Psst — Greenville’s worth a visit

To attract more tourists, tight—budgzted
CVB launches word-of-mouth campaign

By Jenny Munro
BusINESS WRITER
jmunro @ greenvillenews.com

Tana Thomas had never con-
sidered Greenville to be a vaca-
tion destination but is planning a
trip here this summer.

She was part of a group of
couples, Atlanta residents who
are empty nesters, who visited
Greenville as part of the Green-
ville Convention and Visitors
Bureau’s effort to attract that
niche market to the city.

“I was blown away. That trip
was one of the best experiences
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I've ever had,” Thomas said.
“Main Street is so charming.
The piece de resistance is that
park with the waterfall. I was
enthralled with
the whole town.”

The Thomases
are the kind of
visitors that
Chris Stone,
president of the
Greenville Con-
vention and Visi-

Stone v
tors Bureau, likes. Thomas, a

flight attendant, has seen
enough cities to compare them
with Greenville. And the couple
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is alerting their friends.

Stone would like to see a
word-of-mouth promotion of his
Back Stage Pass tourism pro-
gram, which is directed at At-
lanta empty nesters, take off.

Traditibnal promotion “costs
you money. We don’t have the
money. How do we do this? —
by word of mouth,” he said. “We
know we can be successful.”

Until he finds financing for
traditional program promotion
— about $1.1 million - word-of-
mouth advertising is all he has.

“It is certainly a unique and
creative approach to attracting
leisure visitors,” said Fenton
Overdyke, vice president of

See CVB on page 4F
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File photos

The word is out: With an atiractive riverscape, above, and shop-
ping areas, left, downtown Greenville is developing a tourist
trade.
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its vibrant business community, needs to spread the knowledge
butiit is not really thought of asa  of Greenville as a tourism desti-
 leisure tourism destination.”

To bump up Greenville's tour-

nation for couples on their gwn,
in the 50 to 65 age range, who *
are looking for a little outdoor

Market Search, a Columhia 5™ base, the numbers need 10 gdventure, fun downtown, shap-

market research firm. *As a
brand, Greenville i known for

grow quickly, Stone said.
And that's hard. He said he Ihat's the niche market the

ping, fine dining and fine arts.
BwkStagePassweekmdntar—

. -.-:';- gram also offers a lot to the
J,;' i Greenville area, he said. Magel-

lan Strategy Group, based in
Asheville, N.C., projects that a
mmmgmgem'pm

pementtu?llpumnt.Thnm-'

crease could generate $8.4 mil-
' lion more in annual room reve-

- nue.

One way to fund the program
would be to tap into a $10 mil-
lion pool of funding that the
state Department of Parks, Rec-
reation and Tourism has for
marketing and promotion. It re-
quires a $2 private sector match

¥ for every $1 of public funding.
Fleshoto  Although coastal areas are ob-

murmmw&mmnmmamnmwm tammgﬂﬁﬁnding."l“n‘emviﬂe

of restaurants — many with outdoor seating.

is not participating in that”

Fila phota

A robust entertainment schedule, from outdoor theater, above, to weekly concerts and weekend
festivals, keeps pedestrians flowing along and through Greenvile streets and parks.

Stone said, He suggested that
hotels could voluntarily add a $1
destination fee to their bhills,
generating funding that could be
used as a match.

Also, the local hospitality tax
revenues could be tapped.

“I think it would be a smart
strategy to use some of these
dollars for marketing,” he said.

Until a funding source is
found, plans are to continue to
test the Backstage Pass pro-
gram over another two week-
ends during the next fiscal vear,
he said.

Stone. said he believes the
timing is right to get some sort
of program going.

“I sense a whaole new mindset
as it relates to tourism and the
kind of opportunity it presents,”
he said.

The first test market for Back
Stage Pass is Atlanta because of

‘its proximity to Greenville —

ahout a two-hour drive, If the

_program is successful, couples
Raleigh/Dur-

in Charlotte and

ham, N.C.. and Knoxville,

Tm,mﬂdhemgeled.ﬂthu
m as Charleston atui

ence, we had werwhahnmg
twn-tlmmlu-up comments,”
Stone said, with everyone

those replying to the survey
saying they would consider
as a get-away desti-

MarketSearch surveyed the
couples and found Greenville re-
ceived high marks i severa

categories:
B Being a fun and exciting
place to visit _
B The downtown area .
[ ] anmgﬁeﬁnﬁufmtau—
rants you like
L HmthEhIdEnfdmps
and boutiques you like )

more time to just wander

“People are looking for new-
ness and freshness,” said,
and Greenville offers that.

“We have had five or six come
back, some with friends and
family in tow,” Posta said, so the
wurd-d-mmﬂhnahwlrw
ing.

“We're planning to come back
ﬂ:ﬁummmuandmtel.m,fo-
cassee,” Thomas said.

-said. l:mummmgamﬁl'az
to the Michelin guidebooks
"must-see” attractions, 3
SmnﬂPmmdthBa;k
Stage Pass weekends also would

- meld with the Go Ex-
e mgﬂ
. Blue Wlﬂ:tthenldi:ﬁlp

Spearhead location on State 11.

nt Plans, s and cost analyses

of both ‘could be com-
eted hgthe fall, Stone said.
would be available

at that time. Construction could
begin in 2008 and the two tour-

of ism locales could openin 2010,
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