; Certifications
completed; Rates of participation at learning forums

Performance Metrics

Focus @ Management @ Stewardship

Tour Cayuga will continue to share resources such Why is this important?
as ‘Leave No Trace’ (via its partner portal) to help
tourism partners implement sustainable
operations, from energy efficiency to waste
reduction and water conservation. Resources may
include guides, checklists, vendor lists, and
access to regional or state technical support.

Many businesses want to operate more sustainably but
don't know where to start. Providing practical, regionally
relevant tools, and financial resources to pursue
sustainability certification makes sustainability more
accessible and scalable across the industry. Sustainability
certifications help businesses stand out in the
marketplace and signal credibility to visitors.

In addition, Tour Cayuga should also consider
facilitating local learning opportunities and
offering mini-grants or reimbursements to
support partners pursuing sustainability
certifications or attending related professional
development (e.g., Green Business Certification,

Key Actions:

° Research and organize existing sustainability and
inclusivity toolkits for key sectors (e.g. lodging,
food & beverage) and define eligible certifications
and training opportunities

Travelife, etc.).

Local learning opportunities should be designed
as informal but regular forums for industry
partners to explore sustainability topics, share
best practices, and learn from one another. Each
session may focus on a specific theme, such as
green events, responsible and respectful

storyteling;e36,0nd) Strategic Plan

Set grant criteria and application process
Promote tools and grants via partner portal,
newsletters, and events

° Identify experts or peer mentors who can assist
partners and plan quarterly virtual or in-person
sessions

° Facilitate open discussion and follow-up
resources
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4.6: Continue to participate on boards and committees
focused on stewardship, cultural heritage, and inclusive
leadership

Tour Cayuga (lead - Executive Director), Finger Lakes Regional
Tourism Council Outdoor Committee, Upstate Revitalization
Committee of New York State, NOAA Advisory Council, Lake Ontario
Water Trail Board, Cayuga Lake Scenic Byway, CCC Perkins Local

Lead Entities/Staff & Partners Advisory Board, Auburn Historic Sites Commission, Harriet Tubman
Boosters, Finger Lakes Outdoor Education Collaborative, United Way,
H3C, Travel Unity, New York State Tourism Industry Coalition DEI
Committee, Brave Women FLX, Destination International - Social
Inclusion, Auburn BID - DEI Committee

Level of Effort/Resource

Phasing m

Number of boards/committees engaged annually; Influence on
Performance Metrics regional/state initiatives; Local awareness or alignment with
committee work

Focus @ Management @ Stewardship

Tour Cayuga will continue to actively participate Key Actions:

on boards and advisory committees that focus on

issues of sustainability, equity, and cultural e  Maintain current committee participation
preservation at the local, regional, and state e |dentify opportunities to contribute

levels. meaningfully to working groups and policy

discussions

e  Share insights from these committees with
local partners through updates, reports, or
collaborative projects

Why is this important?

By showing up consistently in these spaces, Tour
Cayuga helps ensure that the tourism sector is
represented in broader conversations about inclusion,
conservation, and heritage—and that local
perspectives inform statewide initiatives.

2026-2030 (and beyond) Strategic Plan
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Conclusion

SHADE/
EXPERIENCE PILLARS,

% ALLOCATE ACROSS ALL L
E;ggcgur»z%gs AT YOU FEEL THE ORGANIZATION

OR IN THE SHARE OF OUEEECTHE &
L?SDLIEZ;E TO EACH EXPERIENCE PILLAR IN EACH SCENARIO.

IN 5 YEARS

ASSUME YOU ONLY HAVI

OUTDOOR HISTORY & ARTS &
RECREATION & HERITAGE CULTURE
AGRITOURISM

IN 10 YEARS

OUTDOOR Hi TOR
RECREATION & HERITAG:(
AGRITOURISM

ARTS &
CULTURE

2026-2030 (and beyond) Strategic Plan

Tour Cayuga is entering a new era with new leadership
and an opportunity to reposition itself as a destination
stewardship organization that owns its responsibilities
and roles in managing industry stakeholders and
leading the development and growth of tourism more
sustainably and responsibly.

Over the next five years, Tour Cayuga should take
incremental steps to change its mission statement
and brand positioning to reflect the destination
management and stewardship roles that the
organization already plays, as well as formally adapt
staff roles/responsibilities to include
stewardship-focused duties, and ensure dedicated
time and commitment to long-term, value-aligned
programming.
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