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Introduction
The resorts visited on this Resorts Operations Best Practices mission were located in Vermont, New Hampshire, and Maine. This mission focused on “destination resorts”, as this concept is more relevant to the Atlantic Canadian region (i.e.  Sport fishing lodges, ski resorts, wilderness resorts, golf resorts, beach resorts, etc.). Therefore, the resorts visited were destinations in themselves and have successfully been able to adapt to modern trends. Examples of these adaptations are offerings of new products and programming, attracting media conventions, focusing on the incentive travel market, and innovative marketing.  
The destinations chosen for this Best Practices mission have a history of first-class accommodations that range from luxury to wilderness adventures, all of which offer timeless scenery. The resort market is broken up into regions and each region focuses on different aspects of tourism: recreational, wilderness, and adventure to name just a few. These experiences are paired together with Vermont’s high standards of local cuisine. Many of the resorts have partnered with local operators, much like in Atlantic Canada, to offer add-on activities/packages. The participants experienced a diverse array of lodging accommodations throughout the mission that served as the backdrop for the learning opportunities.
Christina Diaz, co-owner of Redpoint Marketing PR, Inc., facilitated and accompanied the group for the duration of the mission. Christina is an expert in the industry and offers boot camps to resort operators on a variety of topics, such as; where to strategically spend marketing dollars, how to effectively utilize social media, packaging, and product development. Throughout the mission, Christina conducted two boot camps, tailored to the relevance of the Atlantic Canadian operators. Also, Christina was instrumental in securing some of the most renowned leaders in the New England hospitality industry who shared their success stories with our group. 
Purpose
The Resort Operations Tourism Best Practices Mission provided Atlantic Canadian tourism operators with first-hand industry knowledge and information on development and marketing models which exemplify such attributes as quality, high productivity, extended seasonality and motivation to travel.  Missions are designed to expose private sector operators and representatives of sustainable tourism communities to successful tourism operators/entrepreneurs and outstanding products. 

The purpose of this mission was to learn new trends in the resort industry, how to target the changing resort customer, how to build and offer new programming and packaging in the resort industry, etc.  This mission visited destinations that are known for their quality resorts which have successfully been able to attract and place significant focus on the media convention, meetings, and incentive travel market. 
Primary Expectations
· Build relationships that can later be used to help grow your operation.
· Visit resort operations that may be facing the same challenges as our own in Atlantic Canada.
· Better understand what makes these high end resorts successful and how these strategies can be implemented in Atlantic Canada.
· Learn of new tourism marketing trends, opportunities and techniques and direction. 
· Learn how using social media can help grow a resort operation.
· Learn how these resorts are managing to stay successful year round.
· Understand how these resort operations use their facilities, such as conference and meeting space to generate revenue in the slower parts of the year.
Mission Lead
Rob McCloskey – ACOA PEI and Tourism (Tourism Atlantic)
Participants

Newfoundland and Labrador

Trevor Stuber- The View Golf Resort

Luke Fisher- Fishers’ loft Inn

Roger Jamieson- Kilmory Resort

Tracey Penney- Riverwood Inn
Shane Curnew – ACOA - NL
New Brunswick

Michael Mersereau - Governor's Mansion

Yennah Hurley - Daytripping at Rockwood Park
Jim Gertridge - Miramichi River, a Rodd Signature Hotel
Nova Scotia

Calvin Wadden - Pictou Lodge Beachfront Resort
Karen Corkin - Atlantica Hotel and Marina Oak Island

Scott N. MacAulay- Cape Breton Resorts

Bob Book – Nova Scotia Department of Economic and Rural Development and Tourism 
Prince Edward Island

Audrey Firth- Stanhope Beach Resort
Murray MacPherson - Brackley Beach Northwinds

Louise Arsenault - Western PEI Tourism 

Mission Activities and Presentations

1. Dave Hakins and Chef Seiver, the Inn at Essex
http://www.vtculinaryresort.com/
Background
A 120 guest room and suite resort with distinctive character and inviting warmth as the area’s only AAA Four-Diamond resort, minutes from Burlington’s cultural scene and a short drive to the best skiing in the East.  
Along with warm hospitality, and a world class Spa, the Essex Resort & Spa is known for its culinary experience with award-winning restaurants and cutting edge cooking classes.
The group received a site tour from Dave of the resort followed by a culinary experience with Chef Seiver. 
Comments on the activity/presenters:
· This was a great example on how to drive revenue without driving up costs.
· Great ideas about using culinary experiences to add to new revenue streams with underutilized human resources during slower business periods. It would be quite beneficial to send a chef to this resort to learn how it works, so they could institute an off season program.
· This was a great experience, they were both great at what they do. Hands on experiential tourism at its finest.
2. Sam von Trapp, Owner of Trapp Family Lodge
http://www.trappfamily.com/
Background
A mountain resort in the European tradition that offers unique packages – Winter Wellness Packages, Yoga Retreats, Writers Retreats, etc. Trapp Family Lodge is a 2,400 acre natural playground offering year-round recreational activities. Specializing in fine dining and fine wines – their chef is always creating delicious meals with Vermont local produce and the grounds feature a bakery and brewery. The Lodge uses innovative marketing to build awareness and clientele – blogs, facebook, etc. The entire property is still owned and operated by the von Trapp family.
Comments on the presenter:

· Very honest and clear on the pitfalls of fractional and timeshare properties and also the benefits. This was a great presentation on how to build a first class resort.
· Information on using outdoor activities to generate occupancy was quite useful. Real estate development (time share+ fractional ownership) is certainly something to consider for the future. Their advice on lessons learned can be taken to heart. Also, their enthusiasm to share with others is admirable and desirable to replicate. 
· Enjoyed this session as you could tell their heart and soul went into the property. There was a real sense of pride and hard work to ensure the resort was successful. Great package ideas and ways of prospecting new customers.  
3. Christina Diaz, Co-owner of Redpoint Marketing PR, Inc.
http://www.redpointpr.com
Background

Founded in 2002, Redpoint Marketing PR Inc. has earned a reputation for crafting practical, creative solutions for client business challenges. 

Clients of all sizes enjoy working with them, because they adapt their approach and work style to suit their own. They are exceptionally adept at meeting and indeed exceeding the needs of small to mid-sized entrepreneurial-spirited organizations (for whom they are often the sole marketing partner)...yet, their expertise shines brightly when tapped by large global brands (where they are often merely one strategic piece of a massive integrated marketing effort).

Serving such a diverse range of clients has broadened their skill set, from seamless execution of multi-million dollar campaigns and launches, to crafting low-cost/no-cost story ideas that command instant media attention. Their program development philosophy is simple, “make every dollar count”. They recommend initiatives that best maximize a client's budget and support their business objectives most effectively.

From their home base in SoHo, NYC, the Redpoint team maintains strong relationships with elite journalists across a wide range of media specialties. Redpoint staff members are persuasive, curious, creative, practical, solution-oriented, and precise. They know when to infuse some playfulness into a client's brand, and when a more resolute and sophisticated approach is required. They are chameleons, who make a client's objectives their own. Every single day, they live up to the values that are inherent in their very name…Results, Energy, Direction, and a to-the-POINT focus.
Christina delivered two boot camp workshops over the course of the mission that were very applicable to the Atlantic Canadian delegates challenges
Boot Camp Workshop #1 – Spending Tourism Marketing Dollars Wisely:

· Chris was an amazing speaker who added a personal touch to make sure we were all getting something out of the presentation. Her ideas around how to market using social media were quite interesting.
· Very knowledgeable and well informed. The topics discussed consisted of ideas that can certainly be used in Atlantic Canada.
· Did a great job presenting material to a group with varying levels of marketing knowledge.  The session was very informative and provided useful information which can be applied to our business. Good partnership ideas.
· So much information, marketing social media, it was high energy and interesting
Boot Camp Workshop #2 - Comments on the activity/presenters:

· This session was extremely helpful and practical. It demonstrated ideas for quick implementation, monitoring and management.
· This was a great workshop on public relations. She was able to clearly show the importance of social media and its invaluable benefits.
· Chris was always very personable and dedicated to making the experience perfect for each participant.
· Chris from Redpoint was amazing. Her knowledge and professionalism kept the trip interesting and very informative. 
4. Courtney Lowe, Director of Sales and Marketing, Woodstock Inn 
Werner Graef, General Manager, Woodstock Inn

http://www.woodstockinn.com/
Background

The Woodstock Inn & Resort is located in the heart of Woodstock, Vermont. This premier Vermont destination has been coined “the prettiest small town in America” thanks to its nostalgic main street, rural attractions and untouched panoramas.  

The Woodstock Inn & Resort, a Preferred Hotel, offers modern amenities and services within a quintessential Vermont setting. 142 spacious rooms and beautiful grounds create a welcome, cozy escape any time of the year. The Resort attracts couples, families, and adventure seekers alike who find plenty to do both indoors and out. 
The Resort offers a variety of hotel specials and deals, from family packages to Vermont Spa Retreats to unique weekend getaways. Their four-diamond culinary team specializes in regional recipes and usually locally grown food to blend traditional style with sophisticated tastes. Voted as one of the Top 100 resorts in the U.S. by CONDE NAST readers. 

Comments on the presenters:
· A lot of useful information was provided on how, when and to whom the Woodstock Inn markets (their market) ( Boston/New York market (2-5 hour drive).
· Some of the information on how they market is transferrable. Very relevant information and well presented. The caliber of the speakers was again quite good.
· The history and revenue management was quite interesting. Also, it was great to see the ways they equip their guests with lots of activities and things to do.
5. Kate Williams, Executive Director of Northern Forest Canoe Trails
http://www.northernforestcanoetrail.org/
Background

The Northern Forest Canoe Trail (NFCT) links the waterways of New York, Vermont, Québec, New Hampshire and Maine and offers vacation package getaways that include the services of expert local guides and highlight some of the best lodging, dining and shopping establishments in the region.  
NFCT offers maps, books, and web-based tools to help visitors connect to the 740-mile paddling route that traces a fascinating history from early Native Americans through European settlers. NFCT also introduces you to the places and people that make waterway destinations along the route in the Adirondacks and Northern New England inviting and exciting today. 

Comments on the presenter:

· This was an extremely useful presentation for our property and for partnerships currently under development.
· This presentation was great at demonstrating how your operation can expand and thrive with the right partnerships in place.
· Excellent marketing ideas for looking outside your area and opportunity. We need more in Atlantic Canada with this ability and expertise. It would be very easy to partner with us one on one with this attitude.
6. Rusty McLear, Property Owner, Inns & Spa at Mills Falls
http://millfalls.com/
Background

From a dilapidated mill town to a world-class village resort, Meredith has undergone a remarkable transformation over the last twenty years, and The Inns and Spa at Mill Falls have played a major role in that transformation

They aspire to be the premier hospitality destination in Northern New England. They are committed to providing exceptional service in a clean, well-maintained, unique environment that enhances the community. Their commitment also extends to the environment and how, as stewards of the area, they can best impact the changing world. They continually seek improvements and initiatives to lessen the impact on the local and global environment.
Comments on the presenter:
· This was one of the best presentations of the mission. This gentleman is a great operator who has a positive attitude towards the industry.
· This presentation was especially relevant to our community, which has been hard hit by closures. I will bring this information back to share with city officials.
· Absolutely personal and straight from the heart. He showed excitement when telling the story of where he started and how he got to where he is now. Also, demonstrated the importance of hard work, local relationships and knowing what your guests want.
7. Frank Wetenkamp, General Manager Wentworth by the Sea Resort, Spa, & Marina 

http://www.wentworth.com/
Background
Wentworth by the Sea commands the island of New Castle, New Hampshire's oldest settlement, next to the Distinctive Destination® of Portsmouth, overlooking the Atlantic Ocean. The perfect destination for a romantic getaway, family vacation or group, Wentworth by the Sea, Marriott Hotel of the Year, is just an hour north of Boston. The 161 guest rooms & suites blend historic elegance with 21st century convenience. Portsmouth, New Hampshire conferences, meetings, and events appreciate the 10,000 sq. feet of flexible space including the original Grand Ballroom and the Treaty Boardroom. It’s the only property in New England or New Hampshire to make it on the Worlds’ Best list by both Travel & Leisure and Conde Nast Traveler.
Comments on the presenter:

· This presenter was quite smart, yet low key and down to earth. They presented a great idea and showcased a fantastic property with seaside opportunities.
· A great leader and planner for this trip. He was great for anyone who hasn’t been in the industry for long. For the more senior members of the trip it was a more standard presentation.
· Some useful ideas that were shared, included, the refurbishment and renovation of an old property. This resort was very unique and not at all industry standard. 
· Invaluable. My favourite place for sure.
· Amazing property
8. Beth Steucek, CEO of New England Inns and Resorts Association

http://www.newenglandinnsandresorts.com/
Background

For over a century, the New England Inns & Resorts Association has remained committed to one underlying principle - a proud tradition of gracious hospitality. It's our only requirement for membership, and it's why we offer the widest range of lodging options, from the largest New England luxury resorts to the most intimate bed and breakfasts. Our properties may differ in size and scope, but the tie that binds us together is a genuine care for you.
Comments on the activity/presenters:

· This was a great presentation from a strong general manager. Very positive and high energy, especially for so early in the day. Beth presented some fantastic ideas.
· This presentation was especially helpful for relationships with other organizations that provide marketing support. Some useful marketing ideas were provided, plus partnerships were really fantastic for both individual properties and associations.  
· Incredible amount of information that can be brought back to local tourism associates. 

· Learned a lot from this presentation on how to adapt to the changing needs of clients. Would like to see our local associations become somewhat more entrepreneurial minded like they were. 

9. Rauni Kew, Marketing Director and Environmental Leader, Inn by the Sea
http://www.innbythesea.com/
Background

A multi-million dollar makeover has elevated the Inn into Maine’s premier luxury beach destination.  They’ve added many services and amenities, changing nearly everything and all 57 guest rooms redefine coastal luxury. The Inn offers a full-service spa, and a restaurant that presents an authentic Maine culinary experience prepared from the freshest local ingredients. 

The Inn is very environmentally sensitive and is minutes away from Portland named a “surprising, thriving and emerging world travel destination for 2007” by Frommer's Travel Guides and Frommers.com. Inn by the Sea was selected in the top 100 hotels in the United States and Canada by Travel & Leisure readers for 2007 and Voted #1 for “Best Maine Inn” by Maine Sunday Telegram. 

Comments on the activity/presenters:

· Excellent information on social responsibility, which made the concept of “going green” easier to accept. 
· One of the most passionate presenters of the mission. This presentation did a lot for my understanding on how to make my resort greener. They are where we all need to be on this issue. 
· Very useful presentation. She was quite knowledgeable and gave a very good overview. They also gave some proactive suggestions on how to use green promotions for marketing.
10. Tom Harrington, Owner, Kennebunkport Resort Collection Properties
www.kennebunkportinn.com/
Background

The Kennebunkport Inn is Kennebunkport, Maine’s quintessential classic New England Inn. It has been a renowned and timeless landmark hotel in Kennebunkport since 1899. Once a tea merchant’s expansive mansion, the Kennebunkport Inn captures the classic elegant appeal of that era with a sophisticated modern blend of exceptional service and attention to detail. Kennebunkport Inn was selected as one of the Travel Channel's "Maine Best Escapes".
Comments on the activity/presenters:

· Another amazing operator. Knows how to get the greatest yields from his operators.
· Excellent sales person, with a great vision and great ideas for the property.
· Very informative and confident about the product. He certainly knows what he wants to do and what type of guest he wishes to target.
Evaluation of the Mission
(Taken from participant surveys and debrief discussions)

1. What were the strengths of this Best Practices Mission?  
· The main highlights of the trip were talking to the resort owners on their challenges and successes as well as talking to my Atlantic Canada Colleagues on the challenges and solutions. The days were spent with the other Atlantic Canadian Resort owners was almost as valuable as the mission itself. 
· The quantity of the properties, presentations and developments were better than I expected. The openness and friendliness of the operators was terrific and genuine, and it seemed like they wanted to help us. 
· I learned much more than anticipated regarding cost effective ways to increase our “WOW FACTOR” and increase word of mouth advertising 
· I was very impressed with the calibre of the resorts and the speakers. The knowledge shared and the networking was invaluable. It was more than expected. Presenters were excellent. They shared information that was relevant to experiences. The boot camps were excellent and exceeded what I expected. 
· Well organized and excellent program (mix of visits and sessions). Selection of resorts/hotels - there was sufficient variety in type, location, history and local situations.  
· Having Chris Diaz as a constant source of information in between stops and during our down times. Her knowledge and professionalism kept the trip interesting and very informative.
· I felt that New England was a good choice due to the quality of the places and the range of places. It was very useful around conferencing and social media
· Having such a great individual’s share the trip with just made it all better. Everyone blended well and that just increased the level of knowledge absorbed. Excellent group.

· From the start of the mission all the day through nothing but class and professionalism 
· Our host, Chris was very good. She spent lots of one on one time with members of the group. The inns were great choices and I picked up a lot of little ideas to improve our inn. The Social Media Boot camp was very helpful as well.
· Chris! All the way! She knows her stuff and made everything worthwhile, interesting and fun. 
2. What aspect of the mission could be improved for future programs? 
· Travelling to a new hotel each night wasn’t ideal. It would have been nice to stay more than one night at the same hotel. Also, the choice of meals, very limited selections for the price paid. 

· It was a little too long and the meals were very heavy. Time should be taken to keep us active, such a planned walk every day. 

· Advantage of resorts being so close to large markets such as Boston and New York makes comparability difficult. There is just not an equivalent market size in Atlantic Canada.
· Finance/revenue situations are not comparable. New England can charge more (due to market size) and Atlantic Canadian resorts operate in a different market which creates different challenges. 
· Some of the guest speakers seemed to think we were there for a tour of their facility.
3. What changes/enhancements are you planning to make to your business as a result of the mission?
· Staff training, and coaching - improve staff moral and appreciation.
· Be different, exciting and tell people. 

· Become more environmentally conscious - Institute cost effective green initiatives.
· Raise room prices.

· Target New York market more.
· Take more of our products to a new level. Make them more experiential. 

· Upgrade website immediately. The design and content of which has been influenced by this mission. We are developing partnerships with other visitor experiences to make our inn a “destination”.  
· More effort toward free public relations ideas. 

· Doing more of the small personal things to improve guest satisfaction.
· Networking with other Atlantic Canada operators was invaluable. I have already set partnerships with them to reach the one common goal of prosperity and success for the region.
· Every session that was attended and every property that was visited opened your eyes and helped realize we have such a great area here in Atlantic Canada. The goal is to be more creative and innovative on marketing and getting the word out about the product. There is a smaller population in our area, but we have to come up with more interesting ways at getting the information out there.
· Going green and the idea of using soap bars. Also, certain website ideas and how to more effectively use social media to promote the business.
· Increase staff awareness with more training and cross training. Step up in our community. This was an excellent experience that I wish my entire staff could have shared in. 

· Make sure you give 110% when putting together a package/promotion.We have always tried this, but never quite succeeded all the way. 
Conclusion
The Resort Operations Best Practices mission held in New England March 28 – April 2, 2011 was a great success; feedback from the participants has been extremely positive. The Atlantic Canadian resort operators had many opportunities to understand what made these visited destinations to be considered “world class”. Through Christina and the presenters, participants learned about new trends such as social media, empowering staff, and effective green initiatives. The participants were particularly impressed with the high caliber of the resorts and speakers they met with as well as the knowledge shared and networking opportunities.
In a like-minded group, the diverse mix of participants representing government, tourism associations, private businesses, etc. were able to develop relationships that will continue well after the mission.  
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March 28 – April 2, 2011
Key contacts:

Christina Diaz – Co-owner of Redpoint Marketing PR, Inc.[image: image8.jpg]



Notes:

Chris will be a part of our group for the duration of the mission – she will facilitate throughout the week and will lead discussions tailoring lessons learned to the group’s situations, challenges, etc. Also, she will lead two boot camp sessions with our group during the week. 

Day 1- Monday, March 28th  
1:00 p.m.:
Atlantic Canada participants fly into Burlington, VT

1:30 p.m.:
Depart for Stowe (about a 15 minute drive)

2:00 p.m.:
Arrive-Visit the Inn at Essex 

http://www.vtculinaryresort.com/    

A 120 guest room and suite resort with distinctive character and inviting warmth as the area’s only AAA Four-Diamond resort, minutes from Burlington’s cultural scene and a short drive to the best skiing in the East.  

Along with warm hospitality, and a world class Spa, the Essex is known for its culinary experience with award-winning restaurants and cutting edge cooking classes. 

 2:15 p.m.:
Meet and Greet – Chris Diaz, Co-owner of Redpoint Marketing PR, Inc. to host

· Welcome 

· Overview of the week
· Learn of the latest trends in the resort industry and how to target the changing resort consumer

3: 45 p.m.:
Site tour at the Inn at Essex

Presentation: 

· Learn of creative methods to enhance the consumer experience and generate alternative revenue streams.
· How to tap into the growing MC&IT market by developing experiential incentive travel products and experiences
Presenter:
Jim Glanville, General Manager
5:00 p.m.:
Dinner at Essex


(Being a culinary resort – we want to offer a culinary experience as part of our networking and ice breaker)


Special Culinary Event

7:00 p.m.
Depart for Stowe - Trapp Family Lodge (Approx. 54 min.)


http://www.trappfamily.com/
A mountain resort in the European tradition that offers unique packages, such as; Winter Wellness Packages, Yoga Retreats, Writers Retreats, etc. Trapp Family Lodge is a 2,400 acre natural playground offering year-round recreational activities. Specializing in fine dining and fine wines – their chef is always creating delicious meals with Vermont local produce and the grounds feature a bakery and brewery. The Lodge uses innovative marketing to build awareness and clientele – blogs, facebook, etc.

8:00 p.m.:
Arrive at Trapp Family Lodge and check in for the night

Possible evening entertainment in Stowe TBD depending on arrival time (suggestions coming from Sam von Trapp)
Day 2 Tuesday, March 29th      
8:00 a.m.:
Check out

8:30 a.m.:
Breakfast presentation
 

· Resort and family history

· Learn how to deliver on guest’s expectations and satisfy the needs of the guest resulting in repeat business, loyalty, and recommendations

Presenter:
 Sam von Trapp, Owner of Trapp Family Lodge

9:30 a.m.
Site tour of Trapp Family Lodge – including lodge and residences

10:15 a.m.:
Depart for Stoweflake Mountain Resort (20 min travel) 


http://www.stoweflake.com/resort.aspx 

Under the backdrop of Mount Mansfield, Vermont’s highest and most majestic peak, is Stoweflake Mountain Resort & Spa, Stowe’s renowned AAA Four-Diamond luxury resort. No matter the time of year, Stoweflake Mountain Resort offers a variety of unique activities and experiences for guests. A culinary repertoire that focuses on local cuisine and also has a Spa that has won Foder’s Choice of Top 10 Destination Spas in the U.S., truly makes Stoweflake Mountain Resort a destination resort. 

10:45 a.m.:
Property tour at Stoweflake Mountain Resort



Presentation: 

· How to maximize opportunities to cross sell products and partner with other experiential operators
Presenter:
Owner of Resort
12:15 p.m.:
Tour of Ben & Jerry’s Factory Tour – discussion with Promotion Director
1:00 p.m.:
Leave for the Woodstock Inn (Approx. 2 hours)



http://www.woodstockinn.com
(Boxed lunch en route)
The Woodstock Inn & Resort, a Preferred Hotel, offers modern amenities and services within a quintessential Vermont setting. 142 spacious rooms and beautiful grounds create a welcome, cozy escape any time of the year. The Resort attracts couples, families, and adventure seekers alike who find plenty to do both indoors and out. 
The Resort offers a variety of hotel specials and deals, from family packages to Vermont Spa Retreats to unique weekend getaways. Their four-diamond culinary team specializes in regional recipes and usually locally grown food to blend traditional style with sophisticated tastes. Voted as one of the Top 100 resorts in the U.S. by CONDE NAST readers. 

3:00 p.m.:
Arrive at Woodstock Inn and Resort check in and free time to walk around grounds

5:30 p.m.:
Special tasting dinner at Woodstock Inn Resort



May include local partners for networking 

8:00 p.m.:
Late Evening entertainment (optional)

Day 3 Wednesday, March 30th


7:30 a.m.:
Pre-Breakfast tour of the Inn, Spa, Golf, Recreational Center, & Ski area 

(coffee/ tea/ hot chocolate) and check out

8: 30 a.m.:
Presentation: Breakfast during Q&A with:

· Courtney Lowe, Director of Sales and Marketing, Woodstock Inn
· Werner Graef, General Manager, Woodstock Inn
10:00 a.m.:
Bootcamp Workshop #1: 
Led by Chris Diaz, Co-owner of Redpoint 

Marketing PR, Inc

· Discuss unique challenges of Atlantic Canada delegates
· Application of lessons learned to date and relevancy to Atlantic Canada situational factors
· Ideas for development in terms of product, innovative marketing, etc. to grow markets
11:30 a.m.:
Depart Woodstock, VT to Meredith, NH (about a one hour and 40 min. drive)



Lunch en-route or before departure

· Chris to provide history of Town of Meredith and the revitalization efforts

1:15 p.m.:
Arrive at Meredith/ Inns & Spa at Mills Falls – early check in



www.millfalls.com
An old mill town that fell apart and has revitalized as a tourism destination village that now is home to 4 resorts with each their own unique look/feel, cottages, a marketplace, various culinary options, etc.



2:00 p.m.:
Site tour and Presentation

· The challenges and opportunities that town has faced

· The success of creating a historic town by focusing on destination resorts
· Community relations – public/private partnerships



Presenter:
Rusty McLear, Property Owner

5:30 p.m.:
Dinner on own at one of the six restaurants in village 



Day 4 Thursday, March 31st 
7:30 a.m.:
Breakfast at Inns & Spa at Mill Falls and check out

8:30 a.m.:
Bootcamp Workshop #2: 
Led by Chris Diaz, Co-owner of Redpoint 

Marketing PR, Inc

· Continue to discuss challenges and opportunities for Atlantic Canada delegates

· How to improve conversion through social media and networking strategies and learn about how effective partners can be ambassadors for your business
· Learn of innovative marketing and product development ideas  to tap into the affluent leisure market, what methods and techniques are working best and what changes will be required to stay consistent in the industry
10:00 a.m.:
Depart Inns & Spa at Mill Falls 


Drive to Portsmouth, NH (Approx 1 h, 23 min to Wentworth by the Sea Resort)

11:30 a.m.:
Arrive at Wentworth by the Sea Resort, Spa, & Marina 


http://www.wentworth.com/ 

It’s the only property in New England or New Hampshire to make it on the worlds’ Best list by both travel & leisure and Conde Nast traveler

11:45 a.m.:
Site tour by General Manager: 

Presentation: 

· Best Operational Practices at Wentworth by the Sea Resort, Spa & Marina
· How to tap into the growing MC&IT market by developing experiential incentive travel products and experiences – discuss Wentworth’s “theme meetings”
12:30 p.m.:
Working lunch at the Wentworth by the Sea Resort

 Presentation: Northern Forest Canoe Trail

· How Resorts can effectively partner with local suppliers/experiences in a way that is mutually beneficial to both parties

Northern Forest Canoe Trail links the waterways of New York, Vermont, Quebec, New Hampshire, and Maine and offers vacation package getaways that include the services of expert local guides and highlight some of the best lodging, dining and shopping establishments in the region.  

 1:30 p.m.:
Drive to Cape Elizabeth, ME – Inn by the Sea (one hour and 16 min. drive)



 Settle in free time

http://www.innbythesea.com/ 

A multi-million dollar makeover has elevated the Inn into Maine’s premier luxury beach destination.  They’ve added many services and amenities, changing nearly everything and all 57 guest room intend to redefine coastal luxury. The Inn offers a full-service Spa and a restaurant that presents an authentic Maine culinary experience prepared from the freshest local ingredients. 

The Inn is very environmentally sensitive and is minutes away from Portland named a “surprising, thriving and emerging world travel destinations for 2007” by Frommer's Travel Guides and Frommers.com. Inn by the Sea was selected in the top 100 hotels in the United States and Canada by Travel & Leisure readers for 2007 and Voted #1 for “Best Maine Inn” by Maine Sunday Telegram. 

2:45 p.m.:
Check into Inn by the Sea

Free time

6:30 p.m.:
Networking social and buffet dinner at Inn

Invite ME resort and inn operators to mix & mingle - some facilitation and discussion to kick off the evening (Chris to host) 

Day 5 Friday, April 1st  

8:00 a.m.:
Breakfast at Inn and check out

Presentation: 

· Travel packages and special member promotions

Presenter:
Beth Steucek, CEO of New England Inns and Resorts Association

Founded in 1907 by owners of B&Bs, hotels, inns and resorts in the New England region, the New England Inns & Resorts Association is comprised of over 250 properties, many of which are rated four-diamond by AAA and four-star by Mobil Travel Guide.

8:45: a.m.:
Site tour of the Inn

Presentation:
Learn how to manage your carbon footprint – green manageable initiatives and what does this mean for your bottom line

Presenter:
Rauni Kew, Marketing Director and Environmental Leader

11:00 a.m.:
Depart for the Kennekunkport Inn (Approx. 44 min)



http://www.kennebunkportinn.com 

11:45 a.m.:
Arrive and check in

12:00 p.m.:
Lunch

1:00 p.m.:
Site tours and presentation of the Kennebunkport Resort Collection Properties:

· Hidden Pond

· Tides Beach Club

· Cottages at Cabot Cove

· Old Fort Inn & Resort

Tours given by owner Tim Harrington

3:00 p.m.:
Back to Kennebunkport Inn



Wrap up meeting and Q and A with Chris

4:00 p.m.:
Free time

7:00 p.m.:
Group dinner
Day 6 Saturday, April 1st  
7:30 a.m.:
Early breakfast at the Inn and check out

8:30 a.m.:
Depart for Portland Airport (40 min. drive)

Appendix B: Mission Evaluation Results
Mission Arrangements (fig. 1)
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(Scale1-5)
Business Relevance (fig. 2)
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Presentations and Seminars (fig. 3)
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(Scale 1-5)

The Mission’s business Impact (fig. 4)
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(Yes or No)
Mission Expectations (fig. 5)
[image: image5.png]Mission Expectations
9% 0%

M Exceeded
M Met
M Failed

91%





(Scale 1-3)
Appendix C: Learning Objectives/Recruitment

Resort Operations

Best Practices Mission

Date: 

March 18th to April 2nd, 2011

Location:
Vermont, New Hampshire, and Maine
The resorts we will be visiting in Vermont, New Hampshire, and Maine are destinations in themselves.  They have successfully been able to evolve by offering new products and programming as well as attract, and place significant focus on the media convention, meetings, and incentive travel market.  This mission will focus on “destination resorts” as this concept is more relevant to the Atlantic Canada region’s scenario (i.e. sport fishing lodges, ski resorts, wilderness resorts, golf resorts, beach resorts, etc.).
The purpose of this mission is to learn the new trends in the resort industry, how to target the changing resort consumer and how to build and offer new programming and packaging in the resort industry.  This mission will be visiting destinations that are known for their quality resorts, which have successfully been able to attract and place significant focus on the media convention, meetings, and incentive travel market. 

The chosen destinations have a history of first-class accommodations ranging from luxury to wilderness adventures, all offering timeless scenery.  The resort market is broken up into region and each region focuses on different aspects of tourism: recreational, wilderness, and adventure to name a few.  These experiences are paired together with Vermont’s high standards of cuisine. Many of the resorts have partnered with local operators, much like Atlantic Canada and offer add-on activities. 
Christina Diaz, from Redpoint Marketing PR, Inc. will be facilitating and joining the group for the duration of the mission.  She is an expert in this industry and offers boot camps to resort operators on a variety of topics, such as where to strategically spend marketing dollars, how to effectively utilize social media, packaging, product development, and so on
Learning Objectives:
· Learn of the latest trends in the resort industry and how to target the changing resort consumer

· Improve resort management skills – faced with rising operational costs and consumers with smaller disposable income – learn of creative methods to enhance the consumer experience and generate alternative revenue streams
· Learn how to tap into the growing MC&IT market by developing experiential incentive travel products, itineraries

· Learn of innovative marketing ideas to cost effectively tap into the affluent leisure market, what methods and techniques are working best and what changes will be required to stay consistent in the industry
· Learn how to deliver on guest's expectations and satisfy the needs of the guest resulting in repeat business, loyalty, and recommendations
· Learn how to manage your carbon footprint by energy management, water management, and waste management
· How to maximize opportunities to cross sell products and partner with other experiential operators
· Gain insight into how to improve conversion through social media and networking strategies and learn about how effective partners can serve as ambassadors of your business
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