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The marketing of Finger Lakes Wine Country was 
founded on making regional dollars work as hard 
as possible to attract people to experience the 
beauty and activities of the region. That spirit 
hasn’t changed, and the opportunity is to match 
the local dedication and grass roots approach 
with the changing world of destination marketing 
to help achieve the mission of becoming a top-
of-mind brand.

EXECUTIVE SUMMARY 
With so much enthusiasm to promote the  
Finger Lakes region, ensuring that prospective 
and repeat visitors have exciting, clear, and useful 
tools to plan their visits is paramount. Finger Lakes 
Wine Country is poised to promote a consumer-
focused brand centered on the expansive attributes 
of Chemung, Schuyler, Steuben, Tioga, and Yates 
Counties and the Cayuga Lake, Keuka Lake, and 
Seneca Lake Wine Trails.
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HOW TO USE THIS PLAN
This plan is focused on increasing awareness  
of the revised Finger Lakes Wine Country brand 
and increasing area visitation through amplifying 
the existing effective marketing and adding in 
industry best practices and new campaigns. The 
plan follows a journey of using history blended 
with real-world performance while looking at 
industry insights to develop a compelling  
strategy for growth.

HISTORY AND BACKGROUND
Looking at the organization’s roots and the 
regional partners who contribute to promoting 
the riches of the area. 

BRAND STORY 
Aligning on the driving force of what makes the 
brand unique, stand out, and the framework for 
how it sounds and is positioned in the market. 

MARKETING VISION 
Defining the direction of the marketing programs 
with the vision of the organization and ensuring that 
strategies and tactics tick and tie to a unified plan. 

INDUSTRY CONTEXT 
Understanding the bigger picture of travel, 
technology, and the factors that make people 
think – or think twice – about taking a trip.

MARKETING PERFORMANCE AND INSIGHTS 
Looking at the numbers for Finger Lakes Wine 
Country and performance in the ever-changing 
landscape of marketing. 

TARGET AUDIENCE 
Describing and detailing the primary and 
secondary target audiences who are most apt  
to love the area as much as the locals do.

REACHING EACH AUDIENCE 
Detailing how, where, why, and what the target 
markets care about when it comes to Finger Lakes 
Wine Country. 

MARKETING STRATEGY PER CHANNEL 
Diving deep into each channel and optimizing 
plans based on what’s been working and 
suggesting new ways to reach new eyeballs. 

CAMPAIGN THOUGHT STARTERS
Sharing some holistic themes of how to reach  
the targets in ways that matter to them – all big 
enough to wrap a campaign around. 

CO-MARKETING CONCEPTS 
Expanding the circle to include potential help to 
leverage brand affinity and adjacent products to 
add value for potential guests. 

MARKETING MATERIALS
Looking at some key assets to help others tell 
others all about Finger Lakes Wine Country. 

ROLLOUT
Understanding that Rome wasn’t built in a day  
and looking at how to roll out, communicate,  
and implement the plan. 

ORGANIZATIONAL & BUDGET CONSIDERATIONS
Getting into the details on organizational models 
near and far as a means to inspire and grow.

ALIGNING FOR GROWTH 
Looking at methods and ideas to continue the 
upward trajectory of the organization and region. 



HISTORY &  
BACKGROUND 
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HISTORY & BACKGROUND 
Twenty years ago, three counties in the Finger Lakes 
banded together with a wooden signpost logo in 
hand to promote tourism in the bucolic region of 
New York. The early days focused on visitors from 
within a five hours’ drive and the straight-forward 
slogan of “Just Down the Road” helped attract 
guests. But a lot has changed in 20 years. 

The Finger Lakes Wine Country Tourism Marketing 
Association (FLWC) organized as an entity in 2000 
with the sole purpose to promote economic 
development in the Finger Lakes region of the  
state of New York. In 2002, Yates County joined  
Finger Lakes Wine Country and Tioga County 
joined forces in 2017. Considered a county-first 
organization, a portion of the five-county lodging  
tax revenue is invested in Finger Lakes Wine Country 

regional marketing, with Corning Enterprises 
generously matching the public investment. 
Additional private investment comes from the  
three wine trails, The Corning Museum of Glass, 
Tioga Downs Casino Resort, and other tourism-
related businesses. Together, this collective support 
allows Finger Lakes Wine Country to propel the 
region forward through unified messaging. 

The Internet-age ushered in the creation of Finger 
Lakes Wine Country’s first website in the early 
2000s, followed by an updated site, color palette, 
and design language in 2015 that has since driven 
marketing and communications. Social media has 
focused on the #myFLX hashtag highlighting visitors’ 
unique takes on their experiences with all that the 
region has to offer. 
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REGIONAL PROMOTION TODAY
With so much to offer visitors, the Finger Lakes area 
boasts a network of tourism organizations that 
contribute to the promotion and awareness of the 
region. From large-scale, 14-county organizations, 
to trade groups, to wine-focused tourism, the 
Finger Lakes aren’t lacking enthusiasm to promote. 

Finger Lakes Tourism Alliance (FLTA) shares the 
same 14-county footprint as FLRTC. Founded in 
1919, FLTA is recognized as one of the longest 
standing destination marketing organizations in 
the United States. The association is funded by a 
private-sector membership program for tourism-
related businesses in the 14 counties. FLTA also 
receives public funding through some county 
offices and from New York State legislation. 

The Finger Lakes Regional Tourism Council (FLRTC) 
is the state-designated tourism promotion agency 
for the Finger Lakes region. The Finger Lakes tourism 
region is made up of 14 counties and is 9,000 square 
miles. Each of the 14 county-designated tourism 
promotion agencies within the region pay into the 
program and have a seat on their board of directors. 

Finger Lakes Wine Country Tourism Marketing 
Association, Inc. (FLWC), was founded in 2000. 
FLWC is a regional, non-profit brand marketing 
organization that showcases world-class travel 
experiences across Chemung, Schuyler, Steuben, 
Tioga, and Yates Counties, and the three Wine Trails 
of Cayuga, Keuka, and Seneca Lakes. The mission 
of the organization is to be the top-of-mind brand. 

Finger Lakes Wine Country’s Designated County 
Tourism Promotion Agency (TPA) Partners

The Chemung County Chamber of Commerce is 
the county recognized TPA for Chemung County. 
Consumer-facing brand is Mark Twain Country. 

The Watkins Glen Area Chamber of Commerce is 
the county recognized TPA for Schuyler County. 
Consumer-facing brand is Visit Watkins Glen. 
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The Cayuga Lake Wine Trail is currently comprised 
of 14 member wineries located in the Cayuga Lake 
American Viticultural Area (AVA). The Trail has an 
Executive Director and support staff. The focus of 
the Trail is promoting their members and Trail-
wide events. 

The Keuka Lake Wine Trail is currently comprised 
of five member wineries that surround Keuka Lake. 
While the Trail is led by winery owners and their 
employees, the administration of the Trail is done 
by the Yates County Chamber of Commerce. The 
focus of the Trail is promoting their members and 
Trail-wide events. 

The Finger Lakes Wine Alliance operates with the 
mission to increase the visibility and reputation 
of the Finger Lakes AVA, its wines, and wineries. 
Experts in the wine producing details of the regions, 
the Wine Alliance focuses on trade programs and 
trade media to help bring Finger Lakes wines to  
the world. 

Finger Lakes Wine Country’s Wine Trails

The Steuben County Conference 
and Visitors Bureau (CVB) is 
the county recognized TPA for 
Steuben County. Consumer-
facing brand is Corning and the 
Southern Finger Lakes. 

Tioga County Tourism is the 
county recognized TPA for Tioga 
County. Consumer-facing brand 
is Experience Tioga. 

The Yates County Chamber 
of Commerce is the county 
recognized TPA for Yates County. 
Consumer-facing brand is Visit 
Yates County. 

The Seneca Lake Wine Trail is currently comprised 
of 31 member wineries located in the Seneca Lake 
American Viticultural Area (AVA). The Trail has an 
Executive Director and support staff. The focus of 
the Trail is promoting their members and Trail-
wide events.



BRAND  
STORY
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BRAND STORY
People who know Finger Lakes Wine Country – 
from visitors to local proprietors – know the 
magic of the area. The unpretentiousness, the 
caring people, the array of activities. The brand 
tells the story of emphasizing the approachability 
of the Finger Lakes Wine Country experience. It 
encompasses the importance of articulating the 
region’s geography, beauty, people, and pace of 
life. By telling stories about the citizens, places, 
activities, and experiences in the area, the  
marketing will pique the interest of potential visitors 
and grow the awareness of such a special place. 

BRAND PERSONALITY
The overarching theme, aspirations, values, 
and personality of the destination that clearly 
communicate its unique offerings and the key 
components that will motivate consumers to visit.

GENUINE 
What you see, feel, drink, taste, and experience in 
Finger Lakes Wine Country is all real. The warmth 
of a lakeside dock on a summer afternoon; the 
thundering race cars in Watkins Glen and the 
rush of a waterfall in a park; the blazing sunsets; 
the come-on-in from a brewer, the passion 
of the museum guide who takes you into the 
deep, brilliant past of this place; the winemakers 
who’ll make sure you enjoy their vintages, then 
send you along to another winery that’s as 
interesting as their own. We couldn’t make it 
up. It’s authentic and heartfelt. It’s warm and 
welcoming. And it’s who we are. You’ll arrive 
in Finger Lakes Wine Country curious. You’ll 
leave full to the brim with much, much more—
experiences, knowledge, connection—than you 
ever expected. 

APPROACHABLE 
We love this place and its flavors, its mysteries 
and secrets, deep waters and unexplored 
corners, curious varietals and off-beat stories. 
And more than anything else, we want to share 
it—summer and winter, in springtime and at 
harvest. So go ahead, ask us anything. We’ll help 
you understand why a wine, a beer, or a craft 
spirit tastes like it tastes, why the Cab Franc is 
planted here and the Pinot is there, and what’s 
that little something of flavor at the end of the 
sip that you can’t pin down. We’ll point you to 
the trails less traveled, to the bar where the live 
music is thrumming, to the right bait to catch 
the big ones, to the very best sunset. We’re 
teachers by nature, but we’re casual about the 
whole idea of being connoisseurs. We can speak 



11FINGER L AKES WINE COUNT R Y  |   MARKETING PL AN

terroir if you’d like, but there’s no shock and 
awe, no exam at the end. Whether you’re trying 
to learn about wine, or history, or hiking, or the 
Mennonite population, that’s refreshing. 

IMMERSIVE 
Finger Lakes Wine Country isn’t a passive place; 
you don’t just stand around and watch. You’re 
part of it—sometimes, you’re in it up to your 
elbows, or you’re blowing your own glass from 
a flaming swirl of molten silica, or pulling a fish 
out of a river. Things go back and forth as easily 
as a conversation, and people think nothing 
of pointing out the vineyard where that grape 
you’re enjoying was grown. You can go as deep 
and as hands-on as you want. In winter, you’ll 
often get more time with a winemaker than 
during busy summers and harvest—and maybe 
taste the ice wine for yourself. You’ll have a 
better chance to speak one-on-one with a local 
artist, and you’ll have a snowshoe trail in the 
woods to yourself. In Finger Lakes Wine Country, 
you’ll dive deeper.  

LEISURELY
‘Bucolic’, a word that means rural, pastoral, 
and exceedingly pleasant, doesn’t get a lot of 
play in modern life. Ditto ‘pristine’ and ‘idyllic’. 
They’re from a slower, more poetic time in 
the world. But they’re part of the Finger Lakes 
Wine Country language, and people use them 
as though the bucolic and idyllic were part 
of everyday life. Which they are, decidedly. 
Unspoiled, picturesque, a deep breath of the 
ravishingly beautiful, the region moves at an 
exceedingly pleasant kind of pace that will 
center you, focus you, and bring you gently 
to the here and now. Bucolic—say it slowly—
would be the speed at which to have a picnic, 
the anti-quickness you use to savor a view, or 
really listen to a waterfall; the dreamlike pace 
appropriate to going deep into a Pinot Noir. 
Finger Lakes Wine Country is that kind of slow—
the kind you forgot was possible.  

GROUNDBREAKING 
There’s a wide streak of inventiveness in the 
Finger Lakes Wine Country region, a history of 
proud, progressive firsts and of bold people who 
wouldn’t take no for an answer. Disruptors and 
innovators before the day, they speak volumes 
about a trailblazing spirit that infuses the place 
still: Mark Twain wrote here. Glenn Curtiss earned 
the country’s first pilot’s license, flying faster 
and farther than anyone in the world in the first 
decade of the 20th century. Belva Lockwood 
became a lawyer against all odds in 1873, was 
the first woman to argue before the Supreme 
Court, and the first female presidential candidate 
to receive votes. John W. Jones, an active agent 
in the Underground Railroad aided in the escape 
of 800 runaway slaves by 1860. Margaret Sanger, 
feminist and women’s rights activist in the 20s, 
coined the term “birth control” and worked 
toward its legalization her entire life. Then there’s 
the history of stunning scientific achievement 
at Corning—from Pyrex to Gorilla Glass to fiber 
optics and much, much more. In Finger Lakes 
Wine Country, you can follow the footsteps and 
the inspiration of groundbreakers in the wine 
business, in the sciences, in rights, and in the 
best possible way to enjoy life.
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BRAND POSITIONING 
A summary of what the region is, who it attracts, 
what is the offering, and why that’s a benefit for  
the audiences in question.

Finger Lakes Wine Country is home to picturesque 
small towns, spectacular natural landscapes, 
and the most welcoming, down-to-earth people 
you could hope to meet. It attracts adventurous, 
inquisitive explorers because it offers immersive, 
hands-on recreational and cultural experiences, 
from wine tasting to glass blowing to sailing. 

People love Finger Lakes Wine Country because  
they can dive deeper into the place, its nature,  
and its people, have real conversations and make 
genuine connections, learn more than they ever 
expected, and surface inspired, enlightened,  
and refreshed.

BRAND ESSENCE
A compelling umbrella message and positioning 
statement that encapsulates the destination’s 
identity in such a way that others will want to 
discover it. Brand Essence can be options for taglines 
and are a springboard and brief for  
creating campaigns and communication materials.

THIRST FOR LIFE.
Finger Lakes Wine Country is a deep taste of a pure, 
refreshing environment, a leisurely discovery of 
postcard-perfect towns, and an experience of warm, 
genuine makers and crafters of world-class wines, 
beers, and spirits who like nothing better than to 
share the secrets and stories of a wine country 
unlike any other. It’s a place where you can come 
thirsty for knowledge about Riesling or Cabernet, 
and—beginner or expert—ask us anything! You can 
come hungry to experience our views and sunsets,  
or curious about the colorful, influential men and 
women who shaped the history far beyond their 
homes. You can come to Finger Lakes Wine Country 
 eager to experience winter or summer, swimming  
or snowshoeing, winemakers’ dinners or evenings 
with brewmasters. Bring your desire to do everything. 
Give us your thirst for life. Life in the Finger Lakes  
is overflowing.



MARKETING  
VISION
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MARKETING VISION

OBJECTIVES
1. To position Finger Lakes Wine Country as an 

accessible, top-of-mind brand 

2. To drive awareness of the region and the 
revised brand and visual identity 

3. To showcase the substantial growth and 
variety of experiences in the region

4. To increase visitation, including mid-week  
and winter 

5. To attract and sustain investment in the 
organization

To accomplish these objectives while respecting 
the vision, the marketing strategies will leverage 
the most effective tactics used to-date and 
infuse new techniques that resonate with the 
target audiences and are aligned with a current 
approach to destination marketing. Care will be 
taken to be realistic to budgets and employee 
bandwidth.

STRATEGIES
1. Crystalize the target customers and create 

awareness campaigns that resonate

2. Promote the authentic qualities of experience  
and place 

3. Amplify what’s already working and walk  
away from that which isn’t 

4. Identify the highest ROI programs and  
execute those first

5. Provide tools to get others to effectively  
promote on our behalf 

6. Create compelling investment opportunities 
mapped to a clear plan for growth

This is a starting point – made better with time, 
expertise, and focus. The tactics provided here span 
from the meat and potatoes basics that drive the 
organization to a few moon shots that might spark 
imagination and thought. The goal is to align the 
vision with clear objectives that drive strategies 
which are attainable and measurable. Tactically, 
the idea is to gain efficiencies in the basics so that 
more time and money can be leveraged for more 
elaborate campaigns. 

All marketing should ensure that the potential  
visitor will have a clear image of Finger Lakes Wine 
Country, what it offers, and how to participate in  
its experiences.

For 20 years, Finger Lakes Wine Country has seen 
increased growth, increased tourism, and increased 
awareness from travelers. The marketing to date  
has been to entice visitors with a mix of natural 
beauty and unique experiences wrapped in an 
approachable and down-to-earth manner that  
befits the gestalt of the region. 

Moving forward, the opportunity lies in building on 
the strong foundation of marketing and overlaying 
updated tactics to help achieve the organization’s 
goals and bring the revised brand to life. 

Only 1/3 of potential visitors are currently 
aware of Finger Lakes Wine Country. The 
goal is to help uncover this hidden gem.



INDUSTRY  
CONTEXT 
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INDUSTRY CONTEXT 
A lot has changed since marketing Finger Lakes 
Wine Country started. In the late 1990s, the 
Internet was a baby, most Millennials weren’t 
even born, vloggers weren’t a thing, and no one 
ever dreamt of being Instafamous. 

The world of travel is impacted by the world 
around us and knowing how to respond is critical 
to effectively reach new visitors. The good news 
is that travel remains incredibly important. Over 
75% of Americans (240M people) travel each 
year. Most take domestic trips by car (85%) and 
older Americans are traveling later in life with 
increasing spend. Women are the primary travel 
decision makers and 92% of travel planning is 
done on an electronic device. Younger travelers 
are jumping into new adventures and using 
technology to plan, chronicle, and spread the 
word about places they’ve been. 

New technologies and business models have 
developed to make consumer-centric travel 
easier, transparent, and more accessible to 
anyone with a web browser. The world’s largest 
accommodations company is now Airbnb – 
valued at over $31B – and they own zero hotels. 
Ride-hailing services are expected to top $250B 
in the next 10 years and are quickly eclipsing the 
traditional taxi market. These kinds of changes 
are born from improvements in technology, 
evolving user demands, and solutions to modern 
life. These trends tell us a story – a story of how 
to react to the new world of travel.

PEOPLE ARE CHANGING 
With increased advancements in healthcare, 
seniors are living longer and with much fuller 
lives. Retirement comes earlier for some 
and tends to be more active than previous 
generations. People aged 50-75 are traveling 
more than ever before and Baby Boomers 
will be traveling for the next 30 years. The 
87M American Millennials (aged 22-37) see 
travel as a birthright and easily engage in 
the latest changes in technology and travel 
advancements. 

LIFE IS STRESSING US OUT
A recent study from the Pew Research Center 
demonstrated that 80% of Americans have 
a stress event at least once a month. The 
current political climate, the constant pressure 
from jobs, and always being connected are 
stressors of modern day. People see travel as 
an attainable escape from day-to-day pressures 
and a place where they can live in the moment 
away from habitual demands. 

TRANSPORTATION IS CHANGING
We’re on the eve of self-driving cars, drone 
deliveries for our Amazon packages, and 
have our pick of ride-hailing and bike rental 
services. With the increase in choice, there’s 
an attitudinal shift in our relationship with 
the open road. Once an obsessed car culture, 
America is gradually shifting to driving less.  
Only 78% of eligible Millennials have a driver’s 
license and many do not own cars. Travelers will 
be looking for – and expecting – alternate modes 
of transportation when visiting new places.
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PHONES DOMINATE
Thinking of a time when we weren’t tethered to 
our phones seems almost impossible. The phone 
market is the fastest-growing consumer device in 
the history of the world and 97% of US travelers 
have a mobile phone. This is a 277% growth in 
the last eight years. The proliferation of phones 
in our pocket means that websites, apps, and 
information sites must be mobile-friendly and 
small-screen optimized. Consumers expect to see 
and experience places before they arrive, and they 
feel entitled to expert-level reviews from people 
just like them at the touch of a button.

EXPERIENCES OVER RESERVATIONS
Travel has often been a set of discrete 
transactions centered around a trip. Booking 
a hotel, renting a car, taking a tour were all 
historically seen as one-off transactions that 
hung loosely together to form a vacation. 
Today, travelers have immediate access to 
pricing information, reviews, images, and expert 
opinions which require the traveler to parse 
the information and make numerous choices. 
This tyranny of choice has led to the desire for 
holistic experiences versus a disjointed idea of a 
destination. As people are looking to escape the 
stress of their regular lives, vacation experiences 
that offer something unique will undoubtedly 
rise to the top of customer choice. 

WINE IS EVERYWHERE
Wine consumption in the United States has 
increased steadily over the last two decades 
and, with that, so have the number of wineries. 
The U.S. now boasts over 7,700 wineries, 319 
wine trails, and 215 wine associations across 34 
states. California remains the largest producer 
and most well-known, while Washington State 
has displaced New York as the second largest 
producer. New York is currently home to over  
415 wineries – a 2864% growth since the first  
14 wineries were established when the Farm 
Winery Act was passed in 1976. Finger Lakes  
Wine Country boasts 130 wineries, 82 breweries, 
and 25 distilleries. 

Currently, Baby Boomers are the largest 
consumers of wine at 41% of the market, but 
that number is declining with retirement and 
the aging of GenXers and Millennials. At current 
course, younger GenXers will become the largest 
wine-consuming demographic around 2021. 
Older Millennials account for approximately 
17% of current wine consumption and tend to 
be more price conscious than other segments. 
Millennials are the most avid consumers of craft 
beer and their wine consumption is predicted to 
increase as personal wealth increases with age.

(Industry insight sources: Goldman Sachs, Forbes, National 
Travel Center, Pew Research Center, Wired) 

TECHNOLOGY IS EVERYWHERE IN TRAVEL 

97% 
of travelers have 
mobile phones

92% 
of travel planning is done  
on an electronic device

65% 
of people use user-generated  
content in travel planning

63% 
of travelers are influenced by  
opinions on social media

54% 
of people use social media  
for travel planning

Source: National Travel Center



MARKETING  
PERFORMANCE  
& INSIGHTS 
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MARKETING PERFORMANCE  
& INSIGHTS 
Understanding where you’ve been is key to better 
planning for where you want to go. Finger Lakes 
Wine Country has increasingly grown online 
exposure across social media since 2015. Much 
of the growth has followed platform trends and 
consumer preferences (ex: the maturation of 
Facebook and becoming less popular with younger 
audiences versus the explosive growth of Instagram).

2015 2016 2017 2018 2019 
*THROUGH JULY

2015–2018 
GROWTH

WEBSITE VIEWS 391,596 412,917 457,321 462,726 287,264* 18%

FACEBOOK LIKES 67,799 70,177 72,217 73,067 74,224* 8%

TWITTER 
FOLLOWERS 8,636 9,195 9,943 10,587 10,811* 23%

BLOG PAGE VIEWS 9,216 24,429 5,788 11,032 9,741* 20%

INSTAGRAM 
FOLLOWERS 1,626 4,642 6,690 8,137 9,164* 400%

YOUTUBE VIEWS 12,102 91,212 98,008 106,741 30,876* 782%

DIGITAL CHANNEL PERFORMANCE

Source: Finger Lakes Wine Country
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2018 PERFORMANCE AND GROWTH
In 2018, the media buy included digital display, 
search, social video, and Trip Advisor advertising. 
50% of searches were conducted from desktop 
computers, 38% from mobile phones, and 12% 
from tablets. Three of the top five traffic sources 
were from organic searches on Google, Bing, and 
Yahoo. When visiting the site, most people spent 
time looking at wine trails, things to do, the free 
travel magazine, and winery information. 

The Finger Lakes Wine Country email click 
through rate is higher than industry averages 
for corollary industries. Aligning messages 
around passion areas (ex: sports, arts, hobbies) 
may continue to increase the click through 
rates. Monitor unsubscribe and user churn as 
necessary to keep within industry standards. 

2018 IMPRESSIONS CLICK THROUGH  
RATE

EMAIL 53,441 13.2%

SEARCH 839,554 6.36%

SOCIAL 
VIDEO 1,299,476 0.25%

DIGITAL 
DISPLAY 18,074,668 0.24%

TRIP 
ADVISOR 2,061,772 0.16%

INDUSTRY AVERAGE EMAIL 
OPEN RATE

AVERAGE EMAIL CLICK 
THROUGH RATE

AVERAGE EMAIL 
UNSUBSCRIBE RATE

TRAVEL & TOURISM 20.03% 2.00% 0.24%

ARTS 26.03% 2.66% 0.29%

ENTERTAINMENT  
& EVENTS 20.41% 2.19% 0.28%

HOBBIES 27.35% 4.78% 0.23%

RESTAURANTS 20.26% 1.06% 0.28%

SPORTS 23.77% 2.88% 0.28%

FINGER LAKES  
WINE COUNTRY 

(2018 - CURRENT)
21.9% 14.57% 0.44%

Source: Finger Lakes Wine Country

Source: Mail Chimp, March 2018
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DIGITAL MARKETING INDUSTRY INSIGHTS

Source: Omnicore

There is no denying that social media has 
changed the face of traditional advertising. Reach, 
impressions, immediacy of distribution, and 
low production costs have changed the face of 
marketing. While most digital marketing efforts 
still yield positive results, audiences have grown 
weary of certain marketing levers and advertisers 
are constantly reinventing how to reach the right 
people in the right place at the right time. 

EMAIL 
Email marketing still rates as one of the most 
effective ways to communicate with potential 
customers. As a relationship is already 
established and the consumer has requested 
information, a click through rate is generally 
higher than other digital means. As this is true for 
Finger Lakes Wine Country, the recommendation 
is to continually gather email contacts and 
consistently communicate with email recipients. 

FACEBOOK  
While still the world’s largest social network, 
Facebook usage and preference is dropping with 
younger audiences. Usage by people aged 13-17 
has dropped from 71% between 2015 to 51% in 
2018 (source: Pew Research). 72% of that group 
uses Instagram and 69% use Snapchat. While 
this age bracket is not the target for Finger Lakes 
Wine Country, it is a bellwether to the changing 
landscape of Facebook usage. This audience will 
not re-start usage of Facebook as they age and, 
as we remember with MySpace and Flikr, it’s a 
fine line between being the biggest and being 
overshadowed by the next new thing. 
 



22FINGER L AKES WINE COUNT R Y  |   MARKETING PL AN

DIGITAL DISPLAY 
Once the superstar of digital marketing, display 
ads and banner ads are becoming less favored. 
Seen as visual clutter by consumers with 
increasingly lower click throughs, display ads are 
being used less frequently. But, with the increased 
ability to drop retargeting pixels (more below) on 
websites and through social media, the banner  
ad is coming back with some effective use cases. 

REMARKETING / RETARGETING PIXELS  
A retargeting pixel places a cookie inside the 
visitor’s browser so their information is saved in 
the advertiser’s account. This allows you to serve 
ads specifically to those who have been on your 
website before, which allows you to customize 
the ad that is seen later when the person is on 
another site or platform. 

For example, a user visits fingerlakeswinecountry.
com and browses some wine trail and lodging 
information. When the person closes the website 
and goes to another site, an ad for a Finger 
Lakes wine trail package could appear in their 
browser window. This can also be implemented 
if someone visits a competitor’s website or an 
affiliate’s website. The most effective retargeting 
currently exists with Google AdWords, Facebook/
Instagram, and Twitter. Retargeting can easily be 

set up using Google Analytics metadata and  
can be implemented for limited time periods  
or campaigns. 

On average, retargeting ads show a 10x increase 
in click-through rates (source: comScore), since 
people can already relate to your brand or ad. 
This allows advertisers a cost-effective way to 
recontact people who have already engaged  
with their brand or similar brands.

SEM / SEO  
Search engine marketing - and specifically search 
engine optimization - are critical elements for 
brands to appear higher up in search engine 
results. Since most web users will spend less  
than 20 seconds looking at search results and 
rarely will click beyond the first page of options, 
brands are constantly looking for ways to rank 
higher in search queries. 

There are zillions of tips and tricks to improve 
how well your website is indexed by Google 
to deliver your page front and center in 
user searches – but there is no silver bullet. 
Understanding how your site performs and how 
search engines index your data is an ongoing 
evaluation and process. 
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SEO ON FINGERLAKESWINECOUNTRY.COM 
Tools exist to run effectiveness scans of 
websites to see where optimizations could 
happen to increase search engine results. 
Looking at fingerlakeswinecountry.com through 
the Seobility tool indicates an overall site 
optimization score of 69%. Content scores higher 
at 75% and Structure in the middle at 70%. 

The tool highlights potential issues and their 
relative ranking of severity. For example, 
279 pages of the 1000 pages scanned have 
problematic page titles, 618 have problems with 
meta descriptions, 108 have duplicate page titles, 
and 656 images are missing alt tag descriptions. 
These are all examples of primary triggers that 
Google and Bing use to properly index and 
increase the ranking of a site. 

Combing the scan for high-severity issues like 
technical problems and low-hanging fruit fixes 
like labeling content and updating page names 
can go a long way to increasing the effectiveness 
of a site without spending a dollar on advertising. 

Some basic guidelines to help your search 
engine rankings are as follows:
• Freshness matters. Update content regularly 

and keep pages fresh.

• Keywords are key. Put relevant words in titles, 
headlines, and alt tags.

• Kill zombies. Pages that don’t have traffic – 
zombies – can hurt rankings.

• Blogs can help. Relevant content can increase 
the likelihood of rising in results.

• Emails work. Clicking on your URL from an 
email will increase site traffic.

Future-looking trends for SEO involve using 
voice-activated searches - understanding how 
natural language is interpreted by the search 
engine – to deliver results. The usage of digital 
assistants and bots, the increase of visual search, 
and developing mobile-first search indexes are 
also trends that will drive the future of this type 
of marketing. 
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INSTAGRAM 
Hitting one billion users in 2018, Instagram is 
one of the most popular social media platforms 
at present. 59% of adults between 18-29 are 
using Instagram and 80% of Instagrammers 
follow businesses (source: Omnicore, Sprout). 
Like brands and businesses worldwide, Finger 
Lakes Wine Country has seen impressive growth 
in Instagram followers as the platform gains 
popularity and certain segments rely less on 
Facebook or other platforms. 

Guidelines for improving Instagram 
engagement and getting followers include:
• Post consistently. Daily is best. Having a  

calendar and cross-publishing on Facebook  
and Twitter is important. 

• Experiment with different media types.  
Keep things fresh and know that 65% of  
ad impressions come from video ads.

• Be social. Interact with comments  
and fans. They’ll keep coming back. 

• Tag it. Keep hashtags consistent and use 
common tags like #Love. Location tags  
get about 80% more engagement.

• Influencers help grow organic reach –  
let others speak on your behalf.

TIPS AND TRICKS FOR EFFECTIVE  
DIGITAL MARKETING

CONTENT • Video content is 50x more likely 
to drive organic search results 
than plain text.

• Branded content on social 
media is 2x more likely to 
interest people aged 55-64 than 
those who are 28 and younger

SEO • SEO has a 14.6% conversion 
compared to 1.7% for traditional 
marketing like cold-calling or  
direct mail.

EMAIL • You’ll get a higher open rate if 
your email is sent on Tuesdays.

• People are 14% more likely 
to open an email if it’s part of 
a segmented campaign (ex: 
sweepstakes) versus traditional 
email.

• Video emails see 96% higher 
click through rates than non-
video emails.

• People are 3x more likely 
to share via social media if 
they originally received the 
information in an email. 



TARGET  
AUDIENCE
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TARGET 
AUDIENCE

PRIMARY 
RESEARCH

INDUSTRY 
SEGMENTATION

DEMOGRAPHIC 
DATA

TARGET AUDIENCE

Finding the right type of people to target is 
critical in executing effective marketing. But 
finding potential visitors is more complex 
than targeting people in a certain city or 
buying generic keywords. We’ve used a 
combination of travel industry segmentation, 
primary research with Finger Lakes visitors, 
and an attainable demographic target to 
highlight the most relevant and aspirational 
target audiences. 
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PRIMARY AUDIENCES
We’ve identified two primary audiences who resonate 
with what Finger Lakes Wine Country has to offer, are 
geographically close, and are unique enough  
to target effectively with marketing campaigns. 

YOUNG TRAVELERS 
This group of travelers is 22-34 who are explorers 
by nature and have an affinity for outdoor, 
wine, and culinary travel experiences. This 
audience tends to be single, without children, 
and take 2-4 trips per year. They are easygoing 
and open to new experiences revolving around 
the outdoors, wineries, culinary excursions, 
breweries, and distilleries. This group mirrors 
the psychographics of the industry segment that 
Resonance calls All-In Enthusiasts who have 
high desire to learn new things, visit cultural 
attractions, and engage with nature. This 
audience is 37% of the total regional population 
of potential visitors and they have a 33% higher 
interest in visiting the region than average 
potential tourists. 

AFFLUENT TRAVELERS 
This group of travelers is 55-66 years old who 
enjoy the finer things in life and typically spend 
more on travel experiences. They are more 
established in life with a household income 
over $100,000, are generally married, and most 
take a small trip 2-4 times per year. Similar to 
Young Travelers, they enjoy culinary, wine, and 
brewery experiences. While they don’t tend 
to favor extreme sports or vigorous outdoor 
activities, they do enjoy cultural experiences, 
concerts, access to nature, and wine tours. This 
group matches the psychographic profile of the 
industry segment Resonance calls Sophisticated 
Explorers who have a high preference to visit 
cultural attractions, learn new things, and engage 
with the outdoors. Affluent Travelers are 28% of 
the total regional population of potential visitors 
and they have a 33% higher interest in visiting 
the region compared to the average. 
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YOUNG TRAVELERS AFFLUENT TRAVELERS

AGE 22-34 55-66

RELATIONSHIP 58% Single 80% Married

APPROXIMATE SIZE  
OF ADDRESSABLE  

MARKET
37% (3M people) 28% (1.6M people)

INCOME 48% between $30K - $75K 
11% between $75K - $100K

80% between $100K - $200K

WHO THEY ARE
Young travelers without children 
who are adventurous, easygoing, 
and looking for new experiences. 

Older travelers who spend  
more to get the finer things in life. 

Travel includes food, wine, and  
new cultural experiences.

TRAVEL TRENDS
75% travel for outdoor adventure. 

They don’t find big name hotels  
or family experiences important.

82% take 2+ leisure trips per year 
and thoroughly plan and source 

recommendations pre-trip.

INTERESTS

Visiting Wineries 
Scenic views 

Culinary experiences 
Hiking 

Breweries and Distilleries

Visiting Wineries 
Scenic views 

Culinary experiences 
Breweries and Distilleries 

Historical Sites

AWARENESS OF  
FINGER LAKES  

WINE COUNTRY

Less aware than other  
groups but consider the  
community welcoming.

High awareness of regional  
natural beauty; moderate 

awareness of products.

WHERE THEY SEARCH  
FOR FINGER LAKES WINE 
COUNTRY INFORMATION

45% Google
36% Friends and Family 

23% Facebook 
20% Trip Advisor

47% Google
42% Friends and Family 

30% Facebook 
30% Trip Advisor

Source: Insight Strategy Group



DRIVE TIME
POTENTIAL VISITOR 

AWARENESS OF THE FINGER 
LAKES WINE COUNTRY 

NEW YORK CITY 4.5 hours 29%

PHILADELPHIA 4 hours 32%

TORONTO 4.5 hours 16%

SCRANTON, WILKES-BARR 2 hours 40%

BUFFALO 2.25 hours 74%

SYRACUSE 1.5 hours 74%

ROCHESTER 1.5 hours 74%

ALBANY 3.25 hours 74%

FLWC
BUFFALO

ROCHESTER SYRACUSE

ALBANY

NEW YORK CITY

PHILADELPHIA

HARRISBURG

SCRANTON,  
WILKES-BARR

TORONTO
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GEOGRAPHIC FOCUS
While any visitor is a welcome visitor, focusing 
marketing activities to regional geographies 
where there is a high concentration of the target 
audience population can help to drive efficiencies 
of spend and increase ROI. Geographic targeting of 
media, Facebook look-a-likes, radio, print, out-of-
home, and even digital search terms can greatly 
improve marketing returns. This balance between 
geographic proximity and the market size of the 
primary targets will focus around three large urban 
areas and six mid-tier areas. 

LARGE URBAN AREAS 
Larger cities obviously have the largest population 
of each target segment. The largest concentration of 
the primary targets – in reasonable driving distance 
– are New York City, Toronto, and Philadelphia. 

MID-TIER AREAS 
As accessibility and driving distance are critical 
factors for attracting visitors to Finger Lakes Wine 
Country, six metro areas have been chosen due 
to their proximity and concentration of the target 
markets. These areas include Buffalo, Syracuse, 
Albany, Rochester, Harrisburg, and Wilkes-Barre/
Scranton.

New York and Philadelphia rank #1 and #4 
respectively in the Nielsen DMA rankings which 
makes for a good overlap of population size and 
drive accessibility. Although the DMA rankings for 
Rochester (#76) and Syracuse (#85) are lower than 
other cities, the high awareness and close proximity 
make them a natural target. Buffalo (#53) has high 
awareness, close drive time, and some media spill-
over to Canada. Albany (#59) represents the
third largest DMA in New York, features several of
the richest counties outside of New York City, and is
often grouped with other upstate city publications 
and websites which may provide economies of scale.

CITY
POTENTIAL VISITOR  

AWARENESS OF FINGER 
LAKES WINE COUNTRY

New York City 29%

Philadelphia 32%

Toronto 16%

Scranton, Wilkes-Barre 40%

Harrisburg 40%

Buffalo 74%

Syracuse 74%

Rochester 74%

Albany 74%
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SECONDARY AUDIENCES
While the primary targets represent a high overlap 
between interest and accessibility to visit, there 
are two additional audiences that are worth 
considering in more general marketing activities. 

PARENTS WITH OLDER KIDS 
This group tends to be middle age (45-54) and 
have children between the ages of 14 and 21. They 
are typically suburbanites who like to explore new 
restaurants and places for family experiences. This 
audience is very interested in Finger Lakes Wine 
Country (44% more interested than the average 
potential regional visitor) but will often prioritize 
family-centric activities for their leisure time. 
Parents with Older Kids are interested in scenic 
views, visiting wineries, culinary experiences, 
and hiking; but may skew activities to non-wine 
options when the kids are in tow.

NATIONAL WINE TOURISTS 
This audience is very interested in wine tourism 
around the country. Typically 22-34 and skewed 
female, National Wine Tourists enjoy cooking 
and wine-dedicated events in unique and 
luxurious settings. Lovers of locally sourced foods 
and wines, this group enjoys visiting wineries, 
scenic views, culinary experiences, and visiting 
breweries and distilleries. While their interest in 
visiting Finger Lakes Wine Country is high (44% 
more interested than the average potential 
regional visitor), they often seek out destinations 
with numerous luxurious accommodations and 
thrilling adventures. 



REACHING  
EACH AUDIENCE
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REACHING EACH AUDIENCE
With a wealth of offerings to entice visitors, 
knowing what to say to each audience is critical. 
The Unique Selling Proposition for each audience 
encapsulates what the audience is interested in, 
plus where they are apt to receive information. 
Marketing themes that resonate with each 
audience is critical to piquing their interest  
and beginning a relationship with new visitors. 

SHOWCASE AUTHENTICITY
Finger Lakes Wine Country has a wide range 
of experiences that appeal to all audiences. 
Combining various elements of the region’s 
activities helps craft a powerful message to hit 
on the desires of potential visitors. Conversely, 
knowing what detracts them from considering a 
trip to the Finger Lakes is equally as important in 
order to de-position the negatives and reposition 
the destination in a positive light. 

PRIMARY AUDIENCE SECONDARY AUDIENCE

YOUNG  
TRAVELERS

AFFLUENT  
TRAVELERS

PARENTS WITH  
OLDER KIDS

NATIONAL WINE 
TOURISTS

AGE 22-34 55-66 45-54 22-34

WHO THEY 
ARE

Young travelers without 
children who are 
adventurous, easygoing, 
and looking for new 
experiences. 

Older travelers with HHI 
of >$100K who spend 
more to get the finer 
things in life. Travel 
includes food, wine, and 
new cultural experiences.

Suburban middle-aged 
parents with kids 14-21 
who like exploring new 
places with family-
focused experiences. 

Predominately urban 
females who like cooking 
and wine events in 
unique regional settings 
surrounded by luxury.

RELEVANT 
INTERESTS

Visiting Wineries
Scenic views
Culinary experiences
Hiking
Breweries and Distilleries

Visiting wineries
Scenic views
Culinary experiences
Breweries and Distilleries
Historical Sites

Scenic views
Visiting wineries
Culinary experiences
Hiking

Visiting wineries
Scenic views
Culinary experiences
Breweries and Distilleries

POTENTIAL 
REASONS 
TO AVOID 
THE FINGER 
LAKES WINE 
COUNTRY

• Not enough extreme 
action activities.

• Negative perception of 
wine quality.

• Too small town.

• Too small or 
unsophisticated.

• Negative perception  
of wine quality. 

• Not enough luxury.

• Not enough family 
activities.

• Wine doesn’t fit in  
to family vacation.

• Not enough luxury or 
thrilling adventures.

• Negative perception  
of wine quality.

• Too far
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PRIMARY AUDIENCE SECONDARY AUDIENCE

YOUNG  
TRAVELERS

AFFLUENT  
TRAVELERS

PARENTS WITH  
OLDER KIDS

NATIONAL WINE 
TOURISTS

KEY  
MARKETING 
THEMES

• Exciting outdoor 
experiences paired  
with wine visits.

• Underdog / hidden  
gem messaging

• Unique, one-of-a-kind 
experiences.

• De-stress and unwind

• Discovery of new 
wineries, awards, 
organic offerings.

• Unique wine tours, 
breweries, distilleries.

• Pair wine and cultural 
experiences.

• Plethora of family 
activities alongside  
great food and wine. 

• Girls/Guys weekend 
away from the kids.

• So much to do so  
close to home.

• Attainable and fun.

• Unique regional  
food and wine seen  
nowhere else.

• Be the first to discover  
a hidden gem.

• Expand your horizons  
to untapped area.

• De-stress and unwind

EXAMPLES OF 
ASSETS AND 
ACTIVITIES TO 
HIGHLIGHT (IN 
DESCENDING 
ORDER OF 
IMPORTANCE)

• Watkins Glen 
International 

• Tioga Downs  
Casino Resort

• Wineries and wine 
trails

• Breweries and craft 
beer

• Distilleries
• Culinary experiences
• Watkins Glen State 

Park
• Finger Lakes  

National Forest
• Tanglewood  

Nature Center
• Hiking, biking, boating
• Kayaking, fishing
• Corning Museum of Glass
• Clemens Center
• Relaxing, quaint towns

• Wineries and wine 
trails

• Breweries and craft 
beer

• Distilleries
• Organic wines
• Culinary experiences 
• VIP experiences
• High-end offerings
• Corning Museum of Glass
• Clemens Center
• Historic sites
• Shopping 
• Windmill Farm  

& Craft Market
• Watkins Glen State 

Park
• Finger Lakes  

National Forest
• Tanglewood  

Nature Center
• Relaxing, quaint towns

• Family events
• Watkins Glen State 

Park
• Finger Lakes  

National Forest
• Tanglewood  

Nature Center 
• Wineries and wine 

trails
• Culinary experiences
• Hiking, biking, boating, 

kayaking, fishing
• Windmill Farm  

& Craft Market
• Corning Museum of Glass
• Clemens Center
• Relaxing, quaint towns

• Wineries and wine 
trails

• Culinary experiences
• VIP experiences
• High-end offerings
• Tioga Downs  

Casino Resort
• Breweries and craft 

beer
• Distilleries 
• Watkins Glen 

International 
• Corning Museum of Glass
• Clemens Center
• Watkins Glen State 

Park
• Finger Lakes  

National Forest
• Tanglewood  

Nature Center
• Relaxing, quaint towns

WHERE THEY 
ARE LIKELY 
TO SEARCH 
FOR TRAVEL 
INFORMATION

Google
Friends and Family
Facebook
Trip Advisor
Instagram
Twitter
Pinterest

Google
Friends and Family
Facebook
Trip Advisor

Google
Friends and Family
Facebook
Trip Advisor
Twitter

Google
Friends and Family
Trip Advisor
Instagram
Twitter
Pinterest
Facebook

Source: Insight Strategy Group



MARKETING  
STRATEGY  
PER CHANNEL 
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MARKETING STRATEGY  
PER CHANNEL 
Finger Lakes Wine Country is known for social 
media and traditional media outreach and has 
made strides to increase the impact of social 
influencers in the last few years. This plan is 
designed to augment the work to date and offer 
inspiration for improving marketing effectiveness.

PUBLIC / MEDIA RELATIONS
Getting media, pundits, analysts, and journalists 
to promote Finger Lakes Wine Country is 
an effective method to build credibility and 
awareness with target audiences. 

PRESS CENTER ON WEBSITE 
Having an easily accessible set of materials on 
the site for press is a good way to ensure the right 
materials are being used at all times. Effective 
web press centers include fact sheets, story 
ideas, images, press contacts, recent stories, 
social handles, and key events or programs. 
While some materials may need to be password-
protected, err on the side of providing more 
content as this will be used by press, bloggers, 
influencers, and regional marketing partners. 
Examples of robust toolkits can be seen at the 
Virginia Tourism Corporation’s Press Center and 
Self-Help Marketing sites. Wine region-specific 
toolkits can be seen at Paso Robles Wine and 
Willamette Valley Wine. 

BOILERPLATE TEXT 
Having a simple and consistent boilerplate text 
on all releases and communications is important. 
This can be made available to press and 
marketing partners as well as winery and tourism 
partners in the area. Getting everyone to speak 
about you in the same way is critical. 

An example could be:

Founded in 2000, Finger Lakes Wine Country Tourism 
Marketing Association, Inc. is a regional, non-profit, 
brand marketing organization that showcases 
world-class travel experiences across five counties 
and three wine trails in Upstate New York. Finger 
Lakes Wine Country, NY, is an award-winning 
destination and North America’s most beautiful 
wine country, spanning 3,000 square miles of the 
Finger Lakes region just north of the Pennsylvania 
Border. From promoting craft beverage producers, 
culinary attractions, and outdoor adventures, while 
highlighting rolling hills, small town charm, and rich 
history, Finger Lakes Wine Country uses cutting edge 
marketing and communications to conduct robust 
integrated campaigns that elevate awareness  
of the regional brand.

Finger Lakes Wine Country. Thirst for Life.  
www.fingerlakeswinecountry.com. 

MATTE RELEASES 
A matte release (also called ‘mat release’) is a  
pre-written complete news story that can be  
picked up word-for-word by a newspaper, online 
site, or journalist. It is written and distributed via 
newswire services and papers will run the article 
when they have space. Ideally submit stories 
one to two months prior to the ideal publication 
time. Lifestyle, vacation, trends, awards, hidden 
gem stories are all fodder for a matte release. The 
recommendation is to submit at least four matte 
releases per year. Services also can manage this 
for you: www.matreleases.com. 

https://pressroom.virginia.org/
https://www.vatc.org/marketing/
https://pasowine.com/media-center/
https://willamettewines.com/willamette-valley-cellar-season-marketing-toolkit/
http://www.matreleases.com
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SIGNATURE PITCHES 
Making a journalist’s job easier is always welcome 
and having pre-populated story pitches can 
facilitate the type of coverage you want to get. 
Using these thought starters as a basis to create  
a full matte release or as a seed to a journalist 
pitch will ensure that the coverage is aligned  
with the target audience’s interest in the area. 

MAKE OUR HISTORY YOUR STORY
Finger Lakes Wine Country has been making wine 
for over 150 years, but we’ve been making history 
longer than that. Learn about the first woman to 
run for president – in the 1800s! Learn the local 
impact of the Underground Railroad, explore 
historic homes and modern museums, and taste 
our robust winemaking heritage in every glass. 

A HIDDEN WORLD IN THE MIDDLE  
OF NEW YORK
A secret well-known by locals, Finger Lakes Wine 
Country is a 3,000 square mile wonderland of 
rolling hills, outdoor adventure, and award-winning 
wines that you’ve never tried. Voted America’s Best 
Wine Region in 2018 and 2019 and featuring more 
than 130 wineries, come discover the next best 
thing in wine.

AWARD SEASON COMES TO THE FINGER LAKES
2018’s Best Wine Region in America is at it again! 
USA Today has again awarded Finger Lakes Wine 
Country the Best Wine Region in America for 2019. 

COME SEE WHAT YOU’VE BEEN MISSING
You think you know about Finger Lakes Wine 
Country, but have you seen us lately? Come 
see why it was voted 2019’s Best Wine Region in 
America and why Wine Spectator magazine thinks 
you’re probably missing out.

BLOWN AWAY IN FINGER LAKES WINE COUNTRY
If Netflix’s new glassmaking competition series 
“Blown Away” left you feeling inspired, head to this 
surprising hot spot for glassblowing and learn how 
to make your own masterpiece. Called “Crystal 
City,” Corning, New York is home to 150 years 
of glassmaking innovation and surrounded by 
museums, shops, and artistic inspiration. 

DRINK LIKE A LOCAL
Wine, beer, or spirits – we have it all. Showcase 
itineraries that promise unique drinks in 
comfortable, informative environments. No 
snootiness here – our winemakers and brewers are 
down-to-earth experts who’ll be happy to share 
what makes Finger Lakes Wine Country so unique. 

WINTER WONDERLAND
The colder months are magical in Finger Lakes 
Wine Country. Warm up with robust beers or 
embrace winter in a glass with amazing ice wines. 
Cuddle up next to a roaring fire after a day of 
snowshoeing and tickle your artistic side by  
trying your hand at a glassblowing workshop.

OUTDOOR ADVENTURES – FINGER LAKES  
WINE COUNTRY STYLE
Explore the outdoorsy side of Finger Lakes Wine 
Country – Hike to amazing waterfalls, glide over 
bucolic vistas, lake-hop and waterski the day away. 
Explore wineries and craft breweries by bike and 
spend the night under the stars.

THE FINGER LAKES AREN’T FOR  
THE FAINT OF HEART 
Spend your days racing between the Watkins Glen 
International Speedway and the Tioga Downs 
Casino with pit stops at award-winning wineries  
and craft breweries along the way.

THE FESTIVALS OF THE FINGER LAKES
Packed with festivals year-round, Finger Lakes Wine 
Country offers a celebration for every season. Wine 
festivals, strawberries, blues, and glass artistry are 
the tip of the iceberg at this year-round destination.
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MEDIA
In addition to media outlets where Finger Lakes 
Wine Country has had successful placements, 
it’s important to cast the net to publications 
where the target audience lives and reads. Media 
outreach can be made easier at summits (TBEX, 
Women’s Travel Fest, NY Times Travel Show, 
Women in Travel Summit, etc) but may not be 
as effective as dedicated 1:1 outreach. Utilize 
summits and shows as time and budgets allow 
but ensure the media toolkits (signature stories, 
assets, pitch decks) are easy to use and available 
to all.

Finger Lakes Wine Country has been provided 
with a list of example publications in the target 
markets that are centered on travel, lifestyle, 
food, and culture. Pitching stories, matte 
releases, awards and accolades, and assisting 
in travel planning can be addressed with 
these publications and many have advertising 
opportunities, travel sections, and best-of lists 
that can be used.

Given the depth of media relationships, it’s 
recommended that at least 50% of one person’s 
job is dedicated to media relations (ideally 
combined with influencer programs). Assistance 
from an agency or contractor can also reduce 
internal workloads.

INFLUENCERS
Similar in many ways to media relations, 
engaging with travel and lifestyle social 
influencers is an effective way to get others to 
tell your story. Building on the success of the 
2018 TBEX conference and the list of the >600 
influencer contacts, a continued focus should be 
on courting influentials to tell the Finger Lakes 
Wine Country story. 

EXISTING CONTACTS  
While some existing influencer contacts have 
contractual relationships and/or were hired 
for specific campaigns, reaching out to the list 
of names on a regular basis is a good practice. 
Using the signature stories, news items like 
awards or accolades, and information about the 
rebranding are all excellent ways to keep up the 
communication with the existing contacts. 

NEW CONTACTS 
Similar to media, finding influencers in 
different passion areas that matter to the target 
audiences can help spread the word. Finger 
Lakes Wine Country has been provided with a 
list of approximately 70 names, segmented by 
audience across focus areas of travel, wine, food, 
and lifestyle. Many are regional contacts while 
others have a larger reach across their channels. 

Given the expanded scope of influencers on the 
plan, it’s recommended to be at least 50% of one 
person’s job and is advisable to leverage contract 
or agency assistance.
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MEDIA / INFLUENCER  
EVENTS & CONFERENCES
Getting others to tell your story is the entire 
backbone of this marketing plan. Events that can 
help with that are the most advisable to pursue.
TBEX North America and their 600-800 travel 
writers is an excellent organization to target. 
Since Finger Lakes Wine Country has hosted 
this event recently, consider follow ups with 
the attendees about the re-brand to spark new 
stories and consider a possible event hosting 
in the coming years. Travel Media Showcase 
pre-screens bloggers and writers and creates 
events where you can have scheduled one-on-
one interviews with interested parties. It’s an 
excellent way to get an appointment with a writer 
and control your message. North American 
Travel Journalists Association Conference is 
one of the largest groupings of travel writers and 
they host an annual conference where a limited 
set of journalists are invited to the area. This may 
be an interesting vehicle to get coverage in 2020 
following the rebrand similar to the results from 
their Oxnard hosting in 2016. Women’s Travel Fest 

in March in New York is another possible 
opportunity. Instead of name-only sponsorships, 
look for opportunities to be presenters where you 
can tell the story of the region in a deeper way. 
Creating your own small events is an advisable 
approach to speaking with the right types of 
people. Hosting presentations, cocktail parties, 
or dinners in target markets where journalists, 
bloggers, and influencers live is often a more 
cost-effective method to reach people over a 
traditional event. Consider hosting events in 
New York, Toronto, or Philadelphia to maximize 
exposure and curate the invite list to ensure pick 
up. Speaking events at conferences  are also 
good ways to get in front of attendees in a more 
effective way than setting up a small booth. 
Most events have an open call for speakers and 
speakers often get additional advertising, exhibit, 
or promotional benefits. Look to not only tell the 
Finger Lakes Wine Country story but also use it as 
an opportunity to speak to industry colleagues 
about your rebrand and marketing prowess.

https://www.natja.org/oxnard-conference-media-coverage
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MEDIA INFLUENCER  
EVENTS & CONFERENCES
When considering participation in shows and 
conferences, it’s advisable to look for the largest 
impact that has legs beyond the few days of 
the event.  A recommended strategy for event 
participation in the coming two years would 
be to prioritize media and influencer events 
(ex: TBEX, NATJA, private events), as mentioned 
earlier, where you control the message and 
others tell your story for you.  A secondary focus 
should be on tourism-related events where 
you speak directly to target visitors and help 
influence their decisions (ex: NYT Travel Show, 
Travel & Adventure Show). As budget and staff 
time allows, general consumer events where 
awareness is the key metric can be added in as a 
third-tier priority (ex: Philadelphia Flower Show). 

TOURISM-RELATED EVENTS 
Events that mix press, consumers, and industry 
can be effective if done right. The New York 
Times Travel Show is a good option (3% press, 
65% consumer, 32% trade attendees) especially 
due to being a popular New York destination. 
The 2020 event starts January 24 which may be 

aggressive for planning but could be a good  
launch vehicle for the new brand. If exhibiting 
is too expensive (each six foot table is $4200), 
consider speaking opportunities, panel 
discussions, side cocktail events, or distributing 
promotional materials in lieu of a display. The 
Travel & Adventure Show  is one to research 
as it stops at roughly eight US cities per year. 
Philadelphia is planned for March and the 
organizers tout 90% of attendees are 35+  
and are relatively affluent.

GENERAL CONSUMER EVENTS 
Lower in effectiveness are larger events where 
awareness is the key metric. The Philadelphia 
Flower Show and The National Women’s Show 
Toronto are good examples where foot traffic 
may not translate to increased visits as effectively 
as Media/Influencers and Tourism-Related 
Events. The Flower Show is primarily focused on 
horticulture and the Women’s Show is primarily 
health and beauty. While both do feature food and 
wine topics, they are largely secondary foci and 
may not net enough ROI at this time.
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ADVERTISING
People tend to feel they are more influenced 
by what they read than by what is advertised 
to them. With increasing skepticism towards 
banner ads and the reduction of traditional print 
advertising, the trick with advertising is finding 
innovative ways to get your message in front 
of your target. The more relevant (content and 
media type) – the better. Given the tight budgets, 
the recommendation is not to perform an 
advertising blitz but rather a targeted approach 
to complement the PR and Influencer strategy. 

PAID SEARCH 
An effective means of serving ads to people when 
they are searching for relevant topics, paid search 
is an effective strategy (and saw a 6.36% click 
through in 2018 for Finger Lakes Wine Country). 
Generally a pay-per-click (PPC) model, the key to 
lowering costs is to get as granular as possible on 
targeting. By leveraging demographic, behavioral, 
geographic, and interest-level details of the target 
audience, paid search can be effective. Simple to 

set up, paid search does require monitoring and 
can often destroy budgets if not monitored. It’s 
advisable to have an agency manage this unless 
there is capability in-house for about 25% of 
someone’s time.

DIGITAL DISPLAY 
Banner ads had a lower CTR (0.24%) despite 
targeting demographics and behaviors. While 
often an inexpensive advertising solution, 
consumer skepticism and fatigue generally leads 
to low engagement. The recommendation is to 
de-prioritize generic banner ad placement and 
instead utilize a re-targeting approach for people 
who have engaged with your brand. This will 
increase frequency and impressions and may 
help target the most interested of prospective 
audiences. Retargeting campaigns are generally 
pretty self-sufficient once set up, but an agency 
should continually monitor performance and 
adjust accordingly. In-house resources will take 
approximately 15% of someone’s time. 
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GOOGLE ADS / FACEBOOK / INSTAGRAM 
Given the high usage of Facebook and Instagram 
by the target audience, it’s recommended to 
create a cohesive ad buy strategy across these 
platforms. Facebook and Instagram can be 
managed together, and Google Ads are managed 
separately. Both platforms allow for customizing 
and targeting the ad buy, offer flexible pricing 
and performance tracking, and can be turned 
on/off instantly. It is very possible to manage this 
in-house with a 50% dedicated person, or an 
agency can manage the campaigns. 

As an example, a simple Facebook ad targeting 
Young Travelers aged 22-34 living in a 25 mile 
radius of Wilkes-Barre and who have expressed 
interest in wine and travel can be executed for as 
little as $35 per week and reach 94,000 people 
with 1,800 to 5,100 daily interactions. These 
ad platforms allow for A/B testing, campaign 
management, and reporting. 
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RETARGETING 
Once Google Ads, Facebook, and Instagram 
are set up, retargeting campaigns can begin. 
Explained earlier, by adding a pixel on the user’s 
browser, Finger Lakes Wine Country can serve 
ads to previous site visitors. This increases both 
frequency and relevance of ads as someone has 
already engaged with the brand and is interested. 

VIDEO / B-ROLL 
Given the success of social video and the trends 
of video advertising getting more click throughs, 
it’s advisable to have short-form content at the 
ready to augment each campaign. This can be a 
set of signature pieces (10 to 20 seconds each) 
to place on websites and in social. Topics can 
include: 1) general overview 2) award-winning 
wines 3) culinary adventures 4) natural beauty 
5) regional events and activities. These pieces 
should be made available to press, influencers, 
and marketing partners. Agency partners are 
most suited to script, cast, and produce videos. 
Managing the project should take a few months 
and should be about 20% of someone’s time 
during that period.

RADIO / AUDIO 
A cost-effective way to increase awareness is 
to create short audio ads that can play in local 
radio or podcasts. This strategy should only be 
used when there is a very clear way to target an 
audience. For example, it would be more effective 
to target a podcast for wine enthusiasts versus a 
national radio buy on a Top 40 countdown show. 
While costs are typically lower, the audio-only 
aspect requires there to be a clear call to action 
(enter a sweepstakes, information on an award) 
versus just a general awareness message. Use 
this strategy when it can be paired with a specific 
campaign with a clear call to action targeted at  
a very specific audience. It’s generally advisable to 
outsource radio production to an agency. Agency 
management from an in-house person should be 
less than 10% of someone’s time. 
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IMAGERY
Still and video images should reflect the vivacity 
of the region, the brand, and speak to the target 
customer. Current images used in marketing  
and on the website may not be working as 
effectively as they should when transitioning  
to the new audience. 

Images that are overly family-oriented, older, or 
don’t depict the key interests of the target market 
may dissuade the target audience to seek more 
information. Audiences want to see a location as 
approachable and enticing, but also want to see  
an aspirational feeling when considering the trip.

With campaign imagery, be mindful to not confuse 
the target audience by combining multiple strategies 
that don’t work for that audience. The banners at 
right feature three very different audiences that are 
possibly in conflict in several levels – ages, family 
situations, and passion areas are all in conflict. 
Campaign visuals should be hyper-targeted to the 
audience and experience that resonates with that 
group. Combining may seem like an efficiency but 
may actually distract. 

Keeping visuals up-beat and on brand is critical 
to illustrating the ethos of the new brand and the 
excitement of the area. More details are included  
in the brand guidelines but avoid imagery that  
is overly “stock photography” or that features  
less aspirational elements like large tummies  
or cropped heads. 

User-generated Instagram photos are often an 
interesting way to showcase the destination 
through others’ eyes. Finger Lakes Wine Country 
already showcases images on the website  
and could consider getting permissions for 
exemplary photos to be used in promotional 
campaigns. This is an inexpensive way to get  
more images and increases the social aspect  
of your communications. 

Moving forward, the recommendation is to 
create a visual library of still and video imagery 
that matches the brand, speaks to the target 
audiences, and is specific to passion areas. A 
dedicated photo and video shoot with tight art 
direction can help ensure the brand comes to 
life and the right level of attainable aspiration is 
met. This can be managed along with the video 
production mentioned above. Working with an 
agency to ensure a cohesive look, tone, and feel 
is critical to making the brand come to life in a 
unified way. Creative agency management should 
be approximately 10% of someone’s time during 
the project time period. If creative is brought in-
house, expect to utilize 50-75% of a resource.
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WEBSITE
The website is an important – if not the most 
important – element of marketing Finger Lakes 
Wine Country. While other parts of this plan 
discuss SEO and the brand guidelines will 
address look and feel changes, there are a few 
other areas for refinement worth noting as the 
site gets revamped. 

IMAGES  
Ensure that the hero graphics will resonate  
with the target audience - too family? Too old? 
Too adventurous?

INFORM WITHOUT OVERWHELMING 
A site can look daunting if there is too much 
content, but also if there are too many fonts, 
call outs, visual tricks, or moving parts. There 

are currently five fonts used on the site in 
varying boxes, patterns, typefaces, and overlays. 
Consider reducing the visual complexity with 
reduced font and emphasis tricks. 

SKEUOMORPHISM  
Made popular by Apple in the 2000s, a 
skeuomorphic design is when something digital is 
made to look like something in real life. Stitching 
on an electronic address book, wood paneling 
on a car, brushed metal on a computer screen. 
While not bad, this was a popular trend in web 
and app design that has fallen out of favor in 
modern sites. Skeuomorphic design is often seen 
as visual trickery and may not match the brand 
attribute of “genuine”. Consider a cleaner, less 
ornamented style guide on the site.
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USABILITY  
There are several areas on the site that don’t work 
as expected, which may frustrate a visitor. The 
top nav drop down boxes have a small sentence 
followed by “More  ”. The link is not active, and  
the box disappears before it can be clicked. Social 
icons are listed multiple times on the site with 
different branding styles. The site is dense with 
information which, on one hand, makes it look 
robust, but it may overwhelm people who are 
unsure where to start. The guidance here is to 
create a user experience site map and navigation 
plan that reduces redundancies and dead ends. 
This will not only improve a visitor’s experience;  
it will help with SEO.

TOOLKITS 
It’s advisable to create a set of assets that are 
consistent and on-message that can be used  
across all platforms. Having branded pieces for 
Facebook, Instagram, Twitter, banner layouts, 
and any other common format will help ensure 
a consistent brand image and message is used. 
These assets can be made available to partners 
and affiliates for posting on their websites, in social, 
etc. Website management should be a dedicated 
role on the team with at least 25% of someone’s 
time (assuming an agency is managing the hosting 
and analytics). For site redesigns, this can increase 
to be 75% of someone’s time and can take 3-6 
months for a full site refresh. Personnel impact can 
be decreased if the web development agency uses 
standard templates, takes on more management, 
or if website changes are moderate.
 

SOCIAL
Social media marketing is a must-have strategy for 
almost any brand and Finger Lakes Wine Country 
has demonstrated substantial growth in followers 
over the last three years. With growth in Facebook 
(18%), Twitter (23%) and Instagram (400%), social 
communications should remain central to the 
marketing strategy. Utilizing a consistent posting 
schedule (daily is preferred but at least five days 
a week is important) and replicating posts across 
platforms is ideal. Ensure that usage of hashtags 

is representative of the passion area that is being 
addressed (wine, food, lifestyle, beer, etc). Use 
video posts when possible and develop a reply 
strategy when users interact (ex: reply to questions 
or requests but ignore compliments or critiques). 
Encourage reposting by influencers and fans 
and use retargeting marketing efforts to increase 
relevance and frequency with people who visit  
your online properties. 



JANUARY

Bargain Bash, Seneca Lake 
Wine Trail

Halftime & Wine Weekend, 
Seneca Lake Wine Trail

Wine on Ice, First Arena

FEBRUARY

Ice Bar, Watkins Glen Harbor 
Hotel

Savory World of Seneca 
Weekend, Seneca Lake Wine 
Trail

Wine & Cheese Lovers 
Getaway, Keuka Lake Wine 
Trail

Mardi Gras Weekend, 
Cayuga Lake Wine Trail

Preferred Pairings, Seneca 
Lake Wine Trail

MARCH

Cabin Fever, Corning’s Gaffer 
District

St. Patrick’s Celebration, 
Downtown Hornell

Pasta & Wine Weekend, 
Seneca Lake Wine Trail

Bacon on the Lakein, Cayuga 
Lake Wine Trail

Preferred Pairings, Seneca 
Lake Wine Trail

APRIL

Tapas and Wine Weekend, 
Keuka Lake Wine Trail

Opening Weekend, Watkins 
Glen International

Spring Wine & Cheese 
Weekend, Seneca Lake Wine 
Trail

Wine & Herb Festival, 
Cayuga Lake Wine Trail

MAY

Mead & Honey Fest,  
CK Cellars

Kentucky Derby Party, Finger 
Lakes Distilling

Wine & Herb Festival, 
Cayuga Lake Wine Trail

Keuka in Bloom, Keuka Lake 
Wine Trail

Below are just some of the events in Finger Lakes Wine Country. For more 
information — from additional fairs and festivals to details on specific dates  
and times — visit FingerLakesWineCountry.com/events.MORE FUN!

Seneca Lake Wine & Food 
Festival, Clute Park, Watkins 
Glen

Harness Racing Opening 
Day & Derby Fest, Tioga 
Downs Casino Resort

GlassFest, Corning’s Gaffer 
District

JUNE

CeleBrunch, Cayuga Lake 
Wine Trail

Salmon Run Festival, Dr. 
Konstantin Frank Winery

Smokin’ Summer Kickoff, 
Seneca Lake Wine Trail

Cruisin’ Night Classic Car 
Festival, Downtown Penn Yan

Waterfront Festival, Seneca 
Harbor Park

Fire it Up! BBQ Weekends, 
Keuka Lake Wine Trail

SCCA Majors Super Tour, 
Watkins Glen International

Paradise Party, Swedish Hill 
Winery

Strawberry Festival, 
Downtown Owego

Sahlen’s Six Hours of 
The Glen, Watkins Glen 
International

Keuka Arts Festival, Penn Yan

JULY

Elmira Street Painting 
Festival, Downtown Elmira

Finger Lakes Wine Festival, 
Watkins Glen International

Jazz Greats Concert, Glenora 
Wine Cellars

Taste of Summer, Corning’s 
Gaffer District

The Grapehound Wine Tour, 
Seneca Lake

Alta B Weekend, Wagner 
Vineyards

AUGUST

NASCAR at The Glen, 
Watkins Glen International

Vine, Wine & Swine, 
Lamoreaux Landing Wine 
Cellars

Jack Ass Day, Swedish Hill 
Winery

Jazz Greats Concert, 
Glenora Wine Cellars

Twin Tiers Jazz Festival, 
Downtown Elmira

Taste of Summer, Corning’s 
Gaffer District

Redneck Picnic, CK Cellars

SEPTEMBER

Pirelli World Challenge, 
Watkins Glen International

U.S. Vintage Grand Prix, 
Watkins Glen International

Grand Prix Festival, 
Downtown Watkins Glen

HARVEST, Corning’s Gaffer 
District

Harvest Celebration of 
Food & Wine, Keuka Lake 
Wine Trail

Leaves & Lobster on the 
Lawn, Glenora Wine Cellars

Wings & Wheels, 
Hammondsport

Annual Wineglass Marathon, 
Corning’s Gaffer District 

OCTOBER

Tunes in the Tent, Heron Hill 
Winery (Sundays)

Glass Farmers Market, 
Corning Museum of Glass

Annual Newark Valley Apple 
Festival, Newark Valley 

Finger Lakes Beer Festival, 
Watkins Glen International

Harvest Party, Finger Lakes 
Distilling

HarFest, Wagner Vineyards

Apple & Cider Fest,  
CK Cellars

Nightmare on Seneca 
Halloween Party, Finger Lakes 
Distilling

NOVEMBER

Sparkling Wine & Dessert 
Wine Festival, Swedish Hill 
Winery

Nouveau Celebration, 
Glenora Wine Cellars

Single Barrel Bourbon 
Release, Finger Lakes Distilling

Keuka Holidays, Keuka Lake 
Wine Trail

Deck the Halls, Seneca Lake 
Wine Trail

Holiday Shopping Spree, 
Cayuga Lake Wine Trail

Holiday Showcase, Downtown 
Owego

Parade of Lights, Corning’s 
Gaffer District

DECEMBER

Winterfest, Tioga Downs 
Casino Resort

Deck the Halls, Seneca Lake 
Wine Trail

Holiday Shopping Spree, 
Cayuga Lake Wine Trail

StarShine in the Village, 
Penn Yan

Sparkle, Corning’s Gaffer 
District

Gingerbread Invitational, 
The Rockwell Museum, 
Smithsonian Affiliate

Dosage Your Own Sparkling 
Wine, Glenora Wine Cellars

Village Christmas, Downtown 
Watkins Glen

Lights on the River Festival, 
Downtown Owego

RECURRING EVENTS

The Ravinous Table, Ravines 
Wine Cellars (throughout the 
year)

Urban Arts Crawl, Corning 
(last Friday of each month)

Winter Happy Hour, Heron 
Hill Winery (first and third 
Wednesdays, Jan.-March)

Art Walk, Owego (first Friday of 
the month, April-Oct.)

Plan Your Trip
Planning a trip is easy with FingerLakesWineCountry.com.  
As you research wine and food, things to do, and places to 

stay, click “Add to Trip” to create your perfect vacation!

Live Music in The Oasis, Hazlitt 
1852 Vineyards (Fridays, May-Oct.)

Alive After Five, Downtown 
Elmira (Fridays, May-Sept.)

1886 Reserve Tastings, 
Dr. Konstantin Frank Winery 
(weekends, May-Oct.)

Friday Night UnWine,  
CK Cellars (select Fridays 
throughout spring & summer)

Saturdays on Seneca,  
CK Cellars (select Saturdays 
throughout spring & summer)

Pub Nights on the Brew 
Deck, Wagner Vineyards (Fridays, 
Memorial Day-Labor Day)

Music, Margaritas & Sunsets, 
The Rockwell Museum, Smithsonian 
Affiliate (once a month, June-Aug.)

Trolley into Twain Country 
Tours, Elmira (Tues.-Sat., July & 
Aug.)

Happy Hour & Live Music, 
Heron Hill Winery (Wednesdays, 
July & Aug.)

Live Music on the Café 
Terrace, Heron Hill Winery 
(Sundays, July-Sept.)

Sunday Live! Music on the 
Brew Deck, Wagner Vineyards 
(Every other Sunday, July-Sept.)

Beginning Home Winemaking 
Classes, Fulkerson Winery 
(Saturdays in Sept. & Oct.)

Broadway Series, Clemens 
Center (Sept.-May)

2300°, Corning Museum of Glass 
(third Thursday of each month, Nov.-
March; special date in May)

Glass Wonderland, Corning 
Museum of Glass (mid-Nov.-end of 
the year)

22 /  F I N G E R  L A K E S  W I N E  C O U N T R Y
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EMAIL / CRM
The 50,000+ email subscribers are a marketing 
goldmine. Continue to encourage site visitors 
and prospective tourists to sign up for the 
newsletter and news. Capturing names at  
events to receive the digital magazine or entering 
sweepstakes is critical to building the database. 

Consider increasing the frequency of 
communication to six times per year at a 
minimum. This content can match the signature 
stories or matte releases that are being sent 
out. Emails should be sent on Tuesdays and will 
perform better if there is a short video. Encourage 
people to visit the website (add a retargeting 
pixel once they do) and share the information 
on social media. Sweepstakes and specific 
campaign emails can be sent in addition to the 
other six with the same calls to action (visit site, 
share, re-post). 

As digital marketing is the cornerstone of the 
plan, consider dedicating one person at 75% for 
managing digital, email, and social. This number 
can fluctuate depending on the roles of agency 
or contract staff and the depth of the campaigns. 

 

REGIONAL EVENT PROMOTION
With a region rich in events of all kinds – and 
a top searched subject – listing activities and 
festivals on the Finger Lakes Wine Country 
website and in the travel magazine makes sense. 
Also, showcasing year-round events at a glance 
is important to demonstrate that there are things 
to do all year. The recommendation here is to 
continue to publish print and online versions of an 
annual calendar as well as keep updated events 
searchable by date and topic  
on the site. 

If possible, have a self-help event upload on the 
website where partners can add their events 
automatically. If participation is low, provide 
incentives for partners to list events and if 
updating is arduous, look for volunteer interns 
from a local college or business program to do 
the updating. 

Source: 2018/2019 Finger Lakes Wine Country Magazine

https://www.mydigitalpublication.com/publication/?i=493473#{"issue_id":493473,"page":24}
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TRAVEL MAGAZINE
Given the popularity and history of the 
printed travel magazine (150,000 annual 
printed copies featuring custom editorial and 
advertising managed through Hour Media), it 
is recommended to continue the printed piece 
in 2020. Ideally, production should start in 2019 
and it should be released in Q1 of CY2020 to 
capitalize on pre-trip planning. To increase shelf 
life, consider another double period (2020-2021). 
While expensive, the magazine can be used as 
a tangible reminder and showcase piece for the 
new brand. Content should match the signature 
stories outlined earlier and the design should 
reflect the new brand, color palettes, and feel. 
Given resources, it’s advisable to outsource the 
design and ad sales to an entity like Hour Media 
and to show consistency to your advertisers and 
fellow tourism boards. In addition to Hour Media, 
it’s advised to look at Compass Media Travel 
Magazines or MagCloud. 

For the 2020 piece, it’s important to ensure the 
new brand look and feel is optimized to signal 
an evolution and freshness to the publication. 
It’s recommended to offer advertisers templates 
or design help to improve the look of their ads 
which often can reflect on the overall regional 
offerings (ex: if a hotel showcases a mediocre 
looking room instead of a more alluring image, 
potential visitors may be turned off). The 2020 
magazine should be optimized as a pre-trip 
planning tool versus a post-arrival resource. 
Send the magazine to requestors and high-
impact journalists and influencers as possible. 
For post-arrival materials, consider a smaller 
and more actionable piece of collateral like a 
local area map with advertisers, trail guides, 
tips, and notable sites. These printed pieces can 
be left with hotels, Airbnb hosts, Chambers of 
Commerce, and visitor bureaus and will be less 
expensive to produce and distribute than the  
full magazine. 

Moving forward, a printed piece may not have the 
same ROI and alternatives are possible. If a printed 
piece is still deemed important, consider bringing 
design and/or ad sales in-house. Design should be 
a dedicated person to create the magazine layout 
and pre-press work. That person should also be in 
charge of marketing materials, website graphics, 
and collateral pieces. Additional staff would be 
required to write copy, organize event details, and 
manage ad sales. The in-house magazine project 
could require between two and four people during 
the production phase. Ad sales is likely best to be a 
contracted assignment and less burden on internal 
resources can happen by contracting out certain 
needs (ex: editorial).

An all-electronic version of the publication may be  
a more cost-effective solution. A PDF version should 
be made along with an app version for mobile. 

Hybrid models that blend online readers with  
social media are also a potential alternative. 
Research Issuu and Foleon as potential partners  
to bring a more digital focus to the publication.  
By using a service that blends publications with 
social and marketing collateral, the workload to 
internal resources may decrease over a traditional 
printed piece. 

MOBILE APPS
In addition to the digital version of the travel 
magazine, consider creating a mobile app that 
visitors can use on a smartphone while in the 
region. A mobile app should provide pre-arrival 
planning help but should over-index on useful  
tools when a visitor is in the region.

Driving tips, venue information, geo-located 
recommendations (ex: You are three miles from 
the best ice cream in town, click for directions). 
Apps allow for in-app advertising, co-promotion 
opportunities, and frequent updating with news 
and information. 

https://www.compassmedia.com/custom-publishing/
http://www.magcloud.com/
https://creatorhub.issuu.com/
https://www.foleon.com/


CAMPAIGN  
THOUGHT  
STARTERS
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CAMPAIGN  
THOUGHT STARTERS 

There is a lot to talk about with Finger Lakes Wine 
Country. In addition to the plethora of things 
the region has to offer, sometimes a dedicated 
campaign will be necessary. These can revolve 
around news (a new award, a new winery 
opening), a planned contest or sweepstakes, 
or to amplify press coverage. Some ideas of 
overarching campaigns include:

REGIONAL PRIDE  
It’s a brand-new Finger Lakes Wine Country. 
130 wineries, top-rated wines. 2018 and 2019 
Best Wine Region in America. And it’s all in your 
backyard. This could appeal to people who are 
new to Finger Lakes wines or have a mediocre 
assumption about them. Use the growth and 
positive changes to direct marketing materials 
and boost excitement for getting out to explore 
the area.

OH NO! FOMO!  
Fear of missing out is a real thing. And it’s 
a really big deal for people who want to 
constantly be on the right side of what’s new. 
Couple that with the fact that everyone loves 
a good discovery and you have the makings of 
an interesting campaign. Demonstrate what the 
region has to offer in wine, food, nature, and 
fun. Show how close it is to their homes and 
how much can be done in just a few days. Play 
up what the influencers are saying – let others’ 
words drive the excitement and desire to visit. 

UPSTATE AND CHILL 
Get out of the rat race and relax with a glass of 
wine. A long weekend of boating, imbibing, and 
eating your face off. A mid-week adventure trek 
to increase adrenaline and decrease stress. Play 
up the backyard nature of Finger Lakes Wine 
Country, the chilled ambiance, and the relaxing 
things that can be done day or night. 
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THE OTHER NEW YORK 
This isn’t the New York that most people picture. 
Trade the non-stop hustle and bustle of the big 
city and replace with lapping waves, rolling hills, 
great wine, and incredible food. Juxtapose the 
ability to get into the low-key vibe only hours 
from the city and try on museums, wine, casinos, 
boats – or whatever floats your boat – to leave 
you relaxed, fulfilled, and de-stressed. 

GIRLS WEEKEND 
Play up the accessible, fun, and welcoming vibe 
of Finger Lakes Wine Country as a backdrop 
to get the girls together for a weekend of wine 
tasting, food, and fun. Demonstrate cultural hot 
spots, shopping, wining, and dining all just a 
quick drive from home. 

HIDDEN GEM OF NEW YORK 
From 2018 and 2019 Best Wine Region in America 
to award-winning wines, Finger Lakes Wine 
Country boasts 130 wineries, breweries, and 
distilleries sure to please any palette. Tucked in 
the middle of the state and easily accessible from 
anywhere, explore the wine region that’s getting 
noticed on a global scale without sacrificing the 
laid back charm of a slower way of life. 

ASK ME ANYTHING  
The Winemaker Speaks. Our love of drinking 
wine is often far greater than our knowledge of 
how wine is made. How do you separate the 
buzzwords from reality or the substance from 
the hype? Communicate directly with Finger 
Lakes Wine Country winemakers and vineyard 
owners who will answer any questions you 
have. Small question or a big idea – ask our 
winemakers directly and share your conversation 
on Instagram for the world to see. 

FINGER LAKES WINE COUNTRY THROUGH 
YOUR EYES 
Send us your favorite Finger Lakes Wine Country 
pics and we’ll feature the best ones in an 
upcoming ad campaign! Show us your summer 
kayak adventure or your ice wine tasting next to a 
roaring fire and help us show others what makes 
Finger Lakes Wine Country so special. 

THERE’S SOMETHING IN THE AIR 
Something magical is happening in Finger Lakes 
Wine Country. For two years in a row, America 
has voted Finger Lakes Wine Country as the Best 
Wine Region. Beating 19 other regions across the 
United States in the USA Today Readers’ Choice 
Awards, visitors are consistently enamored with 
the 130 diverse wineries, picturesque landscapes, 
award-winning craft breweries, culinary 
adventures, and historic towns nestled in Upstate 
New York. A perfect backdrop to any vacation, 
any time of the year. 



CO-MARKETING  
CONCEPTS 
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CO-MARKETING CONCEPTS 
Just like using PR and Influencers to tout your 
message, effective partnerships can leverage the 
strengths of multiple brands to raise awareness 
and interest among potential visitors. The key 
is to find authentic relationships that interest 
the target market – obvious and interesting 
connections – and to avoid slapping logos on 
programs that make no sense. 

RETAIL CONNECTIONS
A good vacation often sparks the desire to take 
part of the fun home. But we’re not talking about 
boring salt water taffy or a plastic snow globe. 

Tourists purchase souvenirs mostly to remind 
them of a trip or as a pass-along gift for someone 
else. Researchers at Griffiths University studied 
why - and what - people buy when they’re on 
holiday and found that food, wine, or local 
delicacies were most often purchased as 
souvenirs (85% of women and 81% of men 
occasionally or frequently bought). 86% of 
women and 72% of men buy local crafts and 
glassware with some frequency. Clothing and 
hats are purchased by 46% of women and 48%  
of men with some frequency. 

There exists an opportunity for Finger Lakes Wine 
Country to showcase the new brand assets by 
creating official merchandise that can be sold 
within the region, throughout the state, and 
online. Hats, bags, t-shirts, satchels, and other 
wearables can be quickly produced by many 
vendors and can be sold at wineries, breweries, 
local shops, museum gift shops, airport kiosks, 
and directly from fingerlakeswinecountry.com. 

BENEFIT AND KPIS 
Reminding visitors of the experiences they 
had in the region is an effective way to remain 
top-of-mind or to help with word of mouth. 
When hats and t-shirts become marketing 
vehicles to the friends and family back home, 
it increases the chances of improved awareness 
and consideration. Merchandise and retail 
management is incremental to the charter of 
Finger Lakes Wine Country and will require 
additional headcount for channel management 
and development, production oversight, and 
sales. Inventory management, trend analysis, 
seasonality, and customer returns are all real 
issues that need to be researched and planned 
for to ensure a positive ROI. A conservative retail 
entry will require at least one full time person plus 
vendor manufacturing and distribution. As SKUs 
increase or range complexity increases, you can 
conservatively estimate between two and five 
people to manage a logo merchandise business. 
In the short term, considering limited resources, 
search out vendors who can manage the retail 
business from start to finish. Even a small  
starting inventory is an opportunity to support 
brand awareness.
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TRAVEL COMPANIES
Travel trends – especially for Millennials – are 
moving more and more towards experiential and 
unique activities that focus on de-stressing and 
bringing passions to life. Finding like-minded 
brands who espouse these qualities and creating 
unique experiences for their customers has an 
opportunity to increase awareness with the 
target audience. 

Small, semi-remote modern cabins are a popular 
trend in New York. Burned-out city dwellers can 
escape upstate to a modern and cozy cabin 
while communing with nature or catching up on 
sleep. Purveyors like GatherGreene and GetAway 
are tapping into this mindset. Looking for ways 
to partner (provide local wines in the rooms, a 
welcome gift made in the Finger Lakes, printed 
information in rooms) and then contacting and 
marketing to the guests for a future trip could 
increase awareness and interest. While some 
properties may not welcome the competition, 
look for mutually beneficial terms that resonate 
with the innkeepers.

Travel accessories are often researched as much 
as the final destination. A traveling outfit or 
a suitcase can often say a lot about a person. 
The recent run-away success of New York-
based suitcase company Away may present 
an interesting opportunity to reach the target 
market in a unique way. Touted as thoughtful 
design for modern travel, Away takes a simple 
idea of well-made suitcases and makes them 
available to the masses. Programs could range 
from giveaways, creating a dedicated wine 
carrying bag, co-sponsored trips to the region,  
or an Away Guide to Finger Lakes Wine Country. 

BENEFIT AND KPIS  
Finding brands and companies that the target 
market likes and equates to lifestyle choices 
is important. Weaving programs together can 
increase awareness with a new audience, 
improve brand cachet, change perceptions or 
image, and increase databases and remarketing 
potential. 

http://www.gathergreene.com/
https://getaway.house/
https://www.awaytravel.com/ca/en/
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CARS
Being within several hours of the target market 
has huge advantages. But relying on driving – 
especially for the younger audiences – could be 
a sticking point as more and more Millennials go 
car-less in large cities. But getting there is half the 
fun, and there are ways to take the car-free trends 
and make them a selling point. 

Car share companies like Turo, JustShareIt, and 
GetAround have found a new audience where 
traditional car rental companies or in-town-
only car loaners have failed. These companies 
connect private car owners with people who 
want to rent cars for a short-term and offer 
favorable rates. Turo focuses on more luxury 
models and all sites operate in New York, 
Pittsburgh, Philadelphia, Boston, and Toronto. 

Programs could be created to cross-promote 
Finger Lakes Wine Country with an exciting rental 
for a long weekend. Rent a Tesla, drive to Finger 
Lakes Wine Country, get a behind-the-scenes 
tour of the racetrack or the museum, get a special 
invite to a winemaker’s dinner. 

BENEFIT AND KPIS 
Instead of limiting people who don’t have cars 
and don’t have means to drive to the area, 
embrace the new business models to show 
progressive thinking and a fun alternative to 
renting a boring car at Hertz. Measurement could 
come from increasing database size, remarketing, 
giveaways for free rides, and co-promoting.

https://turo.com/
https://www.justshareit.com/
https://www.getaround.com/
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HOME RENTAL ADVERTISING AND TOURS
There are over 2,300 Airbnb and VRBO rentals in 
the Finger Lakes region with the majority around 
Seneca Lake. There are also an additional 29 
host-led activities that range from soap making 
to crafting that visitors can add on to their 
vacation packages; however, there are zero wine 
tasting tours or wine experiences listed. There 
are several ways to leverage this channel and 
help raise awareness and participation in the 
wine country. 

To reach Airbnb owners, you can set up Twitter 
and Facebook ads to market to people who have 
liked an Airbnb page + own a home for a period 
of time + are in a geographic region. This will 
increase your likelihood that a regional owner 
will be reached. The advertising should focus on 
promoting toolkits, promotions, or ways to use 
the wine country to help sell experiences or to 
increase interest in the area. Ideas could include 
providing free wine tasting trail guides or craft 
beer trip guides after the Airbnb owner registers 
on the site. You then capture their information 
(for the database and retargeting) and they have 
free tools to incent people to consider wine-
related activities before and after arrival. 

Additionally, there is potential revenue 
opportunity to create, manage, and conduct 
tours in the area. If there were sanctioned  

Finger Lakes Wine Country Tours, itineraries could 
be promoted online, with direct advertising, and 
through the network of hotels and home share 
hosts. The Finger Lakes Wine Country website 
can be updated to include a package tour option 
for those who don’t want to hassle with planning 
their own trip - everything packaged up in an easy 
and fun format. Running a tour operation will 
require transportation, employees, insurance, and 
operating costs but can be a way to manage the 
message and experience that Finger Lakes Wine 
Country sees as ideal. As an alternative, partnering 
with existing tour companies to curate Finger 
Lakes Wine Country itineraries would meet similar 
goals without the overhead.

BENEFIT AND KPIS 
Increasing the ability for tourism-related entities 
to promote the region benefits Finger Lakes Wine 
Country as well as the local economy. By providing 
marketing assets that the common person has no 
access to can increase awareness, drive traffic, and 
provide more eyeballs on sites and heads in beds. 
Aside from the operating costs of running a tour 
company, the ability to curate a guest’s experience 
is far greater when the tour is controlled and 
could open a revenue stream that funds the larger 
marketing of the region. 
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FREE CASE OF WINE AS BAGGAGE  
AT ELMIRA AIRPORT
With the recent $61M renovation and increased 
capacity of the Elmira Corning Regional Airport, 
additional services, flights, and carrier options 
are being introduced. Heavily supported by 
the federal and state governments to boost 
access to the region for I Love NY tourism and 
economic development, more and more people 
will be coming through the airport. One effective 
marketing tactic could be to offer a checked case 
of wine for free for people leaving the airport. 
A similar program was started with Walla Walla 
flights on Alaska Airlines and has been expanded 
to 30 west coast cities. In additional to a free 
checked case of wine, there are co-marketing 
partnerships for free tastings, discounted wine 
purchases, and special tourist offers. 

Currently, United and Delta accept wine as 
baggage and Allegiant offers to up to 5 liters 
of alcohol as baggage. This program could 
be a partnership between Finger Lakes Wine 

Country, airport, airline, and the Finger Lakes 
Wine Alliance to promote trade and purchase of 
the region’s wines. If a full program cannot be 
initiated, educating guests that a case of wine 
can already be checked as part of a luggage 
allowance is a possibility. 

BENEFIT AND KPIS 
While the negotiations may be more 
complicated given the large company dynamics, 
coupling a message that wine flies home free 
can send the signal that Finger Lakes Wine 
Country is serious about increasing the footprint 
of the region’s visitors. It sends a message to 
the wineries that promoting sales is important 
and obstacles are being removed for people to 
transport wine. It raises the cachet of the Finger 
Lakes Wine Country brand, speaks to a more 
affluent traveler, and can drive increased interest 
in visits from tourists from farther afield. 

https://www.alaskaair.com/content/deals/special-offers/wine-flies-free
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TRIP PLANNERS 
When people don’t know where to look for what 
to do on vacation or just don’t know where to 
start, they often turn to experts. Be it ease-of-use 
or just plain scared-to-explore, tour companies 
may offer some compelling ways to promote 
and bring travelers to the region. In addition to 
the industry big guys like Expedia and Kayak, 
focusing on unique partnerships with up-and-
comers may drive interest from a new audience 
that resonates with the different brands. 

Peek is an up-and-coming travel site that 
curates area activities and promotes attainable 
adventure to younger audiences. Based in New 
York and with a global reach, Peek currently lists 
21 Finger Lakes activities from wine and beer 
tasting to archery, axe throwing, kayaking, and 
paintball. Opportunities exist to help co-market 
the activities and focus on the younger, more 
active target audience. 

Airlines are increasingly offering vacation 
packages and destination information to 
increase sales opportunities to their customers. 

United and Delta both offer thematic vacation travel 
planning (group travel, LGBTQ, luxury, etc) with 
options to customize trips and save money or book 
with airline points. American Express has increased 
their marketing and distribution of Platinum 
cards to more affluent audiences and to younger 
audiences who like the benefits of lounge access, 
free Uber rides, and airline credits. With this comes 
the American Express travel services that allow for 
customized trips, ability to pay with Membership 
Rewards points, and special experiences for 
members only. 

BENEFIT AND KPIS 
While slightly out of scope for just Finger Lakes  
Wine Country, a copromotion across regional 
organizations and TPAs may benefit from creating 
interesting and exclusive travel experiences to reach 
new audiences in new ways. Focusing on sub-
segments of the target markets around adventure 
travel or affluent luxury can increase awareness and 
participation from non-traditional tour organizers.

https://www.peek.com/
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FINGER LAKES WINE COUNTRY TV
Hot off the recent success of Netflix’s “Blown 
Away” series, Finger Lakes Wine Country is 
ripe for small screen success. Similar to the 
hometown hero success of the Beekman Boys 
and the reality intrigue of updating personal 
vacation rentals on “Stay Here,” lifestyle shows 
centered on small town life are booming. We 
all love to see the upstate hero succeed or the 
artisan get a new platform to showcase her 
art. Finger Lakes Wine Country could operate 
as central casting for an array of interesting, 
informative, and fun episodes to captivate 
audiences around the country. 

Good TV means having a good hook. A 
travelogue alone is likely not enough to pique the 
interest of Hollywood. A web-series co-funded by 
regional sponsors is also a way to launch into the 
new realm without relying on a large production 
company or contract.

Contest shows like “Blown Away” or the UK’s “1900 
House” put real people in unique settings to see 
how they fare. For Finger Lakes Wine Country, think 
“The Real World” meets “Top Chef” meets “Below 
Deck.” Ideas could range from groups of people 
from around the country moving to the region to 
try on new careers (winemaker, SUP instructor, 
race car driver) to reenacting everyday life just like 
Mark Twain would have lived in the late 1800s.

BENEFIT AND KPIS 
Creating a TV series is not for the faint of heart 
and won’t happen overnight. By thinking about 
the stories and unique attributes of the region, 
there are likely interesting hooks to develop that 
may spark interest from a production company. 
Focus on the interesting people, the quirky jobs, 
the foibles that make the area lovable. From there, 
product placement, sponsorships, donations, and 
residuals are potential revenue streams along  
with the increased exposure and awareness.



MARKETING  
MATERIALS
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MARKETING MATERIALS
In addition to consistent logo usage and 
organization descriptions, it’s advisable to have 
a consistent set of marketing assets that can be 
used internally and with partners. Below is a 
starting point to use as the new brand develops. 
Additional information and guidance is supplied 
in the Brand Book. 

GRAPHIC TEMPLATES
Provide Instagram, Facebook, and online banner 
templates in the common sizes for each platform. 
Make them downloadable and branded and 
ensure they click through to the Finger Lakes Wine 
Country website as possible. Examples include:
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HEADLINES / LEAD INS
Having a set of approved headlines and copy lead 
ins can go a long way in guiding the messages 
you want to convey. Making these available to  
all partners is critical. Examples include:

Drink Like a Local 
Winter is for Wine 
Outdoor Adventure – Finger Lakes Style 
Finger Lakes Wine Country – One Award at a Time 
New York’s Hidden Gem 
America’s Best Wine Region. Again.

BOILERPLATE
Using a consistent About text on the website and 
in press releases is important. This is usually used 
at the end of a press release, in About Us on the 
web, and in information packets that are used to 
describe the organization. 

Founded in 2000, Finger Lakes Wine Country 
Tourism Marketing Association, Inc. is a regional, 
non-profit, brand marketing organization that 
showcases world-class travel experiences across five 
counties and three wine trails in Upstate New York. 
Finger Lakes Wine Country, NY, is an award-winning 
destination and North America’s most beautiful 
wine country, spanning 3,000 square miles of the 
Finger Lakes region just north of the Pennsylvania 
border. From promoting craft beverage producers, 
culinary attractions, and outdoor adventures, while 
highlighting rolling hills, small town charm, and rich 
history, Finger Lakes Wine Country uses cutting edge 
marketing and communications to conduct robust 
integrated campaigns that elevate awareness  
of the regional brand. 

Finger Lakes Wine Country. Thirst for Life.  
www.fingerlakeswinecountry.com.

COPY LIBRARY
Deciding on – and sticking with – how you talk  
about certain elements that you promote is  
important to drive brand consistency and clear 
messages to your potential visitors. From naming 
consistency to experience descriptions, the details  
do matter. Consider creating a full copy library that  
can be shared with internal and external partners. 
Examples include:

NAME USAGE
Finger Lakes Wine Country on all written  
first mentions. 

Never abbreviated to Finger Lakes WC, Finger 
Lakes Wine Cty, or abbreviations other than FLWC 
when appropriate. This is to build brand equity and 
awareness of the full name – abbreviating effectively 
changes the name and brand. The one exception is  
in social hashtags.

Finger Lakes Wine Country is never preceded with  
“the” unless it is followed by a subject. 

Correct: I went to Finger Lakes Wine Country. 
Incorrect: I went to the Finger Lakes Wine Country. 
Correct: Check out the Finger Lakes Wine Country website.  
Incorrect: Check out Finger Lakes Wine Country website. 

#FLWC or #MYFLX on social posts.

Endeavor to use the full name on first mention  
when possible on social posts and then tag with  
the hashtag for social tracking.



ROLLOUT
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ROLLOUT
All marketing efforts should be sequenced to 
attain maximum efficacy, to respect the workload 
of the employees, and to ensure proper time for 
stakeholder buy in.  

1. Create stakeholder preparation materials (pitch 
decks, brand books, one-pagers) to use in meetings 
and as follow ups with stakeholders. Allow 1-2 
weeks for pitch decks, 1 week for one pagers. 

2. Brief internal teams and external vendors/
agencies on brand change and high-level 
marketing plans. Allow 2-4 weeks and adjust  
as feedback requires. 
A note on rollout: Tips and suggestions for 
communicating the new brand rollout are  
included in the separate communications plan.

3. Secure board approval as needed for brand and 
marketing changes. 

4. Photo and video shoot (for each season). Due 
to seasonality, consider using select purchased 
images in year one until new images can be taken. 

5. Begin magazine production for eventual Q1 2020 
release. Use new brand and marketing programs 
as incentive for advertisers.

6. Begin website redesign. Updating brand, 
colors, navigation as needed. Allow 2-4 months 
depending on complexity and depth of work. 

The following is a recommendation for main 
marketing channel focus and a guide for executing 
the plan with the current team resources. 

 MAIN FOCUS AREA

BUY IN Obtain buy in from key stakeholders

PREPARE Prepare tools to announce and celebrate the brand

WEBSITE Revamp design, fix SEO.

MATERIALS Video production, art production, asset creation

PR AND SOCIAL PREP Get the biggest voices to amplify your message

MAGAZINE Begin development of the 2020 magazine

STAGE ONE: PRE-LAUNCH (LAUNCH MINUS 4 MONTHS)

7. Update website SEO. With redesign, run SEO 
tools and update as necessary. Test and validate 
the site and stage until ready to launch. Allow 2-3 
weeks and do in parallel with web development. 
Web agency can also optimize for you. 

8. Create toolkits and guidelines for brand and 
marketing contacts. Distribute as necessary.  
Allow 1-2 weeks per piece and leverage the same 
content as the stakeholder materials. 

9. Create 1-2 sizzle videos for launch. Allow 2-4 
weeks per video and hire an agency to manage.

10. Create social and PR calendars. Prep at least 2 weeks 
of posts on a rolling schedule. 

11. Pre-brief PR contacts and key influencers prior 
to launch. Provide talking points and assets as 
needed. Allow 1-2 days to brief contacts and 
ensure materials are complete and timelines are 
set. Consider an embargo strategy to avoid early 
writing. Typically done a week or two before 
launch. 

12. Tease upcoming changes in social to drive 
excitement. Begin campaign 2-3 weeks prior  
to launch.
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1. On designated day, launch the revised website.

2. Email database of newsletter subscribers 
announcing brand change and tease any 
upcoming campaigns or provide other news. 

3. Update the entire influencer and PR list with 
announcement of changes and news. Provide 
assets and materials for re-posting.

4. Post daily updates on all social channels. Drive  
to website, showcase videos, and new assets.

5. Start SEM / keywords campaign.

6. Monitor performance across all channels.  
Adjust as necessary. Collect all mentions, buzz,  
and accolades. Build a quote library to be used  
in social and in articles. 

 MAIN FOCUS AREA

LAUNCH Coordinate all materials to hit on the same day

COMMUNICATE Email, PR, Social, Web all firing at the same time

STAGE TWO: LAUNCH (ONE DAY)

A note on timing: Given the time it will take 
to prepare the re-brand materials, revise the 
website, and prepare marketing assets, the 
launch will not happen in 2019. Early 2020 is 
a more realistic time and can ideally coincide 
with a newsworthy event like a FAM tour, 
industry conference, or signature story in an 
A-list publication. Avoid launching adjacent 
to a major holiday or when competing news 
will overshadow. Consider a contingency plan 
should an unexpected event (ex: natural disaster, 
political issues) arise. 

1. Following the natural die-off of traffic post-
launch (usually 5-10 days), begin new marketing 
efforts under one campaign idea. 

2. Begin Facebook, Instagram, and Google Ads. 
Ideally A/B test creative in each market and  
adjust spend and allocations accordingly.  
Drive to website and newsletter sign ups. 

3. Work on longer-lead PR and influencer stories  
and pitches. 

4. Release matte release #1.

 MAIN FOCUS AREA

AMPLIFY Turn up the gas after the buzz dies down

ADVERTISE Start social and digital ads. Test and refine

COMMUNICATE Matte release, Influencer stories, PR follow ups

MATERIALS Release new videos

STAGE THREE: POST-LAUNCH (LAUNCH PLUS TWO WEEKS)

5. Create additional videos to be released  
in newsletters and online.

6. Create banners to use in retargeting. 

7. Begin retargeting and remarketing campaigns. 
A/B test per market and adjust as necessary. 

8. Consider radio / audio ads aligned with 
campaign theme. 

9. Monitor, track, and adjust as necessary. 
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1. Create and follow seasonal campaigns.

2. Create and follow social posting calendars and 
PR calendars.

3. Release signature stories and matte releases 
tied to campaigns. 

4. Continue to pitch media outlets on long-lead, 
trip planner guides, and seasonal stories. 

5. Adjust and retarget Facebook, Instagram, and 
Google ads as needed. 

 MAIN FOCUS AREA

WEBSITE High traffic, consistent message, newsletter sign ups,  
sets the stage to remarket to site visitors.

SOCIAL ADS Facebook, Instagram, Google Ads. Easy to target, easy to track,  
and allows for remarketing to site visitors. 

SEARCH  
MARKETING

Good CTR, easily targeted, highly overlapped with  
where target gets information about the region.

EMAIL Large database, high CTR, easily tracked, and way  
to drive people to website for remarketing. 

STAGE FOUR: ONGOING

6. Periodically check SEO performance and 
adjust.

7. Monitor SEM performance, campaign CTRs, 
and web traffic and adjust as needed.

8. Begin design and editorial for upcoming travel 
magazine. 

9. Expand influencer base, new passion areas, 
and refine ad targeting based on results. 

10. Monitor, track, and adjust as necessary. 



ORGANIZATIONAL  
PLAN & BUDGET 
CONSIDERATIONS
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ORGANIZATIONAL PLAN  
& BUDGET CONSIDERATIONS
ORGANIZATIONAL PLAN
The successful implementation of brand and 
marketing campaigns starts with an organization 
equipped to manage the work and a support 
structure to effectively govern and fund the 
activities. This section will look at various tourism 
entities in the United States as input into Finger 
Lakes Wine Country strategic planning.

LANDSCAPE
While each state, region, and organization sees 
unique challenges and opportunities, a lot 
can be learned from looking at the structures 
of other tourism and wine country marketing 
organizations. The following section looks at  
the following five entities: 

VIRGINIA 
TOURISM 

CORPORATION

VISIT SANTA 
BARBARA, 

CALIFORNIA

MAMMOTH 
LAKES, 

CALIFORNIA

PASO 
ROBLES 

WINE 
COUNTRY 
ALLIANCE

SILVER  
CITY, NEW  

MEXICO

FINGER 
LAKES WINE 

COUNTRY

MARKETING 
EMPLOYEES 22 8 7 3 1.5 3

APPROXIMATE 
MARKETING 

BUDGET
$13.5M $5.5M $9M $1.8M $200K $700K

BOARD 
MEMBERS 17 15 (est.) 10 8 8 20

APPROXIMATE 
SQUARE 

MILES
43,000 50 25 20 10 3,000
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VIRGINIA TOURISM CORPORATION 
VTC’s Marketing division plans and implements  
a number of domestic and international 
programs in order to promote Virginia as a travel 
destination, including brand management, 
creative services, national and international 
media relations, domestic sales, international 
trade and sales, promotions, and digital 
marketing. It accomplishes this through the 
following primary functional areas, with each 
having targeted purposes and objectives.  

Domestic and International Marketing 
VTC’s direct sales efforts, including trade shows, 
sales missions, site inspection tours, and hosting 
visiting foreign press, are designed to increase 
visitation and its resulting economic impact from 
domestic and selected international markets. 
Key buyer segments targeted through the sales 
efforts include tour operators, travel agents, and 
meeting planners.  

Brand Management 
The advertising program develops and promotes 
the Virginia brand through print, broadcast, and 
digital media. The media plan targets frequent 
travelers within markets that provide the highest 
potential number of visitors to Virginia. The 
media plan includes buy-downs and cooperative 
support for Virginia’s tourism industry.  

Creative Services 
The creative services program provides graphic 
development and production services for 
VTC and the Virginia Economic Development 
Partnership. VTC’s library of photography, 
film, videography, and digital graphics files is 
managed by creative services.  

Communications 
Communications efforts stimulate Virginia’s 
economy by generating editorial coverage 
designed to motivate travelers to visit, stay 
longer, and see more of Virginia’s travel 
attractions. Communications also provides VTC 
with visibility in niche publications to promote 
special and unique attractions in Virginia.  

Digital Marketing 
The digital marketing program manages VTC’s 
two primary websites: virginia.org and vatc.
org. Virginia.org is a trip planning and travel 
inspiration site for consumers, while vatc.org 
is a business-to-business website for Virginia’s 
tourism industry. Digital marketing manages 
VTC’s Internet communications technologies 
and develops web-based business initiatives 
and partnerships. Digital marketing regularly 
educates the industry on the use of Internet 
technology and the benefits of full participation 
in VTC’s consumer website. Digital marketing  
also manages VTC’s robust social media program.  

Research 
The research program provides a wide range of 
tourism-related data gathering and data analysis, 
including domestic and international visitor 
profiles, domestic and international market 
shares, and the economic impact of tourism 
on the state and localities, as well as VTC’s 
advertising and marketing campaign results. 
The program provides detailed and timely 
information for those in the Commonwealth  
who are interested in tourism development  
and for VTC to assess the return on investment  
of its programs.
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FULL TIME STAFF  
(Marketing; excluding Partner Marketing) 
Vice President 
Global Director 
Director of Marketing Operations 
Director of Digital Marketing 
Director of Communications 
Marketing Coordinator 
Brand Director 
Brand Manager 
Art Director and Photographer 
Art Director 
Creative Specialist 
Director of Business Development 
Business Development Specialist 
Director of Partner Services 
Partner Services Manager 
PMAP Manager 
Distribution Center Manager 
Distribution Center Manager 
Distribution Center Associate 
Canadian Representative 
International Media Relations Manager 
International Marketing Manager

BOARD OF DIRECTORS 
Jean Ann Bolling  
Mechanicsville, Virginia 
Catherine D. Brillhart 
Bristol, Virginia 
Anette Johnson 
Virginia Beach, Virginia 
Eric S. McKay 
President, Hardywood Park Craft Brewery 
Susan K. Payne  
President, The Blueridge Group  
Terry L. Stroud 
Chief Operating Officer, In Your Ear Studios 
Phyllis A. Terrell 
Director of Communications,  
Fort Monroe Authority 
Damian Dajcz  
Chef and Restaurateur,  
Señor Ramon Taqueria and Bites 
Pete Eshelman 
Director of Outdoor Branding,  
Roanoke Regional Partnership 
Calvin Jai Jamison  
Writer and Director, So Articulate Films 
Kelli S. Lemon 
Business Owner, Urban Hang Suite 
Mills Wehner 
Co-Owner, Chatham Vineyards 
The Honorable Aubrey Layne 
Secretary of Finance, Office of the Governor 
The Honorable Bettina Ring 
Secretary of Agriculture and Forestry,  
Office of the Governor 
The Honorable Brian Ball 
Secretary of Commerce and Trade,  
Office of the Governor 
The Honorable Justin Fairfax  
Lieutenant Governor of Virginia,  
Commonwealth of Virginia 
The Honorable Matthew Strickler 
Secretary of Natural Resources,  
Office of the Governor
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VISIT SANTA BARBARA 
Visit Santa Barbara is the official destination 
marketing organization for the city of Santa 
Barbara, South Coast, and surrounding 
communities. The mission is to promote the 
area as a premier destination for leisure and 
business travel, thereby enhancing our quality 
of life. Whether you operate a hotel, attraction, 
restaurant, retail shop, or visitors service, Visit 
Santa Barbara is your ticket to more business. Your 
membership allows for a unique opportunity to 
combine your individual business with others in 
the county. In doing so, your influence multiplies 
and reaches broader markets.

Visit Santa Barbara is committed to providing 
visitors and travel professionals with the best 
possible service and information regarding 
visiting our destination. We work with travel 
agents, tour operators, and international travel 
wholesalers to help ensure visitors have the best 
possible experience here. Contact us for extensive 
information, advice, assistance in creating 
itineraries, and promotional collateral. 

FULL TIME STAFF  
(Marketing; excluding Trade Marketing) 
President and CEO 
Vice President of Strategic Planning and Marketing 
Director of Marketing and Events 
Director of Digital Marketing and Content 
Creative Manager 
Marketing Associate 
Director of Communications 
Communications Manager 

BOARD OF DIRECTORS 
Visit Santa Barbara does not list their current  
Board Members but Board attendees can be  
seen on published meeting minutes. 2018 and  
2019 meeting notes are listed here. 
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MAMMOTH LAKES, CALIFORNIA 
Majestic in scale and awesome in its natural 
beauty, the year-round adventureland of 
Mammoth Lakes is one of those rare places that 
you have to see to still not totally believe. The 
name speaks to the size of the mountains, the 
expanse of the valleys, the incredible number 
of crystal clear mountain lakes, and the endless 
opportunities for adventure just outside your door. 
But what makes this place really unique are the 
surreal storybook scenes that drop jaws, spark the 
imagination, and make every moment feel like a 
brush with the truly incredible.

With resources such as our Tourism Business 
Improvement District in place, our funding is 
finally competitive with other destinations around 
California and these funds allow us to tell the 
Mammoth Lakes story to the world.

Through extensive research and reporting, 
MeringCarson and the Mammoth Lakes Tourism 
team develop marketing campaigns and initiatives 
to maximize our exposure, awareness, and 
ultimately drive increased visitation and revenues 
for our local businesses.

Every one of Mammoth Lakes Tourism’s efforts is 
driven by the desire to make our tourism-based 
economy, and the businesses who thrive from it, 
as successful as possible.

In September 2013, Mammoth Lakes Tourism 
(MLT) began collecting on a Tourism Business 
Improvement District (TBID) with a 1% assessment 
on lodging stays, 1.5% assessment on retail and 
restaurant purchases and 2% on ski area lift tickets 
and lessons. All of the other 99 current California 
TBIDs only assess lodging. This assessment 
contributes roughly $5-6 million to the annual 
marketing sales and communication budget.

Town of Mammoth Lakes’ (TOML) Measure A 
also funds the organization, which comes from 
the Transient Occupancy Tax (TOT). MLT receives 
18.07% of all TOT revenue, but it is capped at 
$2,259,000 for operations. Anything in excess is 
deposited into a joint fund where Mammoth  
Lakes Tourism’s Board of Directors and the 
TOML Town Council determine its use, which 
could include marketing and/or visitation-based 
infrastructure projects.
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FULL TIME STAFF  
Executive Director 
Director of Sales and International Marketing 
Director of Communications 
Director of Special Events 
Director of Marketing 
Content Marketing Manager 
Digital Marketing Coordinator 

BOARD OF DIRECTORS 
John Morris 
Chairman, Snowcreek Resort  
(Lodging Representative) 
Scott McGuire 
Vice Chairman, The Mountain Lab  
(At-Large Representative) 
Jeremy Goico 
Secretary, Black Tie SKi Rentals  
(Chamber of Commerce Representative) 
Rhonda Duggan 
Treasurer (At Large Representative) 
Michael Ledsma 
Owner, Gomez’s Restaurant  
(Restaurant Representative) 
Matthew Hammer 
Owner, Shelter Distilling (Retail Representative) 
Eric Clark 
CEO, Mammoth Mountain  
(Mammoth Mountain Ski Area Representative) 
Lynda Salcido (Town Council Representative) 
Kirk Schaubmayer 
Owner, Alpenhof Lodge (Lodging Representative) 
John Urdi 
Executive Director, Mammoth Lakes Tourism
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SILVER CITY, NEW MEXICO 
Remotely settled in southwestern New Mexico, 
Silver City boasts dark skies, a pleasant 
climate, abundant sunshine, 339 species of 
birds, five life zones, and enough precipitation 
to transform the high desert hillsides into 
a gorgeous, lush landscape from summer 
through fall. Nature wows visitors to Silver City 
and Grant County, no matter their interests. 

Animal lovers and bird watchers in the area 
can observe the life that animates riverbanks, 
the forests, and the parks each season. 
Astronomers can set up shop under the Milky 
Way, as observatories are sprinkled throughout 
the county, and star parties occur regularly. 
Some stargazers might even want to spend a 
couple of nights at the Cosmic Campground 
International Dark Sky Sanctuary, which is an 
easy drive from town.

The people make the place, and Silver City’s 
population of 10,000 is a tight-knit community  
that welcomes strangers as family. 

Visit Silver City is a website made in cooperation 
with the Silver City Murray Ryan Visitor’s Center 
and paid for, in part, by lodging taxes and grants 
from the Silver City Arts and Cultural District and 
Silver City Mainstreet Project. 

FULL TIME STAFF 
There are 1.5 full time employees at the Visitor 
Center along with numerous volunteers. 

BOARD OF DIRECTORS 
The Silver City Mainstreet Project Board  
Members are as follows:

Patrick Hoskins, President 
Evangeline Zamora, Vice President 
Marcia Stout, Secretary 
Carmon Steven, Treasurer 
Susan Allen 
Georgia Bearup 
Nancy Johnson 
Charmeine Wait
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PASO ROBLES WINE COUNTRY ALLIANCE 
The Paso Robles Wine Country Alliance is a 
cooperative marketing alliance made up of 
Paso Robles Wine Country wineries, vineyards, 
and related businesses. The Paso Robles 
Wine Country Alliance is a 501c6 nonprofit 
organization operated under the guidance of  
a nine-member board of directors.

Alliance membership ranges from $500 
to $17,500 in annual dues depending on 
organization type and size of the partner. 
2019 rates are:

• Winery membership: $675 to $17,500  
based on cases produced

• Grower membership: $500 to $4,000  
based on acreage 

• Associate membership: $500 to $10,000  
based on level

• Hospitality membership: $500 to $1,500  
based on level

The Alliance membership provides local 
businesses a way to benefit from the brand-
level marketing and awareness campaigns 
that the organization does. The Paso Robles 
Wine Country Alliance commits to promoting 
“brand Paso” through consumer marketing, 
media, trade and consumer events, as well as 
promotional materials and education events. 

BUSINESS MODEL 
The Paso Robles Wine Country Alliance 
operates a membership-based alliance that 
pools money and resources to support:

• Marketing programs that build awareness 
of Paso Robles as a premium wine region 
ultimately stimulating interest and demand 
for Paso Robles wines and wine grapes

• Promotional programs that attract tourists 
and generate traffic through Paso Robles 
tasting rooms

• Education and research programs which 
help members to produce the best quality 
product and give the best service possible

• Monitoring of local governments to protect 
member property rights, water rights and 
rights to farm
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FULL TIME STAFF 
Executive Director 
Communications Director 
Membership Manager 
Consumer Marketing Manager 
Bookkeeper 
Government Affairs Coordinator 

BOARD OF DIRECTORS 
Tyler Russell, Chairman, cordant|nelle 
Jason Haas, VICE Chairman, Tablas Creek Winery 
Austin Hope, Secretary, Treana & Hope Family Wines 
Sarah Kramer, Treasurer, Umpqua bank  
Molly Scott, Director, Justin Vineyards & Winery  
Bob Tillman, Director, Alta Colina Vineyards 
Faith Wells, Director, Faith Wells Communications 
Randy Heinzen, Director, Coakley Vineyard 
Malani Anderson, Director, Durley wine cellars

WINE ALLIANCE MEMBER COMMITTEES 
The Wine Alliance Committees bring together  
a small group of dedicated, experienced  
professionals who:

• Represent all segments of Alliance membership: 
wineries, growers, hospitality, and associate

• Provide expertise in the area(s) of focus for the 
following committees: 

• Government Affairs
• Trade
• Wine Festival

The goal of each committee is to help further  
the mission and vision, including:

• Increasing consumer awareness of Paso 
Robles wine and visitation to the area

• Industry respect for the world-class wine  
and superior grape quality coming out of  
Paso Robles

• Community understanding and appreciation 
of the wine industry

• All members of the committee are asked  
to adhere to the following requirements:

• Be a member of the Paso Robles Wine 
Country Alliance in good financial standing

• Attend committee meetings

• Actively encourage members to participate  
in PRWCA-hosted programs

• Make recommendations to the Board  
of Directors
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Finger Lakes Wine Country currently has three 
full time employees, a media agency, a social 
media contractor, outside accounting and legal 
assistance, and a board of 20 people. The core 
marketing plan was created to be executed 
with current resources. The scale of programs 
and frequency of campaigns can be increased 
depending upon increased revenues. The  
current structure is described here; as are 
possible considerations for short and long-term 
staffing plans.

CURRENT STAFFING STRUCTURE  
Historically, Finger Lakes Wine Country 
headcount was typically 4.5 FTEs. From 2013-
2018, the staff count included four individuals. 
There are currently three full time employees of 
Finger Lakes Wine Country, with the following 
division of top-level responsibilities: 

1. President. Primary duties include visionary 
leadership and overall organizational 
management; for attaining all strategic goals 
and objectives; and financial, operational, and 
promotional initiatives. President is liaison 
and spokesperson to the Board of Directors, 
business leaders, government officials 
and related regional, state, and national 
organizations. 

2. Director of Marketing and Public Relations. 
Primary duties include overseeing the 
public relations and influencer program, 
overseeing the social media program, 
event management, advertising program 
management, management of the 
organization’s annual travel magazine project. 

3. Marketing & Communications Specialist. 
Primary duties include website management 
(CMS, CRM, event database, and APIs), email 
marketing program, sweepstakes campaign 
management, blog management, all in-house 
design and creative projects, visitor services, 
including telephone and email inquiries, and 
lead management. 

ORGANIZATIONAL AND  
BUDGET CONSIDERATIONS

CONTRACTORS 
Media Buying Agency 
Primary duties are media buying and retargeting 
campaigns; regular advertising analytics reporting. 

Social Media Manager 
Primary duties are social media posting across 
platforms (Facebook, Instagram, and Twitter), 24-
hour monitoring and engagement, monthly social 
media reports, and influencer program support. 

Bookkeeper 
Primary duties are accounts payable/accounts 
receivable, payroll, financial reporting, support 
with budgeting, forecasting, cost containment  
(IT, HR, process improvement), annual audit. 

Travel Magazine Publisher 
Primary duties are editorial development, 
photography, page layout, production,  
advertising sales, printing, and bulk distribution.
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2018 PROGRAM 
SERVICES

SUPPORTING  
SERVICES

Marketing Management 
& General Total % of 2018 

Total
% of 2020 
Total (est)

Salaries 155,220 51,740 206,960

36% 34%

Benefits and  
Payroll Taxes 45,565 15,188 60,753

Office Expense 22,910 7,637 30,546

Travel, Meetings, 
Entertainment 9,335 3,112 12,447

Professional Fees 0 39,418 39,418

Media Relations 130,284 0 130,284 13% 14%

Web and E-mail 58,900 0 58,900 6% 7%

Planned Media 264,692 0 264,692 27% 28%

Fulfillment 61,190 0 61,190 6% 7%

Production 43,685 0 43,685 4% 6%

Research & Market 
Analysis 55,000 0 55,000 6% 2%

Trade Shows 15,631 0 15,631 2% 2%

Regional Matching 
Funds (RMF) 20,775 0 20,775

TBEX Expenses 245,588 117,095 245,588

TOTAL 1,128,775 117,095 1,245,869

TOTAL WITHOUT 
RMF + TBEX 862,412 117,095 979,506

Source: Finger Lakes Wine Country 2018 year end statement.
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SHORT TERM PLAN  
Adding a fourth staff person to focus on sales with a 
base plus commission package, the core marketing 
plan can be achieved while increasing revenue for 
the organization in order to achieve growth. 

1. Employee 1: President. Role and 
responsibilities remain consistent. 

2. Employee 2: Primary duties include 
management of the annual marketing 
and communications plan, brand toolkit 
development, public relations and influencer 
program management, social media program 
management, event management, advertising 
program management, management of the 
organization’s annual travel magazine project. 

3. Employee 3: Primary duties include brand 
management (creative and design), brand 
toolkit implementation, website management 
(CMS, CRM, event database, and APIs), 
email marketing program management, 
sweepstakes campaign management, blog 
management, visitor services, telephone and 
email inquiries, and lead management. 

4. Employee 4: Primary duties include investor 
relations, website advertising sales, travel 
magazine advertising sales, additional 
revenue-generating projects.

5. Contractors: Given the workload, it’s advisable 
to keep the media buying agency, social 
media contractor, bookkeeper, and magazine 
publisher under contract.

6. Intern: Manage event listings, mailings, 
telephone/email inquiry support, database 
clean up, document retention/destruction, 
short-term projects, administrative support. 

Considerations 
As digital advertising is a key element to the plan, 
consider finding a new media agency or increasing 
the contract scope of the current agency. They 
should also track all activities and adjust executions 
accordingly. For social, consider revising the contract 
to increase the frequency of posting or for increased 
influencer relations. Travel magazine ad sales 
would likely need to be contracted out as it is 
seasonal – this could be a commission structure 
to avoid high contractor costs. If additional sales 
duties were required (ex: retail program, website 
advertising, investor relations), a full time staff 
member would be prudent.

Industry Benchmarks 
While there is not one perfect model to snap to for 
budget allocations, looking at past performance, 
necessary growth areas, and some industry 
benchmarks can provide insights. Visit Santa 
Barbara spends roughly 70% of their marketing 
budget on program costs and Silver City, New 
Mexico spends 33% on advertising and 8% on PR. 
Mammoth Lakes, California allocates 50% of budget 
to paid marketing and just 3% to PR. 

Budget Considerations 
Assuming a similar total budget range to recent 
years, 2020 estimated allocations for this marketing 
plan would fall within the previous chart’s estimates. 
While increases are seen for additional advertising 
and influencer programs, these are directional 
estimates only and should be based upon stable 
or increased revenue opportunities vetted against 
actual program costs and management costs. 
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CURRENT SHORT TERM LONG TERM

EMPLOYEES President 
Media Relations & Marketing 
Marketing & Comm Specialist

President
Advertising & Marketing
Communications
Sales

President
Marketing & Comms
Advertising
Social
Creative
Sales

SUPPORT Legal
Accounting

Legal
Accounting

Legal
Accounting

CONTRACTORS Social Media / Influencer 
Relations 
Media Buyer / Planner
Magazine

Social Media / Influencer 
Relations 
Media Buyer / Planner
Magazine

Media Buyer / Planner

INTERN/ 
UNPAID

Events, Database,  
Administrative

Events, Database,  
Administrative

LONG TERM PLAN  
If the headcount was increased to reduce reliance  
on external vendors and to increase the scope  
of the organization, a potential model could be  
as follows: 

1. Employee 1: President. Role and responsibilities 
remain consistent. 

2. Employee 2: Marketing and Communications. 
Primary duties are to create marketing 
campaign strategy, PR and analyst relations, 
web strategy, SEO, campaign tracking, industry 
relations, newsletter, research. 

3. Employee 3: Advertising. Main duties include 
executing and tracking all social ads, banner 
ads, radio, print, newsletter promotions, oversee 
magazine advertising and web advertising. 

4. Employee 4: Primary duties include investor 
relations, website advertising sales, travel 
magazine advertising sales, additional revenue-
generating projects.

5. Employee 5: Social. Primary role is to execute 
all social posts, manage the influencer program 
and events, coordinate campaigns across all 
channels. 

6. Employee 6: Creative. Main role is to create  
all digital and physical assets including  
travel magazine, web content, digital ads, 
brochures, banners. 

Considerations 
With increased staff and responsibilities, reallocating 
the $48,000 social contractor spend is a possibility. 
Creative staff could be funded by eliminating the 
current magazine production fees. It’s natural that 
adding net new work will require additional staffing 
and it’s recommended to do a full comparison 
analysis between full time, contingent, agency, and 
intern resources commensurate with increased 
marketing programs. Obviously, this growth is 
dependent upon increased revenues.

ORGANIZATIONAL GROWTH MODEL



ALIGNING  
FOR GROWTH
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ALIGNING FOR GROWTH
As the Finger Lakes’ popularity increases and 
tourism grows, there are many ways Finger Lakes 
Wine Country can grow and adapt. Having a 
strategic roadmap and different paths to take 
based on market realities, competition, budgets, 
and resources is important. 

ALIGNING RESOURCES
With no shortage of tourism entities in the 
region, clarifying who does what is paramount. 
While some overlap between organizations is 
necessary - and important - having a good sense 
of roles is critical.

As players in destination promotion, all 
regional entities should understand the value 
of embracing the Finger Lakes Wine Country 
rebrand to supplement and enrich, not confuse 
and complicate the consumer message.  Similar 
multi-municipality regions thrive using a variety 
of mutual services such as a single regional 
website or portal, unified travel guides, co-op 
advertising, media relations, FAM tours, and 
more, all of which are managed by the main 
brand, with involvement from the sub brand 
stakeholders. 

FINGER LAKES REGION  
The Finger Lakes Regional Tourism Council (FLRTC) 
and the Finger Lakes Tourism Alliance (FLTA) both 
work across the 9,000 square mile, 14-county 
region to increase tourism and regional economic 
development. FLRTC acts as the official Finger 
Lakes tourism promotion agency including the I 
Love NY designation. This geographic footprint 
represents a large region with a multitude of 
attractions, activities, and personalities. Travelers 
seek a more consumable destination; 9,000 square 
miles is simply too vast for visitors to digest. It is 
still valuable for these 14-county regions to work 
to promote the larger Finger Lakes vacation region; 
perhaps there are opportunities for Finger Lakes 
Wine Country to work more closely with FLRTC 
and FLTA so these organizations see the value 
of sharing the FLWC rebrand in their collective 
messaging as an important element of their 
14-county region.   

FINGER LAKES WINE COUNTRY  
Finger Lakes Wine Country is the regional 
branding organization for the 3,000 square mile 
area that includes Chemung, Schuyler, Steuben, 
Tioga, and Yates Counties as well as the Cayuga, 
Seneca, and Keuka Lake Wine Trails. As the 
regional branding organization, Finger Lakes 
Wine Country is responsible for positioning the 
region as a top-of-mind brand by showcasing 
all the various attributes and experiences of 
the area. The organization does this through an 
integrated marketing program which includes 
a robust website, paid media, social media, 
email marketing, media and influencer relations 
including FAM tours, print and online magazines, 
and consumer events that collectively promotes 
the entire region’s tourist attractions. Finger Lakes 
Wine Country is the unified voice for the five 
counties and three wine trails.
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COUNTIES & WINE TRAILS 
The five counties are charged to promote their 
individual areas with websites, social media, 
and county-specific asset development and 
promotion. The three wine trails’ responsibility 
is to promote their specific wine trail events 
and member wineries with websites, social 
media, and wine trail-specific assets.  Just as 
the 14-county region is too large to digest, 
one county or one wine trail may not be 
enough to drive multi-night visits to the region. 
Furthermore, consumers do not make travel 
decisions based on geopolitical boundaries; 
county lines are rarely a factor, nor does a single 
wine trail event or winery activity determine 
a potential consumers’ travel destination 
decisions. A consumable, easy-to-navigate 
compilation of unique experiences and activities 
is the key to turning an aspirational traveler into 
a visitor.    

TRADE ALLIANCE 
The Finger Lakes Wine Alliance is an organization 
that focuses on wine trade programs and trade 
media to increase the visibility and reputation 
of the Finger Lakes AVA, its wines, and wineries. 
Marketing programs directly target industry 
contacts, retailers, and distributors.

GROWTH CONSIDERATIONS
The previous pages of this plan look at various 
ways to launch and promote the new Finger 
Lakes Wine Country brand. To spark imagination 
for what’s possible in the future, below are 
thought starter growth ideas. While not intended 
to be a complete strategic plan or a regional 
tourism master plan, the ideas are provided for 
discussion and evaluation. Full business, market, 
and staffing analysis must be conducted to 
ensure success of any of the following ideas. 

RETAIL 
Creating Finger Lakes Wine Country logo gear 
to be sold across the region and online. Help 
visitors take a slice of Finger Lakes Wine Country 
home with shirts, hats, bags, mugs, and jackets 
that showcase the logo of the place they love. 
Consider selling at wineries, local retail stores, 
airport kiosks, NY merchandise shops, regional 
rest areas, and online. 

CO-BRANDED TRAVEL 
Working with like-minded brands that your 
target audience loves to increase awareness 
and buzz in interesting ways. From co-branded 
suitcases to branded in-room amenities. From all-
expenses paid sweepstakes to a signature scent 
Finger Lakes Wine Country candle. Co-creating 
experiences with services and brands that people 
love will raise the cachet of the area and open 
new opportunities for exposure. 

TRANSPORTATION 
Building promotions to bring city-dwelling car-
less visitors is an intriguing way to take a potential 
detractor of visiting and making it a selling point. 
Renting a cool car for the weekend from Turo, 
offering incentives for traditional rental agencies, 
or even creating a frequent traveler club that 
rewards people for repeat visits are all ways to 
make getting there as fun as being there. 
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TOURS 
Nobody knows the region better than Finger 
Lakes Wine Country. Operating full-fledged 
tours including planning, logistics, rental fees, 
and lodging are a possible way to curate entire 
experiences, offer custom vacations, and drive 
revenue from visitors. Programs can be scaled 
from co-branded sponsorships to full fleets of  
tour operators and controlling the experience 
offers the ability for sponsorship, affiliation,  
and channel margin revenue.

SPONSORSHIPS, AFFILIATIONS, TAXES 
Helping the region promote itself has obvious 
benefits for everyone and potential funding 
for Finger Lakes Wine Country. Building on 
the generous private investment of regional 
businesses, consider increasing sponsorships 
to include restaurants, transportation providers, 

local magazines, and business affiliates who 
all stand to benefit from visitors. Demonstrate 
impact in the region by showcasing marketing 
program results and invite stakeholders to 
contribute to dedicated campaigns managed by 
Finger Lakes Wine Country.

SCREEN TIME 
Demonstrate to the world what makes Finger 
Lakes Wine Country so special. Create a web 
series showcasing the magic of the region, the 
local color of the people, or the artistic prowess 
of the artisans. Take inspiration from small town 
hero celebrities, people’s passion for living a 
simpler life, and make it a show. Opportunities 
exist for product placement, sponsorship 
revenue, co-branded merchandise, and unique 
ways to increase awareness and visitors. 
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