Town of Provincetown
Visitor Services Board
Meeting Minutes from February 21, 2017, 3:00 pm
Town Hall, Judge Welsh Room
260 Commercial Street
Provincetown, MA 02657

Members present: Marian Peck ‐ Chair, Hersh Schwartz – Vice Chair,
Lesley Marchessault, Rick Murray – conference call, Rob Costa, Bob
Sanborn – conference call
Members absent:
Meeting was called to order at 3:10 pm by Marian Peck.
Staff: Anthony Fuccillo, Radu Luca.
Others: Jay Gurewitsch, David Cox, Allan McKinnon, Candice Collins‐
Boden, Dan Vanwaus, Helen Addison, Marc Kundmann, Rex McKinsey, Ray
Sturdy, Robin Lapidus, Phillip Desmerais
Agenda:
1. Public Statements—Five minutes maximum. Board members are not
obligated to respond to Public Statements
Jay Gurewicz – enormous opportunity and threat in Provincetown with the Trump
administration. The US dollar is very strong, which will result in international
cancellations to the US. Expectation of fewer travelers because fewer travelers to
the US in general. Canada is a huge market for the US and thinks there will be
massive cancellations in 2017. Believes the marketing and PR that has been done
out of the tourism office is dated and thinks it needs more Facebook & Google
advertising as well as drone videos such as David Cox’.
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2. Director of Tourism Memo to VSB (Feb 8, 2017). Requested by Marian Peck
February 8, 2017
To:

Visitor Services Board

From:

Tony Fuccillo

Copy:

David Panagore, David Gardner, Radu Luca

RE:

Tourism Office Activities Update

As we did not have a quorum for yesterday’s VSB meeting, and as we will not meet
until 21 February, I would like to bring you up to date on the Tourism Office activities
and the Communications Agency RFP. Also, I have attached the 2017 news release
calendar as it was requested by a VSB member, and for comparison purposes I
included the 2016 schedule as well. You will see we are maintaining a similar
schedule as last year. I note though, that this year, we increased and strengthened
the reach of our news releases by adding targeted international media and travel
journalists. Provincetown is now a partner of the International Travel Writers Alliance
and working with the Managing Director; we are also sharing news releases with eTN
eTurbo News/Global Travel News, which also has an LGBT division,
GayTourism.Travel & soon to launch LGBTNorthAmerica.Travel. We would like to
establish a relationship with this organization too.
In the past week we met with the PBG, Chamber, P400 and PMPM to discuss the
various issues related to marketing and tourism for the Town, especially given
concerns over immigration and LGBTQ safety. We shared the new Come Home to
Provincetown! campaign with them and everyone was in favor and supports this
Ptown call to action and invitation for the LGBTQA community to visit Provincetown
as a safe haven during these times of uncertainty in the United States and globally.
The first news release of the year, announcing the 2017 calendar, it is titled Come
Home to Provincetown! and opens with a strong message of solidarity and
camaraderie in a safe haven. The Come Home to Ptown! concept will be utilized to
send a consistent message by the Provincetown tourism team and we have agreed
to use the #ComeHomeToPtown in our Social Media marketing efforts.

Come Home to Provincetown!
Especially in times of uncertainty, the LGBTQA Community comes together in
Ptown

2017 season is full of special days, sparkling nights and so much
more!
Provincetown, MA – Provincetown is where hospitality, culture and commerce flourish
along with a freedom of expression found only at the tip of Cape Cod, especially in times
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of uncertainty. Our exciting blend of fine shops, outstanding restaurants, entertainment
venues and quality accommodations are set in a backdrop of incomparable beaches and
a vibrant harbor, inviting visitors to enjoy America’s First Destination all year long.
Going forward this message will be conveyed with sensitivity and in partnership with the
marketing and advertising efforts. A separate Come Home to Ptown! news release is
scheduled in late February. Following are the 2016 news releases and the 2017 schedule:
Date 2016
Dec 4, 2015
Feb 9
Feb 12
Feb 25
Mar 16
Mar 23
Apr 6
May 3
May 16
June 14
June 27
June 30
July 7
July 27
Aug 3
Aug 17
Sep 15
Sep 21
Oct 17
Oct 25
Nov 17
Nov 25
Dec 1

News Release Subject
“First Light Provincetown” highlights season of celebrations
Retreat to Provincetown to appreciate winter solitude
Provincetown Library unveils official Moby Dick Marathon imagery
Celebrate Irish Heritage and early Spring events in Provincetown
Mark your calendar for early Spring events in Provincetown
Free Parking is waiting for you this April in Provincetown
Stars shine bright for 2016 entertainment lineup
Provincetown Farmers Market starts fresh with new selection and expanded access
Provincetown Arts on full display with gallery strolls and signature celebrations
Provincetown stands in solidarity with Orlando
History and Culture challenge to 2016 Presidential candidates
Fireworks and Bears, and Girl Splash, oh my!
Mayflower descendants follow in the footsteps of their forbearers to Provincetown –
“America’s First Destination”
Provincetown’s Carnival Week’s “Back to the 80’s” is a total eclipse of the heart
Provincetown named “America’s Favorite Beach Town” by Travel + Leisure Magazine
Provincetown named as one of the Top Green Cities in the US
Where in the world did the Pilgrims Land
Tall Ship – Galeon Andalucia – offers a living history lesson for Provincetown visitors
Provincetown hosts “Fantasia Fair” – longest-running transgender event in the country
Provincetown raises the bar for America’s Best Halloween
Provincetown, MA – The Pilgrims’ First Destination – is your haven to light up the
holidays
“First Light Provincetown” highlights season of Celebration
Light up your 2017 in Provincetown
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Dec 19
Date 2017
Feb 7

Town of Provincetown considers acquisition of the 26-unit Harbor Hill residential
housing complex
News Release Subject
Announcing 2017 events calendar – Come Home to Ptown!

Feb 21

Moby Dick Marathon

Feb 28
Mar 7

Come home to Provincetown

Mar 21
Apr 4
Apr 11
Apr 18
May 2
May 9
May 16
Jun 6
Jun 13
Jun 20
Jun 27

Spring has sprung!
Shop hopping
Provincetown announces new communications partnership
New Accolade (TBD)
Entertainment & Nightlife calendar: sing and dance the night away!
Foodies around the world, unite!
It’s not summer in the city / Boston without a trip to Provincetown
Best beaches
Arts, Culture & Heritage at Land’s End
Safe Harbor welcomes recreational boats at new Provincetown Marina
Gay Athalon Games come to Provincetown
Eco-tourism enthusiasts, rejoice!

Jul 11

New Accolade (TBD)

Jul 25

Carnival Week 39: Gods & Goddesses, oh my!

Aug 8

New Accolade (TBD)

Aug 22
Sep 5
Sep 19
Oct 3
Oct 17
Nov 7

Second Summer in Provincetown
Halloween in Provincetown
First Light Provincetown Weekend & Fireworks
Light up your holidays in Provincetown
Holly Folly
Provincetown 400
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The 2017 news release schedule will be updated as needed to address the needs of
the tourism business and support the Provincetown Tourism Partners; we are
working as a team to maximize our efforts.
We are working together on a Big Blue Chair strategy for the spring season, and the
Tourism Partners have agreed to attend and contribute to the VSB meetings. We
are sharing advertising placement to maximize marketing dollars and not duplicate
efforts.
The Communications Agency for the Tourism Office Request for Proposal has a
definitive schedule in place. Following you will find the timeline for the
Communications Agency RFP and the criteria for the Evaluation Committee to use
in the proposal review and interview process:


January 12,2017
publication

Submitted to Massachusetts Central Register for



January 12, 2017
January 19 & 26

Legal Ads placed in Provincetown Banner to run



January 18, 2107
of 1/23/17

Massachusetts Central Register provided a publish date



January 23, 2017
Central Register

Request for Proposal published on the Massachusetts



Jan 30 – Feb 27, 2017
interested firms



February 16, 2017
interested firms



March 6, 2017

Request for Proposals due by 4:00 PM EST



March 7, 2017

Proposals distributed to Evaluation Committee



March 14, 2017
and ranks proposals

Evaluation Committee interviews interested firms

Director of Tourism accepts questions from

Director of Tourism sends questions and responses to

in order of most to least desirable


March 15, 2017
highly

Town will enter into negotiations with the most
qualified firm ranked by the Evaluation Committee; if not
successful, the Town will proceed to the next most
desirable vendor
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April 1, 2017

Target date for new firm to start

On the next page you will find the Comparative Evaluation Criteria that will be used
by the Evaluation Committee to rate the proposals.

Proposal Comparative Evaluation Criteria
Communications Services for Provincetown
Tourism Office
EVALUATION CRITERIA
EXPERIENCE AND QUALITY OF LIKE
WORK
Proposals should demonstrate:

Ten years related experience in
providing public relations,
marketing and advertising services
for municipal DMOs or CVBs or
non-profit entities.

Proposals should demonstrate an
understanding of the VSB’s
primary mission, targeted markets,
and available budget.
STAFF
Proposal should demonstrate:

Consultant's proposed project
organization and staffing shall
exhibit experience and
qualifications in providing desired
services

Describe agency, when
established, number of staff, and
in-house capabilities

Representatives in other key cities
a plus.

MINIMAL

ADVANTAGEOUS

HIGHLY ADVANTAGEOUS

Firm and team members have
minimal experience, less than 10
years and less than 3 similar
projects, with similar scope,
including strategic planning, public
relations, media relations,
advertising and creative material

Firm and team members have had
significant experience, 3 to 5
similar projects with similar scope
of successful strategic planning,
public relations, media relations,
advertising and creative material

Firm and team members have
extensive [more than 5 similar
projects] and more than 10 years
of projects with similar scope of
successful strategic planning,
public relations, media relations,
advertising and creative material

The staff has minimal experience
and qualifications to meet the
desired services.

The staff meets experience and
qualifications to achieve desired
services

The proposal has not fully
demonstrated an experienced staff.

The proposal has addressed and
demonstrates an experienced
staff.

The staff experience exceeds
qualifications to achieve desired
services.
The proposal exceeds and
demonstrates an experienced
staff.

No representatives in other key
cities

Meets the need for representation
in other key cities.

Proposal demonstrates and
exceeds the ability to meet the
need for representation in other
key cities.

PUBLIC SECTOR KNOWLEDGE
Proposal should demonstrate :

Agency’s and staff's knowledge
and experience with
Massachusetts public laws and
procedures.

Proposal provides little or no
experience with Massachusetts
public laws and procedures.

Proposal provides significant
experience with Massachusetts
public laws and procedures.

Proposal provides and exceeds
expectations of experience with
Massachusetts public laws and
procedures.

Proposal does not demonstrate an
understanding of timely scheduling
to meet the needs of the business.

Proposal demonstrates realistic
scheduling with a timely start date
and ability to meet the needs of
the business.

Proposal exhibits a timely start
date and the ability to effectively
schedule and execute a timetable
to meet or exceed the needs of
the business.

SCHEDULE
THE PROPOSAL SHOULD INCLUDE:

THE CONSULTANT'S PROPOSED TIMELINE SHOULD CONFORM WITH THE NEED
FOR SERVICES TO BEGIN APRIL 2017



PROPOSED CALENDAR TO MEET THE
RFP SCOPE OF SERVICES FROM
FAMILIARIZATION TOUR OF
PROVINCETOWN TO FACILITATING
VISITOR AND BUSINESS OWNER
SURVEYS.



Evidence of past experience of
effectively setting and adhering to
schedules is not demonstrated.

Evidence of past experience of
effectively setting and adhering to
schedules is demonstrated

Evidence of past experience of
effectively, and efficiently setting
and meeting schedule is
demonstrated.

PAST EXPERIENCE WITH ADHERING TO
PROPOSED SCHEDULES SHALL BE
DEMONSTRATED.

APPROACH
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Proposals shall include:

A description of the agency’s
proposed approach for this
project.

The agency’s proposed approach
meets part or some of the needs of
the business and ability to succeed.

The agency’s proposed approach
meets all the needs of the
business and their ability to
succeed.

The agency’s proposed approach
exceeds all the needs of the
business and exhibits their ability
to succeed.

The proposal does not exhibit the
ability to undertake the project in
respect to ongoing projects.

The proposal meets the ability to
undertake the project in respect to
ongoing projects.

The proposal meets and exceeds
the ability to undertake the project
in respect to ongoing projects.

CAPACITY
Proposals shall include:

The proposal shall demonstrate
the agency’s ability to undertake
this project in a timely manner with
respect to other on-going projects.

Media and ad placement update:
Social Media:
We have been actively advertising on Facebook since November 2016. The first
Facebook campaign was for the holidays and First Light Provincetown. The
campaign was keenly targeted to our drive markets in metro Boston and New York
City.
We are currently launching a Facebook campaign to run February, March and April.
The campaign is a Come Home to Ptown! call to action, and is targeted to selected
zip codes including New York City, Jersey City, Hoboken, Philadelphia, Washington
DC, Fort Lauderdale (Wilton Manors).
A new Facebook campaign is underway and will target LGBTQ neighborhoods in the
United Kingdom and in Germany. This campaign will keep Provincetown on the
radar of these return and potential visitors.
Provincetown
Sponsored
The LGBTQA community comes together in Provincetown for an event-filled
2017 season!

Book your Ptown gaycation
now!
A new iHeartMeda Marketing Influencer campaign on Facebook in the Tri-State area
is in discussion and pending a proposal. The advertorial and blogging subjects will
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include Arts & Culture, Entertainment/Nightlife and Food Tourism in Provincetown.
Their Facebook followers exceed 7.5million.
In discussion with the Gay Star News digital magazine to reach their 1million
followers on Social Media through a Marketing Influencer campaign. The audience is
55% male and 45% female.
Geo Targeting:
We are preparing to launch a geo-farming campaign to feed ads to travelers who
attend Gay Pride, Music, Art, Food and Cultural Festivals across the United States.
This campaign will reach potential visitors across the United States with interest in all
of Provincetown’s business segments.
Other ongoing media placement:
 BostonGlobe.com & Boston.com – Digital Advertising Campaign for eight
weeks running February-March


CapeCod.com - Digital Advertising Campaign for eight weeks running
February-March



EDGE – Monthly full page ads in digital magazine, monthly e-blast and
monthly online ads



Bird’s Eye View – Bi-Monthly half page ads



IGLTA – Website tile year round and changed quarterly



HotSpots – Full page print ads in print and digital magazine, online
campaigns on HotSpots and MarksList websites, dedicated Social Media
posts, dedicated Provincetown issue



Towleroad – Online advertising campaign and advertorial on digital news blog



Cape Cod Travel Guide – Full page ad next to table of contents



Gay & Lesbian Review Worldwide – 3 half page ads in magazine 3 back
covers



Boston Spirit Magazine – Three half page ads



Curve Magazine – North America digital targeted campaign



National LGBT Travel Directory – Full page ad adjacent to full page
advertorial
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East Coast Traveler (Canadian distribution) – Half page ad in Massachusetts
section



Destinations (Group Travel) – Half page ad in Jan/Feb issue (distributed to
1500 Group Travel Operators at American Bus Association Marketplace in
January)



Radio stations reaching Cape Cod and the Islands, Bristol County and
Plymouth County

I am looking forward to getting together with you later this month to share more on
these matters and present new opportunities. I am working on the Director Report
for the meeting and we will have a lot to cover.

RM asked who drafted the RFP for the Communications Agency. TF responded
saying the RFP was drafted by Tourism Office Staff, Town Manager’s Office and was
vetted by Town Council.
BS asked whether the members of the reviewing committee were identified. Yes, 3
members from VSB (Marian Peck – Chair, Hersh Schwartz – Vice Chair, Rick Murray
– PBG rep) and 2 members from town administration (Tony Fuccillo – Director of
Tourism, David Gardner – Assistant Town Manager).
3. Beautification Committee Update. Requested by Bill Docker
Frank Vasello and Allan Mackinnon are here to present an update from the
Beautification Committee. Rethinking mission statement, funds put aside for 2020,
irrigation is a challenge that needs to be addressed in conjunction with DPW. Also,
plans for replanting, etc.

Municipal Parking Lot Project
• Removal of 18” soil: DPW
• Replace removed soil with topsoil/loam: $3000
• Remove dead and dying trees: DPW
• Fix lighting for Fisherman’s Memorial: $1000
• Planning and planting of site: Garden Renovations: donation
• Planting: $1500-$2500
Total Estimate: $7500-$8500
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4. David A. Cox Provincetown Promotional video proposal. Discussion
dependent. Motions may be made. Votes may be taken. Requested by Marian
Peck
David A. Cox is here to present a proposal for a promotional drone video to
accompany the “Come Home To Provincetown” Campaign the VSB launched this
Spring to attract visitors to Provincetown and send the word out that Provincetown
is a safe haven a welcoming place for everyone. David Cox is requesting a $2,000 fee
to license the rights of use to the VSB for 1 year. The fee for licensing the soundtrack
for use is not included in the packet. David Cox showed the video to the VSB. HS and
LM like the video, but would also like to see a bit more general audience and arts &
culture included in the video. The VSB agree the video is great and it has huge
potential.

5. Cruise Ships Visitor Plan and Proposal Update. Requested by Rex McKinsey
10

Rex McKinsey and Ray Sturdy from the Harbormaster’s Office are here to present an
update on Cruise Ships Visitor Plan. The Harbormaster says visitors onboard cruise
ships are interested in fewer materials as possible, but do want a map of the town.
Ideally, Provincetown will target small‐ to medium‐sized cruise ships; will have a
representative onboard the ships to hand out materials to visitors; will have dune
tours buggies and trolley staged on the pier ready to pick up.
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13

14
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16

17

18
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6. Discussion of reallocation of Visitor Services Board seats Article for April

20

ATM. Discussion dependent. Motions may be made. Votes may be taken.
(Requested by Marian Peck)

Move to recommend passage at ATM of article regarding the reallocation of
the seats on the Visitor Services Board to as follows: 1 representative from the
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Chamber of Commerce, 1 representative from the Business Guild, 1
representative for the Restaurants, 1 representative for Retail, 1
representative for Restaurants, 1 representative for Arts, Culture & Heritage
and 1 At Large position starting July 1, 2017.
Motion: RC
Second: HS
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea
7. Tourism Director Report
A. Approval of media placements, brochures and trade shows‐‐
Tourism Director recommends media placements, brochures and
other collateral to promote and market Provincetown as a
tourism destination, or town representation in trade shows.


Come Home To Provincetown:
o Come Home to Ptown! is Provincetown’s 2017 call to action campaign
o During these uncertain times the LGBTQA community gathers in Ptown
(Lesbian, Gay, Bisexual, Transgender, Queer/Questioning and Allies)
o Since the Presidential Election there has been new concerns of safety and
acceptance across the country
o A Provincetown Solidarity Campaign is needed and Come Home to Ptown! is
developed
o Since the Presidential Inauguration concerns have become a bigger issue
o The timing to launch the campaign was sensitive and was strategically targeted for
the first week in February to make an impact following the Presidential Inauguration
fallout
o Provincetown launched the Come Home to Ptown! campaign February 1st
o Facebook campaign was launched February 1st tagged with Come Home to Ptown!
o The Provincetown Calendar Events news release touted Come Home to
Provincetown!
o The Town held a Provincetown Rallies for Freedom event on February 20th and a
news release was sent out to media to persist Provincetown’s welcoming message
o Scheduled February 28th Come Home to Ptown! news release about Provincetown
being a welcoming destination to everyone to feel safe and live their life the way
they choose
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Book your Ptown gaycation now!


Outdoor Advertising: Spring/Summer Billboard Campaign
o Four week outdoor campaign
o Reach 3.3 million sets of eyes over four week period
o Targeting Boston, North Shore, South Eastern MA, Western Suburbs and Central
MA
o All billboards have a 4 week minimum insertion
o Rack Rate for the campaign is $31,400 for four weeks
o Net proposal rate is $10,000 for four weeks
o The proposed package is for six billboards as a package and the net rate being
offered is not available the individual boards

Product

Pan
el

Panel
Description

City

Faces
Directi
on

Total A18+
Weekly
Impressions

4 Week
Base
Rate
$4,500

YOUR
4
Week
Rate
$500

Digital
Bulletin

008
802

DANVERS

E

89,029

Digital
Bulletin
Digital
Bulletin

009
011
011
501

PEABODY

S

BOSTON

Digital
Bulletin

043
922

Digital

050

Rt 114 SS 232ft
E/O Garden St
F/E
Rt.1 E/S 1 Mile
N/O RT.129 FS
I‐93 E/S 600 ft
N/O Exit 26A
Leverett
Connector F/N
RT 6/RT 28 WS
800ft S/O Main
Ave F/N ‐ 1
Rt 9 NS 529ft

May/June
Contract Total

$1,000

143,727

$3,500

$500

$1,000

N

354,473

$12,000

$2,500

$5,000

WAREHA
M

N

70,265

$3,900

$500

$1,000

WESTBOR
OUGH

E

124,860

$5,500

$500

$1,000
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Bulletin

255

Digital
Bulletin

050
667

$10,000

E/O Lyman St
F/E ‐ 1
Rt 146 ES
1.4mi N/O
Masspike F/N ‐
1

WORCEST
ER

N

38,742

Total

$2,000

$500

$1,000

$10,000

Billboards are all in high traffic areas across the Commonwealth of Massachusetts
Move to approve $10,000 plus production and installation fees for Clear Channel
Outdoor Spring 2017 advertising package.
Motion: HS
Second: JC
Discussion: RC believes the exposure and the price tag are good. LM asked whether
these digital boards would be rotation. The billboards will be on 15‐sec rotation and
up to 8 ads per billboard. Hersh asked about the 4‐week billboard campaign we did
in the Fall – Winter of 2016 and the prices are comparable, even cheaper because all
Clear Channel billboards are digital. BS asked when the 4 weeks would be. The
campaign would run May – June 2017.
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea
 Geo‐Farming Campaign:
o We are working with CBS WBZ and preparing to launch a geo‐farming campaign to
feed ads to travelers who attend Gay Pride, Music, Art, Food and Cultural Festivals
across the United States. This campaign will reach potential visitors across the
United States with interest in all of Provincetown’s business segments.
o The 2016 Geo‐Farming Campaign CTR exceeded the national average of .13 reaching
.19
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Geo‐Farming 21 Events across the United States of America

GEO‐FARM (use data from past 12 months):
‐ Conquest the people & devices that have visited or attended the following 21 events
‐6 week campaign to run March and April 2017
PROPOSAL:
MOBILE GEO‐FARMING
(data from the past year)
500,000 impressions $5,500

Move to approve $5,500 for CBS WBZ geo‐
farming campaign.
Motion: LM
Second: RC
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea

PROVINCETOWN GEO ‐ FARM CAMPAIGN
EVENTS
Art Basel Miami
Aspen Gay Ski Week
Atlanta Pride
Burning Man Arts Festival
Capital Pride
Chicago Pride
Cochella Music Festival
Dallas Pride
Gay Days Orlando
LA WeHo Pride
Matinee Las Vegas
Miami Pride
NOLA Pride
Palm Springs Pride
Philladelphia Pride
Pride Train California Wine Country
San Francisco Pride
Seattle Pride
Southern Decadence
White Party Miami
Winter Party Miami
25

 HotSpots: 2017 Advertising Campaign
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HotSpots Ad Placement Issues:
1. Fort Lauderdale Gay Pride
2. Winter Party
3. Miami Beach Gay Pride
4. Gay Days/One Magical Weekend
5. Fort Lauderdale Stonewall Gay Pride
6. Saint Pete Gay Pride
7. Halloween
8. White Party
9. New Year’s Eve
HotSpots Provincetown Dedicated Publication
o April 6th Issue
o Cover features Provincetown
o Dedicated two page story written HotSpots featuring Ptown advertisers
o Three two page advertorials with photography
1. Come Home to Ptown!
2. Carnival Week – Ptown Pride
3. Fall Winter LGBTQ Festivals, Halloween, Holly Folly, First Light
Move to approve $ 10,155 for HotSpots 2017 advertising campaign.
Motion: JC
Second: BS
Discussion: HS likes that Provincetown is spread out throughout the magazine.
Marks List is a separate website that shows what do to when you’re in S Florida and
the events happening during that week. BS thinks we should definitely one or the
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options, definitely in support of the 10K option, but doesn’t know whether the
Marks List provides the added value.
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea
 Lavender Magazine:
o
Lavender is a biweekly magazine, part of Lavender Media, published in
Minneapolis, Minnesota for the gay, lesbian, bisexual, and transgender community
o
BigGayNews.com is the #1 Gay News on Twitter @BigGayNews
o
Will publish a story on three people from Minnesota who have relocated to
Provincetown and have immersed themselves in the entertainment community
1.
Russell King, Miss Richfield 1981
2.
Christine Walker, Executive Director of PIFF
3.
Jef Hall‐Flavin, Executive Director of PTWTF
o
May 19 – 21 a Lavender journalist will be visiting Ptown for a FAM to do a follow‐up
piece on the town as an LGBTQ destination

 Curve Magazine: Online Advertising Campaign March/April & July/August

“QUICK FACTS”
• Curve is the USA’s bestselling magazine for gay women.
• It reaches around 250,000 lesbians with every print issue.
• Curve Online is reaching around 400,000 women via combined media
channels including print and digital linking Curve, Diva & LOTL magazines.
• Curve magazine is published 6 times per year.
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• curvemag.com is the # 1website for lesbian women in the USA reaching
• Total Print Circulation 59,492
• Readership per Region:
• THE NORTH‐EAST ‐ 30%
• THE WEST ‐ 28%
• THE SOUTH ‐ 22%
• THE MID‐WEST ‐ 20%

Move to approve $3,750 for Curve Magazine.
Motion: RC
Second: JC
Discussion: BS asked whether Curve Magazine still has a print issue. Curve still has
a print issue. The PBG has started building a relationship with Curve Magazine and
print ads will be facilitated through the PBG in the form of sponsored editorials.
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
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LM yea
MP yea
HS yea
RC yea
JC yea
 Out Film CT: Silver Sponsor of the 2017 LGBT film festival

Your sponsorship also makes good business sense!
30th

Connecticut LGBT Film Festival June 2 – 10 2017








Introduce your valuable business services to over 2,000 attendees during the 9‐day festival.
Research has shown that LGBT audiences are keenly aware of and very loyal to businesses and organizations that support the
community and causes they care about.
The affluent audience ranges from 25 to 55 years of age, with AHI of $125,000
We understand that it is important for you to make your advertising dollars really count.
The Connecticut LGBT Film Festival is the state’s largest LGBT cultural event, spanning nine days, with visitors from all over
Connecticut and bordering states.
Our social media promotional efforts promote your business to our growing audience
Truly a unique opportunity, advertising with Out Film CT offers a showcase of your support coupled with increased awareness
and good will for your company or organization.

Silver Sponsor
$1,000+
Full Page B/W* Ad in Program Book
15 Complimentary Tickets
Listing in Program Book and Website Link
Listing on 3' x 8' Display Banner at Event
Logo Displayed On‐Screen before each Screening
Logo Displayed on website for the entire year
*Ads ca n be upgra ded to col or for a n a ddi ti ona l fee

Move to approve
Film CT Silver Sponsorship.
Motion: BS
Second: LM
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea

$1,100 for Out

 The Gay & Lesbian Review/WORLDWIDE: Place 6 back cover ads
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The Gay & Lesbian Review / Worldwide is a bimonthly magazine targeting an educated readership of
gay, lesbian, bisexual, and transgendered (GLBT) men and women. Under the tagline, “a bimonthly
journal of history, culture, and politics,” the G&LR publishes essays in a wide range of disciplines as well
as reviews of books, movies, and plays.



Mission



To provide a forum for enlightened discussion of issues and ideas of importance to lesbians and gay men;
to advance gay and lesbian culture by providing a quality vehicle for its best writers and thinkers; and to
educate a broader public on gay and lesbian topics.



Origins



With the publication of the first issue in the winter of 1994, The Harvard Gay & Lesbian Review rushed
into a huge vacuum in gay and lesbian literary culture — a void that stretched all the way from The
Atlantic and The New Republic to The New York Review of Books. Nowhere in Gaydom was there a
journal for the literate non-specialist, offering the best writing and thinking our culture had to offer,
covering a wide range of topics, handsomely produced, and always a pleasure to read.



This was the kind of publication The G&LR set out to become — all based on the hunch that there was a
critical mass of curious, intelligent lesbians and gay men out there capable of supporting such a journal.
The fact that we’re now in our eighteenth year and still going strong attests to the existence of such a
readership, one that wants to be challenged by the play of ideas and to explore our issues insightfully and
in depth. Of course, to appeal to this community, this journal would have to be keenly edited and smartly
produced.



The G&LR has become the place where the big debates about gay and lesbian culture and politics are
often played out. “It’s our intellectual journal,” remarked Larry Kramer inThe New York Times.



The Magazine



The G&LR has a print run of 12,000 copies, of which about two-thirds are sent to individual subscribers,
with most of the balance going to bookstores for retail sale.



Each issue is organized around a theme, such as “The Science of Homosexuality,” “Human Rights around
the World,” and “Virtual Communities,” and includes about a half-dozen essays in a wide range of
disciplines as well as reviews of books, movies, and plays. A few poems also appear in each issue, along
with letters to the editor, an artist’s profiles, and an international spectrum column. The goal is always to
cover a topic from a range of perspectives by featuring a number of the leading contributors in the field.



The importance of The G&LR as a national forum was recognized by Library Journalafter our first year
of publication, which dubbed us “the journal of record” for the discussion of gay and lesbian topics. The
New York Times ran a major feature article on the magazine, highlighting its role as a major force in
current gay and lesbian intellectual life.

o

The G&LR is a cost effective way to reach the gay and lesbian
market – according to it readers’ (survey attached), over 70%
travel at least once per year.
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o

o
o
o
o
o

o
o

It is a national publication with over 22k readers ( circulation of
11k with 5k subscribers in New England, New York and New
Jersey.
Six bimonthly issues per year
The G&LR is the most attractive place for companies wanting to
reach the high end of the gay market.
Readers will act. 65% report that they respond to ads that they see
in The G&LR.
More cost-effective than ever. Rates have remained stable for the
past several years.
Loyal readership: 11,000 per issue, of which about 80% are
subscribers; 25% are distributed to bookstores, including Barnes
& Noble.
Highly educated and affluent readership.
(see Readers’ Survey)
Long shelf life. Published bimonthly, so each issue stays current
for two months.

Proposal:
Six ads for the price of five ads, a full year commitment – Less 10% if paid in full at
time of contract.
Includes a complimentary logo on www.glreview.org homepage

GAY & LESBIAN REVIEW WORLDWIDE
SPACE
BACK COVER

ISSUES
6

RACK
$1,550

EXTENDED
SPECAIL OFFER
$9,300
$1,240

EXTENDED
$7,440

LESS 10%
$,6,696

This publication will reach an affluent and intellectual audience interested in travel,
art, culture, exercise, entertainment, fine dining, luxury accommodations, and the
world of homosexuality.

Move to approve $6,696 for Gay & Lesbian Review/Worldwide advertising
campaign.
Motion: HS
Second: JC
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
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MP yea
HS yea
RC yea
JC yea
 Day Trips and Destinations: Travel Expo Destination Sponsorship

May 5 & 6, 2017
Aqua Turf Club
556 Mulberry Street
Plantsville, CT 06479 (Off I-84)
860-621-9335 – www.aquaturfclub.com

CLIENT: Tourism Office of Provincetown
SPONSORSHIP BREAKOUT

Event: - Booth (1) – 8’ x 10’
Net Total Investment: $1,500.00
Tourism Office of Provincetown Sponsorship and Participation in the 2016 Daytrips &
Destinations Travel Show with a $1,500.00 level sponsorship..
The sponsorship package includes:

Event
Included in listings in program and on website
Booth space (1) 8’ x 10’
Print
Travel Show program – Half Page (½) color ad (10” x 5.25”) handed out at the show
and inserted in the Sunday Hartford Courant newspaper – Approx. 200,000 copies
delivered.
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Print – 1/2 (7.00” x 4.750”) page color print ad in the Hartford Magazine June Travel
Issue with approx. 70,000 copies delivered
Move to approve $1,500 plus travel for Daytrips & Destinations Sponsorship with
the Hartford Courant Media Group.
Motion: RC
Second: HS
Discussion: none
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea
 Yankee Magazine:
o May/June Best of New England Travel Guide
o Best of Massachusetts section 1/3 page
vertical ad

YANKEE MAGAZINE: MAY/JUNE 2017
 Share the experience of your business with avid
travelers in New England’s
 New England’s highest‐selling travel guide
 New England’s long‐standing, trusted travel
experts–Yankee Magazine
 This special issue is chock‐full of travel ideas
 Editors’ picks in the “Best of New England” section
 “Top 20 Events” in each of the 6 states
 Each of the 6 states has their own section

POWERFUL NEWSSTAND PRESENCE?
 Yankee’s largest issue of the year
 Extended shelf life May through August
 More than 90,000 copies distributed to 3,000+ outlets

1.6 MILLION TOTAL AUDIENCE
Regional Readership
 Northern New England (ME, NH, VT): 365,574
 Southern New England (MA, CT, RI): 886,495
 Mid‐Atlantic (NY, NJ, PA): 339,758

DROP:
1.6 MILLION
 IN HOME: APRIL 20, 2017
 NEWSSTAND: APRIL 25, 2017
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BONUS DISTRIBUTION
 10,000 BONUS COPIES TO $200K+ INCOME Boston/Metro households

WHY THE YANKEE AUDIENCE:






$6,548 average spend on travel per year
86% travel within New England yearly
68% planned their trip based on Yankee content (adv and edit)
55% take more than 3 trips per year average
70% have visited an advertisers Web site

Move to approve $2,952 for the May/June Best of New England issue in Yankee
Magazine.
Motion: HS
Second: JC
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea



Towleroad: Three‐Tier Proposal for $15,000
includes:
o Towleroad and Asktel Media Group
Media Buy ‐ Digital Ads
 Impressions =
3,300,000
 Value =
$20,400
 Net Price =
$5,000
o Sponsored Posts
 Sponsored Editorial =
3 Articles written by Towelroad
 Sponsored Facebook Posts = 3 Posts written by Towelroad
 Value =
$12,000
$5,000
 Net Price =
o Ptown Hacks Hacks distributed through the Fall in Provincetown
 Full Page ads =
3
 8‐16 page version distributed in Northeast at VIP LGBT events, and
key distribution slots (gay centers, health centers, bars)
 Value =
$7,500
 Net Price =
$5,000
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Move to approve $15,000 for Towleroad.
Move: BS
Second: RC
Discussion: BS doesn’t know how this compares to last year, but Towleroad gets a lot of
visibility worldwide, email, and social media, Facebook, Twitter. TF believes their major
markets are the Northeast and the California markets.
BS and RC would like to withdraw their motion and second. This item was
table until the next meeting.
B. VSB Administration
 International Travel Writers Alliance: Provincetown is a new partner – Following is
our listing and presence in the February News Letter – They have many travel partners
including the IGLTA‐ As part of the partnership is exposure in AllWays Traveller AllWays
traveller to Cape Cod their online consumer travel magazine.
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The International Travel Writers Alliance
The International Travel Writers Alliance is the world's largest
association of professional travel writers, editors, broadcasters and
photographers.
www.itwalliance.com
Ashley Gibbins FCIPR, MCIOJ
Managing Director
The International Travel Writers Alliance
0776 419 8286
Ashley@itwalliance.com

www.allwaystraveller.com
Ann Mealor FCIPR travel
Managing Editor
AllWays traveller
07971 596 925
Ann@itwalliance.com

.

Provincetown Tourism, Cape Cod, MA USA
Provincetown, Cape Cod MA has been America’s First Destination for nearly 400 years.

 eTN eTurboNews/GlobalTravel News:

o
o
o

Provincetown is working with this international travel organization to create new exposure for
news releases
Covers all aspects of global travel and has an LGBT division, GayTourism.Travel
Provincetown 2017 Events Calendar news release pinned to the top of the LGBT website
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 Copy Machine: The Savin copy machine needs repair – KenMark Office Systems has
provided a repair quote:
o $782.64 Parts
o $165.00 Labor hourly (2 hours of labor estimated)
Move to approve $782.64 plus labor for KenMark Offices Inc.
Move: HS
Second: LM
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea
C. Marketing and Advertising Insights
 Tourism Office Travel Writer Contact in Germany:
Here is a conversation I had with a travel writer in Germany.
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On Feb 15, 2017, at 9:53 AM, Anthony Fuccillo <afuccillo@provincetown‐ma.gov> wrote:
Q: Hi Adam, Have you visited Provincetown recently?
A: Hi Tony! I used to live in Boston up
until 2010 and had visited once or
twice before...but no I haven't been
since becoming a travel writer!
Q: Adam, what is your take on the
international travel concerns with the
new US President?
A: Stressful. Many of my
international friends and colleagues
don't even want to bother applying
for tourist visas and there are plenty
of other places worth traveling to that just seem easier and more predictable.
Chat Conversation End

What Impact Will Trump Have on
Tourism?
Stephanie Rosenbloom

THE GETAWAY NOV. 20, 2016

Last summer, Donald Trump spoke at the opening of Trump
Turnberry hotel and golf resort in Turnberry, Scotland, a
village on the Firth of Clyde.CreditOli Scarff/Agence France-Presse — Getty
Images
With Donald J. Trump set to become the 45th president of
the United States, the spirit of openness that has
permeated everything from our increasingly global
economy to how we travel may be poised to change.
Mr. Trump has not addressed tourism specifically, but on
the campaign trail he has signaled a retrenchment from
globalism. He has talked about the possibility of reversing course
39

with Cuba, barring Muslims from entering the United States (though the
Trump Hotels website is decidedly international, available in several
languages, including Arabic), and building a wall along the border with
Mexico. In his victory speech on Nov. 9, he said he planned to rebuild the
nation’s infrastructure — including airports — and make it “second to
none.”
Less than 24 hours after Mr. Trump’s unexpected victory, travel experts
and economists were asked to try and read the tea leaves. Below, they offer
some early thoughts about how Mr. Trump’s presidency might affect
tourism, including foreign travel to the United States, Americans traveling
abroad, access to Cuba, the cost of airfare, and, of course, Trump Hotels.
TRAVEL TO THE UNITED STATES
More money is spent in the United States by international travelers than
anywhere else in the world, said Adam Sacks, president of Tourism
Economics, an Oxford Economics company based in Wayne, Pa. the
airline tweeted an advertisement for its fares that said: “Just in case he
wins ... Travel to the U.S. while you’re still allowed to!”
Yet experts say that how attractive the United States continues to be to
foreign tourists will depend on how affordable it is to visit; what, if any,
policies the Trump administration puts into place (new immigration
procedures that make the customs and border process harder, the scrutiny
of particular groups of people); and the perception of how welcoming and
safe (or not) the United States is.
“If certain groups are targeted, if hate speech is tolerated against certain
ethnicities, inbound travel will dry up,” said Henry Harteveldt, the
founder of Atmosphere Research Group, a travel industry research
company. “It will be bad for us.”
“There are people in Mexico, Latin America, the Middle East who view
Trump with suspicion and concern,” continued Mr. Harteveldt, who is
also a former marketing director for Trump Shuttle, an airline that Mr.
Trump used to own, “and I think he is going to have to show that he can be
magnanimous and can have a broader vision, which will be very important
for international trade and inbound tourism.”
On Election Day, Royal Jordanian encapsulated such concerns when of
Mr. Trump’s “nationalist” campaign, but also because of the relative
strength of the dollar. “The strength of the dollar plays an important role,”
he said. (And the dollar could certainly lose strength, say some in the
financial world, depending on Mr. Trump’s policies.)
Gary Leff, the founder of the View From the Wing travel blog and a cofounder of the frequent flier site InsideFlyer.com, agreed that, for now, the
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world likely sees the United States as less open to tourism and
immigration. (The day after the election, Rafat Ali, the founder of Skift, a
travel news and research company, tweeted that the industry was
“gobsmacked” and that attendees at the World Travel Market
London conference were coming up and “offering condolences.”) That
perception is not good for airlines and hotels, Mr. Leff said, though in the
short term it could mean that travelers benefit from lower airfares.
It remains to be seen whether those sentiments last, and if there will be
actual policy changes that help or hurt travel to the United States.
Few think that Mr. Trump, and whomever he appoints to his cabinet, will
carry out mass deportations and erect a wall between the United States
and Mexico, if only because of the impracticalities of such endeavors. “I
don’t believe he will build a wall,” said Mr. Harteveldt of Atmosphere
Research Group. But he said he is concerned that Mr. Trump might break
with NATO, and that he might make it more difficult for people to get
visas.
Mr. Sacks of Tourism Economics said policy proposals that would
undermine longstanding alliances, along with Mr. Trump’s rhetoric, could
certainly hurt tourism to the United States. But by how much?
He and his team examined data from 2000 to 2006, comparing arrivals to
the United States with the Pew Research Center’s favorability index, which
rates America’s image. The takeaway was that while there was a
correlation between the perception of a place and the growth in visits to
that place, it wasn’t a strong one. Even if Trump the president is not more
conciliatory than Trump the campaigner, Mr. Sacks said, the United
States is still likely to be an aspirational travel destination because of its
arts, culture and diversity. “That’s not going to change in a wholesale
way,” he said.
AMERICANS AND THE COST OF TRAVELING ABROAD
Whether Americans travel internationally depends largely on the health of
the U.S. economy. A weaker dollar could hurt outbound tourism.
A street in Havana, Cuba, which is on the bucket list of many travelers. Donald
Trump has said he might reverse the historic agreement President Obama made to
open up the country to tourism from the United States. CreditMeridith Kohut for The
New York Times
“Travel is a discretionary product,” said Mr. Harteveldt. “If the economy
isn’t good, travel is always one of the first areas where consumers start to
cut back.”
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On the other hand, Mr. Faucher of PNC Financial Services Group said that
if high-earning Americans end up seeing tax cuts under Mr. Trump, they
might decide to travel more.
The cost of airfare will be interesting to watch. United States legacy
airlines like American Airlines, United Airlines and Delta Air Lines don’t
want more competition; they want American travelers to buy their (costly)
tickets. To that end, they have been fighting to limit access to the
American market by major Gulf carriers like Etihad, Emirates and Qatar
Airways, which would breed competition, pushing the airlines to improve
and to lower airfares.
While that would be a boon to travelers, Mr. Leff said that the legacy
airlines are hoping to prevent it by capitalizing on Mr. Trump’s
“protectionism” to keep their competitors at bay. If that protectionist
attitude prevails, options will continue to be limited and prices will
continue to be high.
Still, the decision to travel will ultimately be about more than money. It
will also hinge on how Americans think they will be treated when they go
abroad, something people typically gauge based on what they’re seeing in
State Department reports, news media and on their fellow travelers’
Facebook and Twitter feeds. They will ask themselves whether they feel
it’s safe to travel, or whether they think, by virtue of their president, they
will be targets of anti-American sentiments. “We are all ambassadors of
our country,” said Mr. Harteveldt. “You don’t want to be attacked or
harassed or looked down upon as an American.”
TRAVELING TO CUBA
Cuba is only just opening up to the United States, yet it is already on many
travelers’ bucket lists.
Airlines and cruise ships have begun taking Americans there, and more
hotels are in the works. But during the presidential campaign, Mr.
Trump said that unless there is greater political freedom on the island, he
might reverse the historic agreement President Obama made with
President Raúl Castro of Cuba. Are Americans still likely to be able to go?
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“There’s some risk to Cuba policy changing,” said Mr. Leff, because Mr.
Trump could issue his own directive. Additionally, Mr. Leff said that the
uncertainty surrounding Cuba could delay investment there in terms of
new hotels and other travel-related infrastructure, slowing tourism.
Mr. Harteveldt, however, thinks that Mr. Trump won’t necessarily back off
international trade with Cuba and other places because four years from
now, “he probably would like to see Trump-branded hotels open in more
cities and more countries.”
TRUMP HOTELS
During Mr. Trump’s
campaign, his eponymous
hotel brand appeared to be in
trouble. And when the family
announced that a new hotel
brand was in the works but
that it would not use the
Trump name, some
companies speculated it was
because the Trump brand
was indeed tarnished. In
May, Hipmunk, the travel
comparison site, said that
“while overall Hipmunk hotel
bookings have been on the rise year-over-year, that has not been the case
with bookings of Trump Hotels.” The share of Trump bookings on
Hipmunk as a percent of total bookings was down 59 percent year over
year.
But now that Mr. Trump will be the next president of the United States,
things could be looking up.
“Winning could mitigate whatever damage had been done to the brand,”
said Mr. Leff, suggesting that there may be a halo effect from the
presidency — especially the idea of staying at a Trump hotel in the shadow
of the White House. Suddenly, he said, the new Trump International
Hotel, Washington D.C. is “the President’s hotel.”
Brand Keys, a customer loyalty research consultancy based in New York,
seemed to underscore that notion in a report the day after the election,
saying that Trump, “a brand that was once deemed toxic by many
consumers is now seen as not only a safe option, but an emotionally
desirable option.”
NEW INFRASTRUCTURE
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“We are going to fix our inner cities and rebuild our highways, bridges,
tunnels, airports, schools, hospitals,” Mr. Trump said during his victory
speech. “We’re going to rebuild our infrastructure, which will become, by
the way, second to none. And we will put millions of our people to work as
we rebuild it.”
That could generate jobs and help the economy. Exactly how that huge
increase in spending — Mr. Trump has pledged to spend nearly $1 trillion
on infrastructure — will be paid for is unclear, said Mr. Leff. Assuming Mr.
Trump’s administration finds a way to make it happen (more recently he
has suggested creating a federal infrastructure fund supported by
government bonds), infrastructure projects still take years. So while there
may be new roads and airports, this is a change that’s unlikely to happen
in the near term.
Change is one thing the industry can be sure of when Mr. Trump takes
office.
“He could be one of the most travel-friendly presidents in modern
history,” said Mr. Harteveldt, noting that Mr. Trump has long been part of
the travel industry and was deeply involved in the marketing of the Trump
Shuttle in its early days — experience that could he put to use thinking of
ways to make the United States a more welcoming and appealing
destination. Or, Mr. Harteveldt continued, Mr. Trump could be one of the
most travel-unfriendly presidents. “He has the potential to be at either end
of the continuum.”
The only unlikely outcome, Mr. Harteveldt added, is that Mr. Trump will
be in the middle.
A version of this article appears in print on November 20, 2016, on Page TR1 of
the New York edition with the headline: Reading the Travel Tea Leaves.

Boston Globe Article: February 14, 2017

You could call US
tourism a victim
of Trump’s travel
ban
The lower Manhattan skyline,
including One World Trade
Center. Some experts say
President Trump’s travel ban
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could be as damaging to US tourism as the Sept. 11 attacks.

By Christopher Muther G L O B E S T A FF F E B R UA R Y 1 4, 2 0 1 7

President Trump’s travel ban targeting nationals of seven Muslim-majority
countries may not have held up in court, but it appears quite successful at
keeping plenty of other people out of the United States.
Trump’s order brought with it a swift decline in the number of worldwide
tourists and travelers looking to visit the United States, say people in the
tourism industry. Some say it could be as damaging to the US tourism
sector as the Sept. 11, 2001, terror attacks.
Online booking websites reported that flight searches from international
points of origin to the United States were down anywhere from 6 percent to
17 percent since Trump signed the executive order on Jan. 27. But experts
say what’s more alarming is the icy message it sends to the world.
“The US is in danger of taking the same path it took after Sept. 11, which led
to a decade of economic stagnation in the travel and tourism sector,” said
David Scowsill, president and CEO of the World Travel & Tourism Council.
“Strict visa policies and inward-looking sentiment led to a $600 billion loss
in tourism revenues in the decade post 9/11.”
Just last week the US Travel Association reported that in 2016, the number
of international tourists had finally returned to pre-Sept. 11 numbers.
Timeline: Chaos follows Trump edict

“After 9/11, it took many, many years for the impression to be sent and
received by our friends around the world that America was indeed open for
business again,” said Jonathan Grella, executive vice president of public
affairs for US Travel. “That’s why we refer to it as the lost decade in our
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industry. That was obviously a very different scale, but if something gives
people pause, they’ll spend their vacation dollars elsewhere.”
In the weeks since Trump’s executive order was issued, the website Hopper
found that flight searches to the United States were down 17 percent
compared with the last three weeks of the Obama administration. The
decline rippled to nearly every region of the world, with the exception of
Russia and Eastern Europe.
Protestors gathered earlier this month in New York for a rally against President Trump’s immigration policies.

Although for now the courts have stopped the ban from being enforced,
those in tourism say the message was sent: The country is not welcoming of
outsiders.
“Every time a story comes out about challenges at customs and border
patrol, a potential tourist to the US may get cold feet,” said Jason Clampet,
editor and cofounder of the travel industry website Skift.
The travel research site ForwardKeys found a 6.5 percent drop in
international flight searches to the United States after Trump signed the
order, compared with the same eight-day stretch in 2016.
“The data forces a compelling
conclusion that Donald
Trump’s travel ban
immediately caused a
significant drop in bookings
. . . and an immediate impact
on future travel,” said Olivier
Jager, CEO of ForwardKeys.
The British company
monitors travel patterns by
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analyzing 16 million flight reservation transactions a day.
The percentages may not sound large, but specialists caution that a drop in
the 77.5 million international tourists who come to the United States,
spending $133 billion here, could have far-reaching consequences for the
economy. According to US Travel, tourism directly supported more than
8.1 million US jobs in 2015.
“I’ll tell you quite honestly, when I saw these reports my reaction was, ‘Oh,
my God,’ ” said Douglas Quinby of PhocusWright, a travel-market research
company. “To see a decline in search and booking volume in the 6- to 8percent range is a profound shift.”
Particularly concerning to Quinby are the Trump administration’s
comments regarding Mexico and China, as Mexican and Chinese tourists
represent a large percentage of visitors to the United States. One of Trump’s
key campaign promises was to build a wall along the US border with
Mexico to keep “bad hombres” from entering the country, and insisting that
Mexico will pay for it. The president has also often stated that he would like
to raise tariffs on trading partners Mexico and China. Quinby said a trade
war with China could have a profound effect on tourism.
“That’s a very big worry for me,” he said. “Chinese travelers, in particular,
spend a lot of money in the US, and Mexico has grown to become the
number two inbound market, right after Canada. Losing those visitors is
especially troublesome.”
Before the election there were concerns that tourism to the United States
would be down in 2017 based on the strength of the dollar. Other potential
threats to the travel industry were warnings issued by the governments of
the United Arab Emirates, the Bahamas, France, United Kingdom, Canada,
New Zealand, and Germany urging their citizens to take caution when
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visiting the United States, citing dangers such as mass shootings, police
violence, anti-Muslim and anti-LGBT attitudes, and the Zika virus.
While those factors likely contributed, experts such as Grella, of the US
Travel Association, said Trump’s executive order is a much greater factor.
Trump’s seven-country travel ban was unanimously rejected by a federal
appeals panel last week. After the ruling, Trump indicated via Twitter that
he would continue to pursue the ban through the courts, then days later
alluded to reworking the executive order.
The continued uncertainty is rankling big players in the industry,
prompting Airbnb and TripAdvisor to join the nearly 130 other companies
that filed court papers declaring that Trump’s executive order on
immigration “violates the immigration laws and the Constitution.”
“The executive order is not only unjust, but also creates uncertainty for
visitors from many other countries about what the US’s policies will be in
the future,” said Adam Goldstein, CEO of the travel booking site Hipmunk.
The company also saw an 8 percent drop in international travel searches on
its site.
Business travel is also taking a hit, according to Mike McCormick, executive
director of the Global Business Travel Association. He said that as of Feb. 8,
$185 million in business travel bookings have been lost because of the ban.
“What we began to realize was that this was going to be devastating to
travel,” McCormick said. “The challenge with business travel is that when
business trips are canceled, they’re seldom rescheduled. You don’t take two
trips the following week to make up for one you missed the week before.”
Still, Grella said he’s optimistic that, as a businessman, Trump will address
how the United States is viewed on a global level.
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“Certainly as a marketing guru himself, he understands when a brand is
putting its best foot forward around the world,” he said. “We have some
confidence that our first CEO president understands this.”
1. Board members statements.
RC – none
HS – none
MP – none
LM – none
BS – cannot make the March 7th meeting.
JC – none
2. Approval of Minutes. Motions may be made. Votes may be taken.
Move to approve the meeting minutes from January 4th, 2017.
Move to adjourn.
Motion: HS
Second: RC
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea
Move to adjourn.
Motion: HS
Second: RC
Roll Call Vote: 6‐0‐0. Motion carries
BS yea
LM yea
MP yea
HS yea
RC yea
JC yea

49

The meeting was adjourned at 5:30pm.
Respectfully submitted,
Radu Luca
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