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BUSINESS MARKETING PERFORMANCE REPORT 

FY 2020/21 
 

REPORT OVERVIEW  
This annual report historically summarizes the impact and performance of Empire State 
Development’s business marketing efforts across a given fiscal year.   
 
With the onset of the COVID-19 pandemic and subsequent lockdown in March 2020, the 
focus of most businesses shifted to preparing for remote work and keeping their 
operations running seamlessly and safely, while the focus of ESD shifted to developing 

COVID-19 related business guidance and assisting with Personal Protective Equipment  
(PPE) and business-related recovery efforts.  
 
For this reason, there was no investment in paid marketing efforts to support business 
attraction in FY 2020/21.  
 
Although there was no paid media to measure the direct performance of, the following 
business attraction related metrics continued to be measured in FY2020/21: 

  Survey of business leader’s consideration of New York State as a location to move, 
grow or start a business 

  esd.ny.gov Web Traffic   
 
The FY 2020/21 report presents a read out of these metrics but does not tie performance 
to specific media investments.  
 
 
RESULTS SUMMARY 
While the long-term effects of COVID-19 on the overall business and economic 
environment of the state are still evolving, business leader consideration of New York 
State as a place to do business increased year over year (65% vs 59%).   
 
Due to the unprecedented business environment created by COVID-19, this increase in 
consideration may be attributed to a number of factors.   
 
Although there was no paid media investment in FY 20/21, New York State was featured 
prominently in the national media throughout the year and received high levels of earned 
exposure.  As per anecdotal conversations with business leaders, there was a 
predominantly positive attitude toward the state’s handling of the COVID-19 crisis from a 
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business perspective. Also, the overall national and state economy stayed relatively strong 
during this period, which historically has been a driver of positive sentiment. 
 
Further evidence of increased earned media exposure was the unusually high web traffic 
to esd.ny.gov in FY 20/21 (+38%). This spike in traffic can be attributed to esd.ny.com 
becoming a hub for statewide COVID-19 essential business guidance and being promoted 
through Governor announcements, daily briefings and the press.  
 
 
 
 

RESULTS AND SUPPORTING DATA: 
 
Marketing Spend 
 
Due to the COVID-19 pandemic and re-prioritized business needs of companies and ESD 
business development team, there was no paid media investment against business 
development marketing in FY 2020/21. 
 
 

Business Media Spend 
 

 2018-19 2019-20 2020-21 
TV $0 $3,461,071 $0 

Search $342,888 $251,046 $0 

Social $605,330 $222,967 $0 

Print $377,081 $0 $0 
Content Partnerships $1,200,000 $0 $0 

Events $0 $0 $0 

TOTAL $2,525,299 $3,935,084 $0 
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Business Leader Consideration of New York State   
 
In-market surveys measuring the consideration of business leaders of New York State as a 
place to move, start or grow a business continued to run and to be monitored despite no 
marketing investment in FY 2020/21.  
 
Business leader consideration increased year over year (65% vs 59%). Due to a number of 
environmental factors in FY 2020/21 including COVID-19, political, economic and social 
issues, it is impossible to attribute this increase in consideration to any one factor.   As 
previously mentioned, this increase in positive sentiment may be a factor of increased 
national and local press exposure and the positive reaction of business leaders to the 
state’s handling of the COVID-19 crisis.   
 
The business leader surveys will remain in market and continue to be monitored and used 
to inform future marketing plans as we move into a post-COVID business environment.  
 

% of Business Leaders Surveyed  
Who Would Consider NYS As A Place To Do Business 

 

 
*Source: In-Market Tracking/Russell Research 
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ESD.NY.GOV Web Traffic 
 
Web traffic to esd.ny.gov was unusually high in FY 2020/21 (+38%). This spike in traffic 
can be attributed to esd.ny.com becoming a hub for statewide COVID-19 essential 
business guidance and promoted through Governor announcements, briefings and the 
press.  
 
 

                           
 
*Source: Google Analytics 
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APPENDIX 
 
Measurement Methodology and Tools 
The following outlines the methodologies and tools used to measure key business related 
metrics for FY 2020/21 
 

1. Business Leader Consideration of New York State’s business environment  
o Conducted by Russell Research, an independent, national marketing 

research firm 
o 900 online interviews per year (100/month for 9 months; in-market survey 

was paused in OND ‘20) among top-level business leaders located at 
company headquarters.  Companies of all sizes are represented in the 
research and sampling is conducted both in-state and out-of-state, with 
quotas for each of these to ensure they reflect the actual composition of 
businesses in the regions where communications are placed 

 
1. esd.ny.gov Web Traffic   

o Google Analytics provides data on web activity and visitation to esd.ny.gov. 
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TOURISM MARKETING PERFORMANCE REPORT 

FY 2020/21 

REPORT OVERVIEW 
This annual report historically summarizes the impact and performance of Empire State 
Development’s tourism marketing efforts across a given fiscal year.   

With the onset of the COVID-19 pandemic and subsequent lockdown and travel 
restrictions in March 2019, the entire tourism industry essentially came to a standstill. 

For this reason, there was no investment in paid marketing efforts to support tourism in 
FY 2020/21.  

Although there was no paid media to measure the direct performance of, the following 
tourism related metrics continued to be measured in FY2020/21: 

 State tourism and economic data
 Consumer consideration of New York State as a travel destination
 ILoveNY.com Web Traffic

The FY 2020/21 report presents a read out of these metrics and will be used to inform 
future marketing strategies and investments designed to bring the tourism industry back 
to pre-COVID levels and keep New York State as one of the premiere travel destinations in 
the world. 
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RESULTS SUMMARY 

The COVID-19 pandemic effectively shut down the entire tourism industry during FY 
2020/21 and had devastating effects on the statewide tourism economy including overall 
state visitation being down by 39% and overall economic impact decreasing by 52%. 

Although New York State's tourism economy was adversely impacted, consumer 
consideration of New York State as a travel destination remained at pre-COVID levels and 
remains the #1 considered tourism destination in the Northeast.   

This can be attributed to the strength of previous marketing efforts that positioned New 
York State as a world class travel destination resulting in high consideration levels prior to 
the COVID-19 lockdown. Since COVID-19 was not a tourism specific or New York State 
specific issue, there were no tourism related environmental factors that would have had a 
significant positive or negative effect on their pre-COVID-19 New York State travel and 
vacation sentiments.  This is also true of neighboring states as consumer sentiment 
remained flat among them as well.   

A second factor contributing to sentiment of New York State as a vacation destination 
remaining high could be related to residents being exposed to certain elements of the 
state’s tourism environment for the first time.  While most indoor or commercial 
attractions were closed during the COVID-19 lockdown, outdoor attractions such as parks, 
hiking trails and scenic roads became a way for residents to safely enjoy and discover 
aspects of the state they may not have experienced in the past or gain a new-found 
appreciation for these attractions.  

Messaging and promotion of these types of safe and COVID-19 appropriate New York 
State tourism opportunities continued to be communicated through organic/unpaid social 
channels and on ILoveNY.com.  These messages allowed us to continue to communicate 
with consumers and keep the I Love NY brand top of mind while delivering a mix of 
COVID-19 guidance and safe, fun and socially distant tourism messaging.  Consumer 
feedback to our safe tourism messaging during lockdown was overwhelmingly positive.  

While consumer consideration remained high, the lack of actual travel and travel planning 
could be seen in decreased traffic to ILoveNY.com (down 28% vs FY 19/20).  The 
deceased web traffic can be directly attributed to lack of tourism and vacation planning 
among consumers and lack of marketing spend to drive web traffic.  
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RESULTS AND SUPPORTING DATA: 
 
Marketing Spend 
 
Due to COVID-19 travel restrictions and lack of tourism, there was no paid media 
investment to support tourism in FY 20/21.    
 

HISTORIC I LOVE NY TOURISM MEDIA BUDGETS  
 

 2017-18 2018-19 2019-20 2020-21 
TV $18,780,297 $19,128,606 $16,387,724 $0 

Search $1,277,888 $1,282,542 $1,398,041 $0 

Social $396,830 $625,958 $673,920 $0 

Syndication $110,753 $87,000 $97,801 $0 

Print $168,820 $78,868 $27,373 $0 

OOH $2,532,605 $1,609,057 $370,498 $0 

Radio $314,408 $0 $0 $0 
Online Video/Banners $648,000 $103,000 $0 $0 
Digital Content $566,500 $402,590 $0 $0 
Events $1,648,287 $1,605,535 $1,381,498 $0 
TOTAL $26,444,388 $24,923,156 $20,336,855 $0 
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Economic Impact of Tourism  
 
Tourism was one of the hardest hit industries by the COVID-19 pandemic and related 
lockdown.  International tourism was essentially shut down while domestic tourism was 
severely limited due to travel related restrictions (overall visitation was down by 39%).  
 
Since international visitors represent 5.5% of total visitors but account for 28% of tourism 
related spending, the closing of international boarders in FY 2020/21 exacerbated 
declines in direct tourism spending (down 55%) and overall economic impact (down 
52%). 
 
Permanent and temporary hotel closures were responsible for the decrease in available 
rooms (down 17%). 
 

Economic Impact of New York State Tourism 
 FY 2019/20 FY 2020/21 % Diff. Percentage 

Point Diff. 

Visitation (Projected) 275,485,200 167,207,308 -39.30 NA 

Room Supply 89,075,483 73,916,834 -17.02 NA 

Rooms Sold 63,161,045 29,116,089 -53.90 NA 

RevPAR % change vs. prior 
period: New York State 

 
-10.2% 

-67.50% NA -57.31 PPT 

RevPAR% change vs. prior period: 
NYS (excluding NYC) 

 
-0.10% 

-45.10% NA -45.00 PPT 

Direct Visitor Spending 
(Projected) 

$70,774,055,750 $31,938,576,041 -54.87 NA 

Total Economic Impact 
(Projected) 

$114,748,550,000 $55,125,975,500 -51.96 NA 

Average Annual Employment 
(Projected) 

958,042 
548,641 -42.73 NA 

*Source: NYS Dept. of Labor & ESD Tourism Economics 

 
Domestic/International Visitation and Spending 

Calendar Year 2019  Calendar Year 2019 

Domestic Visitors  250 Million 94.5%  Domestic Spend $52.97 Billion 72% 

International Visitors  14.5 Million 5.5%  International Spend $20.64 Billion 28% 

Total Visitors  264.5 Million   Total Spend $73.61 Billion  
*Source: NYS Dept. of Labor & ESD Tourism Economics 
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Consumer Sentiment of NYS as Vacation Destination  
 
In-market consumer consideration research continued to be monitored during the COVID-
19 lockdown.    This research measured consumer’s overall consideration of NYS as a 
family vacation destination.  Consideration of neighboring states as a vacation destination 
was also measured.   
 
 
In FY 2020/21, 85% of all survey respondents would either “probably consider” or 
“definitely consider” New York State as a travel destination.   The 1% increase from FY 
2019/20 is not considered statistically significant.  This flat performance can be attributed 
to the strength of prior marketing efforts, the consumer discovery of safe, outdoor 
statewide recreation options during the lockdown and the fact that COVID-19 was not a 
tourism or New York State specific issue.   
 

Consideration of NYS As Vacation Destination 

 
*Source: In-Market Tracking/Russell Research 
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There was also no change in consideration among consumers in regard to neighboring 
states as a travel destination.  This indicates that consumer’s consideration of vacation 
destinations in general were not affected by the COVID-19 lockdown.   

 
Consideration of NYS As Vacation Destination vs. Neighboring States 

 

 
*Source: In-Market Tracking/Russell Research 
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ILoveNY.com Web Traffic 

The ILoveNY.com website plays a critical role in the travel planning process and serves as 
a hub for information on statewide tourism attractions.    

With the shutdown of the tourism industry in FY 2020/21, ILoveNY.com served as a 
destination for COVID related tourism information and safety guidance but still saw a 
large decline in web visits. This can be attributed to lack of tourism planning among 
consumers and lack of paid advertising driving traffic to the site.    

Average Monthly ILoveNY.com Web Visits 

*Source: Google Analytics
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APPENDIX 

Measurement Methodology and Tools 
The following outlines the methodologies and tools used to measure key tourism related 
metrics for FY 2020/21 

1. State Tourism and Economic Data
o Sourced from ESD and NYS Dept. of Labor
o This includes data on Visitation, Room Supply, Rooms Sold, RevPAR, Job

Growth and projected Direct Visitor Spending and Total Economic Impact

2. Consumer Consideration of New York State as a Travel Destination
o Quantitative in-market tracking research conducted by Russell Research, an

independent, national marketing research firm
o 5,200 online interviews each year (100/week) among family vacation

planning decision makers—parents 25-54 with HHI $50K+ who travel with
children less than 18 years of age, and reside in New York State or adjoining
areas/DMA’s

3. ILoveNY.com Web Traffic
o Google Analytics provides data on web activity and visitation to ILoveNY.com,

a hub for consumers seeking information on New York State tourism
attractions.
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Background: 
• As part of its overall monitoring of New York State’s brand health, ESD Marketing 

tracks associations with the I Love NY logo via their Tourism Tracking Study. 
– The survey launched in July 2016, and is online 
– Sample is comprised of 100 target consumers each week/5200 each year 

• Adults 21+, with emphasis on families with children under 18 
• Key decision makers when it comes to family vacation planning 
• Have taken 3+ leisure trips in the past two years 
• HHI $50K+ 
• Interviews split between in-state residents and out-of-state travelers in 

NE Driveable Markets, including Canada 
• This analysis focuses on data from the 2020 calendar year; data for calendar year 

2021 is not yet available. 

Logo Association Measurement: 
• To monitor associations and meaning of the I Love NY logo, all respondents in the 

survey are shown an image of the logo and are asked:  “What associations do you 
have when you see this logo?”

• They are then presented with the following list of choices, which are randomized 
to prevent order bias:

– NYC Souvenirs (T-shirts, mugs, caps, etc.)
– NYC Tourists
– A way to express that you love New York City
– Advertising to promote travel to New York City
– Advertising to promote travel to New York State
– A way to express that you love New York State
– It reminds me of some old advertising
– Something every city has a version of

• Respondents are instructed to “check all that apply.” Therefore, they may select as 
many or as few associations as they see fit

Key Areas of Interest Explored in this Analysis: 
• What are the top associations with the I Love NY logo?
• Have these associations changed versus last year?
• Do NY State residents have similar associations with the logo as out-of-state 

travelers?
• Are there differences in logo associations among those aware of ESD Tourism 

advertising vs. those who are not aware?
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Summary of Findings: 
The I Love NY logo means many things to target consumers.  For CY 2020, its lead 
associations are NYC Souvenirs  (selected by 44% of respondents), along with 
Advertising to Promote Travel to New York State (selected by 43% of respondents). 

 Several other associations are ascribed to the logo by about one third of survey
participants, including:  Advertising to Promote Travel to NYC, NYC Tourists, A Way to
Express that you love New York State, and A Way to Express that you love NYC.

• The ILOVENY logo continues to be seen as quite unique, with just 14% of consumers
associating “Something every city has a version of” with the logo.

The overall rank order of associations during CY 2020 did not change when compared to 
the 2019 measurement period.  However, there have been statistically significant shifts (at 
the 90% level of confidence) on absolute levels of association with the logo on 6 out of 8 
possible dimensions: 

 NYC Souvenirs (-2 percentage points)
 Advertising to Promote Travel to NYC (+2 percentage points)
 A Way to Express that you Love NYS (+3 percentage points)
 A Way to Express that you Love NYC (+3 percentage points)
 It reminds me of some old advertising (+2 percentage points)
 Something every city has a version of (+3 percentage points)

These shifts suggest that the meaning of the logo is broadening beyond its long-standing, 
top association with NYC Souvenirs to include a sense of passion towards both NYS and 
NYC, as well as a sense of nostalgia/familiarity.   

2020 data also reveals that there are distinct differences in logo meaning among NYS 
residents vs. non-residents.  Specifically, residents are significantly more likely than non-
residents to associate the logo with Advertising to Promote Travel to New York State (+13 
percentage points) and A Way to Express that you love New York State (+13 percentage 
points).   Non-New York State travelers have significantly higher associations for the logo 
on the following dimensions: 

• NYC Souvenirs
• Advertising to promote travel to NYC
• NYC Tourists
• It reminds me of some old advertising

Finally, while advertising to promote NYS tourism was halted during most of 2020 due to 
the COVID pandemic, those aware of ESD Tourism advertising (from the initial months of 
2020 and spillover from 2019 marketing activity) tend to have higher levels of logo 
association in general relative to non-ad awares.  The most significant difference among 
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ad awares compared to non-awares is on Advertising to Promote Travel to New York State  
(50% vs. 38%).  At this level, Advertising to Promote Travel to New York State represents 
the logo’s most salient meaning among ad awares, and is likely a function of the logo’s 
prominence in ESD Tourism advertising. Conversely, the top association among those 
unaware is NYC Souvenirs, at 47%.  

Overall 2020 Associations with I Love NY Logo 
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Overall Associations with Logo: 2019 vs 2020 
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2020 Logo Associations: NY residents vs. Non-NY 
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JFM 2020 Logo Associations: Aware of ESD Tourism Advertising vs. Unaware 
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OVERVIEW 

The I LOVE NY licensing program seeks to amplify New York State’s tourism 
message through consumer products that connect the logo to a travel 
experience, either by acting as a souvenir and/or by carrying messaging that 
inspires travel to New York State. Products in the licensing program are 
commonly found in souvenir shops throughout New York City and tourism 
regions of New York State.  

In FY 20/21 the licensing program generated over $130,000 across 50 active 
licensees serving retailers through the US, Asia and Europe.  

Significant declines in business were seen due to the global pandemic, which 
negatively impacted the licensing program in the following areas:  

 Shut down retailers which sell the licensed product
 Vastly reduced demand for the licensing program’s core base of

souvenir and travel themed product
 Created supply chain issues that undermined our licensee’s ability to

manufacture and place product in line with market needs

PROGRAM OBJECTIVES 

The program objective of the licensing program is to leverage licensed 
product as a conduit to promoting tourism to New York State while 
simultaneously driving revenue:  

 Promote tourism to New York State
 Connect the I LOVE NY logo to all of New York State
 Increase program revenue
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FY 20/21 HIGHLIGHTS 
Despite the challenges that the pandemic brought, the licensing program 
continued to innovative and increase its ability to incorporate tourism 
messaging through products, packaging and promotional uses in impactful 
ways. Below are some key highlights of products launched during FY 20/21: 

 Tourism messaging and New York State iconography have been placed 
on souvenir product packaging with callouts to ILoveNY.com, where 
purchasers can go for travel planning information.

 Famed womenswear label, Veronica Beard, created thoughtful pieces 
utilizing the logo that gained worldwide attention, notably featured on 
The Today Show. In addition, Veronica Beard promoted New York State 
travel throughout its marketing touchpoints.

 Hard Rock Café became a licensee with a line of thoughtful product sold 
in its Niagara Falls and Midtown locations.

I LOVE NY licensing efforts have leveraged requests to use the logo within TV, 
film or advertising campaigns into opportunities that also promote New York 
State tourism. With each granted request, the licensing program creatively 
identifies ways to incorporate tourism messaging generating millions of 
additional impressions and revenue for the state. Below are some key 
highlights of requests that launched in FY 20-21:  

 The I LOVE NY logo was licensed and shown on several hit films & TV
shows including the below.  In each of these appearances New York
State travel posters, video footage and/or stills was thoughtfully placed
to promote travel to various New York State Regions:

o The Flight Attendant (WB Studio Enterprises, Inc.)
o Harlem (Universal Network Television LLC)

 The logo is prominently featured on the outside and inside of the New
York New York Hotel & Casino in Las Vegas with additional posters of
NY State travel destinations shown within the hotel’s gift store

In support of the program objective of increasing the visibility of the I LOVE 
NY logo throughout New York State, the licensing program seeks to place 
licensed products in retailers throughout the state beyond New York City by 
developing relationships with local retailers and manufacturers alike. Below 
are some highlighted accomplishments:   
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 Added to number of upstate retailers carrying the I LOVE NY logoed
product opening 4 new gift retail accounts

 Increased product assortment at official welcome centers by providing
new display fixtures to maximize limited space

 Placed refreshed product lines at travel stops along the Northway and
other New York State Thruway locations

 Developed relationships with smaller visitors’ centers such as Cayuga
Lake and Potsdam

FINANCIAL OVERVIEW 

Due to the global pandemic, the I Love NY licensing program saw a 
significant decline in revenues generating $130k+ of annual licensing 
revenue for New York State. Revenues are expected to rise as the end of 
the pandemic nears.  

 Revenue goal for FY 20/21: $850,000
 Total revenue for FY 20/21: $139,000
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FY 20/21 LICENSEES  

American T-shirt Gifts, Inc.  
Amusemints LLC 
Apple Industries, Inc.  
Astor Chocolate Corp. 
Baccarat, Inc. 
Baggu Corporation 
Camp David, Inc.  
City Merchandise Inc.  
Converse, Inc.  
Hewy Wine Chillers, LLC 
Disney Store USA, LLC 
Easy Street Publications, Inc.  
Everclear/Kings 
Exception Lab, Inc.  
Fantastical US, LLC 
Go Tell It, Inc 
Hard Rock Café Int’l Inc.  
Harlem 

Igloo Products Corp. 
Impact Photographics, Inc.  
Ingram Co. Ltd.  
Jay Joshua Inc.  
JPatton Sports Marketing, LLC 
Tapestry, Inc.  
Keshet UK Ltd. 
Kurt Adler, Inc.  
Lie Low Productions 
Maid of the Mist Corporation 
Mars Retail Group, Inc.  
Matrix New York, Inc.  
New York Popular, Inc.  
Nine Perfect Strangers -
Productions Ltd.  
NY Apparel & Souvenirs  
NY NY Hotel & Casino  
Parks Agencies Ltd.  

Rafia International, Inc.  
Regency Korea Co.  
S&T World Products Inc.  
SBH Marketing, Inc. 
Simply Grateful  
Spirit Products, Ltd.  
Susan Alexandra 
Tailgate Clothing Company Corp.  
Torkia International Inc.  
Toy Wonders Inc.  
Universal Network Television, 
LLC 
Uptown Creative LLC 
WB Studio Enterprises, Inc. 
Pipes & Shaw, LLC 
WTC Gift Corp.
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FY 20/21 Report 

TOURISM INTERAGENCY  
TASK FORCE UPDATE 
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2020-21 Tourism Interagency Taskforce Update 

The New York State Division of Tourism / Empire State Development regularly communicates 

and partners with other state agencies to coordinate efforts designed to increase visitation to New 

York State and its tourism assets.   

To expand the level of communication and cooperation on tourism-related projects and ensure 

that New York State is not duplicating efforts, the Division of Tourism reinstated the Tourism 

Interagency Taskforce in May of 2019. The Division of Tourism coordinated the meetings, 

inviting delegates from the following agencies to attend: 

 Canal Corporation

 Council on the Arts

 Department of Agriculture & Markets

 Department of Environmental Conservation

 Department of Transportation

 Department of Labor

 Department of Health

 Hudson River Park Trust

 Hudson River Valley Greenway

 Metro North Railroad

 Long Island Railroad

 New York Power Authority

 Office of the Aging

 Office of Parks, Recreation and Historic Preservation

 Olympic Regional Development Authority

 Thruway Authority

The taskforce met three times in FY 2020-21 (September and December 2020 and February 

2021) to share tourism-related project updates to the agencies in attendance. As a result of 

taskforce meetings, multiple agencies have been able to share updates on tourism-related projects 

and established regular communication throughout the year to stay updated on changes in 

planning due to COVID-19. 

As a result of the taskforce and changes during the pandemic, regular calls were established to 

discuss outdoor recreation between Empire State Development, the Department of 

Environmental Conversation, Office of Parks, Recreation and Historic Preservation, the Canal 

Corporation and the Olympic Regional Development Authority. These calls helped better inform 

the Division of Tourism on how to promote safe outdoor recreation across New York State 

throughout quarantine, while being mindful of overcrowding in some locations.  
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INTERAGENCY TASKFORCE MEETING MINUTES 

Date: September 22, 2020 

Location: Webex video conference 

Attendance (In-person): Olive Cadet, Bridge Authority; William Sweitzer, Canal Corporation; 

Mara Manus, Council on the Arts; Joe Ganley, Department of Agriculture & Markets; Laura 

DiBetta, Department of Environmental Conservation; Laurel Remus, Department of 

Environmental Conservation; Kyle Wilbur, Department of State; Ross Levi, Empire State 

Development; Sara Emmert, Empire State Development; Kelly Garofalo, Empire State 

Development; Tom Lindon, Hudson River Park Trust; Scott Keller, Hudson River Valley 

Greenway; Edward Dumas, Long Island Railroad; Donna Haynes, Metro-North Railroad; 

Matthew Davidson, Office of Parks, Recreation and Historic Preservation; Wendy Gibson, 

Office of Parks, Recreation and Historic Preservation; Scott Christiansen, Olympic Regional 

Development Authority; Alexia Schwartz, Port Authority; Thierry Dumoulin, Port Authority; 

Kara Ostrander, Thruway Authority; Juliana Hernandez-Commisso, Sen. Jose Serrano’s office; 

Cristyne Nicholas, Tourism Advisory Council 

Meeting called to order: 1:00 p.m. 

Welcome from Ross Levi—Executive Director of Tourism 

Current state of tourism 

 When the state and the country went into lockdown in March of this year, it had an

incredible impact on the tourism industry

 According to Tourism Economics and the US Travel Association, since the beginning

of March, the COVID-19 pandemic has resulted in over $376 billion in cumulative

losses for the U.S. travel economy

 The continual depressed level of travel spending has caused a loss of $48.3 billion in

federal, state and local tax revenue since March 1

 Despite positive effects of Labor Day weekend, New York State continues to

experience some of the worst travel markets in the country, experiencing losses

exceeding 50% in revenue YoY

 Our priority has and will remain to promote safety and well-being for all travelers

first, while echoing the Governor’s messaging on social distancing and controlling the

spread of COVID-19 in New York State

 But we also recognized there were ways we could be creative to support the state’s

tourism industry and keep NYS top of mind when we are able to safely reopen and

remarket the state to travelers

I Love NY Updates since March 

 From the beginning of the pandemic, the Division of Tourism has implemented a

strategy to support the tourism industry, keep NYS top of mind for travelers during

lockdown and communicate to consumers about safe travel and local recreation.

 Tourism Industry Support: Since March, we’ve been in constant contact with the

tourism industry. The Division provided clarity on essential business guidance,

especially around hotels and lodging that were initially not included as essential

144



2020-21 Tourism Interagency Taskforce Update 

-3-

businesses but was modified for inclusion in March after discussions with the 

Chamber and ESD leadership.  

o Many other hospitality businesses were affected by closures and limited

reopening. Currently, the following tourism attractions/operations are still closed:

Places of public amusement such as arcades; Movie theaters; Indoor performing

arts centers, theaters and concert halls; Amusement parks; and Outdoor concert

venues.

o Other tourism attractions such as indoor museums, aquariums and other low-risk

cultural arts locations are allowed to be open but at 25% capacity, which the

tourism industry has vocalized as an ongoing issue, as many locations have to turn

away patrons and limit admission. For instance, large museums such as the

Baseball Hall of Fame have dealt with issues regarding the capacity limitations,

many days reaching 25% shortly after opening. Since many restaurants and

bowling alleys are allowed 50% capacity, museums and other low-risk cultural

sites know they could handle the increased capacity and maintain safety and

social distancing.

o We’ve provided regular COVID-related updates and joined numerous industry

calls on a state, local and national level, as well as kept tracked of federal and

state funding opportunities. One of the biggest issues facing the industry was the

inability of many DMOs and TPAs to apply for PPP funding as part of the

CARES Act, unfortunately 501C-3 non-profits did not qualify under the current

guidelines for relief. We’ve been working with US Travel to provide action alerts

to industry partners that are interested in lobbying Congress and the Senate to

consider relief for the tourism industry in future packages.

 Funding Programs: Finally, we’ve been working closely with grantees regarding

Market NY grants and Matching Funds making sure they are updated on changes and

able to modify timelines and plans.

 Digital Promotions: By leveraging our digital tourism audience and travel media

contacts, we were able to amplify the Gov’s safety and travel related guidance;

posting on social media; amplifying press releases; and created a resources page for

travelers updating them on COVID related updates that impact travel

o Created an ILNY Virtual Experiences page to allow folks stuck at home in

quarantine to experience NYS destinations virtually. Several attractions quickly

pivoted when things shut down and developed extensive virtual content; which

we kept a running, updated list of on the website. Examples here include Baseball

Hall of Fame’s digital collections; virtual Broadway; a number of farms and zoos

like the Buffalo Zoo had animal content and live webcams; and the Met did a

virtual opera

o Our media services and digital team also worked together to create and share nine

360-degree virtual reality experiences on the ILNY mobile app and eight video

tours promoted across social media

o We also produced a series of Instagram live events in partnership with attractions

like the Strong Museum, NY Kitchen did a live cooking show with Chicken

French and NYS cheesecake; and the National Comedy Center did a virtual

comedian show
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o Our virtual efforts were so successful in those early months of lockdown that we

received great coverage from outlets like Fodor’s Travel, Buzzfeed, Travel and

Leisure and Reader’s Digest

o We also recognized the need to support local businesses that we suffering as a

result of the stay-at-home order so we created a NYS Restaurant Challenge to

encourage folks to share photos of their take out and produced a guide on how to

get iconic NYS food shipped anywhere in the country

o We featured several At-Home activities through blogs featuring NYS themed date

night ideas; NYS themed recipes to cook at home; as well as virtual coloring book

options for folks to color in their favorite NYS attractions

 Safe Outdoor Recreation: As the state began phased reopening in May, we wanted

to promote safe and local recreation opportunities for consumers to explore their

communities. As the summer progressed, we highlighted safe outdoor recreation at

NYS Parks, local road trips and shared information on safe, local overnight stays.

 International Webinars: With international travel completely halted, we set up

webinars with our four international offices to provide in country updates to our

tourism partners for future planning. What we found was that international travel is

trending toward outdoors vs. urban and individual bookings vs. group tours. We also

learned that NYS has a very good reputation abroad thanks to the worldwide

exposure that the Governor’s daily briefings received.

 Reopening Messaging: When the state began moving into reopening for the entire

state, the Division began moving to include more staycation messaging to encourage

travelers to stay safe, but also venture out to reexplore nearby tourism attractions that

began to safely reopen. We’ve created a staycation guide to NYS that includes

overnight trip ideas for each region. We’ve also released a guide to NYC’s museum

re-openings to assist one of the hardest hit regions in the state as they began

reopening museums last month.

o Finally, we’ve been highlighting Underground Railroad month this September

and will be capping off promotions with a panel of representatives from various

historic and cultural sites across NYS related to the Underground Railroad to

discuss NYS’ role in that history, which will air on ILNY social platforms at the

end of September.

Empire State Development 

 Sara Emmert presents ongoing programming at the Division of Tourism

Path Through History Weekend

 As we have done in year’s past, we held spring PTHW in June, however, due to

regulations limiting large gatherings, we decided to pivot to do it fully virtually

 We worked with sites that had already submitted events earlier in the year and

brought together 125 event hosts to hold some virtual content and event for

consumers to enjoy at home

 This resulted in over 1,200 opportunities for consumers to engage with history and

heritage sites this past June

 Coming up in October, we have our fall PTHW, which will be a mix of both in-

person events and virtual programming as that was popular last time.
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 The events will be encouraging locals to safely visit according to guidelines and 
continue to promote social distancing

 We also just want to plug that we’ve fully integrated the PTH website onto 
ILoveNY.com, it used to be a stand-alone website, but we’ve joined the two to help 
increase exposure to the PTH site as it doesn’t receive the same traffic as the iloveny 
site.

Accessible NY 

 We also launched our Accessible NY hub on ILoveNY.com in celebration of the 30
th 

anniversary of the ADA passage this past July

 This hub is the result of over a year’s worth of work, crafting a survey, collecting data 
and organizing it into a format to help consumers more easily identify and look up 
attractions that accommodate visitors with mobility, deaf and hearing loss, blind and 
low-vision or cognitive needs

 On the hub we have customized editorial content for each accessibility need that 
outlines special programming at specific locations as well as two blogs on mobility 
trip ideas across NYS – one completed by our own Anna Pakman who heads up our 
digital initiatives and the other by Cory Lee, a well-known mobility blogger and 
influencer

 The hub also has 100 attractions that provided detailed accessibility information from 
our survey with expanded information on all the accessibility you can find at each site

 Each individual attraction page on the Accessible NY hub has expanded accessibility 
information for consumers to search through

 This is far more extensive that our previous offering of only wheelchair accessible 
box, this allows consumers to sort attractions by a particular need

 So if a parent has an autistic child, they can search for all the attractions that have 
specific programming or accommodations to that need

 With no paid advertising, the site has organically received 7,200 visits with the page 
for autistic visitors as a top performer

 And even though the site is more catered to a niche audience, our engagement 
numbers have been solid for the website, with an average user session of a minute and 
50 seconds per visit

Fall Foliage Report 

 Finally, looking ahead, I’m sure many of you have seen our fall foliage report that

was launched earlier this month

 It’s one of our most popular digital campaign and so far our newsletter has over a

30% open rate, which is high performing for the newsletter

 We are recruiting talented Instagram users this year to help capture the changing

leaves and sharing among their followings to help increase interest and buzz

Department of Environmental Conservation 

 Laura DiBetta presented on DEC’s “Adventure At Home” programming

 Due to COVID-19, all in-person Adventure NY events cancelled
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 Created 8-week virtual campaign to encourage New Yorkers to continue to enjoy the

outdoors and connect with nature

 Each week featured an activity as a theme: Fishing, birdwatching, nature nearby,

outdoor safety, hiking, paddling, archery, and camping

 Provided outdoor recreation content to support safety and recreate local messages

 Utilized partners and volunteers to provide content and promote

 Content was designed to be useable for urban residents and diverse audiences and

included:

o Find your adventure newsletter features

o Social media posts

o Facebook live presentations

o Website support for more information

o YouTube playlists

 Birdwatching was first-ever DEC Spanish Facebook live

 Nature Bingo in Spanish and Mandarin, other materials in Spanish

 Campaign highlighted in Governor’s "deep breath moments"

 Find Your Adventure email went to over 120,000 recipients each week

 Reach of Facebook live events was between 15,000 – 37,000

 70% of participants were inspired to try a new activity

 90% felt the material was excellent or good

 Doing Fall and Winter as a monthly initiative; covering seasonal topics and

topics staff suggested from phase one

 Starting in September with Fall foliage/Urban Forestry

 January 2021: Do your part to care for open space with focus on service in honor of

Dr. Martin Luther King, Jr.

 February 2021: Snowshoeing or Cross-country skiing

 Spring 2021- Ocean kayaking and mountain biking

Port Authority 

 Thierry Dumoulin presented on efforts that the Port Authority has been working on to

restore confidence among consumers while traveling in New York State

 Discussed the unprecedented challenge of trying to operate transportation centers

during the pandemic, especially in areas of: fear and uncertainty; playing a crucial

role in getting essential workers where they need to go; keeping staff healthy and

safe; and dealing with the cost of a fallout in volume of travelers.

 Challenges included:

o The PA is one of the many parties responsible for providing the experience

at the airport (TSA, airlines, etc.) with meaningful parts of the travel journey

outside their control.

o Flying is already a complex endeavor even for savvy travelers, and this

complexity will be heightened by Covid-19 new norms and protocols.

o Recent pick up in number of travelers announce how circumstances could

change quickly and how external factors make the near future very difficult

to predict.

 However, each challenge presented the following opportunities:

148



2020-21 Tourism Interagency Taskforce Update 

-7-

o As the most visible common denominator along the entire process the PA can

take the role of providing leadership and continuity in an otherwise

disjointed traveler journey.

o Increase the importance of an intuitive and predictable experience, so that

we don’t make people feel overwhelmed and/or lost.

o Design for an evolving experience across segments, with the flexibility to

adapt to an ever changing environment and travelers mindsets.

 Port Authority focused on delivering clear and consistent communications to

travelers that provided messaging throughout facilities about proper safety measures

and communicating how the Authority is making the experience safer for everyone

 They also created signage and videos to remind travelers of precautions they should

be taking while traveling

 On social media they demonstrated to travelers through imagery the safety

precautions the Authority was taking at airports and transportation centers

 Social media posts also provided helpful tips to help travelers better prepare for their

trip and what to expect and plan for

 They also made sure to include messaging thanking the thousands of workers at the

authority that were working tirelessly to make sure travel experience was safe and

precautionary measures were being done daily.

Office of Parks, Recreation and Historic Preservation 

 Wendy Gibson presented on the work Parks has been doing during the pandemic

 During the onset of the pandemic, the outdoors became a sanctuary more than ever

before.

 The expanse of parks and trails allowed for social distancing fees were waived to

encourage visits by families/households.

 With capacity reductions in place, messaging from the agency was key: recreate

locally; keep visits short; maintain social distance; wear masks; check Parks’ website

for updates and signage listing these measures was posted everywhere

 Parks relied heavily on social media and their website to get messaging to consumers

and visitors, as they were dealing with overwhelming numbers of people visiting the

Parks

 In an effort to help keep visitors informed, Parks created an app called the New York

State Explorers App which debuted with over 60,000 downloads

 The app provides real time updates on parking capacity and visitor information

 Parks also put a greater emphasis on staying local through their virtual programming

with a virtual history tour to celebrate the anniversary of suffrage; activities for kids

to create a bird nest; outdoor scavenger hunts and more.

 Parks has waived the 9-month reservation window for camping

 For the 2021 camping season, nearly 55,000 reservations and 272,000 camping nights

have already been booked!

 Enhancing the visitor experience with new attractions and improvements at

Southwick Beach and Westcott Beach state parks on Lake Ontario, new recreation

center at Letchworth, new visitor center at Niagara Falls State Park
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Canal Corporation 

 Shane Mahar presented on Canal’s Staycation program from the summer

 From Albany to Buffalo, the New York State Canal system and the Empire State

Trail offered New Yorkers and their families opportunities to get outside and stay

active, experiencing the incredible history and natural beauty of our state.

 This year, from July 10 through Labor Day, the New York State Canal Corporation

promoted six hubs of canal and trail activity and celebrated local canalside businesses

across Upstate NY.

 This program offered four free outdoor excursions by kayak and/or bike in

Schenectady, Chittenango, Seneca Falls, and Rochester – allowing visitors to exercise

both mind and body while still practicing safe social distancing.

 Canals created an interactive webpage with landmarks to visit and local dining

options, as well as full suggested itineraries for each leg of the tour.

 Total participants = 2,801

 Website hits = 124,699

 Reach = 1.2 Million Individuals

 Impressions = 28.7 Million

 The staycations campaign resulted in a click through rate of 0.43% - beating our

campaign key performance indicator by more than 200%. On top of this, audiences

saw our ads more than 20x on average.

Meeting adjourned: 2:30PM 
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INTERAGENCY TASKFORCE MEETING MINUTES 

Date: December 21, 2020 

Location: Webex video conference 

Attendance: Olive Cadet, Bridge Authority; William Sweitzer, Canal Corporation; Mara Manus, 

Council on the Arts; Joe Ganley, Department of Agriculture & Markets; Laura DiBetta, 

Department of Environmental Conservation; Laurel Remus, Department of Environmental 

Conservation; Mark Pattinson, Department of State; Kyle Wilbur, Department of State; Ross 

Levi, Empire State Development; Sara Emmert, Empire State Development; Kelly Garofalo, 

Empire State Development; Tom Lindon, Hudson River Park Trust; Kira Levy, Hudson River 

Park Trust; Edward Dumas, Long Island Railroad; Donna Haynes, Metro-North Railroad; 

Matthew Davidson, Office of Parks, Recreation and Historic Preservation; Wendy Gibson, 

Office of Parks, Recreation and Historic Preservation; Scott Christiansen, Olympic Regional 

Development Authority; Alexia Schwartz, Port Authority; Kara Ostrander, Thruway Authority; 

Cristyne Nicholas, Tourism Advisory Council; Rose Golden, Office of the Aging; Peter Ryan, 

Department of Transportation, Mario Roefaro, New York Power Authority 

Meeting called to order: 11:00 a.m. 

Welcome from Sara Emmert, Director of Tourism Policy Initiatives 

Fall Promotions 

 As we mentioned at the last meeting, our Fall Foliage campaign continued to be one of 
our most successful digital initiatives and the most visited webpage on ILoveNY.com 

with over 675,000 pageviews and 520,000 sessions.

 We held the fall PTHW on October 10-12, which featured a mix of over 50 virtual events 
and 40 venues hosting safe local site visitation.

 In an effort to recognize LGBT History Month in October, we put together a blog post on 
how to safely celebrate and commemorate the month at various historic LGBTQ 
destinations throughout NYS.

 Finally, we hosted a virtual Halloween Spooktacular event and partnered with the 
Haunted History Trail to promote some of the spooky destinations across the state. The  
panel did very well with an estimated 5,000 unique viewers.

Winter Promotions 

 In recent weeks, we’ve transitioned our digital promotions to reflect the winter season, as

well as remind visitors to remain local and stay safe as numbers continue to rise

throughout the state.

 From editorial content on local winter getaways to a Holiday Gift Guide, our digital team

has been hard at work promoting the winter season with thoughtful, responsible content.

 For example, the Gift Guide is meant to remind consumers of their favorite New York

State attractions and get them excited about their future travels throughout the state—

whether it’s with a gift card for fly fishing gear from Esopus Creel in the Catskills or a
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stay at home survival kit of local goodies from Fly Creek Cider Mill and Orchard in 

Central New York.  

 Finally, with ski facilities able to operate at limited capacity, we have been working

closely with our partners at the Ski Association of NY and ORDA to promote safe skiing

opportunities throughout the state, as well as make sure consumers are prepared for

updated requirements and guidelines.

 As Scott Christenson from ORDA will discuss, mountains are embracing guidelines

necessary for operating ski facilities and while skiing will look different, they are hopeful

for a successful season.

 In an effort to avoid overcrowding at ski mountains that might reach capacity and to help

spread out visitation, our plan at ILNY is to promote lesser known ski facilities and even

encourage skiing during the weekdays given some people have more flexible work

schedules these days. We are also working to make sure consumers are prepared for the

changes to ski season and plan accordingly to avoid any negative experiences.

Industry Conferences 

 We participated in a number of tourism industry conferences this past fall, all of which

were virtual and were inclusive of some state agencies

 Beginning with the Travel Unity Summit in October. As many of you know Travel Unity

is an organization dedicated to increasing diversity in the travel industry, not just for

NYS, but globally. The conference this year was themed around rest and rebuild, and we

were able to present on our newly released Accessible NY program to conference

attendees.

 From October 26-29, we attended the virtual Brand USA Travel Week Europe

conference which was attended by 154 buyers from 20 countries. Our team had a number

of appointments with European travel operators and buyers to assist in planning visits to

NY when safe to do so again. We also attended presentations by industry experts

discussing a range of topics from recovery to diversity, equity and inclusion programs.

 NYS Hospitality and Tourism Association held their virtual conference on November 4
th

where we were able to address the association and introduce the keynote speaker, Roger

Dow the President of US Travel Association

 The Museum Association of NY held their conference virtually on November 10
th

, where

we presented on a panel of the importance of cultural heritage tourism

 And finally, the NYS Tourism Industry Association held their virtual conference on

November 17 and 18
th

. We hosted a panel with state agencies leaders from PARKS,

DEC, ORDA and Canals, as well as did a recap on the ILNY program for the industry.

Ross Levi—Executive Director of Tourism 

ILNY Survey on Educational Offerings  

 In an effort to expand our educational offerings for the tourism industry, the Division has

been working with industry partners from across the state to gather their input on the type

of programming, format and regularity of communication from the I Love NY team.

 We surveyed our partners and had a 70% response rate with 42 counties represented

along with all 11 vacation regions.
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 There was an overwhelming preference for online courses – both live and prerecorded.

This was followed by programs or gatherings as part of a preexisting conference, then in

person standalone regional gatherings, and finally standalone statewide gatherings.

 More than 50% of respondents indicated a preference for quarterly offerings

 Some topics that garnered over 60% interest from participants included agritourism,

adventure and outdoor recreational travel and, most importantly for this group, working

with other state agencies.

 We hope to begin offering educational content starting in Spring 2021. We will identify

the best medium for the topic, which for the near future could range from live interactive

webinars to prerecorded training modules. Online content will always have a place in our

offerings as it accommodates busy schedules and more easily allows for participation by

organizations of all sizes and budgets of all sizes.

Board presentation update 

 So that’s what we’ve been working on promotionally and programmatically, but

obviously since the onset of the pandemic, we recognize the huge impact COVID has had

on the tourism industry. As we move into a new year, we’ve taken a look at how the

industry has been affected and where things are headed going forward.

 To understand this impact more broadly, we looked at NYS DOL data through mid-

November, which reported that in the first few months of the pandemic, accommodation

and food sectors lost approximately 550k jobs, of which we have recovered roughly

283,000 or slightly more than half.

 The decline in hospitality related jobs is also affecting other sectors, particularly in arts

and entertainment where we are seeing significant job losses.

 In fact, of the DOL WARN notices, received since March, 5 of the top 10 were related to

or heavily dependent on tourism, including American Airlines, the Schubert Theater

organization, NY Convention Center, Hilton, Resorts World and others

 Our best estimate for visitation anticipates a 50% decline overall in visitors to NY State

for this Calendar Year, recognizing that there are some fairly wide variations between

regions.

 Although, hope is not lost, based on consumer research the perceptions of NYS continued

to be strong among key travel segments, with consideration of NYS as a vacation

destination at 85% this summer, up from 81% last year, the highest of any destination in

the NE.

 Further, our NYS tourism industry saw some areas of resilience and even progress that

might represent areas for future growth

 While down overall, there was leisure travel activity this summer and fall, particularly to

more rural, outdoor recreation-based destinations by travelers within a 2-3 hour drive,

including a noticeable number of new, first-time visitors.

 Camping saw a big uptick, with a lot of consumers trying camping for first time and

already have booked for next summer. In some areas that had a positive halo effect on

local retail and dining.

 Online booking and advanced reservations were a new, positive trend that provided a

better consumer experience with less waiting and crowds, a practice that is expected to

continue even after the pandemic.
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 Attractions that utilized consumer confidence campaigns had visitors reporting a very

positive experience at both indoor and outdoor locations when exposed to such

messaging, which had a direct impact on return visitation.

 There is initial data that curated, virtual content was well received by consumers in

longer haul markets and is responsible for increased recognition among consumers in

markets that have never been targeted with paid advertising before. These activities also

had an impact on getting local residents to rediscover destinations in their own

communities.

 From a consumer standpoint, the travel forecast is optimistic and positive.  We are

tracking a national sample to understand current and future travel intent.

 Of the 1000 people surveyed, 79% were traveling prior to Covid with some degree of

frequency.  Of these folks, 88% plan to resume travel in the post-Covid era

 A whopping 79% are "hoping to take a leisure trip in the next 6 months.” There is

considerable pent up demand and enthusiasm for traveling again.

 Among this group of "hopeful travelers", 40% have already made some sort of

commitment to travel (have booked hotel, or airline or rental car or package), while 60%

have not made any sort of commitment

 We see this feedback as optimistic that travel will eventually rebound when it is safe to

do so

Donna Haynes, Metro North Railroad 

 Donna presented on Metro North’s work and pandemic pivot, discussing how to find a

balance between promoting safe travel and executing a destination marketing campaign

 Recapped 2019 efforts on MNR deals and getaway packages promotions, including

discount rail packages, utilizing partnerships with shows like the Christmas Spectacular

and MSG events to offer discounts with promotional codes; getaway on your own

itineraries and overnight packages

 2019 was a strong year and 2020 was off to a strong start

 Consumer interest was strong at the NYTimes travel show and interest in the “ride to

drive” packages with Zip car rentals at station stops

 MNR was also planning a joint partnership with NYSCA on an arts trail brochure to

launch in Spring of 2020

 Was partnering with Campground Owners of NYS on digital advertising and two

staycation events in Spring of 2020

 With the shutdown in March of 2020, everything was put on hold and programs stopped

completely

 Ridership was down 95% and MNR first pivot was to switch everything promotional to

virtual events and getaway ideas

 All promotional efforts shifted onto social media and e-blasts

 As commuters slowly returned, MNR focused on making direct connections with

consumers and shifted all promotional efforts to focusing on safety and PPE at stations

and on trains

 The focus was on getting consumers feeling safe riding the trains again

 Focused on a tourism soft opening and worked with scenic Hudson Parks and those

outdoor spaces near train stations
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 Governor announced opening of shared use path on Governor Mario Cuomo Bridge

 MNR promotional efforts supported various campaigns including working with NYC &

Co. to get Upstate consumers back to NYC; Hudson Valley’s Time to Dine campaign;

and Dutchess County’s Let’s Go There efforts

 Developed a campaign with a social media influencer for Hudson Valley Happenings

campaign effort to encourage travel to the Hudson Valley region via MNR

 Final pivot will include getting consumers back to NYC and feel comfortable traveling

via MNR to get there.

Mara Manus, New York State Council on the Arts 

 Mara recapped the state of NYS Arts before the pandemic

 The NYS arts and cultural sector accounted for $120 billion and 7.5% of the state’s

economy

 One out of every eight dollars of economic activity in New York City—$110 billion in

2017—can be traced directly or indirectly to the cultural sector

 New York City-based small nonprofit theatres contribute $1.3 billion annually to the

local economy.

 1,100 NYSCA direct grantees reported approximately 150 million on-site visits across

NYS

 Nearly 265 million visitors traveled to NYS with 53 million leisure travelers to NYC

alone

 Employment in the arts was at an all-time high

 Arts and cultural sector accounted for half a million jobs across the State

 The state was home to just under 63,000 jobs in the performing arts and more than 20,000

jobs in the museum field.

 As of December 2020, the estimated economic impact to date to be $335,631,451 lost.

 In addition, 97% of organizations state they have canceled events

 Moreover, 11% of organizations said they are not confident they will survive the impact

of COVID-19.

 Significant employee reductions impacting 47,722 arts workers with 32,000 jobs lost and

a 50% decline in employment across the state

 NYSCA has shifted to prioritize overcommunicating with our grantees and making staff

available even when remote in an effort to help with managing the pandemic

 Sending out regular communications to the field to aid museums and cultural sites

 Promoting grantee re-openings, in-person and digital programming across social media

platforms and our website

 Launched a webinar series to provide guidance to grantees

 Provided grant modifications and reporting flexibilities for current FY2020 NYSCA

grantees

 CARES Funding: $10,000 grants to 49 organizations with budgets under $1.5m

 $1,000 grants to 42 upstate artists through partnership with NYFA
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 Pivoted Critical Agency Initiatives to Virtual Offerings: FY21 Panels and Creative Aging

Initiative

 After the website reorganization, they’ve already experienced 24,000 pageviews

Scott Christensen, Olympic Regional Development Authority 

 Scott discussed ORDA’s strategy and plan for 2020-21 winter operations for the Olympic

sites and ski areas

 Olympic athletes returned to Lake Placid for training as many winter teams are not

competing on the Olympic stage with the absence of these competitive events

 Many US teams have declined to do a global circuit due to COVID precautions

 Transitioned a lot of focus from Olympic athletic events to visitation and tourism efforts

 Over the fall, Lake Placid and ORDA facilities saw visitors flock to the area for outdoor

recreation, as that was a trend through summer of 2020 and into the fall

 Since the opening of the mountain coaster at Mt. Van Hovenberg in the fall, it has been

complete sold out

 As the pivoted to winter sports, public skating was opened

 Many of the outdoor winter sports could reopen with the exception of the bobsled tracks

due to the difficultly to keep up with the sanitizing process and inability to socially

distance

 So most of the winter outdoor recreation opportunities focused on what could be safely

done due to COVID which includes cross country skiing and downhill skiing.

 Skiing opened in early December with a primary focus on keeping staff and guests safe

 Needed to make modifications to various business functions for safety and also had to

factor in new capacity limits and operation requirements

 Season pass holders sold out in record time and daily pass tickets continue to sell out at

fast levels

 This has had a negative impact on local lodging locations, as many visitors who would

normally not be season pass holders but would travel to get day passes have been

cancelling last minute as they realize the possibility of getting day pass tickets are very

difficult

 Many people have cancelled plans and most of the locals are season pass holders which

are prioritized

 Switched to using technology as a key to manage operations for COVID safety

 Focused most of their promotional efforts and communications on preparing visitors for

changes at ski facilities, what to know before you head out etc.

 Also worked hard to build up consumer confidence and make folks feel safe while

enjoying ski facilities

 Looked at this process as a balancing act between keeping consumers safe and

understanding of COVID updates and regulations; driving economic development

through ticket sales and delivering a good consumer experience for season pass holders

who make up the lion’s share of ski users this season.

Meeting adjourned: 12:45 p.m. 
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INTERAGENCY TASKFORCE MEETING MINUTES 

Date: February 24, 2021 

Location: Webex video conference 

Attendance: Olive Cadet, Bridge Authority; Brian Stratton, Canal Corporation; William 

Sweitzer, Canal Corporation; Mara Manus, Council on the Arts; Joe Ganley, Department of 

Agriculture & Markets; Laura DiBetta, Department of Environmental Conservation; Laurel 

Remus, Department of Environmental Conservation; Mark Pattinson, Department of State; Kyle 

Wilbur, Department of State; Ross Levi, Empire State Development; Sara Emmert, Empire State 

Development; Kelly Garofalo, Empire State Development; Lisa Soto, Empire State 

Development; Tom Lindon, Hudson River Park Trust; Kira Levy, Hudson River Park Trust; 

Edward Dumas, Long Island Railroad; Donna Haynes, Metro-North Railroad; Matthew 

Davidson, Office of Parks, Recreation and Historic Preservation; Wendy Gibson, Office of 

Parks, Recreation and Historic Preservation; Scott Christiansen, Olympic Regional Development 

Authority; Thierry Dumoulin, Port Authority; Scott Keller, Hudson Valley Greenway; Lucy 

Zachman, Metropolitan Transportation Authority; Kara Ostrander, Thruway Authority; Rose 

Golden, Office of the Aging; Peter Ryan, Department of Transportation, Mario Roefaro, New 

York Power Authority; Shane Mahar, New York Power Authority 

Meeting called to order: 2:00 p.m. 

Welcome from Sara Emmert, Empire State Development 

 Welcome everyone to the first interagency taskforce of the year

 We’d like to recap some promotional efforts and updates since our last meeting at the end

of December, including the tourism-related SOTS announcements and open the floor to

updates from other agencies on 2021 plans that impact tourism for the year

Ross Levi, Executive Director & Vice President of the Division of Tourism 

ILNY Promotional efforts  

 Since our last meeting, I LOVE NY has engaged in a number of promotional activities.

 For the new year, we published a “New York State Guide to New Year’s Resolution for

2021” to help keep New York top of mind for those planning for 2021. The guide, which

features both in person and virtual activities, includes ideas like getting healthier by

exploring the Empire State Trail, improving your cooking skills with a class at the NY

Kitchen or Miette Culinary Studio, and trying something new by making your own glass

at the Corning Museum of Glass or a Finger Lakes virtual pairing experience with local

wines and cheese—among others.

 In anticipation of Valentine’s Day, we created a guide to help find the perfect gift to

show a loved one how much you care about them with help from New York State. Some

gift ideas included a custom engraved Adirondack Chair and skin and body care products

from Beekman 1802.

 With many currently museums opened at limited capacity or offering exciting new ways
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to experience their collections from the comfort of your own home, the digital team did a 

round-up of new museum exhibits and virtual programming that locations are currently 

offering. Some new programming includes a new exhibit at the MoMA starting February 

27 exploring the role of race in structuring American cities with Reconstructions: 

Architecture and Blackness in America or the new exhibit at the Strong Museum of Play 

in Rochester called “Take Flight”, which celebrates the joy and playfulness of aircraft 

from hot air balloons to planes to drones and spaceships. Both museums and a number of 

others listed offer extensive access to online collection catalogs for folks to enjoy at 

home.  

 We also started an “Inside NY” Series on Instagram Stories which takes followers inside

various attractions as some places remain closed or visitors are not quite comfortable

visiting in person yet.  Attractions featured included: Met Cloisters, Moynihan Train

Hall, and Olana State Historic Site. The most recent one of Olana features some cool

drone overheard footage of the state historic site.

 This month, we worked with Parks to update our blog on 12 places to experience Black

History in NYS as part of our celebration of Black History Month. We covered the

important role NYS plays in abolitionist history and home of sites like Harriet Tubman

National Historic Park and John Brown Farm State Historic Site, as well as cultural

history at the Colored Musicians Club and within the Harlem neighborhood.

 While we are discussing digital, we’ll mention that upcoming, we are working on a post

with help from DEC and PARKs to encourage consumers to book their camping

reservations for this spring and summer, as camping was a popular activity in 2020 and

we anticipate with the ongoing pandemic that trend will continue this summer.

 And since outdoor recreation looks to remain a popular theme for summer travel, we will

also be partnering with PARKs to bulk up travel content surrounding the newly open

Empire State Trail, helping to provide expanded itineraries for trips along the Trail and

encourage overnight visitation in local towns and communities.

 As is common at the end of the year, several publications released their “best places to

visit in 2021, and NYS secured several mentions, including in Harper’s Bazaar, Conde

Nast Traveler, Travel + Leisure and Vogue.

 Will note that the Empire State Trail received two specific call outs in the 20 places to

travel from Harper’s Bazaar and Conde Nast Traveler’s 21 best places to travel in 2021

 And Travel and Leisure listed the Catskills as one of the best 50 places to travel in 2021

 We also helped to secure coverage on new hotel openings in 2020. In total, there were

20-30 stories about hotels opening in New York.

Virtual Sales Mission 

 Finally, in December, Markly Wilson, who is our Director of International Travel and our

international team hosted a UK and Ireland virtual Sales Mission.

 The first day matched eight tour wholesalers with local partners including Oneida

County, Dutchess County, 1000 Islands, Westchester, Long Island, Wine Water &

Wonders, Buffalo Niagara, and Niagara USA.

 The second day featured a training session for 114 travel agents from England, Scotland,

and Ireland on selling New York state when it is safe to do so.

 Given the pandemics effect on international tourism, we are using the time we have to

our benefit to educate as many international travel agents as possible on everything New
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York State has to offer. We are aiming to designate 600 travel agents as New York State 

Specialists by the end of June 2021.   

Educational Webinars 

 At the last meeting, we mentioned that we are working on developing our industry

educational programming by providing webinars from topics ranging from how to work

better with I Love NY through public relations and digital promotions to marketing to

niche travel audiences.

 Our first webinar will be taking place next week on March 3
rd

 and will cover the

Accessible NY program, including a presentation from Open Doors Organization -- one

of the leading national experts on the disability market -- on their 2020 nationwide survey

of the economic impact and travel trends of people with accessibility needs.

 We will also discuss how to collect accurate accessibility data and how to be a part of the

Accessible NY program.

 Future webinars will include PR 101, which will discuss changes in the industry since

COVID began as well as Social and Digital Media Tips and Tricks to know in 2021.

Reopening announcements  

 Recently, the Governor has made several tourism related openings announcements,

signaling a path forward to begin welcoming visitors back to NYS.

 These announcements include:

o The Launch of NY Forward rapid test program to help businesses and catered

venues reopen safely. Currently, 11 initial sites are open in NYC and capable of

conducting more than 5,000 test per day

o Sports and entertainment events in major stadiums and arenas with an overall

capacity of 10,000 or more people can now re-open at 10% capacity with PCR

testing

o The Governor previously announced that catered events will be able to resume in

accordance with state guidance on March 15, and all patrons must be tested prior

to the event. Local health departments must be notified of events in advance.

There will be a 50 percent capacity limit and no more than 150 people can attend

the event.

o NYC restaurants have been opening indoor seating at 25% now and will be

expanding to 35% capacity on Feb 26 and also allowing movie theaters to open at

25% capacity with no more than 50 people per theater at a time on March 5th

(bringing NYC movie theater restrictions in line with the rest of NYS)

o Also allowed to open on March 5
th

 are billiard and pool halls, with 50% capacity

outside of NYC and 35% capacity in NYC and following strict safety protocols.

o Indoor family entertainment centers will be able to open with 25% capacity and

health protocols beginning March 25
th

o Outdoor amusement parks will be able to reopen at 25% capacity starting April 9
th

 Many of these locations have been closed since the beginning of the pandemic, so these

reopening announcements are certainly good news for many in the tourism industry and

signal new avenues toward recovery.

 Now I’ll hand it over to Sara who will run through federal and state COVID relief and

SOTS announcements
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Sara Emmert, Empire State Development 

COVID updates 

 At the Division of Tourism, we also keep track of the ongoing federal relief that becomes

available to assist in tourism recovery so we can convey that to the industry.

 In December, Congress passed a $900 billion COVID-relief package & $1.4 trillion

government funding package

 This package included vital relief including enhanced unemployment benefits and

additional relief to small businesses.  Most critical for the tourism industry, the bill:

o Allows small businesses to receive a second PPP loan, most notably the Biden

administration looked to increase opportunities for very small businesses by only

allowing applications from businesses with 20 or less employees for two weeks

starting today. The funds are almost half-way depleted so this is critical for

smaller businesses.

o Provides $15B in funding for live venues, independent movie theaters, and

cultural institutions

o Expands PPP eligibility for 501 (C)(6) nonprofits, which most importantly

includes destination marketing organizations now

 From what we are being told, the next relief package looks like it will contain a $25B

restaurant recovery, which will be incredibly helpful to those businesses across the state

that are still struggling, so we will be monitoring that closely.

ESD funding relief 

 ESD also stepped up to provide needed relief to the industry including a Raising the Bar

Restaurant Recovery Fund, that allowed NYS restaurants to apply for up to $5,000 in

grants to help bridge the gap during winter months dealing with the pandemic.

 The fund is a partnership between Empire State Development; UK-based beverage

company Diageo Wine & Spirits; Texas-based distributor Southern Glazer Wines &

Spirits and The National Development Council (NDC).

New openings 

 As many of you know, the Empire State Trail was officially completed at the end of

December and is now considered the nation's longest multi-use state trail, spanning 750-

miles total—75 percent of which is off-road trails ideal for cyclists, hikers, runners,

 cross-country skiers and snowshoers.

 The trail is expected to draw nearly 9 million residents and tourists annually.

 The new Empire State Trail website provides quick and easy access to trail information

including segment descriptions, access points, trail distances, parking areas, restrooms,

and nearby amenities and attractions.

 Wendy from Parks unfortunately could not join the meeting today, but wanted me to

update folks that they are working on continuing to enhance the trail’s website in the

coming year, which will include bolstering itinerary and attractions content and working

on a robust plan to capture high quality imagery and digital assets to help promote the

trail.

 Additionally, the $1.6 billion Moynihan Train Hall project, New York’s most ambitious

transportation and infrastructure upgrade in decades, was completed on time and on
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budget despite the many setbacks 2020 presented. 

 The new train hall, which services Long Island Railroad and Amtrak trains, features 9

platforms and 17 tracks accessible from the main train hall. With a direct connection to

the Eighth Avenue Subway and, for the first time, direct access to the train station from

Ninth Avenue, it is a true transit hub.

Tourism related State of the State and Executive Budget announcements 

 In this year’s State of the State address, the Governor included a number of tourism-

related announcements, in an effort to build on the success of programs from parts of the

state that thrived last year including state parks, as well as signaling ways we can help the

tourism industry recover and begin welcoming visitors back to NYS.

 I’m just going to run through many of these announcements, many of which are

applicable to other agencies, so please feel free if there’s something you’d like to add.

Rediscover NY - ESD 

 Beginning with those that impact us here at ESD, the governor announced the Rediscover

NY campaign to increase tourism.

 Year after year, the governor has recognized the important role tourism plays in the

health and prosperity of our economy and knows that after such an unprecedented year

for the tourism industry in 2020, this year, we must focus on rebuilding the industry with

targeted promotional campaigns.

 This I Love NY campaign will focus on capitalizing on pent-up demand, inviting people

from across the country, and eventually across the globe, to safely rediscover New York

through all of the culture, culinary and must-see attractions the state has to offer.

 In terms of the tourism budget, the Executive Budget kept tourism spending fairly level

with previous years at $56M, which includes another round of $15M in funding for

Market NY and $2.45M for matching funds.

NY Arts Revival – NY Pops Up 

 Recognizing the struggling state of the arts community, the Governor announced a “New

York Arts Revival,” a public-private partnership that will organize "pop-up"

performances and arts events across the state.  Being referred to as “NY PopsUp” is an

ongoing and expansive festival featuring hundreds of pop-up performances across the

state, many of which are free of charge and all open to the public.

 This is a private/public partnership overseen by producers Scott Rudin and Jane

Rosenthal, in coordination with the New York State Council on the Arts and Empire

State Development.

 The Festival is serving as a "pilot program," creating the state's first large-scale model for

how to bring live performance back safely after the prolonged COVID-related shutdown.

 NY PopsUp actually kicked off this past weekend with a performance at the Javtis Center

in NYC that featured three-time Grammy Award nominated jazz musician Jon Batiste;

choreographer and Hoofer Award-winning tap dancer Ayodele Casel and Grammy

Award nominated singer, actor, and international opera star Anthony Roth Costanzo.

They began by performing for a small group of health care workers and then after about a
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half hour exited the performance room and began a musical procession through the 

vaccination site at the Javits for all the people waiting to be vaccinated to enjoy.  

 These spontaneous shows in New York are intended to give the arts a jolt by providing

artists with paid work and audiences with opportunities to see live performance after

nearly a year of darkened theaters and concert halls. They have an active social media

presence, so I encourage all agencies to follow. We reposted on ILNY social media this

past weekend the announcement of the live stream from the Javits performance so our

followers could watch.

 These events are expected to run through Labor Day. The Festival will reach its climax

with the 20th Anniversary of the Tribeca Film Festival and The Festival at Little Island at

Pier 55, bringing the total number of performances to more than 1,000.

 The events produced by NY PopsUp, in addition to being free of charge, will be staged

across every type of neighborhood and district in all five boroughs of New York City,

throughout Long Island and Upstate New York. Instead of there being masses of

audience members at a handful of events, this Festival is a mass of events, each for a safe

and secure 'handful' of audience members.

 As COVID restrictions begin to loosen, the model that NY PopsUp builds for holding

safe live events will pave the way for the reopening of multidisciplinary flexible venues

throughout New York State to open and participate in the Festival.

 Also, to support the arts community, the governor announced the “Creatives Rebuild

Initiative” where the State will partner with The Andrew W. Mellon Foundation to

support New York artists. Developed in partnership with the Reimagine New York

Commission, this initiative will put back to work 1,000 artists who have been impacted

by the crisis and will invest in dozens of small arts organizations that make our towns and

cities so dynamic.

Build Out New York State Parks 

 Wendy couldn’t participate, but she heard our recent update of the PARKs

announcements, so asked that we share them with you today for awareness.

 As part of the Building a New New York initiative, the governor laid out several

proposals that would build out New York State Parks.

 The first is to expand outdoor recreation programming to promote COVID-19 safe

recreation, recognizing that more than 570,000 overnight stays are already booked in

state parks for 2021, a 23 percent increase in reservations from last year.

 Even with a successful vaccine rollout in 2021, the ability to safely recreate outdoors will

remain a critical complement to public health measures for months. Programming will be

enhanced with initiatives including:

o Launch of the “Empire State Trail Challenge” which I believe a number of state

agencies will be involved in this spring to feature a series of events and itineraries

along the 750-mile route, encouraging New Yorkers to walk, run, or bicycle to

their local trail section, as well as safely explore nearby cultural attractions,

historic sites, museums, and craft beverage and agri-tourism experiences

o Drive-through and drive-up events such as Wicked Woods at Green Lakes State

Park, Magic of Lights at Jones Beach and outdoor movies at select State parks in

spring and summer;

o Expanded and enhanced virtual nature centers and historic site-based educational
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programming; 

o An update to the New York State Park Explorer App to provide useful alerts

about park capacity limits and offer suggestions for less crowded “hidden gem”

options;

o Expanded angling opportunities through a trout stream access website and app;

and

o Increased hunting opportunities by expanding crossbow season into big game

season.

 A second proposal, New York Parks 100, will see renewed historic investment into

expanding the State Park system by committing at least $440 million over the next four

years.

 This critical period of revitalization will culminate in the 2024 celebration of the 100th

anniversary of the State Park Act.

 The initiative will focus on creating places to recreate locally, relieving overcrowded

parks, welcoming new visitors, and protecting New York State’s environmental and

historic legacy. Components include:

o A new 28,000 square foot Niagara Falls State Park Visitor Center to complete the

$150 million transformation of one of our most famous parks;

o Completing the newly dedicated Marsha P. Johnson State Park with a new park

house and education center, art installations, and infrastructure improvements;

o Creating the Empire State Birding Trail network with promoted birding locations

in every region of the state; which Laura will speak on in a moment

o Launching the Adopt-a-Trailhead program to empower volunteers to help

maintain trailheads; and

o Increasing overnight camping options and capacity by partnering with a popular

camping equipment company to offer easy options for those without their own

equipment.

 In addition, given the enormous demand from residents and visitors from New York City,

in 2021 New York will prioritize the addition of amenities to State parks throughout the

Hudson Valley by:

o Beginning initial planning and design for the reopening of Lake Sebago for

swimming,

o Improving the hiking trail system, and adding new zip lines and rope lines in

Harriman State Park;

o Beginning initial planning and design for upgrading Bear Mountain’s Hudson

River access to accommodate social distancing between groups in picnic areas

and establishing a new entrance to welcome visitors to the Park;

o Opening 400 acres of land near Kingston for initial passive use, while launching a

design process for a world-class waterfront Hudson Cliffs State Park to come; and

o Revitalizing the first boat launch site to begin the development of the new Hudson

Eagles State Recreation Area water-based park.

 Parks will also be launching the “Our Whole History Initiative” to ensure that our historic

sites tell the untold stories that reflect the true diversity of our history.

o In 2021, New York will designate the first New York State Historic Site dedicated

to black history by reprogramming Philipse Manor Hall State Historic Site in

Yonkers to become a museum and cultural site.

163



2020-21 Tourism Interagency Taskforce Update 

-22-

o In addition, the Office of Historic Preservation will expand its capacity to inform

programming and exhibits that tell the untold stories of Indian nations and

indigenous cultures residing in New York.

 Just this past week, Parks announced construction has begun on a first-in-the-nation

nature trail at Letchworth State Park designed for people with autism spectrum disorder

(ASD) and other developmental disabilities. This $3.9 million public-private partnership

will create a mile-long trail, which is designed to address the sensory needs of people

with ASD, a range of conditions characterized by challenges with social skills, repetitive

behaviors, speech and nonverbal communication. The announcement of this trail has

picked up a lot of press across the country for it’s innovation and will certainly be a huge

draw for families of autistic children.

 As we continue our work expanding our Accessible New York program launched last

year, this new trail will certainly be included and promoted.

Nation-Leading $306 Billion Investment in Transformative Infrastructure 

 Finally, there were several historic Infrastructure projects that will greatly benefit

tourism. The State’s $306 billion infrastructure plan is not just the largest infrastructure

plan in New York’s history — it’s the largest plan of any state in the nation.

 Perhaps the most relevant of these new proposals for our industry is the $51 Billion

Midtown West Development which will complete the buildout and connectivity of

Midtown West from Penn Station to the Hudson River. Included in this will be:

o Developing the Empire Station Complex: A comprehensive $16 billion project to

reconstruct the existing Penn Station and add track capacity by expanding south.

Taken together, the Moynihan Train Hall, the block south of Penn Station, and the

reconstructed Penn Station will nearly double the available space and make

traveling easier, safer, more reliable, and more enjoyable.

o The 1.2 million square-foot, $1.5 billion expansion of the Jacob K. Javits Center

will be completed in 2021 and increase capacity by 50 percent.

o Located west of the Javits Center and 36th Street, the State will transform Pier 76

from an NYPD car impound to a 5.6-acre expansion of Hudson River Park.

o The successful High Line will also be expanded to provide safer and faster

pedestrian connectivity from Moynihan Train Hall and the expanded Penn Station

to Hudson Yards, the Javits Center, and Hudson River Park.  A study will also

look at connecting the north end of the highline to Pier 76.

o The Port Authority of New York and New Jersey will replace the outdated

terminal with a new state-of-the-art facility to accommodate growing commuter

volume and additional inter-city bus operations.

 Finally, the Governor’s infrastructure proposals will accelerate infrastructure projects

already happening including LaGuardia, JFK, Round 2 of Upstate airport revitalization,

MTA capital plan, and Long Island Railroad Third Track.

Laura DiBetta, Department of Environmental Conservation 

 Laura provided an update on the new NYS Birding Trail initiative that DEC is launching

this year as a result of a SOTS announcement

 Birding trails are one of the fastest-growing recreation and tourism promotions efforts

being developed across America
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 Many turned to birdwatching as a safe recreational activity during COVID, yet unequal

access to outdoors also highlighted

 Central Park incident highlighted racism and inequity in enjoyment of the outdoors and

nature

 NYS can help support and advance this popular outdoor activity, build on existing

programs (I Bird NY) and the interest and need for outdoor recreation opportunities

 Gov. Cuomo announced creation of state-wide birding trail in his 2021 SOTS

 Pointed to examples of multiple other states that have birding trails and use them to

market outdoor recreation opportunities within their own states

 NYS Birding Trail overview - A network of promoted places to visit in each region of

NYS—not a physically built or connected trail

 Trail will be broken into segments/regions, tentatively: NYC, Long Island, Hudson

Valley, Capital Region, Adirondacks—North Country, Southern Tier, Central NY, and

Greater Niagara

 Internal team is guiding process, proposing sites, gathering data and ensuring they meet

minimum criteria

 Many will be those that we already promote through Watchable Wildlife and Bird

Conservation Areas

 Self-nomination process for non-state owned sites

 Target audience is new and intermediate birders

 Preferred sites will be user-friendly and provide a positive visitor experience across the

state

 General considerations:

o Important that locations are accessible for new users and families (i.e., relatively

easy to get to and find with good signage) as well as near population centers and

underserved areas

o Should be a high likelihood of seeing birds for a newer birder

o Preferable that sites have some amenities available for users

o Sites that have limitations due to overuse, lack of parking and other factors that

impede the user experience should not be promoted

 Digital focus—web pages will be created with site listings and additional information

o Google Map allowing for directions, info on birds, site photo, amenities, and

connection local community

o Educational and engagement elements (e.g. bird lists, habitat, etc.)

 Simple signs will be placed at each site to identify location as part of the trail

 Each segment will be widely promoted with special emphasis on reaching new and

diverse user groups and promoting an inclusive experience for all

 Timeline:

o January-April: Meetings with internal & external stakeholders and

Website/program development

o May 8
th

: Launch of NYC Region in conjunction with Migratory Bird Day

(actually launch earlier in the week)

o Dates and order of release of other regions TBD

o May 2022: Completion of entire trail
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Shane Mahar, New York Power Authority 

 Shane provided an update on the Reimagine the Canals Taskforce work thus far and

ongoing work around the trail

 Specifically discussing that architects were chosen for the Brockport Loop development

which is a pedestrian bridge that will connect the campus to the trail

 Announced the selection of SHoP Architects as the lead designer of the Brockport Loop

Pedestrian Bridge over the Erie Canal.

 The new pedestrian bridge in the Village of Brockport represents the first large-scale

infrastructure project to begin under the state's Reimagine the Canals initiative.

 The Board of Trustees for the New York Power Authority, which owns and operates the

New York Canal Corporation as a subsidiary, selected SHoP Architects and chose Ove

Arup & Partners as engineer of record on the project.

 The new Brockport Loop Pedestrian Bridge will connect the SUNY Brockport campus to

the Empire State Trail

 Once built, the bridge will also complement the Village of Brockport's recent installation

of a kayak dock and plans for a nearby boathouse by serving as a viewing platform for

anticipated rowing competitions on the canal.

 Most importantly, the Brockport Loop Pedestrian Bridge represents a new future for the

Erie Canal by adaptively reusing historic infrastructure for community benefit today.

 The New York State Canal Corporation is methodically releasing water from the Erie

Canal into Lake Ontario tributaries, increasing the water levels and flows in streams and

encouraging fish to travel farther upstream, which expands areas for ideal fishing

conditions.

 In addition, the Canal Corporation successfully extended the annual draining of the canal

in Western NY to create a longer season for anglers.

 This program encourages New Yorkers and visitors to experience the state's Canal

system in a different way, while also expanding tourism and bolstering small businesses

in the region.

 Currently, they are prepping for canal reopening in May, however there are no exact

dates yet to announce for opening, but anticipate a mid-May to mid-October season for

the Canal

 Discussed glamping site partnership in the village of Schuylerville and looking at

additional glamping locations along the canal to promote overnight visitation along the

canal

Mara Manus, New York State Council on the Arts 

 NYSCA updated on the impact the arts community has experienced due to COVID but

looking to increase partnerships and programming in 2021 to help get the arts community

 Before COVID, NYSCA grantees reported 150 million on-site visits

 Outlined the economic impact on the creative community

o Financial Impact to date in New York State: -$338,250,451

o Significant employee reductions through furloughing and layoffs impacting:

47,722 arts workers.

 NYS artists have also shown resiliency. While it is notable that 97% of organizations

have canceled events, at the same time, 73% have increased their online presence.
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 NYSCA distributed $16,728,202 in new grant awards and $23,273,277 in multi-year

grants

 1,225 organizations and 150 Artists across New York State will receive $40,001,479

 $7,150,683 to NYSCA’s State and Local Partnership Program

 $28 million to organizations with operating budgets under $3 million

 NYSCA Presents Webinar: PPP and SOS Opportunities and Considerations held on 1/29

 Creative Aging Programming: partnership with NYSOFA relaunched on February 22

 CREATIVITYWORKSNYS: Partnership with DOCCS continues at the Ulster Facility.

Programming will OCFS will kick off in May

 Mara anticipates that NYSCA will be awarding $1.4M in grants through the next year to

help the arts and cultural community in NYS

 They are also looking to reopening flex arts locations which are established performance

spaces without fixed seating so they can be adapted for social distancing

 This is another step forward to helping put more artists back to work and revitalizing the

cultural community.

Scott Christenson, Olympic Regional Development Authority 

 ORDA announced record # of season pass holders this ski season and will be sending

over research on where folks traveled from this past season

Sara Emmert, Empire State Development 

 Makes notes of administrative change due to maternity leave at the end of March

 Lisa Soto will be point of contact for Interagency Taskforce and will lead the next

meeting later this year.
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Overview 

The Tourism Matching Funds grant program, initiated in the 1978 New York 

State Tourist Promotion Act, was established to provide funding to tourist 

promotion agencies (TPAs) for the planning and promotion of programs 

designed to stimulate and increase the economic impact of tourism for New 

York State. 

Funding is available to official TPAs for marketing efforts that look to reach 

new market areas and expand current efforts that have the potential to result i

n new or sustainable overnight visitation. $4,408,000 was appropriated in the 

2019-2020 FY NYS Budget for tourism Matching Funds. As a result of the 

COVID pandemic and its effect on spending by NYS government, Matching 

Funds grants were disbursed later in the year and payments were only made 

for tourism promotion activities during quarters 1 and 2. In total for the 2020 

program year, $1,369,169 was reimbursed for tourism spending during the 

first two quarters of the year. 

Below is a general summary of the activities that were conducted by the 

counties: 

 26% Advertising (17% Print, TV, OOH; 9% Digital Only) 
 26% Transferred to the Region/Regional Programing 
 22% Collateral 
 6% Research 
 1% Travel Shows 
 8% Web Development/Maintenance 
 4% Mailings & Distribution 
 4% Public Relations 
 3% Video/AV Elements, Fam Tours, Telephone Service, Displays, 

Sales Outreach, Other 

The 2020 Matching Funds Guidelines and a Summary of the 2020 Financial 

Statements are both attached to this report. 
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Return on Investment 

The Matching Funds Grant Program requires a 1:1 spending match by 

counties. All counties participating in the program are also requested to 

report any additional tourism spending for that corresponding year. The total 

overall tourism investment by counties for the 2020 calendar year was 

$11,591,706.   

 

Recommendations 

The following recommendations are being made concerning the future 
organization, implementation and improvement of the Matching Funds 
program: 

 A statutory change is requested to allow for flexibility in the way that 

counties demonstrate their initial commitment to their application 

amount. 

•     Annual training for grantees on the updated Matching Funds processes 

and reporting system will be implemented. 
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Total Award Amount Amt Vouchered Award + Match

Total Project Expenditures 

Reported

Amt Transferred 

to Region Supplemental Spent Total Spent Notes

The ADIRONDACKS

 Clinton/Plattsburgh North Country C of C  (Clinton) 1 $69,741 $28,250 $56,500 $56,500 $0 $0.00 $56,500.08

 Essex/Lake Placid CVB (Essex) 1 $102,801 $0 $0 $0 $0 $532,101.24 $532,101.24

 Franklin County Tourism 1 $102,801 $3,191 $6,382 $6,382 $0 $0.00 $6,382.00

 Hamilton County Tourism 1 $102,801 $17,281 $34,563 $34,563 $34,563 $22,376.26 $56,938.84

 Lewis County C of C 1 $40,030 $0 $0 $0 $1,348 $64,964.65 $64,964.65

 Warren County Tourism 1 $89,577 $0 $0 $0 $6,738 $0.00 $0.00

REGION TOTAL 6 $507,751 $48,722 $97,445 $97,445 $42,649 $619,442 $716,886.81

$97,445 $0.00

$116,461.00 $53,329.82

CAPITAL-SARATOGA

  Albany County CVB 1 $65,333 $8,200.93 $16,402 $16,402 $0 $122,651 $139,052.84

  Fulton County C of C 1 $61,807 $0.00 $0 $0 $7,196 $0 $0.00

  Rensselaer County Tourism 1 $62,688 $0.00 $0 $0 $0 $11,537 $11,537.00

  Saratoga County C of C 1 $63,129 $19,804.50 $39,609 $39,609 $5,000 $358,978 $398,586.80

  Schenectady County C of C  1 $60,925 $28,654.73 $57,309 $57,309 $10,280 $0 $57,309.46

  Washington County Tourism 1 $60,044 $27,697.56 $55,395 $55,395 $6,168 $0 $55,395.12

REGION TOTAL 6 $373,926 $84,358 $168,715 $168,715 $28,644 $493,166 $661,881.22

$168,715 $0.00

$28,895.00 $3,999.13

The CATSKILLS 

  Delaware County C of C 1 $63,129 $5,140 $10,280 $10,280 $10,280 $97,071 $107,351.00

  Greene Co Tourism 1 $63,721 $56,750 $113,500 $113,500 $50,000 $631,495 $744,995.26

  Sullivan Co Visitors Assoc 1 $71,945 $26,185 $52,369 $52,369 $15,000 $21,614 $73,983.04

  Ulster Co Tourism 1 $70,721 $15,641 $31,282 $31,282 $40,000 $115,967 $147,249.01

REGION TOTAL 4 $269,517 $103,715 $207,431 $207,431 $115,280 $866,148 $1,073,578.31

$207,431 $0.00

$74,571 $0.00

Ulster County 

transferred $40k 

County Fund to region 

in Q4.

CENTRAL NEW YORK

  Gtr Binghamton CVB (Broome) 1 $63,129 $31,279 $62,559 $62,559 $22,040 $95,240 $157,799.02

  Commerce Chenango 1 $44,186 $0 $0 $0 $0 $0 $0.00

  Madison County Tourism 1 $63,129 $3,815 $7,630 $7,630 $0 $71,284 $78,913.99

  Montgomery County 1 $63,129 $0 $0 $0 $0 $0 $0.00

  Oneida County CVB 1 $63,129 $0 $0 $0 $0 $186,842 $186,842.00

  DMCOC  (Otsego) 1 $63,129 $18,893 $37,785 $37,785 $0 $280,491 $318,275.95

  Schoharie County C of C 1 $63,129 $18,238 $36,475 $36,475 $0 $66,418 $102,893.40

  Town Of Webb/Herkimer County 1 $39,678 $0 $0 $0 $0 $0 $0.00

REGION TOTAL 8 $462,639 $72,224 $144,449 $144,449 $22,040 $700,276 $844,724.36

$144,449 $0.00

$57,769.00 $9,872.19

CHAUTAUQUA-ALLEGHENY

  Allegany County Tourism 1 $60,925 $10,948 $21,896 $21,896 $3,215 $0 $21,896.12

  Cattaraugus County Tourism 1 $60,925 $49,529 $99,057 $99,057 $3,215 $36,082 $135,139.35

  Chautauqua County Vis Bur 1 $60,925 $51,877 $103,754 $103,754 $3,215 $150,564 $254,318.16

REGION TOTAL 3 $182,775 $112,354 $224,707 $224,707 $9,645 $186,646 $411,353.63

$224,707 $0.00

$9,645.00 $0.00

FINGER LAKES 
  Chemung Co Cof C 1 $78,341 $13,600 $27,199 $27,199 $22,200 $300 $27,499.34

  Cayuga County Tourism 1 $67,121 $31,267 $62,533 $62,533 $25,990 $57,071 $119,604.24

  Cortland County CVB 1 $69,741 $34,101 $68,201 $68,201 $51,400 $0 $68,201.48

  FLConnection/Ontario County 1 $67,601 $45,519 $91,038 $91,038 $43,150 $584,156 $675,193.22

  Gtr Rochester CVB/Monroe 1 $69,644 $27,911 $55,822 $55,822 $51,322 $0 $55,822.00

  Livingston County C of C 1 $67,537 $27,470 $54,940 $54,940 $22,200 $0 $54,940.44

  Watkins Glen C of C (Schuyler) 1 $79,841 $22,664 $45,328 $45,328 $0 $35,728 $81,056.31

  Seneca County Tourism 1 $63,621 $2,036 $4,072 $4,072 $0 $122,576 $126,648.18

  Steuben County CVB 1 $88,061 $74,717 $149,435 $149,435 $146,700 $201,033 $350,467.58

  Syracuse CVB/Onondaga 1 $63,521 $31,700 $63,400 $63,400 $22,200 $178,380 $241,780.00

Adirondack Regional Spending

Capital Saratoga Regional Spending

Catskill Regional Spending

Central NY Regional Spending

Chautauqua-Allegheny Regional Spending
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  Tioga County Tourism 1 $82,161 $36,096 $72,192 $72,192 $71,100 $17,689 $89,880.62

  Ithaca/Tompkins CVB 1 $62,801 $49,827 $99,653 $99,653 $10,000 $247,435 $347,088.00

  Wayne County Tourism 1 $62,801 $33,048 $66,096 $66,096 $40,200 $3,099 $69,195.32

  Yates County 1 $51,220 $51,220 $102,440 $102,440 $93,300 $63,778 $166,217.99

REGION TOTAL 14 $974,014 $481,175 $962,351 $962,351 $599,762 $1,511,244 $2,473,594.72

$962,351 -$0.18

$630,274.00 $521,126.57

GREATER NIAGARA

  Buffalo-Niagara CVB (Erie) 1 $61,567 $61,567 $123,134 $123,134 $4,625 $306,922 $430,056.00

  Genesee County C of C 1 $65,333 $6,520 $13,040 $13,040 $2,625 $93,903 $106,942.92

  Niagara Tourism & Conv Corp 1 $63,129 $55,162 $110,323 $110,323 $4,625 $1,187,131 $1,297,453.87

  Orleans County Tourism 1 $67,978 $25,563 $51,127 $51,127 $0 $0 $51,126.78

  Wyoming County Tourism 1 $64,011 $19,243 $38,487 $38,487 $0 $0 $38,486.66

REGION TOTAL 5 $322,018 $168,055 $336,110 $336,110 $11,875 $1,587,956 $1,924,066.23

$336,110 $0.00

$11,875.00 $0.00

HUDSON VALLEY

  Columbia County Tourism 1 $60,044 $33,885 $67,770 $67,770 $6,168 $0 $67,770.34

  Dutchess County Tourism 1 $61,721 $5,293 $10,586 $10,586 $6,996 $788,274 $798,859.73

  Orange County Tourism 1 $62,921 $27,856 $55,712 $55,712 $0 $550,000 $605,711.86

  Putnam Co Visitors Bureau 1 $60,484 $12,060 $24,119 $24,119 $8,224 $25,210 $49,328.73

  Rockland County Tourism 1 $60,044 $3,084 $6,168 $6,168 $6,168 $0 $6,168.00

  Westchester County CVB 1 $62,801 $31,887 $63,774 $63,774 $19,030 $120,247 $184,020.87

REGION TOTAL 6 $368,015 $114,064 $228,129 $228,129 $46,586 $1,483,731 $1,711,859.53

$228,129 $0.00

$72,353.00 $0.00

LONG ISLAND

  Long Island CVB 2 $205,602.26 $29,148 $58,295 $58,295 $0 $381,449 $439,744.37

$58,295

NEW YORK

  NYC & Co 5 $514,006 $106,933 $213,866 $213,866 $0 $317,955 $531,821.06

$213,866

THOUSAND ISLANDS-SEAWAY

  Oswego County Tourism 1 $64,011 $23,117 $46,235 $46,235 $9,522 $117,907 $164,141.57

  St. Lawrence County C of C 1 $65,333 $21,901 $43,802 $43,802 $3,109 $3,121 $46,923.15

  (Jefferson) 1000 Islands Int'l Tourism Council 1 $98,393 $3,401 $6,802 $6,802 $6,022 $0 $6,802.48

REGION TOTAL 3 $227,737 $48,420 $96,839 $96,839 $18,654 $121,028 $217,867.20

$18,540.00 $28,303.50

62 $96,839

2019-2020 ONLY Q1 & Q2 Reimbursed Total Appropriation Total Awarded Total Vouchered

Total 

Investment Total Expenses Reported

Total Tranferred 

Region
Total Supplemental Spending Total Investment

$4,408,000.00 $4,408,000.00 $1,369,169 $2,738,337 $2,738,337.38 $895,135.25 $8,853,368.64 $11,007,377.44

Awarded vs Vouchered

$3,038,831.40

For regional reporting- all regional funds spent by end of Q4 2020

Greater Niagara Regional Spending

Hudson Valley Regional Spending

Thousand Island Regional Spending

Finger Lakes Regional Spending
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2020 Tourism Matching Funds 

I. GENERAL PROGRAM INFORMATION  

A. MATCHING FUNDS PROGRAM INTRODUCTION 

The New York State Department of Economic Development (“the Department”) has been 

provided with $4,408,000 to award to Tourism Promotion Agencies (“TPA”) for the 2020 

Tourism Matching Funds Program Year. In the event this level of funding changes, TPAs 

will be notified immediately and the Department will take necessary action to adjust the 

amount of your grant in accordance with the new level of funding and 

pursuant to Economic Development Law, Article 5-A. 

PURPOSE 

The purpose of the Tourism Matching Funds Program (“Program”) is to provide matching funds to 
tourism promotion agencies for the planning and promotion of marketing programs designed to 
stimulate and increase the economic impact of tourism for New York State. The Program’s priorities 
are to reach new market areas and expand current programs that have the potential to result in 
new or sustainable overnight visitation. 

TPAs are encouraged to consider the most effective and efficient marketing program, including 
media mix, that will stimulate tourism in the local and regional economy. All advertising 
purchased under the Program must support efforts to strengthen the state’s I LOVE NEW YORK 
brand and further the new branding strategy. TPAs county and regional marketing plans are 
expected to align specifically with 2020 I LOVE NEW YORK marketing plans.  

The program strongly encourages TPAs to participate in regional, multi -county and thematic-
based programs that are in alignment with those of the state. This can be accomplished also 
through coordinated efforts with 2 or more counties through the officially designated regional 
TPA, as well as thematic marketing programs that can work across regions. As always, we also 
encourage TPAs to base their plans on consumer research that identifies market opportunities 
for sustainability and growth. 

The program also strongly encourages TPAs to align their marketing programs with Regional 
Economic Development Council (REDC) strategic plans, for the corresponding region, and to work 
with their REDC on their individual programs. This ensures that the TPA’s are working in 
synchronicity with the REDC, but also may open up additional funding opportunities through the 
variety of REDC/CFA grant programs. ESD’s Commissioner shall take into consideration such 
alignment and consultation with the council when making awards under this Program. 

MATCHING FUNDS ADMINISTRATION 

New York State’s Department of Economic Development administers the Matching Funds 
Program and is directed by statute to perform the following duties: 

 Plan, facilitate and implement marketing programs to increase tourism across the state; 

 Establish and publish annual Guidelines for the use of Matching Funds; 

 Accept or reject applications for Matching Funds on the basis of the Guidelines; 

 Authorize payment of funds within state finance guidelines out of the Matching Funds 

budget appropriation; 

 Review and approve all marketing efforts developed with Matching Funds and carrying the 
state’s I LOVE NEW YORK brand; 

 Report annually on the spending, program activities and overall effectiveness of the 
Matching Funds program; 

 Do all things necessary, desirable and convenient to carry out its powers, functions and 
duties. 
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PROGRAM DEFINITIONS 

 Tourism Matching Funds Program Year: January 1—December 31, 2020 

 Tourism Promotion Agency (TPA): Any not-for-profit corporation or other nonprofit 
organization, association or agency designated by resolution of the county legislature or 
other governing body of any county, or upon designation of the mayor of the city of New 
York, as the agency authorized to apply for and receive Tourism Matching Funds. 

 Project Director: The Project Director is the person designated by the TPA who is 
responsible for all aspects of the Program. The Project Director must have a 
demonstrated knowledge of tourism promotion acceptable to the Department. 

 Regional Program: The Regional marketing program promotes each of the 11 
official vacation regions. 

 Supplemental Regional Programs (may include): 

 more than one county within a single tourism region for the purposes of promotion 
shared assets or themes, or; 

 one or more counties and their contiguous states and/or Canadian provinces, or;  

 one or more counties in each of at least two tourism regions for the purpose of 
promoting shared product assets or themes. 

 Regional Tourism Promotion Administrator (“Regional TPA”) The Regional TPA is 
the person designated by the counties within each tourism region to administer regional 
programs, and financial transactions and reporting on behalf of those counties. 

 Recognized Advertising Recognized advertising is media advertising and promotional 
materials to be distributed in accordance with a marketing plan approved by the 
Department. 

 Marketing Message “Template” Marketing Message “Template” is a term used to 
denote a consistent message/ theme created for the use in all co-op marketing 
advertisements. The “template” refers to the message or theme that encompasses the 
overarching theme/message of the ad with additional highlighted information included to 
call attention to a secondary call to action. 

 Regional Economic Development Council (REDC) Strategic Plans- though the 
REDC regions differ from the Tourism Regions, we encourage that all TPAs and 
Regional Tourism programs look to work directly with and communicate with their 
corresponding REDC council. Each council has a tourism workgroup that we 
encourage TPAs to work together with in order to find opportunities to leverage REDC 
programs/funding and vice versa. REDC information and updated strategies can be found 
at http://www.regionalcouncils.ny.gov/  

B. PROGRAM APPLICATION ASSESSMENT 

Program applications are assessed against the following criteria: 

 Marketing initiatives that target consumer and business travelers from 50+ miles 
and/or overnight visitation; 

 Research based programs based on ident ifiable marketing needs; 

 Alignment with New York State marketing strategy and I LOVE NEW YORK branding:  

 Specifically, programs/projects that market/promote/showcase, New York State’s: I 

Unique, world-class destinations; 

I Broad array of available activities; and/or 

I Strength in creating family memories through activities including, but not limited to, 
outdoor recreation, historic sites and museums, food and drink, festivals and 
performing arts. 
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 Additionally, projects that align with I LOVE NY initiatives such as:

 Path Through History

 I LOVE NY LGBT (

 Taste NY and agri-tourism; and/or

 New-to-the-state special events

 Participation in established regional programs and cross-county promotions; 

 Established metrics to measure return on investment; 

 Emphasis on digital media and online initiatives, where appropriate; 

 Alignment with the goals of respective REDC strategic plans. 

C.  TOURISM PROMOTION AGENCY (TPA)  

Only an officially designated TPA may apply for and receive Matching Funds. Once designated, the 

TPA is the official tourism agency for the county and is the primary contact with the state for all 

matters relating to tourism promotion and marketing. The TPA is accountable to and serves at the 

pleasure of county government or the Mayor of the City of New York and the Department, in all 

matters relating to Matching Funds. 

The Department or county government may replace the officially designated TPA at any time, if it is 

in the best interest of the Program. Reasons for this could include: specific request by county 

government due to a re-organization, formation of a new organization specifically for tourism 

marketing purposes or failure to perform in accordance with established Guidelines. County 

government must secure Department approval in writing to change a TPA designation, unless it is 

done at time of application. 

If an agency or organization has not demonstrated knowledge of tourism promotion, it can still 

qualify as a designated TPA if it will only serve as an organization to apply for and receive 

matching funds and have no direct involvement in the development, planning or administration 

of the matching funds program AND a qualified tourism professional, acceptable to the 

Department, is employed as the Project Director solely responsible for the Program. If 

necessary, a tourism advisory board may be established to assist and give nonbinding advice 

to the Project Director about the program. 

D. PROJECT DIRECTOR  

REQUIREMENT 

The Department requires each TPA to designate a Project Director, who will be responsible for 

management of the Program and serve as the official contact. The Project Director must have a 

demonstrated knowledge of tourism promotion acceptable to the Department. All communication to 

and from the Department must be made through the established Project Director in order to ensure 

accountability. Any exceptions to this must be approved by the Department. 

CHANGE IN STATUS 

If the Project Director changes at any time during the life of the Program the TPA must 

immediately notify the Department. Once a new Project Director is designated, the TPA 

must inform the Department and receive approval in writing. 
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PROCEDURE FOR PROJECT DIRECTOR CHANGE 

 Immediate notification to the Department including explanation of circumstances and 
person(s) who authorized (if change was result of a Board action, a dated and 
notarized copy of documentation is requested), and; 

 A statement verifying the county government was consulted and approved the action, and;  

 Written request for approval of new Project Director, and; 

 Any other requested information the Department determines necessary or pertinent.  

If the Project Director is changed without notification to the Department and county government,  
the Department will request immediate clarification and assess the status of the Program.  

If the TPA does not replace the Project Director, it must immediately terminate the Program 
and return any monies advanced by the state, or as instructed by the Department. 

DEPARTMENT REQUEST FOR CHANGE 

If the Department determines the Project Director does not have an acceptable demonstrated 
knowledge of tourism promotion, Tourism Matching Funds guidelines compliance and reporting 
even after training, the Department will request a Project Director change. If so requested, the 
Department can assist the TPA in the selection process of a new Project Director. 

Failure to follow Project Director policies including response to a request for change can 
lead to a determination of non-compliance with the Program. 

E. REGIONAL TPA 

Regional tourism efforts are encouraged to pool resources for greater impact, build regional  
brand equity and promote thematic cross-county marketing. At least 50% of each county’s 
Regional Funds are required to be paid to the Official Region no later than July 1, 2020. 

Applicants must participate in their official vacation region before other supplemental regional 
promotions can be considered. Participation in supplemental regional programs is contingent 
upon a majority vote of all counties within the official vacation region. Applicants are required to 
send their marketing plans detailing their proposed regional activity to their Regional 
Administrator to obtain majority approval. 

All Regional Funds are required to be sent to the Official Region and approved Supplemental 
Funds will then be paid through the Official Region. The regional administrator for the official 
vacation region will also coordinate, fund and report on the activities of the supplemental regional 
programs. Once a supplemental regional program is approved, a county TPA from within that 
region may be assigned to manage approvals on behalf of all participants. 

The Department requires that TPAs engaging in regional programs designate a Regional TPA, 
who will be responsible for the programs and serve as the official contact. The designated 
Regional TPA will be responsible for the administration and fiscal management of the regional 
programs, including submission of vouchers and required reports. The designated Regional 
TPA will need to be updated, via email, with The Department each year no later than 
December 31, 2019.The designation should be indicated as having been approved, through 
the currently agreed to process, by all counties in the region. 

Pursuant to Economic Development Law, Article 5-A, Section 164(d) A regional advertising 
program as described in statute may include those personal service administrative expenses 
attributable to such program, provided such expenses not exceed 20% of the total budget of the 
regional advertising program and such expenses have been approved by no less than one-half of 
the counties within the region. 
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All funds received and expended during the Matching Funds program year must be reported 
and demonstrated with cashed checks, bank statements or journal vouchers. Any unused 
regional funds at the end of the year must be returned to the Department. Also, county funds 
sent to the region cannot be used for the next calendar year (prepayment is not allowed). 

F. APPLICATION PROCESS TIMELINE  

Part I- 2019 Schedule  

1 July 29 Matching Funds Guidelines (NEW!) & Online Application 
Invitation emailed 

1 August 26 Online Part I Application required to be completed online 
(by COB) 

1 August 26-29 DED Review of Part I applications 

1 August 30 Applicants notified of acceptance/rejection of application 

1 September 13 Resubmission of Rejected Applications must be 
postmarked/received 

1 September 16-20 Grant Estimations emailed or mailed to TPA Part 

II- 2019 Schedule  

1 November 15 Online Part II Application required to be completed, this is 
mandatory to include: 

 Completed Online Marketing Plan Application/Information; 

 Regional TPAs will be required to complete only Part II of 
the application with the Official Regional Marketing

plan. 

 TPA designation (uploaded to application); 

 Match Demonstration and/or completed 2020 Matching 
Funds Commitment Letter as supplied by the Department; 
(uploaded to application) 

1 November 29 Grant Award Letters emailed or mailed 

1 December 31 Grant Acceptance Forms due (on or before this date) 

NOTE: If a county has not applied, or applied and hasn’t vouchered, in 3 years or more the county will be 
required to provide demonstration of the county commitment at Part I of the application process. If 
this information is not provided, that county may be deemed ineligible for funding for that year. 

II. PROGRAM PROCEDURES AND REQUIREMENTS  

Any questions regarding procedures and requirements should be addressed directly with the Department for 
clarification before taking any action. 

A. GENERAL PROGRAM POLICIES  

I LOVE NEW YORK LOGO 

The I LOVE NEW YORK logo and all of its variations and treatments are trademarks and the 

sole property of the Department. Use of the I LOVE NEW YORK logo in any form, anywhere 
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must be approved by the Department, whether used with a Matching Funds project or 

otherwise. There are no blanket policies for logo use whatsoever. In addition, TPAs are not 

authorized to assign or transfer the logo to any party whatsoever. All inquiries and requests for 

the I LOVE NEW YORK logo must be directed to the Department. 

Every time the I LOVE NY logo is used the appropriate legal language is required to be included. 

Exceptions may be made by the Department only. Please reference the Logo Usage Summary 

(page 15) for the appropriate language for the differing logos. 

I LOVE NEW YORK MUSIC/SONG 

Use of the I LOVE NEW YORK song in any form, including the “4 little notes” 
requires the permission of the Department and payment to Elsmere Music for 
licensing. Unauthorized use of the music in advertising will not be eligible for 
Matching Funds. The copyright notice “©1977 Elsmere Music, Inc. All rights 
reserved.” must appear on audio packaging and any other reproduction materials 
including sheet music. Contact information for Elsmere Music is as follows: Elsmere 
Music, Inc. Box 185 Bedford, NY 10506 Attention: Steve Karmen 914/234-9201. 

POLICY ON RELEASES 

Any releases, written consents or permissions required by law are the responsibility of the TPA 
and not the Department. 

NEW YORK STATE CONTENT ONLY 

With the exception of approved cross-border promotions, Matching Funds can only be used to 
promote tourism activities within the borders of New York State. Tourism collateral cannot 
include advertising for tourism activities or businesses outside of the State unless it is part of an 
approved cross-border marketing program. Advertising is limited to tourism 
businesses, and final discretion of the NYSDED Matching Funds Director.  

EXCLUSION OF OFFICIALS AND/OR POLITICAL SUB-DIVISIONS 

Materials funded through this program cannot include any reference whatsoever, whether real 
or intended, to the name of any public official or political subdivision. 

TRAVEL REIMBURSEMENT 

Travel by the Project Director to attend official statewide TPA meetings or statewide tourism 
meetings hosted by the Department are eligible for travel reimbursement. Project Directors will 
be reimbursed for travel expenses incurred to attend meetings hosted by their regional 
administrator. See Claiming Travel Expenses for procedure. 

PERSONNEL AND/OR EQUIPMENT EXPENSES 

Personnel costs (except Regional TPA) and costs for the purchase of equipment are not 

eligible for Matching Funds. 

FEES, SALES, LEASE OF ITEMS 

No fee may be charged for the sale, lease or loan of any advertising themes or materials 
including but not limited to: official festival posters, brochures, CD/DVD projects, or any other 
materials purchased, developed or produced through Matching Funds. 

NON-DISCRIMINTATION and CONTRACTOR & SUPPLIER DIVERSITY 

Pursuant to New York State Executive Law Article 15-A and Parts 140-145 of Title 5 of the New York 
Codes, Rules and Regulations DED/ESD is required to promote opportunities for the maximum 
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feasible participation of New York State-certified Minority and Women-owned Business Enterprises 
(“MWBEs”) and the employment of minority group members and women in the performance of 
DED/ESD’s contracts. 

In addition, Article 17-B of the New York State Executive Law provides for more meaningful 
participation in public procurement by certified Service-Disabled Veteran-Owned Businesses 
(“SDVOB”), thereby further integrating such businesses into New York State’s economy. DED/ESD 
recognizes the need to promote the employment of service-disabled veterans and to ensure that 
certified service-disabled veteran-owned businesses have opportunities for maximum feasible 
participation in the performance of DED/ESD contracts. 

EQUAL EMPLOYMENT OPPORTUNITY REQUIREMENTS 

TPAs will be required to comply with Article 15 of the Executive Law (the “Human Rights Law”) and 

all other State and Federal statutory and constitutional non-discrimination provisions. TPAs and 

sub-contractors will not discriminate against any employee or applicant for employment because of 

race, creed (religion), color, sex, national origin, sexual orientation, military status, age, disability, 

predisposing genetic characteristic, marital status or domestic violence victim status, and shall also 

follow the requirements of the Human Rights Law with regard to non-discrimination on the basis of 

prior criminal conviction and prior arrest. 

TPAs are encouraged to use MWBE’s in the fulfillment of the requirements of this grant. Such 

participation may be as subcontractors or suppliers, as protégés, or in other partnering or 

supporting roles. The directory of New York State Certified MBWEs can be found at the following 

internet address: https://ny.newnycontracts.com/.  

In recognition of the service and sacrifices made by service-disabled veterans and in recognition of 

their economic activity in doing business in New York State, TPAs are encouraged to consider 

SDVOBs in the fulfillment of the requirements of this grant. Such participation may be as 

subcontractors or suppliers, as protégés, or in other partnering or supporting roles. 

B. PROJECT APPROVALS 

All projects must be submitted to the Department for approval at least three business  days 
before production or publication. Projects that have not received approval are not eligible for 
Matching Funds. Approvals from past year doesn’t justify approval in the current year. If more 
than one TPA is working on a collaborative project all of the TPAs involved must receive 
approvals for project elements. 

C. FISCAL REQUIREMENTS  

BANKING PROCEDURES 

 A bank account, with “Matching Funds” included specifically in the name of the 
account and dedicated solely to the Matching Funds Program is required (Please 
refer to section D “Handling of Funds” for additional information);  

 In the case where county law prohibits the establishment of a separate bank account, a 
notice of encumbrance issued by the county treasurer or a county/board resolution, for the 
local share is acceptable; 

 Journal vouchers will be required to demonstrate expenditures reported;  

 For regional programs, a separate bank account must be maintained that is dedicated 
solely to the regional program and it must also contain “Matching Funds” in the name of the 
account; 

 TPAs participating in regional programs must transfer funds for the regional programs to the 
regional account for administration and handling, proof of such transfer will be 

 180

https://ny.newnycontracts.com/


 

2020 Tourism Matching Funds 

required; 

 Any regional funds that are not transferred to the region will be required to be repaid to the 
Department; 

 Prepayment of regional funds for upcoming years in not authorized.  

D. HANDLING OF FUNDS  

DEPOSITS 

Funds designated for the purposes of this program must be held in a dedicated checking 
account that is used expressly for payments for approved projects. As noted above, this 
designated account must contain “Matching Funds” in the account name. Once funds are 
deposited into the dedicated account and a Claim for Payment form is submitted, funds 
cannot be transferred to another account, except for transfers to designated regional 
accounts (or extenuating circumstances approved by the Department). 

Once grants are received and are deposited into the matching funds account, they may not be 
withdrawn or borrowed for such items as certificates of deposit, temporary funding of other 
projects or paying other bills not associated with this program. Funds can only be used to pay 
expenses directly to vendors for the Program. 

All grant monies received for the purposes of regional promotions must be sent, upon receipt of 
invoice, to their regional administrator. TPAs will not be allowed to withhold regional funds for any 
reason. 

UNUSED FUNDS 

If the total amount of a grant is not spent by December 31, 2019, unless an extension has 
been granted by the Department, unused funds must be returned and next steps will be 
determined by the Department (See further information in section E below). 

BORROWING 

Taking out a loan to cover the costs of any promotions covered under this program is not 
recommended. In the case of a regional program, at no time should a Regional TPA borrow 
funds from county or regional programs to cover funds that are not sufficient to support a 
program. 
TPAs should not incur debt for partners. 

INTEREST/FEES/MEMBERSHIP FEES 

Interest charges paid on money borrowed in relation to the Program is not an eligible 
expense. (Interest accrued on Matching Funds accounts may be used as part of the local 
match.) Bank fees and fees of any nature are not an eligible expense. Additionally, 
membership fees are not allowable. 

TRANSFER 

The transfer of funds from one TPA to another, except for regional grant and/or extenuating 
circumstances approved by the Department, is strictly prohibited. Failure to comply with any 
policies regarding the Handling of Funds can lead to a determination of non-compliance with the 
program. 

E. EXTENSIONS 

All grant money for the Matching Funds Program Year must be spent by December 31, 
2019.Extensions for spending past December 31, 2019 will likely not be authorized moving 
forward, unless there are justified extenuating circumstances, as it is causing overall delays for 
the entire Matching Funds program and reporting of the program as mandated by law. If 
authorized, extensions are only eligible for those counties that request lump sum total payments 
up front. Extensions for multi payments will not permitted under any 
circumstance. 
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F. PAYMENT PROCESS 

Payment is pursuant to submission of a completed and signed Claim for Payment form with 
backup documentation, as outlined below. Other state funding/grants do not qualify as a match 
for the local share. 

CLAIM FOR PAYMENT 

Lump Sum Claim for Payment 

If you are applying for your total grant in one lump sum, a bank statement or letter from the 
bank is required showing a balance (less than 30 days old) for the full amount of the local 
share or more. A notice of encumbrance for the local share, from the county treasurer or a 
board is also acceptable. 

If the balance displayed on the bank statement doesn’t meet or exceed the required local 
share, and there is a need to account for additional funds, a copy of the validated deposit 
slip(s) showing dates and amounts of deposit and a copy of the check(s) received from 
participating contributors is necessary. Additionally, if any payments against the balance 
have been made, you must submit proof of payment in the form of cancelled checks and 
copies of invoices unless the TPA utilizes County Government vouchers as proof of 
payment. 

This information may be sent in a digital format with all materials scanned into one 
document. Vouchers received that do not contain the required documentation and copies 
will be returned 

Lump Sum Claim for Payment requests will require a Claim for Payment form, 

a Voucher Worksheet, and documentation as described above. 

Multiple Claims for Payment 

Your first request for payment follows the same procedure as indicated for a lump sum 
payment request in regard to the amount being requested (the bank statement will need to 
demonstrate the amount being requested and be a bank statement within 30 days); 

The following requests for payment must be submitted with evidence of availability/expenditure of 
the local share of the amount being requested AND the state and local share of all previous 
vouchers; 

As an example, if payment request #1 was for $10,000 (and this was paid) and now request #2 is 
requesting payment of $5,000 the total that must account for is $25,000. $10,000 expenses 
demonstrated for proof of the $10,000 paid in request #1 + $10,000 expenses paid with $10,000 
with the local match + $5,000 for current request. 

Multiple Claim for Payment requests will require (for each request) a Claim for 

Payment form, a Voucher Worksheet, an Expenditure Listing Worksheet and 

invoices and canceled checks for expenses as described above. 

If a voucher, Lump Sum or Multi-Claim, is found incomplete a TPA will have 30 days to 
reconcile, unless time frame is extended by Department due to special circumstances. Any 
vouchers that are not completed within this time frame will not be processed by the Department 
and will be returned to the TPA. 

CLAIMING TRAVEL EXPENSES 

Travel expenses allowed under this program are subject to the following rules and regulations:  

 If expenses are reimbursed from any other source or agency, they may not be claimed.  

 Payment must be made directly to the traveler, vendor or credit card company.  
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 Reimbursement for consumer and trade shows is limited to two (2) official 
representatives per 10 feet of exhibit space or per registration. 

 Payments may not exceed the established Government per diems for the travel destination 

Expense forms for each traveler must be submitted with Quarterly Reports and 
vouchers if applicable. 

Required support documentation includes: 

 Copies of hotel/motel bills, with proof of payment for overnight travel 

 Copies of all transportation receipts 

 Copies of receipts for transfers at the beginning/end of each trip 

 Copies of toll receipts, parking receipts, etc. 

 Completed Statement of automobile traveled form found at  
https://www.osc.state.ny.us/agencies/forms/ac160s_fe.pdf  

NOTE: Mileage claims must be legitimate travel to business meetings to qualify. 
Justification of expense must be submitted with forms. 

Expenses will be reimbursed at the current State rates and subject to State requirements 
and definitions. All rates are available on the General Service Administration (GSA), 
Travel and Transportation Management Policy Division’s website: 

www.gsa.gov/portal/category/100120  

OFFICIAL STATION 

An official station is used to determine travel expenses. Travel status is defined as 
being on official business at a distance of more than 35 miles from either an official 
station or place of residence. When in official travel status for less than three hours, 
meals and/or lodging are not allowed. 

TIME LIMIT FOR MEAL ALLOWANCES 

Breakfast will be allowed when the time of departure at the beginning of trip occurs one hour 
before traveler’s normal work day. Dinner will be allowed when the time of return at the end of 
a trip occurs two hours after a traveler’s normal work day. Receipts are now required for meal  
allowances.  

When you are in travel status for less than a full day and lodging charges are not 
incurred, reimbursement is as follows: Breakfast $5.00 and Dinner $12.00. 

TRANSPORTATION 

Rental fees for transportation or use of personal vehicles are eligible for mileage reimbursement 
at current state mileage rate. All taxis and other forms of transportation must be receipted.  

MAXIMUM REIMBURSEMENTS 

The maximum reimbursement for lodging and meal expenses can’t exceed the 

lodging and meal allowances for the area of assignment. If the cost of lodging 

exceeds the maximum allowance, the meal allowance must be used to offset the 

higher lodging expense. 

Under no circumstances will approval be granted to exceed the total per diem allowance. 

All rates are available on the General Service Administration (GSA), Travel 

and Transportation Management Policy Division’s website: 

www.gsa.gov/portal/category/100120  
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G. REPORTING PROCEDURES 

Each County and Regional TPA receiving Matching Funds is required to submit Quarterly Reports and 
a Final/Financial Summary Report. 

Quarterly Reports are due on the following dates: 

Quarter 1 (Jan 1-Mar 31) Due May 1 

Quarter 2 (April 1 -May 31) Due August 1 

Quarter 3 (July 1- Sept 30) Due November 1 

Quarter 4 (Oct 1- Dec 31) Due February 1  

QUARTERLY REPORTS 

Quarterly Reports are required progress reports, to be submitted via the Tourism Matching 

Funds database/portal, that detail your financial and program activity for each Matching Funds 

Fiscal year quarter. In addition to a list of payments made and cancelled checks for the quarter, 

supporting documentation that will collected in the Matching Funds portal includes, but is not 

limited to: 

 Quarterly Report Form; 

 Quarterly Report Expenditure Listing Form; 

 Invoices for media buys and advertising production with itemization of services 
(attach scripts, copies of ads as required); 

 Copies of invoices indicating transfer of funds to the Regional TPA/Administrator;  

 Printing and production costs for collateral, CD/DVD and other media (Note: it is 
strong advised the TPAs use best business practices and request competitive 
bids in order to ensure the best prices. This responsibility is solely on the 
authorized TPA); 

 Copies of travel show contracts and related travel expenses; 

 Tear Sheets from print media (or copies of ads if tear sheets are not yet available);  

 Affidavits of performance from radio and TV stations and copies of scripts;  

 Copies of cancelled checks or vouchers authorized paid directly from authorized 
Matching Funds account; 

 If a check has not cleared please report it in the next quarter;

 Additional documentation requested by the Department to satisfy proof of payment.  

NOTE: Quarterly Reports must be submitted even if no payments were made within the quarter. 
Please submit a report with blank/zeros if this is the case. 

For instructions on how to sign up for an account for the Matching Funds reporting 
database/portal and how to use the database please contact the Matching Funds director. 
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FINAL REPORT/FINANCIAL SUMMARY 

The Financial Summaries will serve as the Final Report and are due February 1, 2020 for the 
2019 Matching Funds Program Year. 

The required format for the 2019 Financial Summary will be sent to you at the end of the 
Matching Funds Program Year. 

The Financial Summary numbers should reflect the expenditures reported in the quarterly 

reports. If there is a difference, you must explain and document the reason why the numbers 

differ. Final expenditures must be exactly the voucher amount x2 (NYS funds + County Match) or 

slightly more. Final expenditures that are less will be required to pay back the amount of funds 

under spent. No funds are authorized to be kept in any amount for any  reason. Please do not 

report additional spending as anything beyond this amount should be reported in the 

Supplemental Spending column. 

ADDITIONAL REPORTING 

An additional report may be required from a TPA who has received a program extension. 
This report will cover any unreported expenses through the extension period. Payments 
made after the extension period may not be claimed. 

REGIONAL REPORTING 

Regional TPAs are responsible for invoicing all participants (including themselves), paying 
all vendor invoices and maintaining a separate bank account for regional programs.  

NOTE: TPAs delinquent with Quarterly or Final Reports will not have vouchers processed until 
reports are up to date. Failure to submit required reports can lead to a determination of non-
compliance with the Program. Additionally, if ALL reporting is not completed by the following 
Matching Funds year- the TPA will not be eligible to apply for funding until such reporting is 
completed and submitted. 

H. NON-COMPLIANCE 

TPAs found to be in non-compliance with the Guidelines are subject to disciplinary action by 
the Department that can include but is not limited to, suspension or termination of current or 
future programs or Matching Funds award(s). 

Examples of non-compliance include, but are not limited to: 

 Failure to follow policy for Project Director change; 

 Failure to comply with policies of Cooperative Marketing; 

 Failure to submit Quarterly or Final Reports; 

 Failure to follow fiscal requirements or misuse of funds; 

NOTE: State policies and procedures concerning Matching Funds take precedent over any local 
contract or agreement between county government, private co-op partners and the TPA. 

III. PROGRAM MARKETING 

I LOVE NY works to increase tourism by promoting New York State as a unique, world-class 

vacation destination. We encourage matching funds grantees to use their funding to increase 

visitation to their county and region by promoting themes and areas, rather than primarily to 

highlight a particular county as a brand unto itself. 
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A. BRANDING 

I LOVE NEW YORK branding is required on all Matching Funds marketing and advertising 
projects. Some general branding guidelines include: 

 The logo must always be surrounded with a minimum amount of clear space. This 

isolates the logo from competing elements such as photography, text or background 

patterns that may detract attention and lessen the overall impact and/or cut through 

the back of the logo itself. The clear space minimum is equivalent to the vertical 

height of the heart icon, on all four sides of the logo; 

 No elements of the logo may be recreated, deleted, cropped, highlighted or 

reconfigured in ANY way; 

 Logo files that have been supplied are the only files approved by the Department for use; 

 Logo artwork should always appear upright; 

 Logos are supplied in EPS vector files that are infinitely scalable, and therefore 

ensure proper resolution for reproduction in any size; 

 The logo should appear against a solid background whenever possible to 

ensure proper contrast (background colors of green, orange, red or pink will 

need to use an all-black or all white logo); 

 Logo artwork should never be reproduced (cut & paste) from previously printed materials;  

 Do not put a white box around/ behind the logo at any time; 

 Do not change the colors of the logo; 

 ESSENTIALLY: DO NOT EVER CHANGE THE LOGO! 

 Minimum Sizing of Logos: 

 All full page, 1/2 page and 1/4-page ads must use the logo no smaller than 1” wide. 

 The standard web banner sizes are: 300 x 250 pixels, 160 x 600 pixels 
and 728 x 90 pixels. All three sizes should use a logo that is no smaller 
than 60 pixels wide. 

(See next page for I LOVE NEW YORK Logo Usage Summary and legal language requirement.)  

LEGAL LANGUAGE 

In order to protect the trademark legally, it is required that the ownership of the logo is 
displayed with all marketing materials. Please reference the Logo Usage Summary (page 15) 
for the specific language required for each logo or logo treatment. 

TAGLINE 

Use “I LOVE NEW YORK” as the current tagline at the end of scripts. 
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LOGO USAGE SUMMARY 
MARKETING TOOLS ILNY LOGO TO 

USE 
SPECIFIC RULES 

Calendar of Events Logo with iloveny.com Complete list of events in county/region; 
Contact info for county/region required 

Collateral Logo with iloveny.com Call to action to county/region required; 

Newsletters Logo with iloveny.com Call to action to county/region required; 

Online Banners/Buttons Logo with iloveny.com Call to action to county/region required; 

On case by case basis standard logo may be used 
for digital ads that are too small to read the url; 

Print Ads Logo with iloveny.com Call to action to county/region required; 
Template required of co-op ads 

Print Ads: Event(s) Logo with iloveny.com Call to action to county/region required;  
Doughnut/template required with overall 
county/region theme. 

Promotional Items Logo with iloveny.com 

Radio Tagline Call to action to county/region required; 
county/region name or event proceed tagline. 
Must also conclude with “I Love New York.” 

Specialty/Group Tour Guide Logo with iloveny.com 

Show Handouts Logo with iloveny.com 

Television Logo with iloveny.com Call to action to county/region required; logo at 
end; Doughnut required of co-op ads 

Trade Show Exhibits & Displays Logo with iloveny.com Must appear in top half of all exhibits and displays 

Travel Guide Logo with iloveny.com Logo placement top right corner w/ county name 
to left; official county/regional Travel Guides must 
include half page ad for I Love New York 

Web site Logo with iloveny.com & 
link to iloveny.com  

Hyperlink required; location in top right corner 

LEGAL LANGUAGE 

Required ANY Time Logo Used Logo with iloveny.com 

Less Than Full Page = ® NYSDED TM NYSDED

Full Page = ® I LOVE NEW YORK is a registered
trademark and service mark of the
New York State Department of 
Economic Development; used with 
permission. 

TM I LOVE NEW YORK is a 
registered trademark and service 
mark of the New York State 
Department of Economic 
Development; used with permission.

PROPER USE OF THE I LOVE NEW YORK LOGO 

Logos may not be changed or altered in any manner 

Ensure clear space all 4 sides in accordance with the Branding Guidelines 

Department approval on projects for single projects & current program year ONLY unless otherwise 

specified. Marketing tools used prior to approval may not be eligible for matching funds. 

Logos for TPA use ONLY; attractions, business may never use the official logo without permission from DED. 
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B. COOPERATIVE MARKETING 

Cooperative tourism marketing involves a collaborative effort between the county or 

region and outside entities (eg. tourism businesses, associations, organizations) for the 

mutual benefit and economic improvement of the area. These must be considered an 

adjunct to your primary countywide program. Under no circumstances should an 

advertising program be based solely upon private partnerships. Cooperative projects 

cannot be used to fund or promote individual entities nor can individual entities 

influence projects for their own benefit. 

Cooperative marketing is encouraged by the Department to the extent it leverages the 

efforts of county/region marketing programs. All county or regional tourism related 

businesses or events are eligible to participate in applicable cooperative projects and must 

be notified of opportunities. 

A standard marketing advertising “template” must be used to create continuity and 
an identity for your county/region. 

POLICIES FOR COOPERATIVE PROJECTS 

Projects must represent a comprehensive or thematic county/region marketing campaign. 
They cannot be limited to a single attraction or business. Promotion of single events may be 
considered if they meet the following criteria: 

 Is the event in close proximity to out-of-state tourist markets? 

 Does the event result in statewide and out-of-state press? 

 Does the event result in significant job creation for your county/region? 

 Does the event generate overnight stays and visits to other tourism 

assets and services in your county/region? 

During the approval process for advertising single events, in the case of challenge by the 

DED, you must be able to support your decision to market this event by supplying the 
following information: 

1. How many out of state visitors are expected to attend this event this year? 
You must provide at least one metric to support your position (e.g. hotel 
rooms booked or revenue from last year’s event, number of out-of-state 
registered attendees, number or percentage of out-of-state license plates) 

2. Estimate of the total number of new jobs created by the event (if applicable), 
and whether these are permanent or temporary 

3. Briefly describe the value the event creates for (1) your area and (2) NYS 
tourism as a whole 

Exceptions may also be made for certain destinations or attractions if they are unique in the 
county/region or the primary tourism asset for the county/region. This could apply to a downhill 
ski area or amusement park provided they are presented in context as an asset among the 
others in the county/ region. 

These guidelines apply whether the partner entity partially or fully funds the local match for 

the particular project. 

The Department strongly encourages marketing partnerships and thematic packaging, 
including actual getaway packages. The statewide tourism program includes seasonal retail 
programs that can include getaway packages or other opportunities for alignment with 
cooperative marketing efforts. 
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For cooperative advertising placements, a minimum of 1/3 of the ad must be dedicated 

to the county/region marketing theme with a clear call-to-action to obtain more 

information about the area (i.e. county or region logo or name and URL or toll-free 

number). A standard marketing advertising “template” must be used to create 

continuity and an identity for your county/region. 

You are required to submit a rendering of your proposed template and a list of potential co-op 

partners in your marketing plan when you apply for funds. It is the responsibility of the TPA to 

coordinate cooperative programs with tourism partners. Under no circumstances can a media 

entity or private business act as a broker on behalf of the Program. 

Failure to follow the Cooperative Marketing procedures can lead to a determination of 

noncompliance with the Program. 

Brand USA 

Starting this year, The Department is specifically tracking all co-op marketing/spending 
with Brand USA. Please note that in your reporting spending with Brand USA will be 
indicated separately from all other co-op spending. 

C. ADVERTISING 

DIGITAL MARKETING 

Matching Funds can be used for digital marketing including but not limited to online advertising, 

search optimization and e-marketing. The use of digital marketing is strongly encouraged to 

reach consumers where they plan travel. It is efficient, cost effective and measurable. 

For websites that contain county or regional information other than tourism, the call-to-action for 

digital marketing must lead directly to tourism related content. 

The supplied I LOVE NEW YORK logo with specific size and location requirements must 

appear on all digital marketing. Specific logo to be used for digital marketing projects will 

depend on the nature of the project. Please reference Section III A. for logo usage. 

Please Note: I LOVE NEW YORK LOGO is not required to be used on image-based 

advertisements on Facebook, Twitter, Instagram or other social media platforms. 

Videos appearing in social media ads must still adhere to logo guidelines. 

Ineligible Expenses: Advertising that directs consumers to pages or sites that are not tourism 

related. Contests and coupons are not authorized as an eligible cost under Matching Funds. 

 Costs related to Digital Marketing must be reported under the Digital Marketing 
category in Quarterly Reports. 

 Digital Marketing that doesn’t use the I LOVE NY logo (ex.- social media and blogs) 
cannot exceed 5% of the total project cost. 
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PRINT 

Matching Funds can be used for production and placement of print media. Print 
advertising must be placed outside of the county/region with the exception of a county 
placing an ad in the Regional Travel Guide. A region may not place an ad in a county 
Travel Guide. Advertising projects must be part of an overall approved county/region 
marketing campaign. 

Print ads cannot be limited to a single attraction, business or event. Exceptions as noted 
above may be made upon approval from the Department. Exceptions will only be made if 
the individual attraction, business or event is the primary tourism asset or the  only one of 
its kind (e.g. a downhill ski area or iconic landmark) for the county or region. For approved 
exceptions, the project must include the county/region marketing theme and a clear call -to-
action to obtain more information about the county or region. Ideally, if approved, a single 
attraction, business or event should be coupled with other tourism opportunities in the 
area (e.g. accommodations, restaurants, shopping) to drive incremental business and 
encourage longer stays. 

The supplied I LOVE NEW YORK logo, with specified size and location requirements, must 
appear on all print ads. Specific logo treatments may vary depending on what is most 
appropriate for the particular ad. Please reference page 15 for logo usage. 

Final print advertising must be approved by the Department before release. 

RADIO 

Matching Funds can be used for production and placement of radio advertising and must be 
part of an overall approved county/region marketing campaign. 

Radio advertising cannot be limited to a single attraction, business or event. Any 
exceptions to this policy must receive prior approval from the Department. (For the 
exception to this policy see “Print.”) 

Radio copy must include your county/area name or a unique quality/event 

followed by “I LOVE NEW YORK!” 

Final radio copy must be supplied to the Department for approval before airing. 

TELEVISION 

Matching Funds can be used for production and placement of television and movie theater 
advertising and must be part of an overall approved county/region marketing campaign. 

Television advertising cannot be limited to a single attraction, business or event. Any 
exceptions to this policy MUST receive prior approval from the Department. (For the 

exception to this policy see “Print.”) 

The supplied I LOVE NEW YORK logo must be a minimum size of 230 x 100 pixels, it must 
appear in the last frame/ few seconds of all television spots and may not appear outside the 
television safe area. 

Television ad copy and finished spot must be approved by the Department before airing. 

Billboards are also an approved usage for Matching Funds. The billboards must include a 
county/regional focused message and include a county/regional website for more information. 
Additionally, the I LOVE NY logo will be required per the existing guidelines. 
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D. WEBSITE DEVELOPMENT/DATABASE 

Matching Funds can be used for design, construction, hosting and updating consumer 

travel websites and tourism databases. The main county/regional tourism website must 

contain comprehensive information about the county/region. The intent of the site is to be 

the primary source of tourism information for the area. 

Each county tourism database and website must be kept up-to-date with the most recent 

and current consumer tourism information. The updated data MUST be shared with the 

Department on a regular and timely basis to update the state tourism database and 

website. 

Costs for vendor contracts (on a fee-for-service basis) to update and cleanse the New York 

State Division of Tourism’s database are eligible for Matching Funds. 

Please Note: Failure to supply updated data to the Department quarterly for the State 

tourism database and website can lead to a determination of non-compliance with the 

Program. 

Regional sites may direct consumers to corresponding county sites provided there is a 

sufficient amount of regional content included and all county partners agree to the format. 

For websites that contain county or regional information other than tourism, the information 

must be kept on separate pages and tourism content must be clearly visible and contained 

in its own section. 

Membership associations and/or organizations shall not exclude non-members from listings 

or participation on the tourism websites. 

Ineligible Expenses: Matching Funds cannot be used for equipment rental or purchase. For 

mixed- use websites, non-tourism pages are not eligible. 

Costs related to Internet Development/Database must be reported in Quarterly Reports. For 

mixed- use websites, only tourism related information should be included. Vendor invoices 

must itemize costs which are specifically for tourism content, including website and 

database hosting, as well as design, construction and updating. 

E. COLLATERAL PROGRAM 

Matching Funds can be used to produce county or regional travel guides, meeting planner 
guides, events calendars, package brochures, multi-purpose shells, special interest theme 
brochures (that support specific marketing programs) and limited direct-mail materials. 
Production costs for CD/ DVD supporting projects are also eligible. Matching Funds may 
not be used to design and print posters, signage, and/or single event brochures. 

The supplied I LOVE NEW YORK logo, with specified size and location requirements, 
must appear on all collateral materials. Specific logo treatments may vary depending on 
what is most appropriate for the particular project. For general brand guidelines, please 
refer to page 15. 

TRAVEL GUIDES 

Matching Funds can be used to produce one annual or two seasonal comprehensive 
Travel Guides (including foreign language versions). Eligible costs include design, 
production and printing. 
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There are no specific size requirements. As mentioned previously competitive bids are 
strongly suggested, but are ultimately the responsibility of the TPA. 

The Department encourages the use of environmentally friendly printing methods. If printed 
in the US (preferred), “Printed in USA” should appear somewhere in the publication in small 
type. 

The front cover of all Travel Guides must include the supplied I LOVE NEW YORK logo in  
the upper right corner with your logo or name placed to the left. The county/region logo or 
name can be placed immediately to the left of the logo or in the upper left corner of the cover. 
Logo must be 
.09” x 1” stacked logo or 1” x .5” horizontal logo. No graphic elements can appear above, 
beside or between the county/ region logo or name and the I LOVE NY logo. 

County or Regional Travel Guides must represent the entire county/region, include year -
round information (unless seasonal guides are produced) and inc lude prominently placed 
contact information for county/region. Guides cannot include credit lines (unless required by 
law) or any references to non-NYS tourism information, unless part of an approved cross-
border promotion. 

Selling advertising in Travel Guides is acceptable to offset costs. However, only tourism-
related advertising is allowed. 

The entire publication (not just the cover) MUST be approved by the Department before printing. 

BROCHURE INSERTS 

Matching Funds can be used to produce brochure inserts that supplement an existing 
brochure and support the overall approved county/region marketing campaign. Please see 
page 15 for logo usage. 

CALENDARS OF EVENTS 

Matching Funds can be used to produce Events Calendars provided a complete list of 
major events is included. Matching Funds cannot be used for materials that promote single 
events. Contact information for the county/region must be included. Please see page 15 for 
logo usage. 

REGIONAL TOUR PLANNING DIRECTORY 

Matching funds can be used to produce Regional Tour Planning Directories including listings 
and contact information for both single and group travel. Please reference page 15 for logo 
usage. 

Services listed should include: 

 Information services including local publications that are available 

 Attractions, events, arts and theater 

 Special interest tours, tour modules, established itineraries 

 Transportation services (e.g. air, rail, motor coach, auto rental, limo, taxi)  

 Hotels/Motels 

 Restaurants 

 Local tour operators 

 Motor coach tour operators 

 Foreign language services, if available 

 Monetary exchange 

SPECIAL-INTEREST THEMED BROCHURES 

Matching Funds can be used to produce Special-Interest Themed Brochures provided 
they are in support of an overall approved county/region marketing campaign. Matching 
Funds cannot be used to produce brochures in support of a single event, community or 
attraction. 
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The brochure cover should include the title/theme used in the marketing campaign and 
must include the county/region logo or name, and a clear call-to-action to obtain more 
information about the county/region. The brochure should be submitted for approvals with 
the submission of the overall campaign that it is developed to fulfill. Please reference page 
15 for logo usage. 

DIRECT MAIL PROJECTS 

Matching Funds can be used for Direct Mail Projects that support overall approved 
county/region marketing campaigns. Direct Mail Projects cannot support a single tourism 
business or event. 

SHELLS/FOLDERS 

Matching Funds can be used for production of trade and public relations shells or 
folders. There are no specific size requirements but the cover must contain the 
county/region name and/or logo. Please see page 15 for logo usage. 

ACCOMMODATIONS, CAMPING AND/OR RESTAURANT GUIDES 

Matching Funds can be used to produce county/region Accommodations, Camping and/or 
Restaurant Guides provided they supplement county/region Travel Guides. 

There are no specific size requirements but the guides must contain the official names of 
the county/region name and/or logo and support overall approved county/region marketing 
campaign. 

MEETING PLANNERS GUIDES 

Matching Funds can be used to produce Meeting Planners Guides. Information should 
include details and contacts for: 

 Exhibit, convention and meeting facilities 

 Hotels and motels 

 Entertainment, sports and recreational opportunities 

 Local support services 

 Services specific to the group provided by local organizations 

F. PHOTOGRAPHY & AUDIO/VISUAL PROGRAM 

Matching Funds can be used for Photography and Audio/Visual projects provided they 
support the overall approved county/region marketing campaign. The purchase of 
New York State footage or photography is also acceptable. 

Projects submitted for this program must include: 

 A description of the objectives including use and intended target; 

 Scope of work; 

 Story boards and scripts; 

 Distribution services plan including contracts, if applicable. 

The supplied I LOVE NEW YORK logo with specific size and location requirements must 
appear in all video projects. For audio-only projects, copy must include “I LOVE NEW 
YORK!”. Video must include the logo at the end of the production or segments and follow 
the general rules. The logo must be a minimum size of 480 x 295 pixels. Please 
reference page 15 for logo usage. 

Ineligible Expenses: Equipment costs, travel, food, lodging and entertainment. 
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G .  R E S E A R C H  

Matching Funds can be used to commission tourism-related research projects including 
the cost of contracts (on a fee-for-service basis) with firms or universities, to design, 
conduct and analyze a research study. Tourism studies can include but are not lim ited to 
researching: target markets, 
visitor demographics and behavior, economic impact, advertising effectiveness, program 
return on investment and conversion. 

A copy of any research findings must be provided to the Department.  

It is expected that TPAs use all information and research available to them to inform 
their marketing plans. The Department provides economic impact findings and 
consumer research and strongly recommends TPAs to engage local and regional 
research and to form cooperative research partnerships with local universities. 

Projects submitted must include: 

 A detailed description of the objectives and goals 

 Scope of work and anticipated costs with itemized budget  

 A detailed list of research studies or information currently used to inform 
marketing strategy (eg. target markets, visitor demographics and behavior, 
economic impact, advertising effectiveness, lodging tax receipts, specific 
program ROI, conversion studies) 

 Information about proposed firm or partnership contracted for the project  

H. PUBLIC RELATIONS 

Matching Funds can be used for limited expenses related to Public Relations efforts including 
the cost of contracts with individuals or firms (on a fee-for-service basis) to design, conduct and 
analyze a PR program. Fee-for-service contracts can include but are not limited to: production 
and distribution of press releases, press kits, mailings, purchase of B-roll, preparation of press 
materials, sponsorship solicitation and press visits. Program costs cannot exceed twenty-five 
percent (25%) of the total program amount (local plus state share). 

Projects submitted must include: 

 A detailed description of the objectives and goals 

 Scope of work and anticipated costs with itemized budget 

 Information about proposed firm contracted for the project 

The supplied I LOVE NEW YORK logo with specific size and location requirements must appear on 
all public relations packaging (e.g. shells, folders, CD/DVD covers). Please reference page 15 for 
logo usage. 

Ineligible Expenses: Equipment or display purchases, travel, food, lodging and entertainment. 
Retainer fees, local press conferences, interviews, resident FAM tours, local campaigns and 
internal relations programs are not eligible. 

I. TRADE & CONSUMER OUTREACH  

TRAVEL SHOWS 

Matching Funds can be used for Travel Show expenses, including but not limited to: signage, 
space rentals, audio/visual equipment rentals, service contracts for on-site rentals and exhibit 
shipping/drayage/ storage. Limited travel expenses are also eligible, please see Travel 
Reimbursement section for details. 
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Expenses related to the purchase of new exhibits and displays for approved shows are eligible 
provided they are in alignment with the new branding efforts of I LOVE NEW YORK. The “logo” 
including the URL lock up must appear within the top half of the display. Further, if you create 
a multiple panel display that allows for use of its individual components, you must display the 
panel that contains the “logo.” 

The supplied I LOVE NEW YORK logo and other branding elements must be incorporated into 
new exhibits or signage. Each project is unique and will require working with the Department for 
creative/ branding guidance. The Department encourages review of old exhibits and signage to 
incorporate new branding strategies. 

Show programs submitted must include: 

 A detailed description of the objectives and goals 

 List of proposed shows 

 Anticipated budget, itemized by show 

Cooperative booth space, including two or more counties participating together, can be part of 
a regional program if approved by participating counties and managed by the regional TPA. 
Cooperative marketing efforts with private partners is acceptable if booth is clearly identified as 
the respective county or region not an individual business or attraction. The identification must 
be absolutely clear, and information about the entire county/region must be available. 

Ineligible Expenses: Long-term rentals, on-site construction costs, purchase of electronic or 
other display equipment costs, entertainment, food and beverages. 

SALES OUTREACH 

Matching Funds can be used for Sales Outreach such as: sales meetings, FAMs and 
marketplaces. 

Eligible costs include but are not limited to: fee to hire a motor coach, van, auto and 
service contract for such services as arranging appointments, providing itineraries and 
providing pre/ post leads. If a separate meeting is held, expenses can also be claimed 
for equipment and space rentals. TPA travel reimbursement is allowed. Limited costs 
related to hosting FAM tours are also eligible such as local transportation, lodging and 
associated attraction admission expenses. 

Outreach programs submitted must include: 

 A detailed description of the objectives and goals 

 Detailed schedule 

 Anticipated budget with itemized expenses 

Ineligible Expenses: Entertainment, food and beverages. For FAM tours, 
ineligible expenses also include cost of transportation to area/region. 

PROMOTIONAL ITEMS 

Matching funds can be used on a limited basis to produce promotional items such as 
buttons and stickers for travel shows and sales outreach provided they include a call-to-
action (e.g. URL or toll-free number). The I LOVE NEW YORK logo should be included 
when size and design specifications allow for appropriate branding. Projects must be 
reviewed by the Matching Funds Director on a case-by- case basis. 

Promotional item costs cannot exceed 5% of the total project cost. 
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J. INFORMATION CENTER & OTHER CONSUMER SERVICES 

Matching Funds can be used for expenses related to Information Center Services 
including contracts with operators of travel information centers, customer services 
lines, online agents, collateral distribution (on a fee-for-service basis), signage &display 
materials and shuttle services. 

Projects submitted must include: 

 A detailed description of the objectives and goals 

 Site selection and/or distribution list and justification for selections 

 Anticipated budget with itemized expenses 

Ineligible Expenses: Exhibit construction and equipment purchase. Travel, food, 
lodging and entertainment. 

K. MAILING/DISTRIBUTION PROGRAM 

Matching Funds can be used for expenses related to mailings of approved collateral or 
marketing materials, vendor contracts for distribution services (on a fee-for-service basis) 
or expenses for fulfillment services. You may not use this provision to mail materials that 
were not approved and paid for with tourism matching funds. 

Program costs cannot exceed twenty-five percent (25%) of the total program amount 
(local plus state share). 

Ineligible Expenses: Equipment purchase. 

L. TELEPHONE SERVICES 

Matching Funds can be used for Telephone Services provided the service is directly 
related to the Program and/or providing consumers with tourism information. Detailed 
back-up documentation and reporting is required for Telephone Services reimbursement. 

TOLL-FREE NUMBERS 

Matching Funds can be used for costs for incoming toll-free number telephone calls and 
monthly service charges. Toll-free number expenses must have a direct relationship to 
an overall approved county/region marketing plan. 

Ineligible Expenses: Equipment and costs relating to service contracts (except 
answering services) and personnel costs. 

TELEPHONE ANSWERING SERVICES 

Matching Funds can be used to cover contracts (on a fee-for-service basis) with 
telephone answering service vendors to respond to inquiries received as a direct 
result of an overall approved county/region marketing plan. 

Ineligible Expenses: Equipment and costs relating to service contracts, personnel 
costs, line charges and costs of incoming toll calls. 
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IV. CONTACT INFORMATION 

For more information on the Matching Funds Program or Guidelines contact:  

Kelly Rabideau-Baquerizo 

Tourism Matching Funds Director 
Empire State Development  
Division of Tourism 
Albany, NY 12207 
518/292-5163 

matchingfunds@esd.ny.gov  
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