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There’s no question tourism is big business in Louisiana, and 2019 was no different as it marked an 
eighth consecutive year of record-breaking growth. Louisiana welcomed 53.2 million visitors last 
year, who spent $18.9 billion while they were here. The resulting $1.17 billion in sales tax revenue 
generated represents a staggering 43-to-1 return on investment for the state funds received to 
promote Louisiana travel.

Even better, the success of the tourism industry not only increases tax revenue for Louisiana,  
but also directly benefits every person who lives here by supporting 242,200 jobs and $1,100  
in annual tax savings for every household in the state. 

So when tourism stops, everyone hurts. And that is exactly what happened when COVID-19 came 
crashing down. 

Flights were grounded. Hotels were empty. Bars and restaurants were closed. Events were canceled. 
The consequences have been devastating. 

•  Since the beginning of March, the COVID-19 pandemic has resulted in nearly $215 billion in losses 
for the U.S. travel economy.

• Closer to home, Louisiana saw a decline of $2.5 billion since March 7 in visitor spending. 
•  State tax revenue generated by travel and tourism dropped more than $71 million since March  

year-over-year.
•  The estimated economic loss from canceled or postponed events in Louisiana is approximately 

$759 million so far this year.  

Simply put, many of Louisiana’s hotels, restaurants and tourism attractions won’t survive  
without help. 

Disasters both natural and man-made have tested Louisiana time and time again, but with additional 
support a resilient tourism industry has been able to bounce back stronger than ever each time. Now, 
the state faces one of the toughest comebacks in its history — rebuilding an industry that has been 
crippled by a pandemic — and these businesses need help more than ever. 

Dear friends,

LIEUTENANT GOVERNOR
BILLY NUNGESSER

While our thoughts and prayers remain with Louisianans who have lost both loved ones and jobs 
during this challenging time, we must now turn our attention to giving the tourism industry the 
resources necessary to put Louisiana back in the hearts and minds of consumers when they are 
ready to start traveling again.

Knowing travelers will be looking to take shorter, closer vacations at first, I have already declared 
2020 the “Year of the Louisiana Road Trip.” For group travel, “Louisiana Lagniappe” will target 
meetings and conventions that are uncertain where to reschedule their events by offering them “a 
little something extra” to choose Louisiana when they do. And since there will be a resurgence in the 
popularity of parks, nature and outdoor escapes, which Louisiana offers in abundance, the state will 
leverage the significant investments made in our parks to invite visitors to explore them.

Yet much more is needed to rebuild Louisiana’s economy — and reinvigorate its tourism industry — to 
ensure the state’s long-term vitality. Enter the Sunshine Plan, a comprehensive multi-year COVID-19 
recovery marketing effort designed to:

• Restore the trajectory of tourism growth in Louisiana to pre-COVID-19 levels.
•  Increase the rate of successful restarts of events and cultural/entertainment attractions  

by providing direct assistance and promotion.
•  Improve visibility into real-time visitation statewide as a tool to monitor recovery  

and continue innovation once the industry has restored.

Louisiana has suffered more than its fair share of hardships. Hurricanes, oil spills, floods and,  
now, a pandemic. But through them all, we do what Louisianans do best. Dig in. Fight. Endure. 
Survive. Rebuild. Thrive. 

The reason Louisiana has enjoyed great success after each setback is because people have stepped 
up to provide the resources and support needed to get the job done. 

We need everyone’s support. 

Yours for Louisiana,

Lt. Governor Billy Nungesser

Oak Alley, Vacherie



54 CONTENTS

Executive Summary

About the Louisiana Office of Tourism

The Impact of Tourism in Louisiana

Current Challenge

Goals

Timing

Tactics

      Advertising 

     Public Relations

     Sales

     Digital & Social

     Rural Tourism

     Educational Outreach & Training

Results

Conclusion

6

9

10

12

15

16

18

19

27

29

34

36

38

40

43

CONTENTS

Old State Capitol, Baton Rouge

From top to bottom:

Amanda Shaw; Loyola/Elysian Fields Streetcar, New 

Orleans; Laura Plantation, Vacherie



6 7EXECUTIVE SUMMARY

EXECUTIVE SUMMARY

TIMING

GOALS

Restore
1

INCREASE

IMPROVE

2

3

Restore the trajectory of tourism growth in Louisiana to  
pre-COVID-19 levels.

Increase the rate of successful restarts of events and cultural/
entertainment attractions by providing direct assistance and promotion. 

Improve visibility into real-time visitation statewide as a tool to monitor 
recovery and continue innovation once the industry has restored.

Marketing efforts would begin as soon as appropriate and continue  

in phases as consumer confidence in travel restores  — first promoting 

shorter, closer-to-home road trips, then branching out to domestic 

long-haul and eventually international trips. 

REGIONAL TRIPS

LONG-HAUL TRIPS

INTERNATIONAL

STAYCATIONS1

2

3

4

The Louisiana Office of Tourism (LOT) is charged with leading 

Louisiana’s large and diverse tourism industry. The Sunshine 

Plan has been developed with that mission in mind, to guide the 

Louisiana tourism industry down the road to recovery from the 

incredible impacts of COVID-19.

LOUISIANA OFFICE OF TOURISM | SUNSHINE PLAN

RESULTS
The success of any campaign is only as good 

as the results it delivers, so establishing 

benchmarks and tracking Key Performance 

Indicators (KPIs) are critical to this effort. 

We will carefully monitor visitation and reports from trusted  

tourism research companies and government agencies to compile  

a Recovery Management Dashboard to track our progress,  

optimize performance and identify opportunities.

An integrated program to accomplish our goals will include:

TACTICS

DIGITAL AND SOCIAL 

influencer campaigns, 

including new brand 

partnerships

RURAL TOURISM 

promotion and 

product development

PUBLIC RELATIONS 
efforts to target  
key markets,  
including media 
missions and 
familiarization tours

ADVERTISING 

promoting day, 

regional,  

long-haul and 

international trips

EDUCATION, 

OUTREACH AND 

TRAINING for the 

tourism industry

SALES strategies 
in domestic and 
international markets
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Cane and Table, New Orleans 

The Louisiana Office of Tourism (LOT) is a multi-pronged agency 

charged with leading Louisiana’s large and diverse tourism industry. 

LOT promotes the economic growth of Louisiana through its 

departments and the implementation of specialized programs to 

encourage visitation to the state and increase visitor spending.  

These combined efforts include in-state, domestic and international 

marketing and promotion, as well as the creation and support of  

new tourism products and initiatives. 

Mission 
The Louisiana Office of Tourism will have a tremendous economic 

impact on local economies. To economic benefits like new businesses, 

jobs and higher property values, tourism adds less tangible — but  

equally important — payoffs. A well-managed tourism program  

improves the quality of life as residents take advantage of the  

services and attractions tourism adds. The office will promote 

community pride, which grows as people work together to develop  

a thriving tourist industry. 

Vision
The Louisiana Office of Tourism’s vision is to market and promote  

the brand of Feed Your Soul, showcasing Louisiana as a travel 

destination, increasing revenue generated by the tourism industry  

and contributing to the economic impact of tourism in all 64 parishes. 

Key Objective 

Maintain and increase leisure travel and spending in Louisiana with 

international and domestic travelers, as well as residents. 

For more information about LOT, visit  

crt.state.la.us/tourism

To learn about all the ways to Feed Your Soul in Louisiana, visit 

LouisianaTravel.com

ABOUT THE LOUISIANA OFFICE OF TOURISM

ABOUT THE LOUISIANA OFFICE OF TOURISM | SUNSHINE PLAN“The Castle” at Chemin-A-Haut State Park, Bastrop

French Quarter, New Orleans 
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Before COVID-19 brought tourism in Louisiana to a near standstill, 

the state had enjoyed several years of record growth across several 

measurements. From 2016 to 2019, visitation rose 14% from  

46.7 million to 53.2 million, visitor spending jumped 12.5% from 

THE IMPACT  
OF TOURISM  
IN LOUISIANA

LOUISIANA TOTAL VISITATION (IN Millions)

TOTAL VISITOR SPENDING (IN Billions)

2016

2016

2017

2017

2018

2018

2019

2019

46.7

$16.8

47.1

$17.5

51.3

$18.8

53.2

$18.9

(Source: DK Shifflet)

(Source: DK Shifflet)

LOUISIANA OFFICE OF TOURISM | SUNSHINE PLAN

$16.8 to $18.9 billion, and state and local tax revenues increased 11% 

from $1.73 billion to $1.92 billion. From an employment perspective, this 

growth also increased the number of tourism-related jobs in Louisiana 

from 230,400 to 242,200 during that same time period.

STATE & LOCAL TAX REVENUE (IN BILLIONS)

LOUISIANA TOURISM EMPLOYMENT

2016

2016

2017

2017

2018

2018

2019

2019

$1.73

230,400

$1.81

234,600

$1.88

237,200

$1.92

242,200

(Source: Tourism Economics)

(Source: Bureau of Labor Statistics)
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Due to travel restrictions brought on by COVID-19, Louisiana’s travel 

economy has seen a decline of $2.5 billion from Feb. 15 to May 30 

of this year. The Louisiana travel industry as a whole has seen visitor 

spending decline by 77%, with a $218 million loss over last year as 

of May 16. This has resulted in a loss of nearly 109,000 Louisiana 

tourism industry jobs and another 115,000 secondary jobs supported 

by that industry.

CURRENT 
CHALLENGE 

HOTEL OCCUPANCY (%)

AVERAGE DAILY RATE ($)

70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%

$130.00

$120.00

$110.00

$100.00

$90.00

$80.00

$70.00

$60.00

FEBRUARY

64.1%

0.6

MARCH

41.3%

–42.6

APRIL

27.1%

–59.1

FEBRUARY

$122.72

2.9

MARCH

$97.04

–25.3

APRIL

$67.12

–44.2

LOUISIANA OFFICE OF TOURISM | SUNSHINE PLAN

These drastic declines directly affect local tourism marketing budgets, as hotel 

occupancy taxes are the primary source of revenue for those entities. High 

occupancy and average daily rates (ADR) equal a healthy tourism economy and 

jobs outlook for one of our state’s largest employment sectors. Since COVID-19, 

both occupancy and ADR plummeted as illustrated in the graphs below. This has 

a dire effect on the state’s travel and tourism industry as a whole.

LOUISIANA TOURISM JOBS (in Thousands)

LOSS IN VISITOR SPENDING (IN MILLIONS)

300

250

200

150

100

50

0

$

–$50

–$100

–$150

 –$200

–$250

FEBRUARY

243.2

MARCH

226.7

APRIL

128.5

2/15

$7

2/22

$2

2/29

–$4

3/07

–$22

3/14

–$74

3/21

–$194

3/28

–$217

4/04

–$221

4/11

–$224

4/18

–$227

4/25

–$229

5/02

–$229

5/09

–$220

5/16 5/23 5/30

–$218 –$212 –$203
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2.  Increase the rate of successful restarts of events and cultural/entertainment 

attractions by providing direct assistance and promotion, as measured by: 

The rollout of this plan consists of campaigns that vary in investment, geography, 

audience and tactics, and the launch of these efforts aligns with milestones around 

government restrictions, consumer confidence and health security. The overarching 

focus of this plan is to rebuild Louisiana to worldwide preeminence as a top tourist 

destination. Specifically, this will require achieving the following goals:

GOALS

VISITATION
(DK Shifflet)

VISITOR 
SPENDING

(DK Shifflet)

TAX
REVENUE

(Tourism Economics)

JOBS
(Bureau of Labor Statistics)

3.  Improve visibility into real-time visitation statewide as a tool to monitor 

recovery and continue innovation once the industry has restored, as 

measured by:

1.  Restore the trajectory of tourism growth in Louisiana to pre-COVID-19 levels, 

as measured by:

Cruise terminals

CRUISE
EMBARKMENTS

CULTURAL ASSETS  
RECOVERY 

(festivals, museums, attractions)

ENTERTAINMENT ASSETS 
RECOVERY 

(restaurants, gaming, cruises)

STR, Inc.

HOTEL/MOTEL
OCCUPANCY

In-state/out-of-state  
travelers  

(UberMedia/Arrivalist)

DEVICE 
TRACKING

Visitor Profile  
or Expenditures  

from UNO Parishes  
Report for domestic 
visitors, VisaVue for  
international visitors

RETAIL  
SPENDING

Louisiana airports

ENPLANEMENTS

Kisatchie National Forest 
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REGIONAL TRIPSSTAYCATIONS

JANUARY 2020

GOVERNMENT 
RESTRICTIONS 
LIFTED

CDC REPORTED CASES 
3.14–5.25.20

NEW CASES
SLOWED

Health security increases, with travel farther from home 

for multi-day trips by car. More adventurous travelers 

(young professional, no kids, experiential) resume flying.

(Markets: Drive/Earliest Enplanements)

Travel distance increases, as do overnight stays beyond 

friends/family or State Parks.

(Markets: Louisiana/DMAs <150 miles)

1 2

Marketing efforts will take place in phases as 

consumer confidence in travel restores. Travel 

promotion will feature shorter, closer-to-home  

road trips, then branch out to domestic long-haul  

and eventually international trips.  While we  

can’t predict the timing of recovery milestones,  

we can identify and quantify them so we can  

have campaigns ready to launch when consumer  

data indicates it is appropriate to do so. We  

will monitor both qualitative and quantitative 

research to determine the most advantageous 

launch for each phase of the restoration effort. 

The pages that follow show a visualization of the 

integrated marketing strategy for this campaign, 

with roll-out phases and triggers for each stage 

of recovery. Health models vary too drastically to 

predict COVID-19 cases, but for reported cases that 

directly impact travel confidence we will rely on 

reporting from the CDC and Louisiana Department  

of Health. We will also monitor exposure tracking  

and vaccine availability.

TIMING

TIMING | SUNSHINE PLAN

LONG-HAUL TRIPS INTERNATIONAL TRIPS

NO NEW
CASES

TEST/APP  
PLATFORM
ADOPTED

VACCINE/EFFECTIVE
TREATMENT

STATEWIDE 
VISITATION
(TRAJECTORY)

Though it lags business air travel, leisure air restores at 

scale beyond most adventurous travelers. Gaming revenue 

and cruise bookings restore as security increases among 

traditional/older travelers.

(Markets: Select DMAs East of the Rockies)

International travel restores confidence ahead of  

domestic trips. Planning and booking weeks and  

months out make international marketing viable  

before vaccination is available. 

(Markets: Primary-Canada, Secondary-TBD)

3

2

3
4

4

•  It targets the earliest prospects before the 

avalanche of leisure travel marketing restarts 

from competing destinations, cruise lines, 

resorts, airlines, hotels and online travel 

agencies that have been on hiatus since March.

Campaign phases will launch ahead of milestones 

being reached to maximize the return on investment 

made by Louisiana in terms of leading (marketing 

performance) and lagging (bookings and actual 

travel) indicators. This accomplishes two things:

•  It allows impressions, clicks and consideration to 

build prior to action being taken, such as website 

visits for leisure travel, convention attendance, 

general research or booking. 

1

Jackson Square, New Orleans
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For this campaign to be successful, we developed a multi-faceted 

strategy with several key components to help us engage, educate and 

encourage Louisiana’s tourism stakeholders, CVBs, industry partners 

and visitors to join our effort. These tactics include:

TACTICS

PUBLIC 
RELATIONS

RURAL 
TOURISM

SALES DIGITAL  
& SOCIAL

ADVERTISING

EDUCATION 
OUTREACH  
& TRAINING

Advertising

REGIONAL TRIPS

LONG-HAUL TRIPS

INTERNATIONAL TRIPS

INTERNATIONAL

Staycations1

1

2

3

4

These four campaign phases will  

roll-out sequentially as the geography  

of media expands to promote:

Though campaign phases will differ in geography, audience, call to 

action, media tactics and timing, all messaging will be united behind 

one brand look and voice. The promise we make to potential travelers, 

both residents and out-of-state tourists, is that you will have an 

authentic experience that engages all your emotions  — a participatory 

voyage of discovery that will Feed Your Soul. 

2

3

4

ADVERTISING | SUNSHINE PLAN
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STAYCATIONS

This campaign is targeted exclusively in-state. As landing page clicks 

to overnight content begin to surpass day-trip content – and Welcome 

Centers and local communities begin to report visitation – we will 

expand the geography to include markets within 150 miles of the 

Louisiana border. As such, messaging and landing page content will 

prioritize day-trips initially, with nearby overnight excursions available. 

As engagement with overnight content increases, we will re-prioritize 

featuring overnight staycations above day-trips. 

•  CREATIVE features day-trips  

and overnight vacations with  

click-through rates indicating  

travel tolerances for both  

Louisiana residents and nearby  

out-of-state markets. 

•  MEDIA TACTICS include a mix  

of video, banner ads, written 

content and social media using 

vendors with proven performance 

in past campaigns. Comparing 

performance to historical 

benchmarks will indicate the 

readiness of consumers to engage 

with messaging and landing page 

content leading up to actual travel. 

•  TOURISM ATTRACTIONS like 

State Parks, Main Streets, Byways, 

Museums and golf courses feature 

prominently in this phase through 

paid advertising and content on our 

website’s Staycations landing page 

that directs potential visitors to more 

information and booking options. 

•  LAUNCH occurred shortly before 

non-essential travel restrictions  

were lifted. Absent a spike in cases,  

we expect the campaign to return  

to the same performance level 

leading up to the COVID-19 shutdown, 

where it was surpassing benchmarks 

and goals. 

ADVERTISING : Staycations

“ As a museum in a small community, 

we are dependent on the Louisiana 

Office of Tourism to survive the crisis 

we find ourselves in. Because of the 

Lieutenant Governor and LOT, we 

have been able to advertise and reach 

out to a much broader audience.” 

NELL CHENNAULT CALLOWAY,  
PRESIDENT AND CEO,  
CHENNAULT AVIATION & MILITARY MUSEUM

Voices of the Industry

Chennault Aviation & Military Museum, Monroe
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“ In 1997 when we first ventured into 

tourism, we met with LOT staff who 

were an invaluable source of education, 

communication and inspiration. 

They have notified me of advertising 

opportunities, sent information to 

magazines for use in their articles, 

allowed me to co-op with travel shows 

and tour operator functions, along 

with keeping me abreast of changes 

in the industry and in contact with our 

international marketing staff.”

LYNETTE TANNER
CO-OWNER
FROGMORE COTTON PLANTATION & GINS

REGIONAL TRIPS

As restrictions lift and retail, restaurants and routines begin to  

restart, it is likely that leisure travel planning will begin to restore. 

While mass comfort with air travel and cruises will take longer to 

return to pre-COVID levels, consumer research indicates that overnight 

vacations, with travel by car and stays in hotels and motels, will come 

back sooner.

•  CREATIVE will feature imagery  

of cityscapes and landscapes, both  

with and without individuals, but 

with no crowds. Ads will naturally 

optimize to the creative receiving 

the most interaction, so we can test 

various combinations and feature 

different types of destinations  

within the state.

•  MEDIA TACTICS will include a mix  

of video, banner ads, written 

content and social media using 

platforms with proven performance. 

We will use video ads online so we 

can track which creative drives the  

most engagement. 

•  PARTNER PARTICIPATION will be 

critical to drive attention directly  

to communities throughout the 

state. This program will feature 

co-op media buying opportunities 

driving traffic directly to local CVBs 

and attractions that take advantage 

of this opportunity.

•  AUDIENCE will expand slightly  

from our pre-COVID-19 profile to  

also include families, especially if 

this phase begins in the summer  

months. Family-friendly content  

will be featured on the Regional 

Trips landing page to appeal to  

site visitors who intend to travel  

with children. 

•  LAUNCH will be immediately  

upon the slightest uptick in  

leisure bookings indicated by  

local communities and tourist 

commissions. This campaign will 

also continue through summer 

and fall, presuming safe health 

benchmarks remain.

ADVERTISING : REGIONAL TRIPS

ADVERTISING | REGIONAL TRIPS

Come feed your soul in Louisiana with a one-of-a-kind,
close-to-home, far-from-ordinary road trip you’ll never forget.
Louisiana is a trip. Plan one today with a wide collection of
itineraries at Staycation.LouisianaTravel.com.

FEATURING: POVERTY POINT STATE PARK

Voices of the Industry

Frogmore Cotton Plantation & Gins, Ferriday
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LONG-HAUL TRIPS

In Louisiana, long-haul travelers historically have come for longer 

periods of time and, as a result, have spent more during their stay. It 

is important to state these travelers are more likely to travel beyond 

the initial city in which they arrived, making them more beneficial to 

Louisiana because of the extended number of communities they visit 

and spend money in.

•  CREATIVE will be similar to that of 

the regional trip campaign. Creative 

will optimize to the messages 

receiving the most interaction, so 

we can test various combinations 

and feature different types of 

destinations within the state.

•  MEDIA TACTICS will include a 

mix of video, banner ads, written 

content and social media using 

platforms with proven performance. 

Performance of long-haul audiences 

can also be compared to that of 

regional audiences. These analytics 

will allow us to know in real-time 

what media investments are most 

likely to have immediate impact on 

the state’s tourism industry. 

•  PARTNER PARTICIPATION will be 

critical here as well, so the state  

will offer co-op support for local 

CVBs and attractions to participate 

in media campaigns, which will 

direct traffic directly to those 

tourism partners.

•  AUDIENCE will be the Louisiana 

traveler profile that has proven 

effective in previous campaigns.  

By narrowing the focus to those 

most likely to travel to Louisiana,  

we can broaden the geography  

since we can target based on 

specific behaviors and interests, 

rather than broad demographics 

that limit our reach. The buy will 

drive traffic to the same landing 

page as the regional campaign, 

though we can monitor the 

performance of investments 

exclusive of one another.

•  LAUNCH will coincide with domestic 

leisure travel bookings as indicated 

through analytics provided through 

partners such as Adara and Expedia. 

Because leisure flights are booked by 

the experiential Louisiana traveler 

as close in as two weeks or as far 

out as three months, timing will be 

critical to not cede consideration by 

these travelers to other destinations. 

Digital media can be ramped up 

quickly, so the campaign will be in 

market as soon as travel indicators 

show that launch is appropriate. 

ADVERTISING : LONG-HAUL TRIPS

ADVERTISING | INTERNATIONAL TRIPS

•  CREATIVE will feature elements  

of our culture (music, food and 

history) that are the drivers of a  

trip to Louisiana. 

•  MEDIA TACTICS will consider 

input from trusted in-country 

representatives, who know that 

the media landscape and path to 

purchase of international travel 

differs from country to country.  

We will identify media partnerships 

and coordinate with online travel 

agencies to bring scale, research 

and added-value to the buy, which 

will include a mix of native and 

static units and partnerships with 

publishers on content features. 

•  AUDIENCE parameters will 

consider specific opportunities 

within each country. Canada, for 

example, presents the opportunity 

of older “snowbird” travel in 

winter months, as well as young 

professionals on shorter trips (7-10 

days) throughout the year. Our 

target focus will consider optimum 

travel opportunities, seasonality 

and competitive realities present as 

direct flights resume. Each country’s 

effort will have a designated landing 

page to track our efforts. 

•  LAUNCH will be driven largely  

by representatives on the ground  

in these countries and the timing  

of both direct flight restoration  

and expected increases in car  

and RV travel from Canada. The 

nature of flight additions by the 

airline industry is that there is 

typically a long lead time between  

the announcement and the  

initiation of routes, which will give 

us time to act as announcements 

become imminent.

CREATIVE will feature  

elements of our culture  

that are the drivers of  

a trip to Louisiana.

ADVERTISING : INTERNATIONAL TRIPS

INTERNATIONAL

Target international markets will need to be further monitored to 

determine when it might be appropriate to restart marketing efforts 

there. Once we are clear on any lingering travel restrictions imposed  

at the federal level, we can consider marketing investments to support 

the direct effort of trusted partners we have in these markets. 

These international campaigns — especially those in Canada, where 

there is a French-speaking connection to Louisiana — have historically 

performed extremely well as our culture and music compel consideration. 

Direct flights simplify the logistics.

Louisiana State Capitol, Baton Rouge 
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Public relations and earned media will be important 

aspects of Louisiana’s recovery. As consumers begin 

to consider traveling again, new aspirational content 

is needed to keep Louisiana top-of-mind. We can 

secure this through a phased approach utilizing media 

missions, domestic media tradeshows/conferences 

and familiarization tours (FAMs). The messaging that 

will be promoted through these efforts follows:

STAYCATIONS

•  Have in-state influencers explore and share stories 

outside of where they live

•  Pitch influencer coverage to media throughout  

the state

REGIONAL TRIPS 

•  Send inspirational materials to drive-market  

media outlets

• Hold individual press trips and virtual media boards

• Attend targeted media missions in key markets

•  Participate in domestic media tradeshows  

and conferences

•  Coordinate small-group familiarization tours  

for media

LONG-HAUL TRIPS 

• Attend media marketplace engagements

•  Sponsor Louisiana events at key media conferences 

and tradeshows

•  Attend media mission in Canada to reestablish traction

• Organize familiarization tours for Canadian media

 INTERNATIONAL TRIPS 

•  Attend international tourism conferences  

and events

•  Organize international familiarization tours in 

partnership with Louisiana’s international-based 

representatives  

PUBLIC RELATIONS

“ We have worked with LOT for decades 

to bring media and awareness about 

Shreveport-Bossier to domestic 

and international travel media. That 

partnership allows us to leverage our 

existing dollars and reach more people 

through the positive promotion and 

coverage that we have received over 

the years.”

BRANDY EVANS
VICE PRESIDENT OF COMMUNICATIONS
SHREVEPORT-BOSSIER CONVENTION & TOURIST BUREAU

Voices of the Industry

Opposite: Shreveport Municipal Auditorium, Shreveport 

Big Sam’s Funky Nation, Blue Nile, New Orleans

Atchafalaya Basin, Henderson
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DOMESTIC 

To meet our objectives, the Louisiana 

Office of Tourism Domestic Sales Team will 

attend various leisure and sports tourism 

tradeshows, plus create and implement 

familiarization tours showcasing local 

communities to tour operators and sports 

event rights holders based on their 

buying interest. The team will also provide 

our local stakeholders opportunities to 

meet with and build relationships with 

tour operators, motor coach companies 

and event rights holders to benefit local 

Louisiana communities. 

STAYCATIONS

•  Reduce fees CVBs and partners pay to participate 

in advertising programs

•  Emphasize promoting smaller, rural areas  

of Louisiana

• Heavily target domestic drive markets

•  Reach RV travelers and outdoorsmen to stay in 

parks throughout Louisiana

•  Promote Louisiana sporting venues and 

communities to attract local event rights holders, 

sports sanctioning bodies and organizing 

committees that conduct weekend sports events

REGIONAL TRIPS

• Attend additional trade and consumer shows 

•  Promote Louisiana as “Festival Capitol of the 

World” and encourage statewide celebrations of 

Festival Season

•  Increase opportunities for CVBs and partners as 

the number of participants is expected to rise

•  Increase promotion for regional RV and 

outdoorsmen travel to Louisiana through regional 

and national RV travel organization opportunities 

•  Provide trainings for local and regional domestic 

tour operators on Louisiana product and offer 

itineraries to promote travel to and within the state

•  Leverage and promote Louisiana communities 

as premier sports tourism destinations to yield 

business development opportunities from  

regional markets

LONG-HAUL TRIPS

•  Target visitors beyond domestic drive markets in  

the United States

•  Create trainings on Louisiana product for tour 

operators and event rights holders located outside  

of the southeastern region of the United States

•  Offer partners the opportunity to join Tour & Travel 

and Sports Tourism sales missions to targeted 

locations of tour operators, event rights holders  

and national governing bodies to promote  

Louisiana as a leisure travel destination and a  

sports tourism destination

•  Conduct familiarization tours for targeted tour 

operators and event rights holders throughout  

the state

•  Target event rights holders to attract regional 

and national sports events to Louisiana by lead 

acquisitions and dissemination 

SALES : DOMESTIC

“ The Louisiana Office of Tourism has 

shown a tremendous commitment 

to Sports Tourism through their 

leadership and commitment to Team 

Louisiana to increase awareness of 

everything we have to offer.”

ERIC ZARTLER
SALES DIRECTOR
VISIT LAKE CHARLES

Voices of the Industry

Pintail Wildlife Drive & Boardwalk, Creole Nature Trail, Cameron Parish
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Ottawa NEW 
BRUNSWICK

ONTARIO
QUEBEC

BRITISH
COLUMBIA

ALBERTA

CANADA

Since Canada is the number one source of 

international visitation — and that market 

is expected to resume traveling to the U.S. 

quicker than other international areas — LOT 

will have a special focus on attracting visitors 

from this critical market. Our market focus 

here will be travel professionals, consumers, 

RV travelers, air travelers and cruise 

passengers based in Ontario, Quebec, New 

Brunswick, British Columbia and Alberta.

SALES : CANADA

REGIONAL TRIPS

•  Conduct virtual destination trainings with travel

professionals to share information about Louisiana

road trip ideas and attractions

•  Create a new Canada website and social content

that is aspirational and thoughtful:

louisianatravel.com/canada

•  Leverage influencers, in phases, to promote

the state

•  Conduct virtual Only Louisiana experiences to

engage and inspire travel professionals and media

LONG-HAUL TRIPS

•  Attend successful regional media tradeshows

to foster relationships and promote events

and attractions

•  Increase attendance to in-market tradeshows,

conferences and various events throughout Canada

•  Conduct destination trainings with travel agents

across Canada, with an emphasis on supporting

direct flights from Canada to Louisiana

•  Plan and organize targeted sales and media missions

•  Coordinate small group familiarization tours for

Canadian sales and media professionals
“ Thanks to LOT’s continued support, 

we are able to have constant contact 

with the Canadian market through 

participation in the Congrès Mondial 

Acadien held every 5 years in 

Canadian provinces, as well as 

through the creation of partnerships 

with annual festivals and events in 

Eastern Canada.”

RANDY MENARD
PRESIDENT
LOUISIANE-ACADIE, INC.

Voices of the Industry

Chubby Carrier
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INTERNATIONAL

The International Sales Team of the Louisiana 

Office of Tourism will attend selected leisure 

tourism tradeshows; create and implement 

educational familiarization tours showcasing 

local communities statewide to tour operators 

based on their buying interest; and provide 

local stakeholders opportunities to build 

relationships with international tour operators 

and travel agents, which will benefit all 

Louisiana communities.

SALES : INTERNATIONAL

 LONG-HAUL TRIPS 

•  Implement many of the same tactics used in 

Canada, as relevant 

•  Identify lodging properties that are ready to sign 

contracts with US-based receptive tour operators, 

who then go overseas and sell their properties 

•  Leverage efficient co-operative programs with 

Travel South USA, Deep South USA, Mississippi 

River Country, Brand USA and the in-market Visit 

USA Committees

•  Target international locations beyond mature, 

developed markets

INTERNATIONAL TRIPS 

•  Fully resume all travel tradeshows, educational 

familiarization tours and promotional activities with 

all target international markets, including:

United Kingdom, Ireland, France, Belgium, 

Germany, Austria, Switzerland, Italy, 

Canada, Japan, Brazil, China, Nordic Union, 

Netherlands, Australia and New Zealand.

SALES | INTERNATIONAL 

“ Our business invests heavily in 

the international inbound market, 

and Louisiana is an international 

destination. I have found LOT of 

invaluable service to me and my 

company. Their professionalism and 

knowledge of the entire state, as well 

as international markets, has been 

immeasurable to me and my staff.”

TOMÁS REY
FOUNDER AND PRESIDENT
REY ROYAL  

Voices of the Industry

Jackson Square, New Orleans
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Audiences are engaged worldwide and across multiple 
platforms to maximize reach to millions of travelers.

EXISTING TACTICS

These efforts include: 

•  BAYOU KREWE AMBASSADOR PROGRAM 

10K+ passionate social media brand ambassadors

•  DIGITAL CONTENT CREATION 

Articles, blogs, videos and photography for more than 

55,000 pages within LouisianaTravel.com

•  EMAIL MARKETING 

Personalized enewsletters to 160,000+ subscribers

•  SOCIAL MEDIA 

Facebook, Instagram, Twitter, Pinterest, Google

•  SEARCH ENGINE MARKETING 

Google Network campaign with AdWords and 

YouTube TrueView video 

•  USER-GENERATED CONTENT 

#OnlyLouisiana, #FeedYourSoul, #LouisianaStrong

#LOVEWHEREYOULIVE INFLUENCERS 

This effort sources and hires top influencers who  

are content creators and celebrities from Louisiana. 

They are directed to create incredible content 

showcasing the best of what they know and love 

about the state, and their stories are published to 

reach audiences that are Louisiana’s top targets. 

Audiences are engaged worldwide and across 

multiple platforms to maximize reach to millions 

of travelers. 

INDUSTRY PORTAL CREATION 

An industry-wide tourism resource for all 

stakeholders will help provide information on all 

Louisiana Tourism grants and initiatives, plus house 

and distribute other stakeholder communications.

BRAND PARTNERSHIPS 

Seeking out innovative partnerships with brands who 

are well aligned with Louisiana Travel’s mission and 

audiences will greatly amplify our marketing reach. 

DIGITAL & SOCIAL

“ I love being an ambassador for my 

state and it has been a privilege and 

honor to be part of Louisiana Travel’s 

‘Bayou Krewe.’ This relationship has 

definitely enhanced my business and 

has opened doors that allow us to 

share all the wonders that our Bayou 

State has to offer. I hope this remarkable 

program continues indefinitely!”

JENNIFER GRAY
OWNER
BONNE TERRE VACATION RENTALS

Voices of the Industry

Rip Van Winkle Gardens, New Iberia

Herby K’s, Shreveport

Jackson Square, New Orelans
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•   RURAL TOURISM PRODUCT  

DEVELOPMENT GRANTS 

These grants are intended to increase the number 

of products, experiences and services available 

to visitors and residents by growing the number 

of visits, length of stay and spending by visitors. 

This would help improve the profitability of tourism 

businesses and keep Louisiana competitive with 

other destinations. 

•  STATEWIDE STRATEGIC PLANNING SESSION 

This one-day session will bring together members 

of the Louisiana tourism industry to gather input 

on educational, outreach, technical assistance, 

product development and marketing needs. Ideas 

discussed will be crafted into a rural tourism plan 

to guide tourism efforts. 

RURAL TOURISM

Rural Louisiana has emerged as one of the best 

tourism options available with proven results 

promoting off-the-beaten-path attractions, art, 

food, music, crafts and culture to both domestic 

and international visitors. This initiative merges 

traditional tourism marketing with tourism product 

development to offer technical and marketing 

assistance to communities across the state. It also 

provides a statewide conference and statewide 

products such as trails, byways and a heritage area 

to serve as avenues for Louisiana parishes to link 

to state projects, creating a stimulus for economic 

development. Grants and cooperative marketing 

programs help provide much-needed financial 

resources to support projects to increase visitation 

into rural areas.

RURAL TOURISM | SUNSHINE PLAN

•  LOUISIANA TRAILS & BYWAYS 

Louisiana’s 19 trails and byways crisscross the 

state and impact almost every parish, offering 

visitors unique experiences by providing glimpses 

into the past and telling fascinating stories of the 

people and the indigenous cultures they created. 

Louisiana Byways also provide the avenue to visit 

areas that offer outstanding outdoor recreational 

opportunities, which benefits large and small 

communities alike. Throughout the span of this 

campaign, Louisiana Byways will develop and 

sponsor the following:

 

•  BYWAY INFORMATION KIOSKS AT LOUISIANA 

WELCOME CENTERS 

As a tool to promote Louisiana Byways to the 

traveling public, information kiosks and video walls 

will be installed at the state’s Welcome Centers.  

A pilot kiosk and video wall playing Louisiana 

Byways videos was installed at the Slidell Welcome 

Center and has had great success in helping 

visitors learn more about byway sites, attractions 

and restaurants. 

    

•  LOUISIANA CIVIL RIGHTS TRAIL 

Layered upon Louisiana Byways, the Louisiana 

Civil Rights Trail (with some 30 sites expected 

statewide) will explore the history and stories 

of the Louisiana Civil Rights Movement. An 

interactive Louisiana Civil Rights Trail website will 

be launched to promote these places.

•  AFRICAN AMERICAN HERITAGE TRAIL 

Updating the design and adding sites to the trail 

will further support the brand of the Louisiana  

Civil Rights Trail.

    

         

 

 

•  LOUISIANA GREAT RIVER ROAD 

INTERPRETATION 

Based on research and site visit data gathered 

through the Louisiana Great River Road inventory 

project, we’ll develop and install interpretive  

panels to tell the many stories of the Louisiana 

Great River Road at selected sites on the route.

•  AMERICA’S WETLAND BIRDING TRAILS 

The four America’s Wetland Birding Trails 

(Mississippi River Flyway, Red River Flyway, 

Louisiana Gulf Coast Birding Trail, Zachary  

Taylor Birding Trail) developed in early 2000  

will be updated and refreshed. Louisiana Byways 

will contract with the Louisiana Ornithological  

Society or Audubon to redesign the trails with 

public input.

“ I have called on LOT and its staff on a 

number of occasions and have been 

helped and guided in the direction I 

needed to go. I so appreciate that LOT 

looks at small, rural CVBs, such as 

Allen Parish, as being a vital part of 

tourism in Louisiana.”

ADAGRIA HADDOCK
DIRECTOR
ALLEN PARISH TOURIST COMMISSION

Voices of the Industry

The Gothic Jail on the Myths & Legends Byway, DeRidder

Fishing in Lake Claiborne
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Educational outreach and training will be developed 

to address the changing travel behavior of domestic 

and international visitors, as well as explore ways to 

meet new visitor demands.

LOUISIANA TOURISM POST  

COVID-19 CONFERENCE

COVID-19 has greatly impacted the behavior of 

the traveling public, creating new trends and 

expectations from visitors. This two-day conference 

offers an unparalleled opportunity to hear from 

national experts in many fields, with workshops 

addressing the changing travel landscape and 

providing information on ways to address these 

changes in tourism development and marketing. 

The conference will end with panel discussions in 

the format of town halls, so participants can ask 

questions on a wide range of topics.

SOCIAL MEDIA WORKSHOPS

To further enhance educational efforts, we will 

produce a series of social media training  

workshops for beginning, intermediate and  

advanced social marketers. 

COMMUNICATIONS SUMMIT 

To help the state’s tourism industry stakeholders 

and CVBs/partners adapt to the changing landscape 

of post-COVID travel, Louisiana will host a travel 

communications training week in the early phases  

of recovery. 

EDUCATIONAL OUTREACH & TRAINING

“ The social media workshops are a 

necessity for areas like St. Landry 

Parish, where a lot of our businesses 

need to improve their technical skills 

to promote themselves using free 

resources. Our Orphan Train Museum 

saw a radical difference in how they 

can track their online traffic and 

better connect with their audience.”

HERMAN FUSELIER
EXECUTIVE DIRECTOR
ST. LANDRY PARISH TOURIST COMMISSION

Voices of the Industry

Bayou Teche Brewing, Arnaudville

Restaurant R’evolution, New Orleans

Lakeview Park & Beach, Eunice 



40 41

The success of any campaign is only as good as the results it delivers, 

so establishing benchmarks and tracking Key Performance Indicators 

(KPIs) are critical to this effort. To that end, we will create and update a 

Recovery Management Dashboard to compile results, which can then be 

used to track and further optimize our efforts.

RESULTS TRACKING | SUNSHINE PLAN

RESULTS TRACKING

RECOVERY MEASUREMENT DASHBOARD

The objective of the Recovery Measurement Dashboard is to offer a 

simple reporting solution to help assess Louisiana’s recovery from 

the COVID-19 pandemic. This dashboard will report on the entire state 

by utilizing mobile device data collected at specific points of interest. 

Data can be sorted by date range and location, and measures local, 

in-state, domestic and international visitors. The dashboard will also 

incorporate actual visitor spending, hotel occupancy, tax collections 

and enplanements. This model will benchmark against data from 

2019 visitation.
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“ As we work to recover from the 

impacts of COVID-19, it’s critical that 

we track our progress and results to 

ensure that we are working efficiently 

toward the best return on investment. 

We are dedicated to making the 

greatest impact possible for this 

industry and for the people of our 

great state.”

DOUG BOURGEOIS 
ASSISTANT SECRETARY OF TOURISM  
LOUISIANA OFFICE OF TOURISM

Voices of the Industry

Fresh Louisiana oysters
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While Louisiana’s leadership and tourism partners worked tirelessly  

to deliver eight consecutive years of record-breaking growth, COVID-19  

has crippled our industry in 2020. It will take all of us pulling together 

once again — with additional support and resources shoring up our 

efforts — to restore Louisiana tourism to those heights.

And that’s exactly what we will do.

 

As Lt. Governor Billy Nungesser said in his opening letter, adversity  

has pounded Louisiana many times before in the form of storms, oil 

spills and other disasters both natural and man-made. But if there is 

anything positive to come out of those hardships, it’s not what they  

took away from us — it’s what they gave us. 

The courage to get back on our feet.  

The kindness to reach out to a neighbor.  

The willingness to work hard.  

The strength to rebuild.

IN CONCLUSION ...

We are forever Louisiana strong, 
And we will keep shining.

Cajun Corridor Byway 43IN CONCLUSION | SUNSHINE PLAN


