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About the Consultant Team

This report was produced by Econsult Solutions, Inc (“ESI”) and Parter International, Inc. ESI and Parter International have collaborated on strategic

planning efforts for tourism destinations across the county.
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ESI is a Philadelphia-based economic consulting firm that provides
businesses and public policy makers with economic consulting services in
urban economics, real estate economics, transportation, public
infrastructure, development, public policy and finance, community and
neighborhood development, planning, as well as expert witness services
for litigation support. Its principals are nationally-recognized experts in
urban development, real estate, government and public policy, planning,
transportation, non-profit management, business strategy and
administration, as well as litigation and commercial damages. Staff
members have outstanding professional and academic credentials,
including active positions at the university level, wide experience at the
highest levels of the public policy process, and extensive consulting
experience.
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%" Parter International, Inc.

Founded in 1990, Parter International, Inc. specializes in tourism and
economic development consulting. Our work has been performed on
behalf of governments, corporations, public / private partnerships,
and not-for-profit organizations. The firm designs, develops and
implements strategic plans and programs in tourism (outdoors,
cultural/heritage, leisure, convention, sports, etc.), investment
attraction, marketing and PR, community affairs, and government
relations to meet clients’ planning and marketing needs.
Professionals in the company have served as high-ranking
government officials as well as senior business executives. Our
company has helped a substantial number of major US cities and
tourist destinations achieve dramatic improvements by enhancing
their tourism product and marketing, strengthening their tourism
promotion organizations, attracting more tourists, and increasing
their tourism revenues.
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Introduction

Douglas County is well positioned as a tourism destination, with a range
of outdoor attractions and natural sites located less than a half an hour
from downtown Atlanta and its amenities, population, and visitor base.
Capitalizing on these assets will allow the County to draw additional
tourism activity to the area, attracting additional spending and
employment. This will add to the county’s economic base and improve
quality of life for residents and visitors alike.

As a growing suburban county of the Atlanta metropolitan area
(“Metro Atlanta”), Douglas County can capitalize on regional tourism
both by attracting Metro Atlanta residents for day and overnight trips,
as well as by attracting tourists from outside the region looking for
unique experiences and options.

Douglas County Travel & Tourism (DCTT) is an independent 501(c)6
nonprofit that was recently created to promote Douglas County to
build awareness, increase hotel utilization, and support travelers and
visitors while enhancing economic impact for the county. This change in
structure enables an organization focused on these tourism objectives
to determine and implement the best use of Hotel-Motel Excise Tax
(HMT) funds. This strategic plan capitalizes on the goals of DCTT and
Douglas County.

Information for the situational analysis was gathered through a variety
of quantitative and qualitative research approaches:

. Industry trends and national data were reviewed to situate
Douglas County within the broader tourism industry and assess its
recovery from the disruption of the COVID-19 pandemic.
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. Secondary data from sources like hotel performance, mobile data
tracking, employment information, and state tourism reports
were reviewed to understand Douglas County’s visitors and its
tourism economy.

. Organizational data and plans were reviewed to understand
DCCT’s marketing approach, online assets, and messaging of the
visitor experience.

. Interviews and site visits were undertaken to gain on-the-ground
insight into the tourism experience, and to better understand the
views of key stakeholders and the intersections between DCCT
and other organizations within the region, county, and industry.

. A SWOT analysis of Douglas County’s visitor experience, tourism
infrastructure, tourism marketing, and community reaction was
undertaken to help identify opportunities and challenges for
tourism.

The recommendations laid out in this report are designed to help guide
the priorities and activities of the DCCT over the next five years. Within
this framework, annual marketing plans and strategic decisions will
need to be made to implement the plan, take advantage of funding
opportunities, and respond to changing conditions as they emerge. All
recommendations are action-oriented to achieve the goals of
increasing tourism activity and improving the economic vitality of the
County.



Unlocking The County’s Full Potential

©2606

Product
Development

Build upon county assets
to enhance existing
tourism products or

attract new ones

As visitors' preferences
continue to evolve,
adaptation of existing
products and/or creation
of new products will be
vital to boost tourism
and diversify the
offerings in the Atlanta
metropolitan area.

Tourism
Infrastructure

Invest in smart
infrastructure resources
to support tourism
related growth

Continued investment in
tourism infrastructure will
be needed to attract new
opportunities to the
county and promote
product development.

Collaboration

Strengthen collaboration
with private, City, County
and State partners to
advance tourism

The County must work
together with private
stakeholders and
government partners
towards shared goals of
tourism development,
embracing the strengths
of each and overcoming
any disagreements.

Strong
Implementation

Put plans into action,
monitor progress, and
adjust as needed

DCTT, the County and
partners should monitor
the strategic plan, and
collectively allocate
sufficient resources,
review key performance
measures regularly, and
remain agile and ready
to adjust when
necessary.

Economic Vitality

Attract more businesses
that continue to
contribute to
quality of life

Efficient implementation
of the plan and allocation
of resources should lead
to more businesses and
employment as well as
increased tax base for
the County — thus
increasing quality of life
for residents of Douglas
County.

Douglas County is well-situated to unlock its full tourism-driven economic potential. This is an opportune time for the County to take full

advantage of its location, available land, resources, and human capital to advance the economic vitality of the County.
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Discover Atlanta and Arrivalist Mobile Tracking Data.
Geography: Geographic areas considered included the State of Georgia, Metro Atlanta (defined as Douglas, Carroll, Clayton, Cobb, DeKalb, Fulton and
Paulding Counties), and Douglas County, with some focus on the City of Douglasville.
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Douglas County: Destination Overview

Douglas County is a suburban county within the Metro Atlanta 0
area, and is located 30 minutes and approximately 20 miles west
of downtown Atlanta. Major highways connect Douglas County to
destinations outside Metro Atlanta: Interstate-20 connects
several states including Alabama, Louisiana, Mississippi, and
South Carolina, while Interstate-75 connects to Florida and
Tennessee.

Douglas County is part of a growing Metro Atlanta area, and it
offers unique assets to build upon for tourism growth and
economic activity, including the following: oo

J Sweetwater Creek State Park, the most visited state park in

GEOI’gIa Carroll County 7 e, 3;!
A A N ,— ..... _\{Clayton County %”t\
. Open land for development and building of new tourist D e |, N\
o / i | %
attractions 7 DY, S r N g
. Location proximate to Atlanta, state capital and largest o b A
& l '.v'
regional city in the southeast 4 Hartsfield - Jackson Atianta Intemational Alport L |
V4 A
. . . Interstate Highway
. Affordable attractions with potential to be enhanced g g .
H H H . . ] ounties " M2 b
° Fllmlng |Ocat|0n for We”—known motion p|ctures and t el 7 2 2 o vere Garmin, (c) OpenSireetilap conlributors, and the GIS User community

television shows

State & County Natural Beauty Connection to Affordable Film & TV
Parks, Trail & Open Land Atlanta Attractions History
Network
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Regional Tourism

Metro Atlanta represents a major tourism destination in the American A/amfﬂm
South. The core city of Atlanta is the capital of Georgia, and it is known
as the cultural center of the American South. Over the years, Atlanta

has experienced explosive growth thanks to domestic transplants and e

international immigrants alike, and today it has more than six million o —r—

and Preservation District

residents in the metro region and outlying areas. It is recognized as a
great destination for all types of travelers.

Beyond the big-ticket downtown attractions, Atlanta is also known for
its vibrant dining scene, its palpable Hollywood influence (Atlanta is a
hugely popular film-production center) and its iconic African American
history. The city is home to historic sites such as the Martin Luther King
Jr. National Historical Park and the National Center for Civil and Human
Rights.

57M $16B 107,000 +1M

Economic impact Ranking in the nation for

generated by the local Hotel rooms available in Convention room nights hotels under
Visitors in 2021 hospitality industry the region development

ECONSULT #) .
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Hartsfield-Jackson Atlanta International
Airport

Douglas County is located just northwest of Hartsfield-Jackson
Atlanta International Airport and is approximately 30 minutes
from the airport. Several highways serve as direct links between
the airport and the County.

As the world’s busiest airport, Hartsfield-Jackson serves as a
major access point to the entire metropolitan area. The airport
brings large volumes of travelers to the region, and it is
conveniently located only 10 miles away from downtown Atlanta.

Douglas County Travel & Tourism has a strategic presence at the
airport with an Explore Douglas County campaign that includes
signage to attract future visitors. By enhancing existing tourism
products and creating new attractions, Douglas County can
enhance the offerings it markets to Hartsfield-Jackson Airport
travelers, and it can build a strategic marketing advantage to
promote tourism.

#1 80% 2,200 150

Busiest Airport in of the US Population Passenger flights per Non-stop domestic
the Nation within 2-hour flight day flights
(& the globe) (most in US)
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Visitor Point of Origin

Douglas County draws visitors primarily from the “drive market”
residents of Metro Atlanta and surrounding regions who reach
Douglas County by car. In 2021, more than one-quarter (28 percent) o o o
of those who visited Douglas County were Georgia residents (mostly Douglas County Visitors - Top Cities of Origin
from Metro Atlanta), and an additional one-quarter (25 percent) were

from Alabama (mostly from the greater Birmingham area). New or

enhanced attractions should be developed with this “drive market” in City, State

mind.
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County and Regional Demographics

Douglas County Residents by Race
Douglas County has a population of 146,000, which has grown 12 & Y y

percent over the past 10 years. The County has nearly equal
proportions of Black (47%) and White (45%) residents, with a

median disposable income of $50,645. Black _ 47%

More broadly, Metro Atlanta has experienced significant growth

as a center of population and employment. Over the past 10 White _ 45%

years, each of the counties surrounding Atlanta have experienced

double-digit population growth. Two or More Races . 39
Several Metro Atlanta counties, including Fulton County (which
contains the city of Atlanta), Cobb County, and DeKalb County are Other Race . 3%

significantly denser and larger than Douglas County in both
population and employment. Peer Metro Atlanta counties for
Douglas County include Clayton, Paulding, and Carroll Counties. Asian l 2%

The regional population is 3.3 million and has grown 13.2 percent . . . . . .
over a 10-year period. The median disposable income for the 0% 10% 20% 30% 40% 50%
entire region is $55,733. Source: US Census: American Community Survey (2020)

Regional Population, 10-year Growth (2010-2020) and Median HH Disposable Income by County

Douglas County Fulton County Cobb County DeKalb County Clayton County Paulding County Carroll County
145,814 1,056,334 766,802 757,718 297,100 173,780 121,968
11.6% 16.4% 10.6% 10.0% 12.6% 21.4% 9.9%
$50,645 $61,768 $62,464 $51,624 $40,889 $58,012 $47,009

Source: Decennial Census County Population Totals: 2010-2020 (2022), ESRI (2022)
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Demographic Growth Projections

Projected Douglas County Household Income

The Metro Atlanta region is poised for continued growth. Douglas
County’s population is expected to grow to 157,000 by 2026, an
estimated growth rate of 7 percent. Metro Atlanta is expected to
grow an average of 6 percent over the same period.

Douglas County household income is projected to grow as well. It
is worthy to note that the growth is anticipated in the higher
income brackets.

Growth in population and income bodes well for the attraction of
both product and investment in relation to tourism and economic
development.

Projected Regional Population Growth by County, 2021-2026

7% 7%
5% 5%
l ] l

Douglas County Fulton County Cobb County

2021 2026 (p)
<$15,000 7.7% 6.3%
$15,000-524,999 6.8% 5.6%
$25,000-534,999 8.2% 7.3%
$35,000-549,999 16.9% 15.3%
$50,000-574,999 18.1% 18.1%
$75,000-599,999 15.5% 16.0%
$100,000-$149,999 15.5% 17.8%
$150,000-$199,999 6.4% 8.0%
$200,000+ 4.8% 5.6%
Median Household Income $61,967 $70,233
Average Household Income $81,052 $91,304

10%
5%

DeKalb County Clayton County

Source: ESRI forecasts (2021-2026)
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Paulding County
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Disposable Income

Disposable income is an important parameter in determining Douglas County Disposable Income by Age, 2021
consumer demand and spending available to support local amenities

These include tourism attractions but also food, retail and <25 $41,382

entertainment options that both appeal to locals and create a :

stronger visitor experience.

Disposable income in Douglas County averages about $64,000 per 23-34 554,689

household. This figure is highest among households aged 35-64,

indicating their ability to spend on goods and services. 35-44 $69,265

Disposable incomes are higher in the Atlanta Metro area, reflective

of the .h.lgher incomesin nelghborlng counties like Con anq Fulton. 45-54 $74,694

In addition to out-of-market tourists, Douglas County’s tourism

amenities draw heavily from this growing base of spending in

neighboring counties in the Atlanta region. 55-64 $65,566
65-74 52,707

Average Disposable Income by Area, 2021
75+ $42,425

$83,168

$63,689

Douglas Atlanta State of
County Metro Georgia

Source: ESRI (2021)
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Douglas County Employment Patterns

Douglas County has approximately 44,000 jobs. Leading industries in the Top Work Locations for Douglas County Residents (2019)
County include education and health services, retail trade, and
manufacturing.
County Percent of Total
Douglas County has historically been a “bedroom community,” with many Fulton County, GA 27%

residents commuting to nearby counties for work. As of 2019, the County
had about 63,000 employed residents, but only 44,000 jobs in the County, Cobb County, GA 19%

indicating a net daily outflow of commuters.
Douglas County, GA 18%

Only 18 percent of the 63,000 employed residents work in Douglas County,
with larger shares commuting to Fulton County (27 percent) and Cobb
County (19 percent). As a result, daytime population and disposable income Clayton County, GA 5%
within the county have been somewhat lower than the overall income
would suggest.

Carroll County, GA 5%

DeKalb County, GA 5%

Gwinnett County, GA 4%
As work patterns change, Douglas County may be able to attract more

remote workers, as well as hybrid workers who would no longer commute Paulding County, GA 2%
into Atlanta every day. These trends, in combination with continued

population growth, have the potential to increase the disposable income
that remains within the county, and accordingly the demand for amenities Fayette County, GA 1%
(food and beverage, shopping, entertainment, etc.) that may appeal to both
residents and potential visitors.

Coweta County, GA 1%

All Other Locations 14%

Source: US Census Bureau OnTheMap (2019)

Employed in Douglas Live in Douglas Employment in Douglas County: 44,000
County, Live Outside County, Employed Employed Residents of Douglas County: 63,000
11,693 Outside Net Outflow: (19,000)
Employ and Live in
ECONSULT #) the County
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Douglas County Tourism Employment

Tourism industry employment is represented by the

Accommodations and Food Service Employment (2019)
“Leisure and Hospitality” super-sector, as defined by
the Bureau of Labor Statistics (BLS). This sector > \ e
includes jobs in accommodations, food service, arts, Peniing —
entertainment, and recreation. ' Lina spengs N
Based on 2021 benchmarks, employment in the \ :

Leisure and Hospitality sector in Douglas County
was 5,171, or approximately 12 percent of total ‘

|
employment in the County. VMIJ ®
Temple "‘7“
Tourism employment in the county is concentrated ‘

o \ -
primarily around major transportation corridors. Major \ ) South Fulton

clusters are located: \ East Point
along Thornton Road (Hwy 278 / Hwy 6) through S }
Lithia Springs

Atlanta

J
Douglasville

L]

Fulion College Park

‘ - ,:;3: Union City
along 1-20 and Hwy 92 in downtown Douglasville ” 4

| / Chattahoochee Hills
{
[

1 10km | ey Fairburn B
| 10mi 1 ’
Carroliton Paimetto fFayetiel

Source: US Census Bureau OnTheMap (2019)

Leisure and Hospitality Employment and Percentage of Total Employment (2021)

Douglas County Fulton County Cobb County DeKalb County Clayton County Paulding County
5,171 83,077 38,049 24,351
12% 9% 10% 8%

Carroll County

8,122 1,984 5,018
7% 7% 12%

Source: Bureau of Labor Statistics, 2021

E s ECONSULT : 16
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Visitor Spending

Visitor Spend by County, 2021

Visitor spending is the total amount of spending by tourists while
either visiting or passing through the region. Traveler spending brings
new dollars from outside the local area into the local economy, which
are concentrated primarily in tourist-serving sectors.

Between the years 2019 and 2021, the economic impacts generated _ el
from visitor spending in Douglas County ranged from $250.9 - $266.5 Paulding County $1.38 e
million, averaging 5.4 percent year-over-year growth. The COVID-19 $76.7M E
pandemic had a significant impact on the travel and tourism
economy, as visitor spending contracted by 16.8 percent in 2020.
Spending rebounded in 2021, growing by 27.8 percent and generating
approximately $68.8 million in direct labor income for those
employed in the travel and tourism industry within Douglas County.

Delkalb County

Fulton County $1.38
$10.08

Carroll County
Douglas County sits in a competitive tourism region with Cobb, Fulton $150.1M

and DeKalb Counties all accruing more than $1B in visitor spend, and

Clayton County accruing over S500M in visitor spend. Investment in ' ‘

tourism infrastructure is needed for Douglas County to keep pace and : ' -y
be competitive with visitor spending in the surrounding counties. : ‘

Clayton County -
L $583.6M .

Douglas County Tourism Economic Impact, 2021

$ N i

$266.5M $68.8M 2,800 $20.8M

Total Spend Direct Labor Spend Direct Employment Income from State and
Local Taxes

ECONSULT F\t Source: Explore Georgia
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Lodging Supply

Daily Hotel Metrics (2021)

DCTT receives Hotel-Motel Excise Tax (HMT) revenue from stays Average Daily Average Daily Average Daily
at Douglas County hotels located outside of the city of Supply Demand Revenue

Douglasville. These hotels are primarily located along a stretch of
Thornton Road in Lithia Springs at the northeast edge of the 806 567 $57’779

county, along the border of Cobb County.

Source: Smith Travel Research

All Douglas County Hotels Douglas County Hotels in Lithia Springs

o
oV

\‘J’/fl\\ @ Quality Inn & Suites Austell “AMiNGo pR

SUMMERS T,

M MURPHY Fyyy 03

Home?2 Suites by Hilton Atlanta
West Lithia Sprmgs
I
®
® Hilton Garden Inn Atlanta West Lithia Springs

Woodenng Suites Atlanta
ithia Springs

|
°

® Courtyard Atlanta Lithia Springs

Map Legend
%
| Hilton Garden Inn Atlanta West Lithia Springs

[ Douglas County My Place Hotel B et
Lithia Springs ATL West | 20 T g

Douglasville City 3

® /Fox Hall
® Hotels
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Lodging Performance

The hospitality industry has been hit hard by travel Hotel Metrics, Douglas County and National (2019-2021)
restrictions and the slowdown in activity from the

COVID-19 pandemic. Nationally, hotel occupancy fell
from 65 percentin 2019 to 44 percent in 2020,
recovering only partially to 58 percent in 2021.
Revenue per available room (RevPAR), an indicator
that accounts for both hotel occupancy and average
rates, fell 47 percent in 2020 and remained 17 percent

Douglas County National

2019 2020 2021 2019 2020 2021

below the 2019 baseline in 2021.

Occupancy 67.1% 543% 70.4% | 64.8% 44.0% 57.6%
Hotels in Douglas County have outperformed these

national recovery trends. RevPAR in Douglas County

fell by 36 percent in 2020 and recovered to nearly ADR $109 $87 $102 $131 $103 $125
match 2019 levels (in nominal terms) in 2021.

Notably, in 2019 Douglas County hotels had a
somewhat higher occupancy rate, but a lower room
rate, than the national average. This trend has
deepened, with Douglas County hotels posting a RevPAR vs. 2019 -36% -1% -47% 17%
strong 70 percent occupancy rate in 2021 (well above

the national average of 58 percent) yet remaining at a

lower price point of $102 (compared to a national Source: Smith Travel Research

average of $125).

RevPAR $73 s47 $72 $86 $45 §72

Es ECONSULT )
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National Lodging Projections

National lodging performance has rebounded
strongly in 2022 as travel activity has returned
near pre-COVID benchmarks. Industry forecasts
indicate that hotel occupancy is anticipated to
return close to 2019 levels in 2022 and continue
to grow modestly in subsequent years. The
occupancy recovery continues to lag in central
business districts, which reliant to a greater
degree on business and convention travelers,
indicating that more leisure focused destinations
may have the opportunity to exceed 2019
benchmarks.

Hotel room rates for 2022 and beyond are
anticipated to be well above the 2019 benchmark
in nominal terms. However, these rate increases
largely track with the significant levels of inflation
across the economy — in real terms (adjusted for
inflation), average rates are not anticipated to
return to 2019 levels until 2024 or 2025.

Es ECONSULT )
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National Hotel Performance Forecast (nominal)

2022 2023 2024
2019 2020 2021 (p) (p) (p)
Occupancy 64.8% 44.0% 57.6% | 63.0% 64.6% 65.8%
ADR S131 $103 $125 $148 $152 $157
RevPAR $86 S45 $72 $93 $98 $103
RevPAR vs. 2019 -47% -17% +8% +14% +20%
Source: Tourism Economics and Smith Travel Research (Aug 2022)
20



Impact of COVID-19 and Road to Recovery

Although we are seeing a return towards normalcy, impacts of the pandemic are still influencing the rate at which this will take place. The
economic impacts from the pandemic dealt a crucial blow to the travel industry, which suffered under pandemic restrictions and shutdowns
and lingering changes in the travel patterns that the industry depends on.

Total Direct Jobs

Within the industry, total jobs supported plummeted 34
percent between 2019 and 2020, declining from 16.7 million in
2019 to 11.1 million in 2020. In other words, travel and tourism
lost an estimated 5.6 million jobs in a single. Although the
worst of the pandemic has subsided and people have become
more comfortable traveling again, leisure and hospitality still
represent 34 percent of all job losses and the industry
continues to trail roughly 8 percent behind pre-pandemic
levels.

Travel Spending 2019-2021

The onset of the pandemic impacted travel spending
nationwide. Nationally, travel spending was nearly cut in half in
2020, at 58 percent of total travel compared to 2019. Travel in
2021 increased from 2020, but did not quite reach 2019 levels,
registering at 78 percent of 2019 travel spending amount. The
State of Georgia followed national trends: in 2020 travel
spending was 69 percent of 2019 levels, and in 2021, it
continued to rebound to 86 percent of 2019 levels. The
industry, barring unforeseen circumstances, will continue to
rebound and grow in the near future.

2020 2021 2019 h
Total Direct 6.7 Millionjob hi"';“:"";"s :
Travel Jobs 75% of 2019 ' SHSEIEN
Lost
/
4 2020 2021 2019 R
Leisure 5.5 Million Jobs 6.2 Million Jobs 7.1 Million J‘?bs
Travel Jobs of 2019 87 % of 2019 900K Remain
Lost
o J
4 2020 2021 2019 A
Business 1.9 Million Jobs
Travel Jobs 29% of 2019 1.4 Million jobs Remain Lost
\ J
[ 2020 2021 2019
Tmsa | :r:iecr $910 Billion $1.2 Trillion
P 58% of 2019 78% of 2019 22% Remains Lost
(National)
/— 2020 2021 2019
Tmsal D'Lm $24.0 Billion $30.0 Billion $34.9 Billion
pen_ 69% of 2019 86% of 2019 14% Remains Lost
(Georgia)
21
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Impact of COVID-19 and Road to

Recovery

Total Trips /_ 2020 2021 2019 \
g:‘rzr:;;e' # 1.6 Billion Trips 2.0 Billion Trips 2.4 Billion Trips
The pandemic caused a drop in overall visitation. Nationally, total Tl 2019 85% of 2019 15% Remains Lost
trips (both domestic and international arrivals) dropped by 33 Y Y
percent in 2020 and 15 percent in 2021, compared to 2019 totals.
When isolating for domestic travel, a similar pattern emerges; 4 2020 2021 2019 )
there was a 32 percent drop in 2020 and 13 percent drop in 2021 Domestic # 1.6 Billion Tips 2.0 Billon Trps S ET
when comparing to 2019 totals. However, international arrivals has ?:I:’t"" 68% of 2019 87%0f2019 ' 13% Remains Lost
taken a significant hit, with only 24 percent of international arrivals
in 2020 and 28 percent in 2021 when compared to 2019 totals. \ 4
Barring unforeseen events, the number of travel trips are expected g 2020 - 2018 )
to increase with domestic travel, reaching back to 2019 levels by — — ol
2023 and international arrivals reaching 2019 levels by 2025. Arrivals 28% of 2019 72% Remains Lost
N /
Decrease of Leisure & Business Travel
2019-2021 4 2020 2021 2018
Both leisure and business travel experienced a decline Ei;fre 14 ﬂi“i?n;;ifs 1.77 Billion Trips :ii Billion T:‘s::t
. . . . . 76% of 2015 96% 9
during the pandemic, albeit at varying degrees. Leisure (National) = S6%of 201 SheReee
travel was 76 percent below 2019 benchmarks in 2020 and \_
96 percent of benchmarks in 2021. Leisure travel is
expected to surpass 2019 levels in 2022. Business travel 4 2020 2021 e
was 24 percent of pre-pandemic levels in 2020 and 54 Business :

t of d icl s in 2021. Busi t i = $24.0 Billion $30.0 Billion 464 Million Trips
percent of pre-pandemic levels in . Business travel is ;Jps' | ST o T R 26% Remains Lost
expected to recover fully in 2024, however, leisure and il
business travel will be more closely linked due to changes \_
in travel patterns solidified during the pandemic.
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Key Travel Trends

Trends in the industry have either shifted or accelerated changes that were already happening prior to the pandemic.
COVID-19-related factors — as well as activism around climate change — have also influenced the travel industry, its offerings,
and products. Douglas County can incentivize new tourism products to meet this new demand.

Ecotourism Green Hotel Check-Ins

Climate change has created the opportunity to look for Mobile check-ins have become increasingly popular over the
innovations in travel to address this global crisis. The past several years as technological advancements continue to
advancements in technology have modernized travel and pervade the hospitality industry. These gained popularity
ushered a new era of tourism. Ecotourism has become especially during the COVID-19 pandemic, which issued
popular among those who are environmentally conscious, numerous requirements for social distancing, quarantining,
and the trend will continue gain popularity as socio-emotional [FEIle RN lelel e lol Vgl o slend =l SN[ N k[ wilel U] EN gNelo) = [od [SH5
values continue to shift in support of “going green.” check-ins have helped to alleviate the stresses of booking
Ecotourism is a simplified, yet immersive, experience that stays by putting all relevant information in the palms of the
puts the traveler in a position to admire a destination for its consumer, while simultaneously offering strategic benefit to
natural wonders, fostering a whole new set of experiences the hotels that have adopted such methods. Contactless

and appreciation, while simultaneously producing positive check-ins have helped to induce the likelihood of travelers
benefit for the environment. In the latest Sustainable Travel booking stays by creating a more streamlined operational
Report issued by Booking.com, 83 percent of travelers infrastructure, which would be realized by increased

thought sustainable travel was vital, while 61 percent of customer satisfaction. In addition, with the entire check-in
which claimed the pandemic influenced their stance on the process taking place electronically, it presents the opportunity
matter. Meanwhile 49 percent of respondents still believed for hotels to advertise their services, amenities, and local
that there weren’t enough sustainable travel options attractions, all which add to the hotel’s value proposition and
available. the guest experience. It also presents the opportunity to

gather consumer data for future outreach. ’

&y
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Key Travel Trends

COVID-19 trends have also impacted how people travel and where they choose to stay. Hotels are no longer the only option
for travelers. In addition, work from anywhere trends have changed business travel experience, with more people exploring
opportunities for both work and pleasure simultaneously.

Increase in Private Rentals

Platforms such as Airbnb, Vrbo, Booking.com, and others
have disrupted how people select a place for vacation. Private
homes, condos, apartments, and rental of rooms have
allowed for individuals or small businesses to rent out their
places, competing directly with hotels and resorts. This trend
will continue post-pandemic, as visitors are now accustomed
to this product and many remain apprehensive of stays in

large hotels.

The pandemic accelerated trends towards hybrid and remote
work, which are here to stay over the long term. Workers
have proven they can remain productive outside the office
and prefer more flexibility for a better work-life balance. The
demand for remote work has increased, with 82 percent of
workers working from home at least once per week and 57
percent three days per week. Flexibility in work location can
influence regional travel, with guests extending stays at hotels
or private rentals. This allows remote workers to explore new
towns or plan small getaways with family.

Work from Anywhere

ECONSULT
SOLUTIONS INC.
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Micro-cations

Throughout the course of the COVID-19 pandemic,
populations around the world experienced prolonged periods
of isolation from family, friends, and the outside world,
resulting in a pent-up desire to reconnect and experience
“normal” activities. During this time, individuals also
weathered waxing and waning travel restrictions, and many
took the opportunity to capitalize on periods of eased
constraints, resulting in the popularity of micro-cations.
Another proponent for the rise in micro-cations is the travel
trends of Millennials. According to the 2019 Vacation
Confidence Index (VCI) released by Allianz Travel Insurance,
21 percent of Millennials took trips that were three to four
nights long, while 12 percent claimed they took trips no
longer than two nights. Although the length of stays has
generally become shorter, this shift in travel trends has also
increased the interest in domestic travel. Micro-cations also
pose a financial benefit for travelers, since shorter stays often
result in cheaper price tags, which in turn increases tourists’

willingness to travel and spend regionally.
‘E'
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Emerging Trends to Monitor

In the wake of COVID lockdowns, numerous major shifts have emerged that are likely to continue to influence the tourism
industry for years to come. Travel behaviors and labor market trends appear to reached a new and significantly altered
normal, while high inflation may not only impact travel decisions, but also might lead to increased costs to build new

attractions or strengthen existing tourism infrastructure.

Price Inflation Limiting Travel Behavior
Travelers in the near-term, and possibly for a few years out,
are feeling the impact of inflation and the rising cost for
transportation, gas, food, and related goods and services.
Prices for consumer goods were up 8.5 percent in March
2022, compared with prices one year prior. The return of
leisure travel has bumped nightly hotel prices up 11.7 percent
on average since 2019, from $132 to $148, according to the
hospitality benchmarking firm STR. Rental cars, gas, and even
car-sharing app rides are up 12 percent recently (New York
Times, April 2022). This may impact travelers’ decisions on
both destination and length of stay.

Staffing Challenges and Shortages A

The pandemic had numerous impacts on the job market,
particularly for the travel industry. First, the travel industry
was the first to lay people off, and it has been a challenge to
get them back. Second, a great migration has taken place,
where an unprecedented number of people left their jobs to
seek new employment or retirement. Third, women have
faced greater challenges with reentering the workforce
primarily due to childcare shortages. These — along with other
factors — continue to make staffing a challenge for the
foreseeable future.

¥ Parter International, Inc.

Corporate Travel New Equilibrium
(Video Calls Replacing Business Trips)

The pandemic has accelerated the evolution of business
travel. With online platforms becoming more advanced and
reliable, many meetings that might once have required travel
are being done online. Part of this phenomenon is a short-
term solution for budget restricting after several years of
reduced or eliminated travel. Many travel procurement
professionals, however, have reported refined rules and
higher thresholds on approval for travel. In addition, newly
formed consciousness derived from work from home
initiatives have taken root and will remain for the foreseeable
future, further impacting business travel.

Cautious Return to Travel for Boomers
(Continued Health Considerations)

Before the pandemic, the impending retirement of Baby
Boomers (born between 1946 and 1964) was anticipated to
have a positive impact on the tourism industry, with this large
generation having more time to travel and a higher
disposable income. Continued health concerns have slowed
this trend, as Boomers refrain from traveling out of concern
for their health.
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Tourism Infrastructure: Strengths and Challenges

e Limited retail shopping opportunities

Strengths Challenges

e Favorable and accessible location:

— Proximity to Atlanta & Hartsfield-
Jackson Airport

— Highway connections to major
population centers

— Proximity to Six Flags and corporate
activity in neighboring Cobb County

¢ Affordable lodging (cheaper than
neighboring counties) with name brands
(Hilton, Marriott)

e Natural scenery, outdoor experiences, and
agricultural experiences align with areas
of growing visitor interest

e Growing residential population and
increased disposable income in the
county as employment patterns shift

that are attractive to tourists
e Limited public transportation options
e Lack of higher-end hotel products

e Neighboring counties enhancing their
tourism products and marketing

e Need for increased signage and
wayfinding

e County does not have a strong base of
corporate employment to attract
regular business travel

e Difficulty identifying developers who
will invest in tourism

e Industry-wide decline in mall activity as
a draw
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Visitor Experience

Overview
Douglas County Tour
Strength and Challenges
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Visitor Experience

Douglas County boasts a wealth of unique attractions, from local
food spots to film sites where more than 700 movies and television
shows have been filmed. For example, Marvel fanatics can visit
Sweetwater Creek State Park to immerse themselves in the same
location as the Avengers in the movie Infinity War or show The
Falcon and The Winter Soldier. Apart from its physical attractions,
Douglas County is attractive in terms of location itself, as it is
reachable to Atlanta but presents a more laid-back environment.

DCTT has developed a set of visitor trails that serve as an
interactive scavenger hunt for potential tourist attractions. Guests
visit a series of locations related to the overall theme of the trail.
These trails include the Douglas County Agri-Trail, Butterfly Trail,
Film Trail, and History Trail. As one could imagine, the journey
along the Agri-Trail would lead explorers on an eco-centric
expedition to several local farms where they could experience local
produce, interact with livestock, and appreciate the fresh air of
Douglas County. Along the Butterfly Trail, guests visit a variety of
gardens teeming with color and, for lucky visitors, butterflies. For
visitors with a passion for movies, the Douglas County Film Trail
provides the opportunity to visit the same locations where some of
the most popular and highest grossing movies of all time were
filmed. Last, but not least, the History Trail provides history junkies
with a series of locations with deep ties to Douglas County
including museums, old industrial buildings, and even historic
cemeteries.
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Visitor Experience
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Douglas County Tour - Visitor Experience

Douglas Film Trail

Douglas County is home to the Douglas Film Trail. The trail offers a self-guided tour of nine film locations
throughout the area. Over 700 movies and television productions have been filmed in Douglas County. Notable
films include The Hunger Games, Stranger Things, The Have and Have Notts, The Walking Dead, The Founder,
and Smokey and the Bandit.

Butterfly Trail

Douglas County hosts a Butterfly Trail, a self-guided seasonal tour of 10 public butterfly gardens. The trail was
launched to preserve the habitat for the monarch butterfly in 2016, and was inspired by the Rosalynn Carter
Butterfly Trail initially, which opened in 2013. In the state of Georgia, Douglas County’s butterfly gardens have
become part of the elementary school science curriculum. During the summer season, visitors can enjoy flower
blossoms and look for butterflies at the gardens.

Sweetwater Creek State Park

Sweetwater Creek State Park is a 2,500+ acre park (the largest state park in Georgia). The park includes a wooded
trail following the stream that runs through the New Manchester Manufacturing Company, a textile mill burned
during the Civil War. A 215-acre reservoir in the park offers spots for fishing, feeding ducks, and picnicking.
Visitors can rent fishing boats, canoes, kayaks, stand-up paddleboards, and pedal boats from the park.
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Douglas County Tour - Visitor Experience

L&R Alpaca Haven Farm

L&R Alpaca Haven Farm is one of the growing agri-tourism establishments in Douglas County. They provide farm
tours and host birthday parties, yoga classes, and other events. The alpacas have coats similar to wool and the
farm sells alpaca blankets, sweaters, hats, gloves, scarves, and other items. The owner of the farm is in the
process of building an event center to host weddings and other special events. They also have plans to expand
their program offerings.

Cultural Arts Center

The Cultural Arts Council offers exhibits and programming for the enjoyment of and participation in the arts.
The Center provides quality exhibits and performances available to the community and create opportunities for
unique interactions with the arts through a wide range of satellite groups. The organization hosts a range of
programs in its historic house, including events highlighting artists from around the world, as well as festivals
and other related activities to increase awareness of the arts to both residents and visitors.

Foxhall Resort

Douglas County is home to Foxhall Resort, a 1,100-acre vacation residential community located 35 miles from
downtown Atlanta. The resort is unique to the area, boosting several unique indoor and outdoor event spaces.
In addition to residential developments, the resort hosts an urban sporting club, venues for special events like
weddings or reunions, and more than 40 on-site recreational activities. Guests at Foxhall can enjoy the natural
landscape through ATV rides, fishing, or hunting trips led by resort instructors.
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Douglas County Tour - Visitor Experience

Six Flags Over Georgia

Six Flags Over Georgia is a key driver for Douglas County hotel bookings. The complex occupies 290 acres and is
adjacent to Douglas County. Opened in 1967, Six Flags Over Georgia is the second park in the Six Flags chain and
the largest regional theme park in the southeast. It offers more than 40 rides, including 11 roller coasters, three
children’s areas, water rides, and thrill rides. Operating from March to January, the park attracted 28 million
visitors and brought in $1,497 million in total revenue in 2021.

Arbor Place Mall

Arbor Place Mall is located in Douglasville, Georgia, and offers 134 stores. The mall opened in 1999 and is a two-
story mall, with free-standing retail and office locations outside of the mall. The mall is currently anchored by
Belks, Dillards, Macy’s and JC Penney. Each store has an individual ownership structure, which has made it
difficult for planning and readaptation.

Amphitheater (City Project with County Impact)

The amphitheater presents an opportunity to drive additional tourism to the area. With support from Douglas
County, Douglasville is building a $12.1M amphitheater in the downtown that will be completed by Spring 2023.
The event space will hold up to 225 people. An existing elevator tower and bridge that will also be redeveloped
as part of the project, creating an event space for up to 179 people. A third floor will be added for smaller
events. A future phase of this project includes 10,000 square feet of retail, 350 apartments, and parking.
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Visitor Experience: Strengths and Challenges
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DCTT Organizational Structure and Funding

Douglas County Travel and Tourism (DCTT) is the destination
marketing organization (DMO) for Douglas County. DCCT is a
501(c)6 non-profit entity founded in 2020.

DCTT is overseen by a Board of Directors with six members. DCTT is
a member of the Atlanta Metro Travel Association, as well as the
Georgia Association of Convention and Visitors Bureaus.

DCTT has the fiduciary responsibility of expending Hotel-Motel
Exercise Tax (HMT) generated in Douglas County, outside of the
City of Douglasville. HMT generated within Douglasville is allocated
to the Douglasville Convention and Visitors Bureau. The HMT of 8
percent on hotel stays is divided into three different components:

. Non-restricted funding (37.5 percent) which can be used by
the County for any legal general fund purpose

. Tourism, Convention and Trade Show (TCT) funding (43.75
percent), which are expended by DCTT on promotional
activities

. Tourism Product Development (TPD) funding (18.75 percent)
which are expended by DCTT on allowable “brick and mortar
projects to enhance tourism assets

7
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DCTT’s Organizational Goals:

Promote awareness and
attractiveness of Douglas
County as a travel destination.

Increase hotel-motel exercise
tax by increasing hotel

occupancy (i.e., heads in beds).

Support travelers and visitors,
while enhancing economic
impact for the community.
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DCTT Promotional Efforts

Consistent with the stipulations of the HMT funding
categories, DCTT’s organizational expenditures are divided
into three categories:

. Marketing expenditures from TCT funds that support
the production and purchase of paid media (online,
print, video, etc.) and the design and maintenance of
online promotional channels.

Product expenditures from TPD funds support the
development of physical assets in the County. TPD
expenditures for the current year focus on wayfinding
signage in strategic locations and trail enhancements.

Operational expenditures, along with memberships and
reserve funds, comprise the remainder of the operating
budget. The organization is managed by an Executive
Director on a contract basis.
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Brand Campaign

Promotion of Douglas County is undertaken under the “Explore
Outside the Lines” brand campaign. This campaign is featured on

DCTT’s online channels and through paid and unpaid media channels.

Messaging under this brand balances Douglas County’s proximity to
downtown Atlanta with outdoor and small-town experiences
available in Douglas County.

OUTSIDE THE LINES

DOUGLAS COUNTY, GEORGIA

Online channels

DCTT promotes tourism to Douglas County through the primary
website ExploreDouglasCountyGA.com.

Site content includes video footage and high-quality photography,
with emphasis on the scenery and natural beauty in Douglas County.
The site also features activity listings in the county, including
attractions, dining, hotels, and curated trails.

DCTT maintains a strong social media presence on sites such as
Facebook, Instagram, LinkedIn and YouTube under the moniker
@ExploreDouglasCountyGA.
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Marketing Plan

DCTT’s 2022 marketing plans lays out the target audiences, media
strategies, objectives, and key results for the organization’s
promotional spending.

Key markets are determined based on Arrivalist mobile tracking
data, which identifies the top source markets for overnight
travelers as Birmingham, AL; Macon, GA; Columbus, GA; Huntsville,
AL; and Chattanooga, TN.

Potential travelers in these markets are targeted based on a mix of
paid media tactics including radio, print, digital advertising, and
online adverting placements.

Paid media placements are complemented by other content
outlets including wayfinding signage, trails, and exploration
challenges.

ECONSULT (#)
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Objectives and Key Results

Promotional strategies for each quarter are tied to
three key objectives:

* Increase visibility of Douglas County and its
attractions

Refer travelers to DCTT hotels
* Create quarterly contests to incentive visitors

Within each quarter, numeric goals for inputs (such
as promotions launched and promoted) and outputs
(such as online audience acquisition or reach) are
identified and segmented by tactic.
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Sustainable Local Tourism Ecosystem

Tourism flourishes in an ecosystem that is
well-defined, coordinated and works
together for the mutual benefits for all
parties. Important goals include ensuring
visitors have a great experience, that they
want to come back, and that they share their
experience, so others will enjoy all you have
to offer. Another goal is to develop a visitor
experience that is varied and robust enough
for visitors to feel compelled to stay
overnight. Opportunities are missed and
growth stifled when parties are not able to
collaborate in meaningful ways.

Tourism at the local level only functionsin a
healthy manner when cities and counties
work together. Tourists do not see city or
county boundaries; they are compelled to
visit not because of the county name but
because of the quality of attractions or
events that the county hosts. Therefore, local
tourism success is predicated on
governments, promotional entities and the
private sector industry working together to
support the tourism infrastructure and
experience.
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Community

Residents, community advocates and others often
help advocate for tourism through word of mouth,
promotion on social media and sharing through
other local mediums

A

Happy Visitors

Local Government Tourism Attractions

Businesses and
organizations that provide
products, services and
entertainment for tourism

Work to provide
leadership, vision, and
advocacy as well as secure
or leverage funding that
leads to strong tourism
infrastructure

Healthy Tourism
Economy

Marketing
Organizations

Local marketing tourism
groups and organizations
work to promote and
advocate for programs,
reduce cost, host events and
energize the public on the
benefits of tourism

Regional Partners

Regional government
partners, chambers,
nonprofits and trade
organizations help to
promote programs and assist
with business recruitment
and sustainability

Public-Private Investments

Leveraging government and public funding to
attract additional investments for enhancing or
creating new attractions or tourism related
services
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Marketing / Organization: Strengths and Challenges

Strengths Challenges

e Strong marketing materials / channels e County lacks a distinct visitor image (not a “must

— Attractive, easily accessible, robust website — see” stop on itineraries of out-of-town tourists)
also good promotion on social media sites e Limited awareness of tourism assets among

— Transparent marketing program / performance locals; limited sense of pride as a result little
indicators word-of-mouth support from locals

— Takes good advantage of airport * Lack of partnerships among pgtentially .

— Focused on the drive market radius (Atlanta and complementa!ry /_ related tour|srT1 Experience :
other significant population centers) e Lack of coordination / partnerships among public

entities seeking to enhance tourism product and

— Promotion of local and special events in the ; :
marketing to tourists

County

® Recognition of the importance of tourism among
elected officials

e Strong fiscal position of the County, good working
relationship between DCTT and County

e Dedicated funding streams for both tourism
marketing and tourism product development
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SWOT Analysis

Strength
Weaknesses
Opportunity
Threats
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SWOT Summary Analysis

Strengths

Natural beauty: County features natural scenery, outdoor
activities, small town feel

Favorable location: access to Atlanta with a quieter environment,
Six Flags, major highways, proximate to Hartsfield-Jackson Airport

Political support: elected officials wanting to be involved in
tourism

Affordability: low-cost attractions and affordable lodging

Marketing: effective targeted marketing programs

Weaknesses

Lack of destination brand: County does not have a distinct
tourism image

Lack of resident support: Limited awareness of tourism assets or
potential by locals

Lack of partnerships: insufficient tourism-related partnerships

Lack of professionalized attractions: Most attractions are
volunteer-run, limited hours, and primarily serve local community

Lack of coordination vision: no integrated plan for destination
development

Opportunities

Experiential product: Transform film trail into an experience
Events: Enhance current events, develop new ones
Dining: Further develop unique culinary options

Local campaign: Devote a portion of the marketing spending
locally to educate, engender support, and generate word-of-
mouth marketing

Product development: Enhance current tourism attractions and
develop new ones

Partnerships: Develop more and stronger tourism partnerships

Threats

Competition: Increased attention to tourism product
development and marketing in competitive destinations

Mentality: Old-school thinking, not enough new ideas

Resident-tourist conflict: Facilities promoted as tourist
attractions are primarily used by locals

Shopping: Declining industry-wide interest in malls,
redevelopment challenges, lack of alternatives

ECONSULT (#)
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Summary SWOT Analysis

Strengths

Natural beauty: Douglas County features appealing scenery, outdoor activities, and
a smalltown feel that contrasts well with the urbanized experience available in the
nearby counties in the Atlanta metro.

Favorable location: Douglas County benefits from proximity to major tourism assets
in nearby counties including downtown Atlanta and Six Flags theme park. It is also
accessible by major highways and close to Hartsfield-Jackson Airport.

Political support: Elected officials have expressed an interest in involvement in
tourism and the development of the industry.

Affordability: Douglas County features low-cost attractions and affordable lodging,
which broaden the appeal of the county, and allow it to attract overnight stays from
visitors whose main activities may be in nearby counties.

Marketing: Promotional materials are appealing and professional, and marketing
programs well-targeted and tracked.
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Summary SWOT Analysis

Weaknesses

Destination brand: Douglas County lacks a distinct tourism image or iconic attraction
that is immediately identifiable to potential visitors.

Resident support: County residents have limited awareness of tourism assets or the
potential of the industry.

Partnerships: Existing efforts between local attractions and marketing organizations
should partner to increase their reach and ensure effectiveness.

Professionalized attractions: Sites within the county that have the potential to serve
visitors are often run by volunteers, and have limited hours; therefore, they primarily
serve the local community.

Coordinated vision: The fragmentation of government and tourism promotion
entities contributes to the lack of an integrated plan for destination development.
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Summary SWOT Analysis

Opportunities

Experiential product: DCTT has developed themed trails around agriculture, film,
butterflies, and history. These trails have the potential to be enhanced into more
experiential products, especially the film trail.

Events: Douglas County has the opportunity to enhance current events and to
develop new ones that build upon efforts like September Saturdays Festival.

Product development: Current tourism attractions can be enhanced, and new ones
developed that complement existing draws.

Dining: Additional unique culinary options would diversify the dining choices and
highlight local owners and operators, and product.

Local education: Finding ways to engage residents and engender support for
Douglas County as a destination has the potential to generate improved word-of-
mouth marketing and friends and family referrals.

Partnerships: Developing more and stronger tourism partnerships that will enhance
the tourism industry in the County as well as leverage resources.
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Summary SWOT Analysis

Threats

Competition: Increased attention to tourism product development and marketing in
nearby destinations may increase the challenges in attracting visitors to Douglas
County.

Delay: Delay in developing tourism infrastructure will cost the county in the ability to
leverage resources and to expand attractions, weakening its competitive position.

Shopping: Declining industry-wide interest in malls and redevelopment challenges
may reduce the draw of Arbor Place Mall. The county lacks alternatives for unique
visitor shopping experiences

Resident-tourist conflict: Facilities promoted as tourist attractions are primarily used
by locals. Increasing the flow of visitors may create conflict among locals who
perceive that their access is limited.

Mentality: The inability for city — county — regional governments as well as private
organizations to work together in significant ways will stifle growth and creativity
that will hamper tourism and economic development efforts.
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Actionable Recommendations

Advancing Tourism in Douglas County

These recommendations are built upon the situational analysis, SWOT analysis, stakeholder
engagement, and site visits. All recommendations align with the areas of highest strategic
priority. The primary goal of these recommendations is to produce a set of achievable
outcomes that enhances tourism development activity for the county.

Recommendations are organized in the following categories:

. Visitor Experience: Product enhancements and development and tourism
infrastructure improvements that strengthen the visitor experience and the
attractiveness of the county as a tourism destination.

. Tourism Marketing: Development of promotional strategies to increase awareness of
Douglas County as tourism destination, attract visitors and enhance the level of visitor
activity.

. Community: Implementation of strategies to enhance the role of the tourism industry
within the fabric of Douglas County and its economic development efforts.

Potential stakeholders, partners and next steps are set out for each recommendation. This
framework recognizes that the success of Douglas County’s tourism industry relies not only on
DCTT, but on the collective action of the private and public sector tourism ecosystem. The
impact of all recommendations will be enhanced by the ability of DCTT, and more broadly the
County, to strengthen its collaboration and partnership with government agencies, businesses,
educational institutions, and nonprofit organizations.

The suggested time frame for implementation are:

1-2 3+

Years Years
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Funding Sources for Recommendations

The Hotel-Motel Tax (HMT) currently supplies most of DCTT funding.
Many of the recommendations in this plan will require additional
funding to implement; accordingly, DCTT, Douglas County, and other
stakeholders will need to agree relating to prioritization, cost and then

application of appropriate funding sources.

01

03

05

Hotel Motel Tax — TMT and TPD

The Tourism Product Development (TPD) component of
the HMT is an applicable source for many of the visitor
experience recommendations. The Tourism, Convention
and Tradeshow (TCT) component of the HMT may be an
applicable source for the marketing-based
recommendations.

Special Local Option Sales Tax (SPLOST)

Douglas County and the City of Douglasville receive
funding from the SPOST program; approximately 17%
of this funding can go towards parks and recreation
activities. Portions from this fund should be
considered for future tourism-related development.

Public-Private Partnership

DCTT, Douglas County and Stakeholders will need to
leverage private dollars to advance tourism and
economic activity in the County. This could be
accomplished by issuing bonds, or by securing
sponsorship and private capital to help fund large
infrastructure or development projects.

ESIESONSULT (4]
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This will mean the stakeholders will have to make choices about
funding amounts, funding sources, and methods to leverage additional
funding. The following are examples of available funding sources.
Potential funding sources should be closely monitored and applied for
when they become available. The lead entity for application should be
decided during the subsequent planning meetings.

American Rescue Plan Act (APRA)

Douglas County, the City of Douglasville and
Douglasville School district received ARPA funding, not
all of which has been spent down. Additional spending

should be considered for allocation towards tourism 02
to booster related infrastructure for County
attractions.

Federal & State Funding

DCTT & Douglas County should continue to monitor 04
and apply for additional federal and state funding
opportunities for tourism, economic development and
marketing activities.

Foundations

DCTT & Douglas County should continue to monitor and 0 6

apply for grants with regional foundations that support
economic development and sustainability, which is deemed
applicable to the tourism industry.
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #1: Enhance the Film Trail by the Placement of Artifacts and Activities at Various Points

Along the Trail to Enhance the Experience. Identify Ways to Integrate the Trail with the Douglas County
Museum and New Netflix Film Studio.

Action: Enhance the film trail concept to consider the placement of artifacts or fun activities at various points along the trail to enhance the
experience, as well as integrating the Douglas County Museum and integration of new film studio.

Rationale: Douglas County along with the State of Georgia is becoming well known for being a place where TV and movies are shot on location
and as a site for TV and Movie production. The nostalgia of TV and film continues long after the movie or series has ended. People often travel
and seek out experiences that connect with their favorite film, artist, and respective location. A well executed film trail can be a powerful draw
for Douglas County tourism.

Impact: Having recognizable items and activities (i.e., a cutout board of Avengers in the park, a relevant film clip on a screen at the location, or
online for access by phone, etc.) will be more inviting to trail explorers and help enhance the experience and promotion of tourism in the
county. The goal of the film trail is to bring the experience to life as much as possible.

Stakeholders & Partners Steps Timeline
1. DCTT 1. Work with a consultant to design a more robust display of TV and movies at
2. Douglas County Film the museum. (The museum can be designated as the starting point of the
Office trail.) Work with film office and respective studies to secure rights to place
3. GA Film Office memorabilia at designated sights (as well as ensure rights are given in
4. Douglas County/State future contracts). 1 _2
of GA park 2. Form partnership with new film studio and incorporate trail as well as
commissions additional activities including but not limited to film institutes. Vears
5. Douglas County 3. Have the QR codes along the trail link to scenes highlighting the location of
Museum the TV show or film.
6. Netflix Film Office
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Industry Examples

Immersive Film Trails

Film Trails

Film trails are not a new phenomenon but continue to
grow in popularity as the movies and television industry
continues to mature, become more iconic, and have
influence on location destinations. Film trails are used
to promote tourism and recruit filmmakers for future
projects. Most film trails have both an active online and
physical presence. The online presence often gives the
history of films, clips that point out film location, and
other activities related to film and TV. Travelers are
invited to experience by taking pictures of the
experiences on location, participating in reenactments
of a scene(s), joining in conversations or lectures series
tied to the movie/television show or the industry in
general, etc.

Es ECONSULT ( )
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Shawshank Trail

The Shawshank Trail was created by Destination Mansfield —
Richland County (Ohio) in 2008 for the Shawshank
Redemption as the popularity of the movie grew and visitors
from all around the world began seeking out the location of
film sites. The Shawshank trail offers both virtual and on-site
tours. It also has bus tours and host events with the
Shawshank theme. Furthermore, the trail is part of a multi-
city tour that highlights other iconic places in the area. Please
click here for more information: https://shawshanktrail.com/

Texas Film Commission — Film Trails

Texas has a rich and fascinating film history that spans over
100 years, with iconic feature films and TV shows produced
every corner of the great state. To recognize the
communities that have supported Texas’ place in filmmaking
history while also creating a fun new way to enjoy one’s
favorite films, the Texas Film Commission has launched a
curated series of self-guided Texas Film Trails to explore and
experience destinations that have been seen through the
lens of celebrated Texas films. The trails are divided by
geography and interest. Some examples include a thrills and
chills trail, Texas Drive-Ins Film trail, Texas Westerns Trail and
Fear the Walking Dead Trail.

Finger Lakes Film Trail

The Finger Lakes Film Trail, launched in spring 2018, is an
inter-county collaboration of three important film sites in
central New York: the George Eastman House and Dryden
Theatre in Rochester, Wharton Studio Museum in Ithaca, and
the Case Research Laboratory and Cayuga Museum of
History and Art in Auburn.
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #2: Enhance Douglas County Museum Experience.

Action: Ensure that Douglas County Museum is modernized and updated to meet visitor expectations and attract target audiences.

Rationale: The Douglas County Museum is an asset to the county displaying much of its history, providing educational opportunities and event
space. As with most museums, physical, technological, and programming updates are needed to meet the needs and expectation of 21°t
century visitors. The museum’s location is an asset and helps to strengthen tourism in the city and county.

Impact: Helping the museum move from showing artifacts to a voyage of discovery will make the visitor experience more enjoyable,
relatable, and connected to other tourism in the county. A modernized museum will also present additional revenue opportunity through
rentals and collaborations.

Stakeholders & Partners Steps Timeline
1. Douglas County 1. Work with consultant to ensure more consistent hours, interactive displays,

Museum and modernize look to appeal to visitors.
2. Douglas County 2. Ensure that the museum is more inclusive of all residents and history of the

Commissioners County.
3. Douglas County Film 3. Develop a capital campaign to fund improvement to the museum. 1 -2

Office 4. Design a more robust display of TV and movies that have been filmed in Years
4. Museum Consultant Douglas County with invitations to explore.

5. Create more interactive displays with movie clips, interviews with artists,
and other interactive features.
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #3: Create a Family Activity Cluster to Complement Six Flags.

Action: Develop sites that have a cluster of family activities to complement Six Flags offerings. This may include rock wall climbing, laser tag,
paint ball, water themed attractions, go-karts, restaurants, and other activities.

Rationale: Six Flags represents a major tourist attraction just adjacent to Douglas County and a major driver for County hotel stays during their
season. Six Flags being the main attractions presents two limitations. First, the stays are often one-night stays because of the lack of other
attractions or activities. Second, if families do stay, they often must go to other counites to enjoy attractions and may choose to stay there
instead of Douglas County.

Impact: The addition of the activity/entertainment center will add to the region’s tourism offerings including leading visitors to other child-
friendly activities. This has been done successfully in other cities and counties. The addition of the family activity cluster will also add or extend
additional hotel stays to area hotels.

Stakeholders & Partners Steps Timeline
1. DCTT 1. ldentify land within proximity to Six Flags and Douglas County hotels in
2. County Lithia, GA.
Commissioners 2. Determine support and incentives to help indent locate viable developers 3+
3. County Planning and operators.
Department 3. Work with developer/operator to build entertainment complex. Years
4. Developers/Operators

ESIESONSULT (4] 52
SOLUTIONS INC. ¥ Parter International, Inc.



Es ECONSULT
SOLUTIONS INC.

Industry Examples

Complementary Activities to Theme Parks

In 2021, traditional theme parks saw a decline in revenue and
attendance. However, small amusement parks or entertainment
zones continue to grow and draw regional tourism and enhance
amenities.

Small amusement parks or entertainment zones, also known as
family entertainment centers (FEC), serve local communities in
both major and small cities. In comparison to a regular
amusement park, FECs are designed to keep the entire family
entertained at a substantially lower cost per person.

Activity centers are being conceived and developed around the
country to complement existing assets or replace outdated
concepts. New concepts usually include elements of
outdoor/indoor activities. They have a town feel with access
to multiple activities and eating options.

Video games and e-sports revenue totaled are growing segments
for entertainment zones. In the US, this sector is forecasted to
grow from $215.6B in 2021 to $323.5B in 2026. Gaming is now
the third-largest data-consuming entertainment and management
content category, behind video and communications.

¥ Parter International, Inc.

Adventure Crossing USA — Jackson, NJ

Adventure Crossing USA is located adjacent to Six Flags Great
Adventure and seconds away from recently-built outlet malls
located in the area. Adventure Crossing is being built as a mix
of a retail dining and entertainment complex. The complex
has a deluxe driving range and surf park and wave pool, as
well as multiple buildings that house a large gaming arcade,
laser tag, sports bar, ax throwing, climb wall, and multiple
restaurants. It is being designed to complement the Six Flags
experience and become a regional tourism magnet.

Lake George Area — Lake George, NY

The Six Flags Lodge and Water Park is surrounded by a great
infrastructure of family related and general activities. This
includes West Mountain Aerial Adventure park —5 acre park
with flying trapeze, a spider web, climbing wall, rolling vine,
log wave, floating raft, a moving sidewalk, cloud sled, zip
lines; Adirondack Sports Complex - A premier, multi-sport
indoor and outdoor facility 108,000 sq ft climate controlled
dome 95,000 sq ft surface in the dome with 4 batting cages
9+ acres of outdoor playing fields 4 outdoor youth
baseball/softball fields 3 outdoor soccer/field hockey/lax
fields Meeting space & restaurant on site; and The Fun Spot
— equipped with laser tag area, roller skating rink, go karts,
arcade, youth themed ninja challenge and restaurant.
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #4: Expand Programmed Outdoor Activities within the County.

Action: Enhance outdoor activity to include extricate zipline adventure park, ropes course, and mountain coaster.

Rationale: Douglas County's outdoor parks, trails, and natural beauty are all great assets. The weather and climate makes the outdoor season
longer and more profitable. City and county governments are partnering with more developers and private recreation companies to bring new
experiences to their counties that support tourism and economic development.

Impact: The additions of these to the State Park or at Foxhall could open additional opportunities for leadership training and expanded
recreational activities.

Stakeholders & Partners Steps Timeline

1. DCTT 1. Meet with park commissions to discuss viability of adventure park.

2. Douglas County/State 2. ldentify areas for adventure park or activities including ziplining,
of GA park frisbee, mini golf, boating, etc. 3
commissions 3. Conduct RFP for feasibility study and identify partner operator/developers. +

3. FoxHall Years

4. County
Commissioners
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Industry Examples

Outdoor Experiences

Outdoor Adventure Tourism

There is growing recognition of the positive benefits of
outdoor recreation and nature-based tourism. Visiting
natural settings and being outdoors are widely recognized
as important for improving human health and well-being,
enhancing social connections, connecting people with their
natural and cultural heritage, generating revenues for use in
conservation, and contributing to local economies.

Douglas County is fortunate to have attractive, popular and
well visited parks. This makes expanding outdoor
experiences a natural fit for expanded tourism in the
County.

The U.S. Bureau of Economic Analysis (BEA) reports the that
the outdoor recreation economy accounted for 1.8 percent
($374.3 billion) of current-dollar gross domestic product
(GDP) for the nation in 2020. At the state level, it accounted
for 1.7 percent of the Georgia economy.

Parter International, Inc.

Treetop Quest — Philadelphia, PA | Gwinnett, GA |
Dunwoody, GA

Treetop Quest is an aerial adventure park with obstacle
ropes course and ziplines. Courses and tickets are available
for both youth and adults. The treetop is primarily a self-
guided activity. Group outings for schools, with lessons
connected to environmental science, biology, physics, and
physical education are available. The site also hosts
corporate outings with leadership lessons, as well as birthday
parties, and other special occasions.

Sky High Adventure Park & Mountain Coaster —
Ellicottville, NY

The largest in New York State and 3rd largest in the U.S., Sky
High Aerial Park is a series of platforms, obstacles,

bridges, and ziplines built in a 5-acre section of the woods.
The challenge is to navigate through all the platforms of a
course. There are 13 courses with varying levels of difficulty.

The Sky Flyer is a one car roller coaster that zigs, zags, and
spirals down the mountain through the trees. Riders can
control the speed of their car for a leisurely tour or a thrilling
adventure.
See video here:

www.youtube.com/watch?v=TN1D1PQunl
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #5: Leverage Current Assets to Develop a Youth, Adult & Scholastic Sports Facility.

Action: Build upon existing Douglas County athletic facilities and develop additional athletic resources with private sport/recreation facility
operators to enhance experience and increase tourism.

Rationale: While the importance of sports predated the pandemic, pandemic restrictions have underscored the value of youth and adult
recreational activities as an amenity with important impacts on health and quality of life. The County has taken advantage of this by investing in
areas such as Sweetwater Park and the surrounding trails for residents. However, we also know that youth, adult, and scholastic sports provide
opportunity to increase tourism as a home for competition, place for training as well as an added amenity for recreational activities. It is
important that Douglas County distinguish any new and enhanced attractions from others in the area.

Impact: Sports tourism brings more people into the area, results in overnight stays, and support other tourism activities and area businesses.

Stakeholders & Partners Steps Timeline

1. DCTT 1. ldentify already existing facilities land for expansion.

2. Douglas County/State 2. Condyct feasibility stuc'ly for qu‘ft‘s tourism opportunities.
of GA park 3. ldentify sports/recreational facilities operators.
commissions 3+

3. Douglas County Years
School Board

4. Douglas County
Commissioners
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Youth Sports Facilities

Youth Sports

Youth sports also has a major financial impact for regional and
local economies. It is estimated that 63 percent of American
families whose kids are involved in sports spend between $100
and $499 per child per month on the sporting activities. Another
18 percent spend between $500 and $999 per month, while
another 11 percent spend between $1,000 and $1,999. The
remaining 8 percent report spending $2,000 per month or
more—amounting to $24,000 per year. In 2019, the youth sports
market was estimated to have a $19.2B market impact. Youth
sports markets are comprised of segments that represent
revenue generation from travel, equipment, team membership,
facility construction, software, and venue rental.

Youth sports are often part of a community development
program. Market growth comes from increased benefits of
participation in youth sports leagues. Travel teams and
tournaments are in vogue. This is a nascent market that is
expected to continue to grow. Youth sport markets are expected
to reach $77.6B by 2026. The object is to identify gaps in the
market, as Douglas County has already done with its swimming
facility.

¥ Parter International, Inc.

ATL Airport District (Atlanta/Claymont County, GA)

The ATL Airport District has been developed by the Greater
Atlanta Convention & Visitors Bureau to host a variety of
events including sports. Minutes south of downtown Atlanta,
the District offers golf and houses a 150,000 sq. ft. exhibit
center. The complex has 6 international size soccer fields
plus additional 12 fields for events, 20 hard and 4 clay tennis
courts, 18 acres of land that include 4 baseball fields, a
professional bicycle course, trails at nearby nature park, and
an indoor 3,500 seat arena to host basketball and volleyball
tournaments. The location is also home to 8,000 hotel rooms
across a wide variety of popular hotel brands, restaurants,
and other retail amenities. The district has direct access to
public transportation into the City of Atlanta.

XL Sports World (Fairburn, GA)

State of the art indoor sports facility that hosts adult leagues,
mini sports academies, youth development sports, youth
camps, and afterschool programs. The facility has two large,
infill turf fields and contains a small field, with glass walls, for
the younger kids, small-sided matches, and training sessions.
The building can be rented for birthday parties or private
rental and travel options with other clubs.
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #6: Monitor and Help to Catalyze the Efforts of Partners to Enhance and Develop Visitor-

Focused Events.

Action: Encourage partners to facilitate the development of events within Douglas County with sufficient appeal to attract a visitor audience.

Rationale: Festivals and events have flourished in recent decades and have served as a catalyst for tourism as they enhance visitor
experiences in an area. This is known as “event tourism.” Post-pandemic trends have revealed that people are looking for ways to gather and
for things to do. Carefully planned and managed event tourism have proven to be sustainable if promoted, done consistently, and scaled for
incremental growth. These can be targeted for shoulder season or even off-season to promote year-round tourism. Understanding that DCTT
does not have the authority to plan or manage events, recommendations are aimed for them to be a catalyst by playing a supportive role with
organizations and providing promotional assistance for new visitor theme events.

Impact: Event-based tourism can spur local economies in multiple ways, including giving small businesses a chance to market and sell
products, share display of local pride and heritage, and creatively attracting new visitors to an area.

Stakeholders & Partners

Steps

Timeline

1. DCTT

2. Douglas County
Commissioners

3. Douglasville Cultural Arts
Center

4. Douglasville CVB

1.

Work with partners to develop a committee that will review current festival
schedule with the objective of finding ways to enhance or create new festivals,

and the means through which these events can be better promoted to the public.

3+

Years

ECONSULT (#)
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Event Tourism

Event Tourism as a Catalyst

“Event tourism” is not a new phenomenon, rather one
based in history and tradition that celebrates community
culture and creativity. Festivals and events were interrupted
by the coronavirus epidemic but have made a significant
comeback. The emergence out of pandemic and return to
normalcy has underscored the need for socialization and
leisure types experiences.

Developing an “event tourism” strategy has been
documented to be a key driver in economic

revitalization. This incorporates destination repositioning
and branding, additional tourism investment, providing a
platform for small and emerging businesses as well as artist
and musicians.

Event tourism is ultimately an economic driver. It is often
leveraged to attract additional investments for tourism and
other economic development related activities. Event
tourism is often sustainable when partnerships are formed
with area businesses, nonprofits, and stakeholders who
provide or share resources.

Parter International, Inc.

The City of Festivals — Milwaukee, WI

Milwaukee is known as the City of Festivals. Their festival
season lasts all year long. In 2022, they had over 70 various
types of festivals, varied in location, size and audience. From
a large Summerfest show to the relaxing sounds of Jazz in
the Park, the delectable smells of Food Truck Fest to the
eclectic stylings of Weird Fest, cigar-themed event to classic
car shows, the multitude of festivals make sure that there is
something for everyone and a reason for people to visit.
Event tourism in the town has been a key part of its
revitalization and attraction of tourist from the region and
beyond.

San Diego, CA

San Diego has a wide variety of festivals throughout the year
where residents and tourists get to enjoy celebrating the
city's natural beauty, its history, and its culture. The list of
events includes visual arts festivals like ArtWalk, culinary
festivals (San Diego Restaurant Week, San Diego Beer Week),
film festivals (Italian, Asian, Jewish and Latin film festivals
and the annual San Diego International Film

Festival), seasonal festivals (Mardi Gras, St. Patrick's Day,
Halloween parties in the Gaslamp Quarter, Cinco de Mayo

in Old Town), music festivals (Gator by the Bay, KAABOO),
Shakespeare festival, Pride, and Fleet Week.
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Visitor Experience - Product Enhancement & Development
Recommendations

Recommendation #7: Develop and Support Agritourism in the County by Establishing a Unique Year-Round

Farmer’s Market.

Action: Highlighting local products and unique offerings will draw people to the area for shopping and exploring. A farmer’s market must be
bigger, more unique, with a more regular cadence than the numerous other local ones in the surrounding the area.

Rationale: Agri-tourism is a growing field as people are connecting to nature and farms with local products. Niche tourism is fulfilling desires of
tourists to do something different, care for the environment, and connect with nature. People visiting large cities — like Atlanta — want the
option of visiting and staying in destinations where there is a more relaxed feel, and where they are connected to animals, farming, and
nature.

Impact: Douglas County is known and has established a brand for agritourism in the county. Building upon this will have a dual impact of
inviting local tourism and having an additional place for tourist to visit when in town.

Stakeholders & Partners Steps Timeline
1. DCTT 1. Identify area for Farmer’s Market and build a permanent/significant
2. Douglas County structure that can house produce, agriculture-related products,

3. Local Farm and Agri- entertainment, and outdoor eatery that includes wine or beer. 3+
Businesses 2. Hire a consultant to conduct a feasibility study that will inform the design of Years
the Farmer’s Market and its operations.
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Agritourism

Agritourism on the Rise

Agriculture is a key life sustaining industry that is important
to the socioeconomic fabric of Douglas County and the State
of Georgia. The impact of COVID-19 has brought this notion
to the forefront. However, agriculture has grown beyond
the notion of traditional supply chain for food and

materials. It is now a more connected and integrated
industry that includes tourism and recreation.

Investment into agritourism can help the County to
strengthen its economy by building off its history and assets
to develop a new ecosystem that will address workforce
development, additional recreational opportunities, and
improve tourism infrastructure. This will allow the County to
be more competitive and ultimately become a diverse and
vibrant economy.

Geographically diverse areas like Douglas County are forging
new paths that embrace urban growth, yet still support
agricultural assets. Both have a positive impact on tourism
and economic development related activities.

Parter International, Inc.

Ithaca Farmers' Market — Ithaca, NY

The Ithaca Farmers' Market is located on Finger Lakes Region
of upstate New York. Once a former debris site, it was
transformed into a beautiful, thriving community gathering
place, attracting well over 5,000 people per day. The market
is a well-known tourist attraction and has a member-run
cooperative with more than 130 active members. They have
three categories of vendors: agriculture, food, and artisan.
The market includes a variety of eat-on-site and take-out
entrées, baked goods, and beverages, as well as fresh
produce, free-range eggs, meats and cheeses, specialty
foods, local wine and beer, and fine art, crafts, and gifts.

Lancaster Central Market — Lancaster, PA

Lancaster Central Market is the oldest, continuously-running
public farmers’ market in the country. More than 60 local
vendors call the beautiful 1889 Market House home. Three
days a week, the market sells local produce and meats and is
popular meeting place. It is a part of the Lancaster tourism
ecosystem, drawing people from Baltimore, Philadelphia,
and Harrisburg.

Brick Farm — Hopewell, NJ

Brick Farm is located on the rural edge of Mercer County
and has evolved into an agriculture business. The farm has
built several interrelated businesses, including a meat house
and produce market with items from the farm. They also
have a market that includes a coffee house with specialty
drinks as well as a brewing company for beer and wine. In
addition, they also have two restaurants, a venue for
weddings and events, and the farm hosts several themed
festivals throughout the year.
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Visitor Experience - Infrastructure
Recommendations

Recommendation #1: Support Adaptive Reuses of Space in and around Arbor Place Mall.

Action: Devote space to local arts, crafts, and antiques (limited options in county) and larger scale family activities (ice rink, rock climbing wall,
etc.) and partner with a large family entertainment center (i.e., Dave & Busters).

Rationale: The Arbor Place Mall has been major draw for the County for several decades. Nationally, mall traffic has been on decline due to
online shopping and outdated concepts. Additional investments are needed to help transform malls into modern day, multipurpose facilities.
This will allow for readapted malls to better utilize space, fill in gaps of services, provide new products, and allow for newer concepts to thrive.

Impact: The mall can be a thriving place for the County, especially as a key marker between Atlanta and Birmingham. The mall can once again
become a significant part of the tourism and economic scene with investment from the county that leverages private investment.

Stakeholders & Partners Steps Timeline
1. Douglas County 1. Work with mall owners by providing financial and planning support for a
2. Mall Owners master plan to reconfigure the mall for best and highest uses.
3. New Operators 2. Provide support for a phased approach to repurpose the mall including
4. Developers planning and support for infrastructure. 3+

5. County 3. Work with adjacent landowners/developers to compliment offerings that Years

Commissioners support the mall’s future growth.
6. City of Douglasville
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Readaptation of Malls

As technology has continued to advance, goods and services
have become more readily accessible to consumers by the click
of a button. This has raised questions about the viability of
brick-and-mortar retail establishments, specifically shopping
malls and centers. In order to compete with the demand of
ecommerce, traditional malls are reconfiguring to position
themselves as mixed-use complexes.

New Technology - Malls are implementing new technology into
storefronts to create a unique and seamless customer
experience that include digital displays, virtual and augmented
realities, contactless checkout, and unification of in-store and
online merchandise.

Reconfiguration of Space - In response to vacancies from
traditional retail shrinkage, mall operators are reconfiguring the
physical space to have more of a town feel presence and

to diversify the tenant mix, adding non-traditional retail anchors
and stores such as upscale salons, grocery stores, hospitals or
medical facilities, and specialty movie theaters. Malls are
evolving from shopping meccas to places that have a sense of
community.

Enhance Customer Experience - Malls are also adapting to
enhance the customer experience. This includes the addition of
specialized food and coffee shops, stores with appointment-
based shopping or pickup, and the addition of entertainment
centers with activities such as rock climbing and specialty
gaming.

* Parter International, Inc.

Granite Run Mall — Glen Mills, PA

In 2015, BET Investments purchased the mall for $24M and
invested another $130M to convert the traditional mall into
a mixed-use development. The development included 300+
residential units, a unique mix of retail spaces,
entertainment with an upscale movie theater, and a medical
office center for a nearby hospital.

Belmar - Lakewood, CO

Belmar is the redevelopment of a failed 1960’s 100-acre
enclosed shopping mall into a vibrant urban village. The
former mall was converted to a pedestrian-friendly plaza
with retail/entertainment area featuring an ice rink, water
features, and retail and entertainment complexes. Belmar
was designed to provide a destination dining and shopping
district experience, as well as apartments and
condominiums, and a 4-story parking structure.

North Hills — Raleigh, NC

North Hills is being revitalized to include a 12-story high-rise
residential building with 287 units, along with 100,000
square feet of ground floor retail. Some key innovative
features include outdoor gathering spaces like an active
public plaza with a concierge center and event space, an
expanded parking deck and improved access for cars,
pedestrians, bikes, and scooters to explore all of North Hills’
shops, restaurants, venues, and community spaces. Two
office projects are also included. One will be a 10-story
tower, and one of Raleigh’s first post-COVID offices designed
with touchless access points, enhanced air filtration and a
6,000-square-foot outdoor workspace.
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Visitor Experience - Infrastructure
Recommendations

Recommendation #2: Support the Development of More Unique / Local Dining Options and Enhanced Evening

Activities.

Action: Further develop infrastructure and activities to support dining and nightlife ecosystem in the county.

Rationale: The availability of evening activities is a crucial factor in converting attraction-driven day trips into overnight stays. One important
component is dining, which is currently limited in Douglas County in terms of non-chain and unique establishments. Another component is
available nighttime activities (music, drinks, events, recreational activities) available on a regular basis. Developing the dining and nighttime
infrastructure of the county will allow for the showcase of local agriculture products and cuisine.

Impact: This will also be in alignment with the demand created by the increased residential population / spending power. It will also give more
enjoyable options to hotel and county visitors.

Stakeholders & Partners Steps Timeline
1. DCTT 1. Recruitment of restaurant operators to the area to open unique concepts in
2. Chamber concentrated areas (Mall, Douglasville, Lithia, and other areas).
3. Regional Restaurant 2. In partnership with area businesses and/or nonprofits, create a kitchen
Association incubator to support the growth of small food businesses that expand
4. Nonprofit dining options in the county.
organization focused 3. Dedicate space in a busy shopping plaza or other areas to host food trucks 1 '2
on entrepreneurship one night per week to bring attention to restaurant options in the area. Years
5. Douglasville CVB 4. Promote extended nightlife in Douglasville partnering with area businesses
6. Mayors including retail, restaurants and hotels.
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Marketing
Recommendations

Recommendation #1: Develop locally-focused marketing efforts to energize and educate locals about tourism

in Douglas County.

Action: Place some tourism advertising locally.

Rationale: Itis important that locals aware that a commitment has been made to tourism and that an overall plan and specific activities are
being promoted. This increases the likelihood of buy-in from for tourism development from community stakeholders and elected officials.
Members of a community can provide some of the best “word of mouth” advertising for the County by informing family, friends and business
colleagues on the benefit of visiting Douglas County. In addition, local tourism advertising will help attract residents to various tourist
attractions they are unaware of. As tourism resources grow, residents often become owners ,operators, employees and investors of tourism
related businesses.

Impact: This will help increase general awareness of tourism, help Douglas County solidify its tourism and branding identity around tourism,
and help solidify advocacy needed to grow the tourism infrastructure. The return on investment is worth taking some money away from the
traditional target marketing campaign.

Stakeholders & Partners Steps Timeline

1. DCTT 1. Execute Douglas County local tourism campaign, complete with logo, tagline to

2. Douglas County promote awareness (for 3-5 years).
Government 2. Host one day summit for key leaders and stakeholders with a keynote speaker 1 _2

3. Chambers highlighting tourism assets as well as promoting future for tourism

4. Regional 3. Host technical assistance workshop for new businesses or entrepreneurs to start Years

5. County Workforce or relocate business in the area.
Development Board
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Marketing
Recommendations

Recommendation #2: Consider a Co-op Marketing Approach with Certain Attractions.

Action: Develop strategy and campaign that will allow for co-op marketing between DCTT and Area Attractions

high-value placements that they would struggle to achieve with their own resources.

Rationale: Co-op tourism marketing allows organizations like DCTT to partner with attractions and tourism related retailers to pool marketing
budgets and messaging, helping them to easily scale campaigns, reduce resource constraints, and pursue larger marketing efforts by offering
new opportunities for campaign messaging, communication channels and engagement tactics. Co-op marketing allow attractions to access

synergy for tourism in the County.

Impact: The program will provide a great way to stretch/pool marketing dollars of area attractions, test new/emerging tactics with less risk and
allow program partners to get into a prominent publication/campaign at an efficient price point. The campaign will also provide collective

Stakeholders & Partners Steps Timeline
1. DCTT 1. Examine additional marketing channels and determine cost for new or
2. Hotels additional marketing efforts to support the co-op program.
3. Restaurants 2. Create parameters of marketing campaign that incudes benefits to
4. Area attractions partners, marketing channels, cost (tied, flat or determined by service), 1 -2
5. Theaters and timelines and other information. Years
performing arts group | 3. Determine list of attractions and business to target for joining co-op
6. Chamber of marketing.
Commerce 4. Execute campaign plan.

Es ECONSULT “ )
SOLUTIONS INC. =¥ Parter International, Inc.

66




Community Engagement
Recommendations

Recommendation #1: Develop Stronger Partnerships to Enhance Visitor-Facing Messaging.

Action: Engage in greater collaboration with the range of tourism promotion, governmental, and industry actors with a collective interest in
increasing visitor activity in and around Douglas County.

Rationale: Travelers do not see jurisdictional borders when they seek out a travel experience. Douglas County benefits from this cross-
jurisdictional flow when visitors to Six Flags in Cobb County stay in Douglas County hotels, and Douglasville benefits when visitors to the State
parks eat meals in the city. DCTT’s participation in the Atlanta Metro Travel Association is a good example of partnering with other tourism
organizations. Yet, promotional efforts are heavily siloed with limited partnerships between attractions, between promotional entities and with
nearby destinations.

Impact: More coordinated promotional efforts will reduce confusion and enhance the appeal of the destination from the visitor perspective.

Stakeholder & Partners Steps Timeline
1. DCTT 1. Develop agenda of projects of which to work together.
2. Private Sector 2. Schedule regular meetings of all entities involved in tourism in Douglas
(attractions, hotels, County.
Short-T
etc.) 3. Identify a couple of collaborative efforts to pursue.
3. Government (County, 1 -2
City, School Board) Years

4. Neighboring Counties

5. Douglas County
Commissioners

6. Mayors
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Community Engagement
Recommendations

Recommendation #2: Study Potential to Work with Short-Term Rental Providers.

Action: Study short term rentals in the county and develop ways to enhance experience and leverage available tax related funding.

Rationale: Short-term rental sites have captured a material share of the visitor market, expanding their reach further during the pandemic.
Destination Marketing Organizations, which are historically reliant on hotel tax funding, are faced with questions of how to address this market
shift. Increasingly, rental sites are being brought within the traditional regulatory framework, and Georgia passed legislation in 2021 to apply
lodging taxes to stays. DCTT is now better positioned to consider engaging with platforms like Airbnb, VRBO, etc. as a means to attract tourist
and to get them to visit local attractions.

Impact: Through coordination with short-term rental sites, DCTT could potentially provide information and guidance to hosts that help to
enhance the activities and experiences of Douglas County visitors as well as direct potential rental to their sights via partner marketing and co-
op programs.

Stakeholder & Partners Steps Timeline

1. DCTT 1. Understand the volume and range of Douglas County short-term

2. Douglas County lodging properties that appear regularly on key rental sites

3. Chamber 2. Explore opportunities to engage with operators of properties listed in
Douglas to enhance information presented on the destination 1 2

3. Consider working with experiential components of these platforms Years

such as Airbnb or VBRO Experiences to help developed tailored
product.
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Community Engagement
Recommendations

Recommendation #3: Reestablish Working Partnership with Foxhall Resorts to Attract / Engage More Tourists.

Action: Seek ways to reengage the relationship with Foxhall Resorts in order to strengthen activity both on the site and more broadly in
Douglas County.

Rationale: Foxhall is a unique amenity in Douglas County. The venue’s large acreage, multiple facilities, and impeccable grounds set it apart
from other retreat centers in the Metro Atlanta region. It draws a variety of visitors and events including large corporate retreats, personal
meetings, wedding/special occasion events, as well as weeklong visitors. The grounds and surrounding area also have the potential for future
development, and changes to the visitor minx in the aftermath of the pandemic could lead to more direct targeting to attract the leisure
market. The past relationship between the County and the facility has been mixed, with development activity not always meeting the
expectation of the County. Still, engaging the ownership on new working relationship terms may help lay the groundwork for broader County
tourism market that could have both immediate and long-term benefits.

Impact: The relationship between Douglas County and Foxhall can be symbiotic, with mutual benefits to be achieved. Foxhall is an important
tourism asset, however, it needs additional products and promotion to attract more leisure business and over night stays that increases
profitability and balance its hospitality portfolio. The County can benefit by marketing Fox Hall as a major asset, bringing awareness to other
attractions and expanding guest experiences by connecting resort visitor with activities elsewhere in the County.

Stakeholder & Partners Steps Timeline
1. DCTT 1. Consider product development and marketing areas for working with
2. Douglas County Foxhall. 1 _2
3. Foxhall Resorts 2. Reengage discussions with the ownership team. Years
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Community Engagement
Recommendations

Recommendation #4: Work with Government to Identify Developers to Invest in Tourism.

Action: Lay the groundwork for public support needed to attract private investment at priority sites.

Rationale: Private capital is needed for many of the enhancements considered in this plan to expand and create amenities that would serve
locals and tourists. There is a need to identify and quantify the value of current and potential tourism assets to attract potential investors and
developers. It is necessary to have a strong working relationship between government and private industry to accommodate potential
community concerns that come with new activity and development and create an environment and incentives that are attractive to tourism
related developers.

Impact: Attraction of private capital is important to expand tourism infrastructure and the economic activity that leads to new visitors, jobs and
tax income for the county.

Stakeholder & Partners Steps Timeline
1. Douglas County 1. Identify land or target areas to be developed for tourism and economic
2. Chambers development
3. Developers 2. Create a master plan with budget to target investors or developers
4. Investors o 3. Hold atourism summit and tour inviting investors, developers, 3+
5. County Commissioners operators and other interested parties showing assets of the county Venre
6. Douglas 4. Develop an RFP Process and allocate funding to help leverage
7. Various City Agencies investment

and Elected Officials
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