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What is The Harkaro Group?
The Harkaro Group has one mission. To promote the Windsor and Detroit region to the word using any
means possible. Thisindudesinitiatives such as:

Helping to identify potential new products, services, or industries that would prosper within this
region;

Helping various groups and organizations in marketing the Windsor-Detroit region to those new
products, services or industries; and

Participating in varous organizations, networks, and groups that are dedicated to the promotion of
Southwestern Ontalio and Southeastern Michigan.

Who is in The Harkaro Group?
The Harkaro Group is made up of consultants and professionals currently living and working throughout
Windsor and Detroit who have a vested interest in promoting the region as a whole.

Does The Harkaro Group work with political groups?
Absolutely! Our goal isto empower those currently in office by providing them research and findings coming
directly from the community so they can lobby for positive changes throughout Windsor and Detroit.

What is The Global Hands of Freedom?
The Global Hands of Freedom is an international network of professionals who meet periodically to
brainstorm and leverage relationships to help build a strong relationship between Windsor and Detroit.

How does it differ from The Harkaro Group?

The Global Hands of Freedom is an open network meant for the exchanging of ideas and brainstorming.
Any professional interested in promoting Windsor and Detroit as whole is invited to attend. The group is
used for brainstorming and networking where The Harkaro Group requires its professional to participate in
active research, initiatives, and various campaigns.
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The future of Windsor and Detroit has never been brighter. Recent
changes within the automotive sector have forced the community to
re-examine our offelings and begin to market ourselves differently.
Historically, when faced with economic adversity the Windsor-Detroit
region has a prominent and self-determinant legacy of redefining
itself. Thisregion has literally transformed the word from the
American Rewolution, to the Underground Railroad, to the
involvement during prohibition, to its multitude of inventions
(induding the automobile). All have contributed to a historical
diversity found within very few communities.

In late 2006 a group of professionals from Windsor and Detroit
gathered to discuss how this diversity could be maximized. The
group discussed the current challenges facing the communities of
Windsor and Detroit and agreed to collaborate on discovering
solutions. The professionals were assigned into two working groups,
incorporating their skills to identify solutions for our communities.
Surprisingly, both groups came back with similar recommendations.
The recommendations induded promoting “A Day Away” experience
to help drive foot traffic between Windsor & Detroit and an
agreement to begin investigating opportunities to promote the areas
historical experiences.

Out of this initial meeting The Global Hands of Freedom group was
formed. Made up of dedicated professionals from Windsor and
Detroit the network disseminates research and information through
both countries and into the hands of individuals who have a need for
new findings, research, and ideas.

A yearfollowing the creation of The Global Hands of Freedom
another smaller organization was formed. The Harkaro Group is a

team of consultants and professionals dedicated to increasing
tourism and trade to the Detroit-Windsor region. From assi sting in
the promotion of the region to attracting new businesses, to
developing unique products and opportunities the group has one
goal — Promote Windsor and Detroit to the world using any means
possible.

Thisreportisthe deliverable from The Harkaro Group to the
communities of Windsor & Detroit. With support from The Global
Hands of Freedom this report will be disseminated throughout the
communities to any and all individuals who are in need of the
findings contained within.

At a high-level this report will illustrate how Cultural Heritage Tourism
can be a diiving and positive force behind influencing the Windsor
and Detroit economies for the positive. It will illustrate how the
promotion of Windsor and Detroit together creates a unique package
and provides our communities with a competitive edge in attracting
tourists. It will illustrate how research and findings indicate that our
focus should be on The Underground Railroad and Afiican Amelican
History. It will go beyond the research and strategy and provide
recommendations for tactical execution induding messaging to be
used and possible distribution methods.

Thisreportisintended to be challenged. Itisintended to spur
discussion. More importantly itisintended to spark action. The
Harkaro Group along with The Global Hands of Freedom have
committed to helping diive this initiative by arranging a series of
meeting and brainstorming sessions for all interested parties. We
look forward to your responses and to the exciting future that awaits
Windsor and Detroit.
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3.1.1 What is Cultural Heritage Tourism?

Cultural heritage tourism (or sometimes referred to as heritage tourism or cultural tourism)is made of
experiences sought by tourists pursuing an authentic destination and a sense of personal enrichment.

“Cultural tourism involves visits by persons from outside the host community motivated wholly or in part
by interests in historic, artistic, scientific, orlifestyle/heritage offerings of a community, region, group, or
institution.” (LORD Cultural Resources Planning and Management Inc.).

3.1.2 Cultural Heritage Visitor Profile '
A growing number of visitors are becoming special-interest travelers who rank the arts, heritage and/or
other cultural activities as one of the top five reasons for traveling. These visitors are known as cultural
tourists. Since 1998, the Travel Industry Association of America (TIA) and Partnersin Tourism have
collaborated on research thatilluminates the scope of this demographic trend in travel. The fact sheet
below summaiizes key findings in the latest report by TIA and Smithsonian Magazine, The
Historic/Cultural Traveler, 2003 Edition.

How many cultural tourists are there?
Nearly 118.1 million American adults say theyinduded atleast one of fiteen arts, humanites, historic or

heritage activities or events while traveling in 2002. This equates to more than half of the U.S. adult
population (56%). One quarter of these cultural travelers take three or more of these trips per year. In
fact, historic/cultural travel volume is up 13 percent from 1996, increasing from 192.4 million person-trips
to 216.8 million person-tripsin 2002.




What do we mean by cultural heritage tourism?
Cultural heritage tourism is based on the mosaic of places, traditions, art forms, celebrations and experiences that
portray this nation and its people, reflecting the diversity and character of the United States. Travelers who
engage in cultural toulism activities visit the following:

arn galleries, theater and museums

historic sites, communities orlandmarks

cultural events, festivals and fairs

ethnic communities and neighborhoods

architectural and archaeological treasures

30% or 35.3 million adults say that a specific arts, cultural or heritage event or activity influenced their choice of
destination. In fact, many travelers will extend their stay because of an arts, cultural or helitage event or activity.

Who are the cultural travelers?

Most cultural travelers want to entich their lives with new travel experiences. Thisis particularly tue among those
aged 18-34, 75% of whom agreed that tips where they can leam something new are more memorable to them.
The demographic profile of the cultural helitage travel segmenttoday is younger, wealthier, more educated and
more technologically savvy when compared to those surveyed in 1996.

Generation X and Y'ers (ages 18-34), are more apt than Matures aged 55+ to agree that tiips where they can
learn something new are more memorable to them (75% vs. 63%). Households headed by Baby Boomers (ages
35-54) are most likely (41%) to participate in these activities.

How do cultural travelers compare toall U.S. trave  lers?
Eighty-one percent of the 146.4 million U.S. adults who took a trip of 50 miles or more away from home in the
past year can be considered cultural tourists. Given this large volume of travelers, cultural/heiritage tourism
generates millions of daollars for destination communities in spending on shopping, food, lodging and other
expenses. This can be attributed in part to the fact that cultural/heritage trips are likely to last seven nights or
longer. In a nutshell, cultural tourists compared to the average U.S. traveler

Spend more: $623 vs. $457

Are older: 49 vs. 47

Are more likely to be retired: 20% vs. 16%

Are more likely to have a graduate degree: 21% vs. 19%

Use a hotel, motel or B&B: 62% vs. 55%

Are more likely to spend $1,000+/-: 19% vs. 12%

Travel longer: 5.2 nights vs. 3.4 nights

Travel by air: 19% vs. 16%




National Heritage Areas Leverage Significant Public and Private

As of November 2003, Congress had designated 24 National Heritage Areas, which are defined as places where "natural, cultural, historic and
recreational resources combine to form a cohesive, nationally distinctive landscape arising from patterns of human activity shaped by geography.”
These heiitage areas represent a significant componentin the cultural heritage tourism infrastructure. Each area creates a thematic story out of its
natural, cultural and historic resources, which are managed and interpreted by the National Park Service through strategic publicprivate
partnerships. Anecdotal evidence has always indicated these heritage areas are effective in leveraging additional resources and investment. A
2003 survey by the National Park Service Heritage Areas Program shows that heritage areas have leveraged an impressive 8.7-to-1 match. The
study'sfindings also reveal an impressive diversity of sources, which indudes federal Transportation Enhancementfunding, state and local
government dollars and the piivate sector (foundations, corporate and individuals) support.

Transportation Enhancement funds in paricular Total National Heritage Areas Leveraging

have been a very flexible source of funding for = i
cultural and heilitage tourism projects. (Since NPS funding began)

Enhancement funds not only provide support
for the restoration of historic properties and
scenic byways, but also forinterpretive
materialsin the development of historic diiving
tours such Virginia's Civil War Trails. For more
information on Transportation Enhancements
and howthey been used by the arts and
heritage organizations see Building on the Past:
Traveling to the Future, published by the $261,658,931 $124,803,084
National Trst for Historic Preservation, and 26% T
the National Assembly of State Arts Agency's
Arts and Transporation: Connecting People
and Culture.

$48,621,488

$107,225,378

B NPS Heritage Partnership Funding
$118,202,359 B Transportation Enhancement

1 Y

1%

$189,577,758 B Other Federal
18% [ State
M Local Government
M Private

B Other Sources

Note: The designation years of Heritage Areas range from 1984 to 2000
Source: National Park Service Heritage Areas Program, 2003




3.1.3 Benefits to Other Regional Tourist Attraction s

Thisreport has identified the opportunity to drive significant traffic to the area by promoting and highlighting the authentic heritage tourism sites
surrounding the War of 1812 and The Underground Railroad. Itisa powerful story and one thatis truly unique to this region.

Both Windsor and Detroit offer many other tourism experiences induding: n
Hot Cars,
Leading-edge Music;
Vegas-style Gaming;
Diverse Culture; )
Championship Sports;"
Vineyards; and
Adult Entertainment;

All of which have the opportunity to benefit from increased traffic to the Windsor-Detroit region. The challenge is that these tourist attractions are
also available in other communities and in some cases are far more established. Trying to compete against these established experiencesisa
challenge.

The way to attract new visitors to this area is to focus on our cultural helitage thatis completely authentic and unique. It cannot be reproduced or
recreated by other communities. Itisthe item that separates thisregion and provides a competitive edge in tourism. By leading the marketing
and promotions with this message visitors will begin to increase. While here, they will discover the many other attractions available for their
enjoyment which will provide them with numerous reasons to return.

3.1.4 Benefits to Overall Economic Development

Tourism is a powerful economic development tool. Tourism creates jobs, provides new business opportunities and strengthens local economies.
When cultural heritage tourism developmentis done right, it also helpsto protect our nation’s natural and cultural treasures and improve the
guality of life for residents and visitors alike.

Tourism+ Culture +Heritage = SUSTAINABLE ECONOMIES




Linking tourism with helitage and culture can do more for local
economies than promoting them separately. That's the core ideain
cultural heritage tourism: save your heritage and your culture, share
it with visitors, and reap the economic benefits of tourism.

In the past, the tourism industry saw its primary role as marketing
ready products to travelers, such as package toursto Horida. The
mission of the preservation community is to preserve and protect
historic, cultural, and natural resources. The cultural community is
looking for ways to attract new audiences. Today, toutism,
preservation, heritage and culture are much more likely to overlap.
Some state tourism offices now help dewvelop heritage resources,
and a number of preservation organizations are marketing their sites
to tourists.

The Benefits of Cultural Heritage Tourism

Cultural heritage tourism can have a tremendous economic impact
on local economies. To economic benefits like newbusinesses, jobs
and higher property values, tourism adds less tangible—but equally
important—payoffs. A well-managed toutism program improves the
guality of life as residents take advantage of the services and
attractions tourism adds. It promotes community pride, which grows
as people work together to develop a thriving tourist industry.

An area that develops its potential for cultural heritage tourism
creates new opportunities for tourists to gain an understanding of an
unfamiliar place, people or ime. With the arival of visitorsin turn
come new opportunities for preservation. Welldinterpreted sitesteach

visitors theirimportance, and by extension, the importance of
preserving other such sites elsewhere.

Perhaps the biggest benefit of cultural helitage tourism is that
opportunities increase for diversified economies, ways to prosper
economically while holding on to the characteristics that make
communities special.

The Challenges of Cultural Heritage Tourism

When a community’s heilitage is the substance of what it offers
visitors, protecting that heritage is essential. So a major challenge in
cultural heritage tourism programsis ensuring thatincreased tourism
does not destroy the very qualities that attract visitorsin the first
place. Because toutism is a highly sophisticated, fast-changing
industry, it presentsits own challenges. Tourism is generally a
“clean” industry; no smokestacks or dangerous chemicals. But it
does put demands on the infrastructure—on roads, airports, water
supplies, and public services like police and fire protection.

These problems—travelersincreasing in numbers and adding stress
and strain to infrastructure and heritage sites—are, as Safer says,
only beginning, and the travel industry is already addressing them.
But a challenge results not only from visitor impact, but also from
visitor expectations of quality products and services. Tourism is
essentially a service industry, which meansitdepends on the
competence of people in many differentjobs and locations. Toutism,

while not a panacea, is an attractive form of economic development."




3.1.5 Heritage Tourism in Windsor and Detroit

The Windsor-Detroit region is a unique area that has played a significant role on the word stage. Such significant historical events as our
involvementin the war of 1812 to the integral role played in the freeing of thousands of slaves through the Underground Railroad. The
Windsor and Detroit area has also been key in the development of numerous inventions and firsts that has transformed the woid.

Windsor and Detroit: A Region United

Windsor and Detroit’s heritage is united in a rich history that bonds two border cities and their respective countries to one another in a way
thatis completely unique. To understand the connection it'simportant to realize that both Windsor and Detroit began as one setiement on
the Detroit side. A French Jesuit mission was setup on the Windsor side of the riverin 1748 making Windsor the oldest continually habited
European setiementin Canada west of Montreal. The two settlements remained under Biitish control until 1796.

Impact on the World
The frequency with which the Windsor/Detroit area had a global impactisirrefutable. The area isfilled with a very rich and diverse history
induding:

Many of the first battles of the War of 1812 were fought throughout Windsor and Detroit; and

The majoiity of fleeing saves made there way from the South with their destination and hope for freedom realized here.

The Windsor-Detroit community has been at the forefront of many firstsin the development of:
ice wine produced in North Ameiica;
state fairin the US;
convention and visitor's bureau (Detroit);
concrete road;
automobile;
self-regulating lubiicator by Elijah McCoy (the real McCoy!);
vehicle subway between two nations (Detroit Tunnel);
auto-assembly line;
auto-traffic light;
commerdal radio broadcasts;
super highway;
air-conditioned car;
department store to feature air-conditioning;
soda-pop made in the US (Vernors);
zoo to feature cageless animal exhibits; and
regulady scheduled air passage service.
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This proposal will illustrate how both Windsor and Detroit can actively benefit from the promotion of the rich history of the Underground Railway
and the War of 1812 that uniquely identifies this region. Indeed, the abolition of slavery and its history is something that we are socially obligated
to promote.

However, this report will also illustrate the positive financial revenue that can be achieved by both cities through an effective tourism program. This
report will provide research and stats on similar historical sites that have been a successin other communities and the potential revenue dollars
that each city was able to achieve and imbue in to their communities. It will reveal how the subsequent creation of jobs and infusion of tourism
dollars, while fulfilling a social obligation, improved the quality of lives for their residents.

3.1.5a The Underground Railroad

During the era of slavery more than 45,000 slaves traveled through Detroit and into Windsor on their way to finding freedom. Detroit was a “major”
station on the Underground Railroad System and was one of the final US teminals for runaways and for many, Windsor and the surrounding
region would forever be remembered as the place where freedom was found. " In fact, the largest group of freeing slaves settled in what was
known as Upper Canada (called Canada West from 1841 and known today as Southern Ontario).

Throughout the United States significant focus has been given on the major stations thatindudes Ohio (Cincinnati, Ripley and Obeiin), New York
(Rochester), Pennsylvania (Philadelphia), and Michigan (Detroit). All these centres were integral in assisting slaves on their way to freedom. The
story thatis not being told in those regionsisthe Canadian story. The story that shares what happened after freedom was found. In most
instances the Canadian destination is simply a minor statement in the retelling of each areas' stories.

The cdities of Windsor & Essex along with Essex/Chatham and Kent Counties are founded in a unique and indigenous cultural heritage. Itis here
that the dynamic final chapter of the Underground Railmad is told. Where the African American slaves not only found freedom but built thriving
communities and lives. Itisonly here in this final chapter that the victory over victimization is found and itis within these regions that the
celebration of life formany families began.

Bedford
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Thisregion and its stories of celebration should become a “must do” forall those interested in The Underground Railroad.
The following is a list of key historical sites that are integral to the Southern Ontario Underground Railroad experience. (in no particular order)

Southern Ontario

Uncle Tom’s Cabin— Dresden, Ontario

The acdaimed novel “Uncle Tom’s Cabin” became America’s first international seller, even outselling the Bible. Josiah Henson, the model
for Unde Tom, was a ministerin the Afican Methodist Episcopal church who, with his wife and four children, escaped from slaveryin
1830 and spent six weeks on a journey to freedom in Canada before settling in Dresden Ontario (1 Y¥2hours outside of Detroit).

John Freeman Walls Historic Site — Emerwville, Onta  rio

Lessthan 10 miles east of Detroit this site is an example of the final chapter of the Underground Railroad. John Freeman Walls was
among the many slaves that found their freedom in Canada. This historic site allows visitors to travel back in ime along a historic
walkway, visit log cabins dating back to 1798 and 1846, and hear the story of the Walls journey to freedom in Canada.

Buxton National Historic Site and Museum — Buxton, Ontario

In 1849, fiteen former slaves arrived on the north shores of Lake Erie where Presbyterian minister, the Reverend William King, had
purchased a 3642 ha plot of land for a planned refugee settlement. The setiement flourished and its school offered such an excellent
education that it attracted black and white students from miles around. Today the 1861 school built by the freeing slavesisthe only one
thatremainsin Canada. Additionally, the only log cabin built by the freeing slaves also remains on the site.

The Sandwich First Baptist Church National Historic Site — Windsor, Ontario

The oldest black church in Canada was builtin 1840. 11 fugitive slaves from the Close Communion of Baptists formed the congregation.
Many fugitives hid from slave catchers by escaping through a trapdoor in the church floor. Here and at nearby Amherstburg, the growing
black community maintained its connections with friends and family in the United States. Along with the Frst Baptist Church in Detroit,
they established the Amherstburg Regular Missionary Baptist Association which fought against slavery and assisted the formation of
refugee congregationsin Canada. The Sandwich Frst Baptist congregation was established in 1840. By 1851, the community was able to
raise the fine brick chapel which continuesto serve its community to this day.

North American Black Historical Museum & Cultural C ~ entre — Amherstburg, Ontario

The North American Black Historical Museum and Cultural Centre was incorporated by founder Melvin (Mac) Simpson October 29, 1975.
Following extensive fundraising and restoration efforts the new site opened to the public. The site seeksto preserve and promote Black
history, community and culture. The site features the restored Taylor Log Cabin, the Cultural Centre and the Nazrey African Methodist
Episcopal Church adjacent to museum. The Nazrey Church, builtin 1848 of hand laid fieldstone was founded by Bishop Willis Nazrey.
Refugees stayed in the Church astemporary housing and it served as a school and social centre. The Nazrey AME Church was the first
still standing Black site to receive recognition as a National Historic Site in 1999.




Detroit Michigan

The real competitive advantage in promoting the Underground Railroad as a tourism initiative lies in its connection to Detroit. Visitors would begin
theirjoumey in Detroit just as the freeing slaves did and follow the path into Canada. Belowis a list of the numerous histolical sites available in the
Detroit region.

First Congregational Church of Detroit — Detroit, M ichigan

Detroit played a crudial role in the Underground Railmad as the last stop in a long journey for fugitive slaves before crossing the tiver to
Canada and freedom. Atthe forefront of the national anti-slavery movement was the First Congregational Church. Visitorsto this
beautiful church can take partin an Underground Railroad Hight to Freedom Program Tour, a re-enactment of slaves escaping the south.
On your way to Frst Congregational Church you will pass Second Baptist Church, another Underground Railroad and anti-slavery
historical landmark.

Second Baptist Church — Detroit, Michigan

The Second Baptist Church houses Michigan's first African American congregation. The church was established in 1836, when 13 former
slaves decided to leave the First Baptist Church because of its discriminatory practices. The church quickly became involved in the
period's most bitter dispute--slavery. Just miles away from the freedom that the Canadian border offered to escaped slaves, it soon
became a stop on the Underground Railroad. The Second Baptist Church today remains, as it has been throughoutits history, a source of
inspiration and encouragement to its members and neighbors.

Shrine of the Black Madonna — Detroit, Michigan

Shrine of the Black Madonna™ Cultural Center & Bookstore (“The Shrine™”) is one of the nation’s largest and oldest black-owned
bookstores, with locations in Detroit, Atlanta and Houston. The Shrine™ Bookstore is a non-profitinstitution that opened in 1970 with the
goal of showcasing the creative talents of artists & authors of African descent and empowering people through educational workshops and
cultural events.

Charles H. Wright Museum of African American Histor ~ y — Detroit, Michigan

Dr. Charles Wright, a Detroit obstetrician and gynecologist, established the City's first International Afro-Amelican Musuem in 1965. Three
decades and three addresse s later, a new Museum of Afiican Amelican History was opened in the heart of Detroit's Cultural Center. The
120,000 square foot, state-of-the-art facility is considered one of the largest Afican American history museumsin the world. The building
houses a core exhibition called “And Still We Rise” which takes visitors on a journey through 3.5 million years of courage, deterimination,
ingenuity, and spriitual energy of African Americans as they pursued emancipation and full rights of citizenship. In addition to And Still We
Rise, the museum showcases a number of other interesting limited-run exhibittions.




Detroit Institute of Arts — Detroit, Michigan

The DIA has been a hallmark of Detroit culture since its founding in 1885. The museum covers over 600,000
square feet and houses one of the largest and most diverse collections of multicultural artin the United
States. The museum's extensive collection of Afican Ametrican art includes works by Romare Bearden and
Detroiter Charles McGee. To top it off, visitors are treated to Mexican artist Diego Rivera's Detroit Industry
fresco cycle, considered Rivera's mostimportant workin the U.S. Rivera painted 27 fresco panels, many of
them modeled after the Ford Rouge Plant, on the walls of the large garden courtinside the DIA.

Motow n Historical Museum — Detroit, Michigan

In 1959, upstart Afican American songwriter and record producer Berry Gordy Jr. purchased a humble two
story home in Detroit, moving his family into one half and setting up a studio in the other. "Hitsville U.S.A."
became the precursor to Motown — by the mid-1970s, the largest independent record company in the world.
The Motown Historical Museum indudes models of eight houses on West Grand Boulevard acquired by the
company to house its growing operations until it moved its offices to a high-rise in downtown Detroitin 1968.
Among the many displays, visitors are treated to a tour of the studio where Motown greats such as Martha
Reeves and The Vandellas, Manin Gaye, Stevie Wonder, Smokey Robinson and The Mirades, The
Temptations, The Four Tops, Gladys Knight and the Pips, Diana Ross and The Supremes, and The Jackson
Five actually recorded their hits.

Henry Ford Museum — Dearborn, Michigan
One of the newest and most inspiring exhibits at the Henry Ford Museum, “With Liberty and Justice for All”, '
tells of the trials, tribulations and triumphs of America's fight for freedom from the Dedarations of
Independence through civil rights. Exhibits indude rare and iconic artifacts from the Museum'’s collections,
incduding one of the few surviving copies of the Declaration of Independence, George Washington’s camp
chest and bed, a hand-lettered copy of the 13th Amendment to the Constitution dedaring freedom for slaves,
the chairin which Abraham Lincoln was siting when he was assassinated, and the bus on which Rosa Parks
was riding in December 1955 when she made her historic stand for civil rights.

Greenfield Vilage — Dearborn, Michigan
Travel backin time to seven historic districts offering the sights, sounds, and settings of America's past. A
steam locomotive transports you through this 90-acre time machine from one town to the next. Walk through
the Hermitage Slave Quarters, the actual dwellings of two slave families on the Hemitage Plantation near
Savannah, Georgia. And visit the building modeled after the Missouri slave cabin where George Washington
Carver was born.



3.1.5b The War of 1812
Fort Malden — Windsor Ontario

For 200 years, fortifications at Fort Malden have witnessed and participated in the struggles which helped forge a
new nation out of the North American wilderness. An army garrison, British Indian Department post, dockyard for
the Upper Great Lakes and the meeting place for Chief Tecumseh and British General Brock - the fort has been
all these.

Fort Malden preserves elements of the second fort built by the British on the eastern bank of the Detroit River to
defend the Canadian border from American attack in the first half of the 19" century.

The first post, known as Fort Amherstburg, was constructed in 1796 near the mouth of the Detroit River where it
emptiesinto Lake Ere. This post was the headquarters for the Biitish forces in Southwestern Upper Canada
during the War of 1812. Fort Malden was erected after the war and rebuilt in 1838-40 and served once again as a
centre for the British defence during the Upper Canada Rebellion of 1837-39.

Today the 4.5 hectare site indudes remains of the 1840-period earthworks and four buildings, induding a restored
and furnished 1819 brick barracks. An olientation centre and interpretation centre with exhibits help visitors to
discover the fascinating history of this outpost of the British Empire.

Historic Fort Wayne — Detroit Michigan

Until it was closed to the publicin 1992, the fort attracted about 15,000 visitors a year. Many Detroit-area veterans
were inducted into military service there. The fort was built over the years 1844-47 when tensions were high
along the border with Canada. There was talk of war with England over a borderdispute conceming the Oregon
territory and the entire U.S.-Canadian border was being fortified. The Warof 1812 was till a fresh memory. The
British captured Detroit duiing that conflict and local Indian tribes had sided with the Biitish, slaughtering an army
of Kentuckians at Monroe.

Historic Fort Wayne was builtin 1845 as a new artillery post to serve the United Statesin future attacks by British
Canada. Throughout its more than 160-year history however, the Fort has largely been a peaceful location,
serving as an infantry garrison and a primary induction point for Michigan troops entering every U.S. conflict from
the Civil War through the Vietham War.

The Fortis currently owned and operated by the City of Detroit. Every summer, the City’s Department of Parks
and Recreation hosts historic re-enactments, special events and outdoor activities for visitors.”




3.1.6 Cashing in on Heritage Tourism

African-American travelers' interest in heritage tourism — an estimated $41 hillion business in the United Sta  tes
— seems to have taken off in the last decade or so, and one travel industry insider credits several factors with
fuelling the boom.

According to daSilva, touiism officials in her home state of Missouri have long understood the importance of
addressing issues like slavery, for example, rather than burying them, and that point of view seemsto be spreading.
“Now, we have small towns that understand that you can'tintemret the local history without telling the whole story,”
daSilva says. “l think the average tourist has gotten a lot more savvy and islooking for the true authentic
expelience.”

Destination Marketing Efforts
Perusing the Web sites of convention and visitors bureaus shows just how well the heritage tourism phenomenon is

catching on, with pages often devoted to information about African-Ametican heritage attractions as well asthose
related to the history and culture of other ethnic groups that are part of local communities. The bottom-line
motivator for tourism bureaus in promoting African- American heritage sites is that, as daSilva putsit
“CVBs have realized that inclusive marketing pays o ff.” Atlanta Convention & Visitors Bureau, The Birmingham
Convention & Visitors Bureau, and The Detroit Metro Convention & Visitors Bureau are among some of the
agencies maximizing their cultural heritage.

Heritage Tour Operators
DaSilva says African-American organizations traveling to vatious destinations have an important role in working

with local tourism bureausto ensure that Black businesse s get a fair share of the dollars spent on heritage tourism.

“A company enteling the heiitage tourism market must address two significant factors in its marketing strategyifitis
to succeed: developing new products and developing partnership with other actors in the industry,” Holmes
says.

Holmes says her tours offer extra touches that particpants won't necessarily find elsewhere. “One thing that truly
distinguishes SST from other tour companies is the emphasis placed on providing unique experiences for

tourists , from pulling in music, talking to the locals or dressing up in period costume to recreate a historical scene
(or) to evoke a nostalgic sense,” she says, Holmes notes that more and more non-Black visitors, especially students
and intemational visitors, have been taking her tours. “There is an increased awareness of and interest in the
contiibutions of African Americans to the country’s growth and development,” she says.

A rising awareness among families, churches and special interest groups about their heritage has yielded spikes of
growth for heritage tour operators.




Sharing ldeas and Resources
Organizations involved in helitage tourism can be useful resources for those seeing finandal and planning

assistance, examples of best practices and otherideas for developing or enhancing their own programs. Atits 2006
conference, for example, the Association for African American Museums presented a session on grant opportunities
available from the National Endowment for the Humanities. Another session offered information on “Best Practices
in Anandng Renovation Projects Using Historic and New Market Tax Credits.”

The Cultural & Heritage Tourism  Alliance is held its eighth annual conference in Attanta on November 8-10,
2006. Among the scheduled speakers and panelists were Neal Shoemaker, president of Halem Helitage Tours;
Andy Ambrose, executive director of the Tubman African American Museum in Macon, Georgia; Lawrence J.
Pijeaux, Jr., president and chief executive officer of the Birmingham Civil Rights Institute; Spurgeon Richardson,
CEO ofthe Atlanta Convention & Visitors Bureau; and Dean Rowley, historian for the Martin Luther King, Jr.
National Historic Site. One of the panel discussions at the conference focuses on cultural sensitivity in the
development of tourism related to the Civil Rights Era.

The heritage tourism boom has spawned a humber of consulting businesse s that specialize in this market.

The National Trust for Historic Preservation (www.nationaltrust.org/heritage_tourism) offers several fee-based
servicesto assist clientsin developing managing and marketing heritage tourism. Past clients include federal
agendies, state toutism offices and local heritage touism committee. Among the National Trust Heritage Tourism
Program'’s offeringsis a series of customizable workshops with titles like “Marketing Your Community’s Cultural
Heritage”and “Making Your Community Visitor Ready.”

Another service is a comprehensive, onsite communit y cultural heritage assessment.  National Trust
consultants will make two — or three-day visits communities to evaluate their attractions, visitor services, marketing
strategies and other aspects of theirlocal heritage tourism efforts. A local planning committee helpsto plan the
process, which indudes the consultant’sinitial unaccompanied tour of the community; another tour given by the
local project leader; and interviews with representatives of touiism offices, event organizers, historic site and
museum staffs, government offices and other stakeholders in the local tourism industry. A written report of the
consultant’s asse ssment and recommendations is provided within 45 days of the site visit, and a one-day follow-up
visit can also be arranged.

The essential element that the National Black Tourism Network's daSilva talks about — authenticity — comesup
repeatedly in discussions of what heritage tourism is and should be. Authenticity is also mentioned among the
guiding principles the National Trust offers for developing a successful heritage toutism program.

Source: Full articde by Sonya Stinson available at
http://www.blackmeetingsandtourism.com/feature _heritage tourism.htm.
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The following themes are presentin the experiences provided by Windsor and Detroit can leverage the following from these
communities that have successfully leveraged Cultural Heritage expeliences:
initiatives in their area:

Collaboration
A conscious effort by all groups
Collaboration to share and distribute research,
Individuals, groups, and findings, and information should
organizations were identified be made. The Windsor and
along with historical sites and Detroit CVB already work closely
attractions that had an interest in together but should make a

working togetherto promote an decision to unite on one
expelience. significant cultural heritage
expelience and promote
together.

Authenticity

The focusis placed on authentic
expeliences of quality.

Established criteria ensured the

visitors experience was good no

matter which site they decide to

start or end with.

Authenticity Focus
Windsor and Detroit has Windsor and Detroit should
numerous historical attractions make their focus be The
that are quality experiences. Underground Railroad forthe
Including living historic re- promotion of their cultural
enactments. heritage.

Focus
Each region chose a focus and
decided to promote one thing
instead of trying to be all things
to all people.




According to the Travel Industry Association of Amelica, Afican Ameiican tourists choose Atlanta as theirfavorite U.S. dity to visit
and account for approximately 25% of the city's tourists annually. While Atanta may not have as much general tourism appeal
compared to a New York City or Los Angeles, the city's popularity with Afican Americansisimporantand cannot be overlooked.

Atlanta often gets criticized for not having any major tourist attractions, and while it's true that Stone Mountain and the Margaret
Mitchell House, though worthwhile attractions, do not engender the same excitement as say Disneyworld in Orlando, or the
Empire State Building in New York City, Alanta is in the midst of a tourism revitalization project.

The huge aquarium being builtin Downtown Atlanta is evidence the city is listening to feedback regarding the lack of tourist
attractions in Atlanta.

A couple of years ago, the gay/leshian community was induded in a marketing campaign as studies showed that Atanta was a
prime travel destination forgays and leshians living in the southeastern United States.

So why do Afican Americans make Atlanta their top tourist destination? There are many reasons. Atlanta resonates with African
American history, from the negative slavery and Civil War era to the positive modern success of black entrepreneurs, politicians,
entertainers, and athletes in the city. Civil rights history and continued political activity is of course a main focus, as Atlanta was
the birthplace of Martin Luther King, Jr. The King Center offers an educational and inspirational expetience for the entire family.
The city's hip hop talent | including such nationally acclaimed acts like Outkast and Ludacris, also bring an influx of young African
Americans, many of who end up attending one of Atlanta's black colleges and universities. Religious conferences and family
reunions make up a bulk of African American tourism in Atlanta.

Many visitors choose to stay, due to Alanta's mild dimate and opportunities for Afican American entrepreneurs and
professionals. The lower cost of living, and lucrative job market, compared to northern cities such as New York City and
Philadelphia is also an attractive point. Atlanta allows African American tourists a chance to reflect on their heritage and history,
while also letting them celebrate the richness of their culture.

Source: Full artide by Joy Johnston available at http://atlanta.about.com/cs/historicalsites/a/afroamertourism.htm.
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Understanding how other communities have successfully integrated
Cultural Heritage initiatives is essential to developing a plan forthe
Windsor-Detroit region. Below are three case studies that examine
struggling communities that used Cultural Heritage initiatives to
impact their economies positively.

$ %

4.1.1 Virginia

The Setting

Civil War sites abound in history-rich Virginia, but finding and
interpreting them was a job left to the visitor. Many war-related
places were unknown outside their vicinities and others faced
possible destruction by commercial and residential development.
Wasn't there some way to save the sites at risk, capitalize on the
vast untapped tourism potential, and make the tourist’s experience
more pleasant and informative?

Avid history buffs from around the country travel to Virginia annually
to visit the battlegrounds of lore: Manassas, Petersburg, Wildermess.
Butif you didn’t grow up in the Commonwealth of Virginia, odds are
that many of the events, people, and places that tell the story of the
American Civil War are only barely known to you. There are
hundreds of sites in this state—where more than 60 percent of that
bloody war was waged—that bespeak history better than any
textbook ever could. Yet even the most diligent amateur historian
would have trouble routing out the myiiad details of the battles,
sieges, and machinations of an intricate conflict waged by skilled
military leaders and home-grown watrriors alike.

“We have dose to 300 sitesthat tell a piece of the tale of Civil War,
right here in our state,” says Jack Berry, Director of the Richmond
Convention and Visitors Bureau (CVB). “But no two places were

talking to each other. No two jurisdictions were conferring on how

best to put their history to work and build a solid base for heritage
tourism and economic development.”

To be fair, promoting its own history has always been a big prioiity in
the Old Dominion. Almost since the very day in 1865 when Lee
surrendered his Confederate forcesto Grant at Appomattox,
dedicated enthusiasts have made sure visitors are aware of the
significance of Virginia's contributions and sacrifices in the war. In
the 1920s, the Virginia Department of Transportation (VDOT)
installed roadside historical markers along routes where armies
advanced or retreated or where skirmishes and battles were waged.
But these markers stood alone. It was up to the intrepid traveler to
seek them out or, more likely, ssumble across them.

Then there were all the places only locals knew about. Some places
may not have played as significant a role in the war’s outcome, but
their participation is nonetheless interesting to toutists. Yet, with
limited to no marketing budgets or experience, those sites
languished, at risk of permanently being forgotten.

So there sat this state, loaded with as much American history asyou
could stuffinto its boundaries. But without a cohesive, well-
coordinated, heavily marketed tourism campaign, it was losing
potential revenue. The historical resources were all there.

But who could pull them together and how?




What Happened Next
Responding to the upsurge in Civil Warinterest spurred by Ken

Burns's popular 1992 PBS television series, “The Civil War,” staff at

the Petersburg National Battlefield Park proposed updating and

enhancing the old roadside historical markers to improve the visitor

expetlience at Civil War sites. In 1995, with an Intermodal Surface
Transportation Equity Act (ISTEA) grant from
VDOT, a coalition of municipalities, historians,
marketing specialists, and National Park Senice
(NPS) staff created Lee’s Retreat, a 20-stop
driving tour through six counties connecting

In the summer of 1995, with the first trail up and running and a
second in the works, Mitch Bowman came on board as part-time
director. He coodinated regional meetings to biing together
historians, NPS staff, julisdictional and regional leaders, and private
site owners who, together, selected sites, planned additional trails,
conducted research, and applied for ISTEA funding.

The funds, which required matching monies from
the sites, were allocated according to need. Full-
blown, established Civil War sites, such as

national battlefields and museums, required very

Petersburg to Appomattox. A detailed brochure ‘I think it's important to get litle money while other, previously unmarked

map plus a series of directional signs, across that a program of this sites needed considerably more money for the
size and magnitude only

happens through collaboration.

We've had an overwhelming

amount of participation across
all segments of the state

strategically placed by VDOT along relevant
corridors, leads tourists to sites where historical
markers are augmented by informative radio
transmissions.

News of the Lee’s Retreat trail seeped out to
other Virginia jurisdictions and piivate
landowners who had all struggled over the years
to preserve their historic assets while generating

opulation—from private . :
cit?zepns to state ageﬁcies. NoO following spring, Bowman was brought on board

one person did this by as full-ime director of the newly organized
themselves.” Virginia Civil War Trails (VCWT) initiative. Two

construction of roadside pull-offs, plus the
research, writing, manufacturing, and installation
of roadside markers. These efforts resulted in the
opening of the Lee vs. Grant: The Owerland
Campaign trail in the summer of 1996. By the

months later, the 1862 Peninsula Campaign trail

income from them. People started asking Jack — Jack Berry, director, was inaugurated.
Berry why they couldn’t do the same sort of trail Richmond Convention and
in other parts of the state. Berry and his Visitors Bureau In late 1997, with three toursin place and the

colleagues began brainstorming. “We thought:
What if we linked the sites that told the tale of
what preceded Lee’s retreat to Appomattox and
created a state-wide system of thematic trails,
managed at the state level?” he recalls.

The Richmond CVB conducted an intensive letter-writing and

phone-calling campaign to all jurisdictions in the state, contacting the
Virginia Association of Counties, the Virginia Municipal League, and

all the convention and visitors bureaus, among others, to gamer
support and cooperation for a state-wide Civil War Trails project.

VCWT newly incorporated, the Virginia Tourism
Corporation (VTC) became an active partner to
promote the state program. VT C pays for the toll-
free information number and postage on all
materials sent out in response to requests. They
also indude the VCWT program in piintand media advertising for
the state.

Throughout 1998 and 1999, two more trails were researched,
produced and opened, bringing the tally of VCWT sitesto 260 along
5 thematic trails that run through 79 dties and counties. VDOT has



“The Virginia Civil War Trails provide structure—fo r travelers
to help them experience a sequence ofevents tiedt o the

landscape; for communities to allow them to be part of a state-
wide effort with only a modest investment; for the state to help
it capture visitors interested in the niche market of the Civil

War; and for preservationists to actively participa te inthe
safe-keeping of Civil War sites.”

— Mitch Bowman

installed 800 trailblazer signs along roads throughout the state to
help motorists reach their destinations. Engaging, user-friendly
brochures outline each trail in detail with maps, driving instructions,
and history. More than 200 interpretive signs are in place along the
five trails.

In early 2000, VCWT received its non-profit 501(c)(3) status and
hired a part-time marketing coordinator. The staffis supported by a
12-member wvolunteerboard and 30 volunteer committee members.
Now, with a full-fledged organization behind it, the VCWT continues
to plan for the program’s growth, establishing Internet gift shops and
an electronic passport system to track visitors along the route.

But before leaping too farinto the future, VCWT staff have
addressed the very real concern of keeping the trailsin good
condition. Mitch Bowman notes that organizations “often overlook
that the maintenance, marketing, and manicuring of the trail will
require as much work as building it did in the first place.”

An adopt-a-sign membership program has been set up for counties
that want to pay an annual contribution based on the number of
interpretive signsin their areas. Prices are $500 per sign up to four
signs, then less for each subsequent sign. Thisincome supports 60
percent of VCWT's ongoing operating and maintenance costs but, as
importantly, “itinstills a sense of custodial responsibility for the signs

along the trail,” explains Bowman. With the installation of expensive
interpretive signs around the state, a local eyes-and-ears effortis a
necessity to prevent or repair damage. “It's the grass-roots support
that will keep the program going long after the initial grant projects
have been completed,” dedares Bowman.

Timeline

1993 Organizers submit proposal and receive ISTEA grant
through VDOT to develop a Civil War driving-tour trail.

1994 Coalition of six counties inventories sites, choosing 20
for the trail. Letter-writing and phone-calling campaigns
garner support for a state-wide project

1995 Lee’s Retreat trail opensin May. VCWT organization
established; hires part-ime director. Regional meetings
of partners to select sites, plan additional trails, and
apply for ISTEA funding.

1996 Lee vs. Grant: The Oveldland Campaign opens.

1997 VCWT hires a full-ime director. 1862 Peninsula
Campaign trail opens. VT C becomes partner. VCWT
officially incorporates.

1998 Northern Vimginia trail opens.

1998- The Shenandoah Valley Campaigns trail opensin
99 segments.

2000 VCWT receives non-profit 501(c)(3) status part-time
marketing coordinator hired.




Results

Virginia has a coherent, centrally managed, statewide story about
the Civil War to tell visitors. The signs, brochures, and wayside stops
provide a quality, tangible product that the tourism industry can sell
to individuals as well as groups. The program is even expanding
beyond the state’s bordersto Manjand where the same distinctive
Civil War Trails logo will be used in that state-wide effort.

The in-depth expetlience provided by VCWT encourages repeat visits
and provides more attractions to keep visitors in Virginia longer.
Eighty percent of the trails are in rural areas, bringing tourists to
previously unvisited parts of the state. Thisis a most significant fact,
says Bowman, who defines a trail as an interpreted,

chronological progression along a historic road tra ce. “In other
words,” he says, “the trail system takes travelers along rural

roads, just as the sddiers traversed the countrysi de.”

The increased attention that the trails have brought to Virginia’'s Civil
War sites has helped to build community pride and grass-roots
support for Civil War preservation efforts. Of the 260 sites featured
on the trails, 193 had never been interpreted before becoming part of
the trails program.

Visits to Civil War sitesin Virginia jumped from 500,000 in 1996 to
580,000 in1997. A state-wide study shows that Civil War driving
travelers spend more than other pleasure travelers, ($71 per day as
compared to $50). Nine percent of all Virginia travelersincluded a
Civil War site in their travel plans.

Fifty motorcoach waysides have been created to provide vantage
points for groups to view significant Civil War sites. The addition of
these parking areas formotorcoaches has helped to increase the
appeal of the trails forlarge group tours.

Virginia Civil War Trails: www Civil ar-va.com

4.1.2 Tennessee

The Setting

When Tennessee’s mountainous counties of McMinn, Monroe, and
Polk were selected to participate in the National Trust for Historic
Preservation’s Heritage Tourism Initiative (HT1)in 1990, regional
leaders and activists were excited about the possibility of developing
the region economically, but there were challenges that loomed as
large asthe mountains that cradled these rural communities.

In 1990, in this area called the Tennessee Overhill—so named for
the 18th-century Cherokee towns located over the mountains from
the Carolina colonies—there was a distinct air of provincialism, a
keep-to-ourselves mentality in which onejurisdicti on lacked
trust in another . And there was a pervasive lack of respect for
tourism as an economic development tool. No one really understood
what heritage or cultural tourism meant. They couldn’t make the
connection between their dilapidated industrial heritage structures
and typically revered historic homes and monuments. Nor did they
consider that there might be a connection between seemingly distinct
types of tourists: recreational versus heritage. The few museums
and historic sites that did exist as destinations w ere poorly
marketed. What most of the communities saw when they looked at
themselves were economically distressed company towns or
agricultural has-beens with litle to offerin the way of economic
development—much less heritage tourism.

Yet obvious assets were hidden in plain view. There all along, were
the remnants of industrial revolution and evolution, from the
Cherokee fur-trading days to the coming of gold and copper miners.
From the advancement of technology that came in the guise of
smoke-spewing iron behemoths on tracks, to the great factories that
produced iron products and textiles. From loggers who felled vast
acres of treesto the engineers who dammed riversto harness
hydroelectric power. Having escaped the urban renewal craze of the
1960s, thanks again to the rugged terrain, the Overhill ran thick with
historic, yet abandoned, Victorian storefronts, old factories, mines,




and worker villages. All of these traces of human life in Southern
Appalachia were there, dusted over with years of neglect and disuse,
butthere, ready for rediscovery and reuse.

“Traditionally, tourism and developmentin the Tennessee Overhill
had focused on the natural envimonment versus the cultural and built
environment. But all of these things can contribute to economic

Seeking underdeveloped arenas around the nation in which to test
the theory that preserving and marketing heritage sites as tourism
destinations could help replenish weakened economies, the National
Trust parinered with such agencdies asthe Tennessee Department of

Tourist Development. Through them, the National Trust offered
technical and organizational advice to areas like the Tennessee
Overhill.

improvement and an enhanced visitor
expelience. That's what we set out to help
them discover,” explains Chenyl Hargrove,
former HT | director.

What wasn'tin ready supply was a plan of
cooperation to shake off the decades of
indifference. But one was in the offing and it
helped turn this region around a comerinto
modern heritage tourism where economic
recovery and sustainability are not only
possible but doable.

What Happened Next

It might have been downtrodden, but the
Overhill was still home to all the people whose
ancestors had settled the region during more

“Many small communities are fearful
of being overshadowed by larger
towns... of losing their identity.

Therefore, we structured the
advisory council so that every town
and place, no matter how small, had
the same vote and the same power

as the larger towns.
Overhill is committed to operating
on a level playing field.”

— Linda Caldwell, executive
director, Tennessee Overhill
Heritage Association

Representatives from around the region—
toulism professionals, developers, educators,
farmers, artists, forest rangers, and plain
townsfolk—formed an advisory coundil called
the Tennessee Overhill Heritage Association
(TOHA). To overcome territorialism and
suspicion among players that one community
might benefit more than another, monthly
meetings were held on a rotating basisin each
town represented. “By blinging people
together on a regularbasis over a meal, trust
and respect were built. We are convinced that
the Overhill meeting structure contributed to
the solidaiity of this fledgling group,” states
TOHA executive director Linda Caldwell.

prosperoustimes. Some people showed an
interest in saving and acknowledging the past
and had welcomed the Tennessee Humanities
Council’'s Community Heritage Project, which
had been launched in the mid-1980s to help the Tennessee
communities research and interpret theirlocal histories. Soon
representatives of local arts councils and community action groups
began to thinkin terms of museums to interpret the mill-town legacy
in the area. But with no funds, no central organization, nor any idea
about how to proceed, the activists were stymied. Then came the
National Trst's Heritage Tourism Initiative, backed by funding from
the National Endowment for the Arts (NEA).

Under the direction of the National Trust and
the Tennessee Department of Tourist
Development, TOHA systematically educated
the community about heritage tourism—a new conceptin 1990.
Overhill created a standing exhibit, brochure, slide show and
speakers bureau as eady outreach efforts to overcome
misconceptions about this newidea.

“Through maps and artifacts, our traveling exhibit demonstrated how
the Overhill is a microcosm of the industrial revolution. If we think of
ourselves as a compact region instead of individual towns and
communities, we can use this helitage to our benefit,” says Caldwell.
The exhibit was set up in bank lobbies throughout the Overhill.



Brochures were mailed to every elected official in the region, and
TOHA members spoke to approximately 40 civic groups during the
three-year pilot petiod.

TOHA created a driving-tour brochure and accompanying book
focusing on the Industrial Rewolution and how it affected McMinn,
Monroe, and Polk counties. Entiled From Fursto Factories:
Exploring the Industrial Revolution in the Tennessee Overhill, the
project linked visitors to existing museums that highlight copper
mining, textiles, railroads, and the Cherokee heritage. TOHA
installed intempretive signs at 12 locations.

Indigenous arts are as important to cultural tourism as political,
social, and industrial histories. With a grant from the Tennessee Arts
Commission and the NEA, TOHA hired a folkorist who, over three
years, identified and located traditional art formsin the region, then
worked with local museums and other venues to develop exciting
ways to interpret these arts and educate the public.

Although only 7 percent of the current Tennessee Overhill population
indudes people of color, the long-reaching influences of Cherokee
and Afiican cultures are significant. To celebrate African-Ametlican
culture in the Overhill region, TOHA worked with two black churches
to create a performance of gospel music at the restored Gem
Theaterin Etowah. Originally funded by the Cherokee National
Forest, thisannual event’s populality grows each yearand has
spurred an offshoot project of photo-documentation at four other
churchesin the Overhill.

Farming and attendant communities have always been integral to
this part of the Appalachians, and so TOHA has created an
AgriCulture Trail that directs visitors to placesto buy locally grown
products and suggests driving tours to view agiricultural landscapes
and successful conservation projects.

TOHA has followed proven guidelines for developing effective
heritage tourism. Overits decade-plus existence it has evolved and
adapted, making it a viable regional playerin economic
development. According to Chend Hargrove, much of TOHA's
success can be attributed to Linda Caldwell’s strong, dedicated

leadership. “She is a visionary who, through sheer determination,
fashioned a highly respected, professional organization in an area
that many had deemed a lost cause.”

Timeline

1998 TOHA develops AGRICulture Trail. TOHA joins the
North Carolina Arts Council and Tennessee Arts
Commission to help develop Cherokee Heritage Trail
as part of the Blue Ridge Initiative

1995-98 TOHA develops Legacy Project to identify traditional
arts and artists

1995-96 TOHA works with state Olympic committee to help
region host whitewater competition on the Ocoee

River.
1995 Industrial heritage trail developed.
1994 TOHA works with local churches on African-American

Heritage Project

1993 Englewood Textile Museum opens.

1991 Historic Gem Theater restoration begins in Etowah.

1990-93 Community education through speakers, exhibits, and
brochures. Training to build local capacity.

1990 McMinn, Monroe, and Polk counties selected to
participate in National Trust's Heritage Tourism
Initiative.




Results

Organizationally, TOHA has met and exceeded the goalsit set for
itselfin 1990. Itis a pemanent organization that continues to be
governed by broad representation from the three counties.
Demonstrating its stature in the region, many Overhill members have
become regional leaders.

Significant economic gains across the region can be attributed
directly to TOHA. A host of new cabins, lodges, and retreats have
opened in the area, and there are 9 bed-and-breakfast innsin the
Overhill today, compared to one in 1990. Museums show a steady
increase in visitation. Recreational tourism is feeling the benefits
from cultural tourism: Whitewater rafting companies are expanding to
incdude retail spaces, dining facilities, mountain bikes, corporate
retreat centers, and other amenities to add value to their businesses.
Packaging heritage and recreational sites and activities for group
visitors has had a positive impact on all participants.

Successful yet still budget-minded, TOHA constantly seeks new
ways to market effectively at low cost. The organization hosts
familiaiization tours for writers, distributes media kits, and usesthe
highly cost-effective Internet to market themselves to a worldwide
audience.

All area museums produce and distribute theirown marketing
materials and are savvier about tourism in general.

In anticipation of thousands of visitors to the 1996 Olympic
Whitewater Competition on the Ocoee Riverin the Overhill, TOHA
published a directory of arts and artists, produced an exhibit and
booket that used roadside signs asthe theme for discussing local
culture and land use, and rehabilitated Etowah'’s historic Gem
Theater.

TOHA provides technical assistance to constituent communitiesin
everything from program development and marketing to strategic
planning and museum development. TOHA also generates earned

income by providing technical assistance to nonprofit groups and
governments that are outside the TOHA service area.

There isincreased interest in preservation. Etowah’s Historic Gem
Theateris now restored and home to live performances year round.
The L&N Railroad Watchman’s House at Reliance is restored and
welcomes travelers. Recently, citizens banded together to save Starr
Mountain, the visual backdrop for Etowah and the Conasauga Creek
Valley.

Tennessee Overhill Heritage Association:
http:/Mww .tennesseeoverhil.com

4.1.3 North Carolina

The Setting

Using your community’s history and arts to attract visitors is sound
economic strategy. Moving tourists to and between sites via driving
toursis a tried-and-true method. But where did this concept of tying
together the odds and ends of an area’s helitage and marketing
them as a unit come from? One of the first programs in the nation to
recognize and tap into an inherentindustry—the past and its
rituals—originated in the mountains of North Carolina. HandMade in
America, which more orless forged the original heritage tralil, is now
the grandma of all heritage driving tours. Here, a mature heritage
tourism program shares its story.

In the andent hills and dales of western North Carolina live people
who have eked livings from the steep, rocky earth and carried on
Native and Old Woild traditions for centuries. Being rural keptthe
traditions—cralfts, specifically—pure. No second-rate materials, no
cutting cornersto meet quotas. These are as authentic a bunch of
folks as you're likely to meet anywhere in the country. And so are
their crafts, which, while considered art forms today, grew out of
necessity in a remote wilderness: pottery, blown glass, wood-
working, weaving.



In the 1980s and ‘90s, Western North Carolina felt the drift outward
by its home-grown children who sought stronger economic markets
in which to make their livings. Difficult terrain, lack of infrastructure,
and unimproved road systems prevented many industries from
locating to the mountainous region. Of the 23 counties that
eventually came under the crafts program, 14 are considered
“economically distressed” by the North Carolina Department of
Commerce.

Local economic development strategists realized they would need to
look inward for resources on which to build. They considered the
huge concentration of folk arts and realized they had an existing
invisible industry of craftspeople. To organize and promote this
inherent industry, strategists formed the nonprofit HandMade in
Americain 1993. With funding from the North Carolina Division of
Tourism, HIm and Sports Development, HandMade researched the
profile of heritage travelers to the region so they would know their
target market, then the group applied for and received a three-year
organizational development grant from the Pew Partnership for Civic
Change. More than 360 citizens participated in a regional planning
process to help determine how HandMade could establish western
North Carolina as the center of handcrafted objectsin the nation.

But getting from recognizing the value of its environmentally friendly
industry that employs 740 full-ime and 3,300 part-time workers who
contibute more than $122 million to the local economy annually, to
organizing and marketing it as an economic development tool took
some seriously hard work and a whole lot of flying by the seat of the
pants.

Becky Anderson, HandMade’s Executive Director explains. “We set
out to find the elusive balance between protecting sacred places and
encouraging the growth of tourism.”

HandMade in Ameilica developed a system of trails to take visitors
down backroads and steep mountain lanes directly to the artisans

themselves. To tell tourists the who, why, and where, HandMade
published in 1996 a guidebook, The Craft Heritage Trails of Western
North Carolina, the first such guide to take visitors onto the private
property of artisans.

“My dad started our family business 15 years ago,” explains Brad
Dodson of Mud Dabbers Pottery and Crafts of Waynesville and
Brevard. “His philosophyis one of being open and sharing his
knowledge about his art. He welcomes visitors into the studio and
shares with them what he’s doing. This way customers not only get
to see the mug or the vase being made, they can take partin the
essence of seeing it produced by meeting the artist and talking with
him while he’s creating.” Brad, his father, John, and his brother, their
mother, and sisters all create pottery and work in the shops. “By
joining up with the HandMade group,” continues Brad, “we were able
to market more widely than we would have on ourown. Their
philosophy meshed perfectly with ours and the Heritage Trails book
is a great marketing tool.”

The trail concept worked. Statistics prove the viability of this
ingenious endeavor. But, as Anderson points out, “You just learn so
much every single day. We had no one to copy, no one to emulate to
demonstrate the best course of action. And we made mistakes. But
we’re smart enough to learn fom them and make changes.”
Although not fully fomed at the outset, the process of establishing
the trails provided practical lessons.

What Happened Next

One of the first stepsin choosing sites and partners for the Heritage
Trails publication was to develop selection criteria. Anderson says it
is very important to adhere strictly to the criteri a. Why? “Making
exceptions creates confusion and hard feelings and may
compromise the focus of the publication,” explains Anderson.
HandMade has developed a laundry list of requirements that must be
met by sites that want to be included in the book. These criteria have



evolved over the course of the program in response to issues that
cropped up duiing the formative stages.

Trail planners should consider these questions:
Isthe site well marked, safe, and easily accessible?

Do the proprietors maintain regular hours?

Important for shops and galleiies, yes. But even more so
when a visitor has just joumeyed down two miles of winding
gravel road to find an esoteric artist’s studio.

Istheir business—whether itis a working studio, retail shop,
gallery, restaurant, or bed-and-breakfast—in sync with the
economic and cultural interests of the community?

In the case of HandMade in Ameiica, shops and galleries
must feature American-made crafts with an emphasis on
those from Western North Carolina. Restaurants must
feature indigenous mountain foods as part of their standard
menu. A blanket requirement for all sitesis that they be high
in quality, whatever their wares.

Once participants are selected, itis essential to train them. These
are not professional tour conductors. They often have no idea how to
handle tourists and are not equipped to meet the challenges that
visitors present. It can be as simple as pointing out how to display
merchandise orthe guidebook itself. Each site keeps a percentage
of book sales. “It would behoove them to market it. But they just don't
even think of it unless you tell them,” explains Anderson, who says
they just didn’t realize oranticipate the need to train proprietorsin
basic tourism hospitality. “The craftspeople are independent people
who work mostly in isolation. They need to be taught how to market
themselves.” If visitors are uncomfortable in a site they won't come
back and bad word-of-mouth can spread even more quickly than
good.

Tying into the need to train new regional ambassadorsisthe need to
teach them about adding value to their destination, by adding
activities or food, demonstrating their craft, orinterpreting the
meaning of the itemsthey make. Visitors are there notjust to spend
their money; they want to learn. They want to get the whole
expetlience, not see only a finished product. This taking business
training to the craftspeople, helping them think like businesspeople,
iswhat Anderson calls HandMade’s “incubator without walls”
concept.

HandMade is training its crafts and heritage site ownersto think
entrepreneutially, to forge unexpected partnerships, to keep things
interesting and attractive to visitors. At EIk Herd Fam, where antlers
are harvested for medicinal uses, the ownerhas paired with a
Christmas tree farm to form promotional weekends where kids can
have their pictures taken with Santa’s reindeers, go on sleigh rides,
and drink hot cider on their visit to cut their own holiday tree. Duling
warmer months, scattered bed-and-breakfast innsin the countryside
partner with craftspeople and market crafts weekends called “Come
Get Your Hands Dirty and Carry it Home Under Your Arm.”

These are just a few of the 525 sites—including artists’ studios and
shops, craftsrelated historic sites, inns, restaurants, and events—
along seven self-guided driving trails, ranging from 100 to 215 miles
in length, that take visitors through mountain roads to visit public and
private sitesthat celebrate western North Carolina crafts heritage.

Collaborate: “Ultimately, we wanted to build bridges of trust and
friendship to connect the rural communities of Western North
Carolina. We wanted to design a system that encouraged the
region’s smallest towns to work togetherin preparing their
communities for new tourism products and enhanced visitor
expeliences,” explains Anderson. It was the craftspeople and
artisans themselves who willingly and eagerly forged partnerships for
mutual benefit. Theirenthusiasm for working together to better each
individual spilled over to the formerly competitive lodging



establishmentsin the region, who now use collaborative marketing to
attract heritage tourists.

Find the Fit Between the Community and Tourism: Making the
tourist attraction work within the community’s frameworkis a basic
building block of this successful program. “First and foremost, we
talked to the people,” says Anderson. “They were asked to guide us
in identifying the placesthey were comfortable sharing with visitors.
Alternately, we asked them to think about the places that they
wanted to hold sacred and not open up to visitors. This program has
been built from the people up.” Because many of the arisans and
farmers featured live solitary lives, itisimportant to have them
design the concept for their site, making them more receptive to
visitors.

Make Sites and Programs Come Alive: Near Litle Switzedand at
The Loom Room, Murtis Carver spins mohair, camel hair, and wool
and offers classe sin her craft. Near Brevard, Chaffe Mcllhenny
blows and sculpts sparking glass goblets and vases. All along the
routes, explorers will discover studios where artisans work and
demonstrate their creativity and skill, and happily share the histories
of their crafts.

Focus on Quality and Authenticity:  In its printed ciiteria for
selecting sitesto be included in the Craft Heritage Trails, HandMade
states firmly asits first priority “The focus must be on authenticity
and quality. No businesse s promoting or selling overseas imports.
We want sites that reflect positively upon our heiitage.”

Preserve and Protect Resources: The southern Appalachian
Mountains are the birthplace of traditional and contemporary crafts
and the center of education about craftsin this country. HandMade's
Craft Heritage Trails provide visitors with insight and understanding

of this vital part of American history, keeping alive traditions that
reach back for centuiies.

Results

The Craft Heritage Trails of Western North Carolina, first published in

1996, grew by 150 sites forits second printing in 1998. Response
cards indicate that 94 percent of trail visitors purchase crafts during

their travel on the trails. Of those making purchases, 42 percent
spent more than $200. Seventy-eight percent of the craft businesse s
reportincreased sales, some as high as 30 percent. Due to
participation in HandMade in America, some craftspeople have
expanded their businesse s beyond what they would have dared.
They have purchased new equipment, added space to studios and
galleries and learned how to promote their neighbors and
community.

Following the National Trust for Historic Preservation’s Main Street
methodology for downtown revitalization, 11 very small communities
in the HandMade region have tied into the heritage tourism trails to
rejuvenate business and bolster their economies.

HandMade in Ameiicaisbeing used asa model in developing a
statewide tourism program called North Carmlina Heiitage, Inc., and
is currently working with the N.C. Department of Cultural Resources
to develop three new self- guided multi-state tours: The Heritage
Music Trails, The Cherokee Helitage Trails, and the Garden and
Countryside Trails of the Blue Ridge. These three trails, along with
the Craft Heritage Trails, will serve asthe basis for the development
of a National Heritage Area designation called the Blue Ridge
Heritage Initiative.

HandMade in Ameirica: www wnccrafts.org
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Based on the research presented within this reportitis
recommended that marketing initatives be focused on promoting
The Underground Railroad, followed by The War of 1812
expeliences and rounded out by the numerous attractions available
throughout Windsor and Detroit.

The remaining recommendationsin this report will be based on this
approach.
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5.1.1 Market Demographics

Geographics

Together, the two metropolitan areas have a population of almost
6,000,000 people, with 5.4 million[8] in the Detroit area, 375,000
people in Essex County [9] (Windsor), 125,000 in Lambton County
(Sarnia), and 110,000 in Chatham-Kent, Ontario.[10] Itis the largest
border region in the world (how that Hong Kong has been returned to
China).[11] (Rome, which surrounds Vatican City, is not farbehind,
however, with some 5,400,000 people living in its metropolitan
area.)[12]

The Detmit side contains over one-half of the population of Michigan,
whereas Windsor and Sarnia contain only two percent of Ontalio's
population. An estimated 46 million people live within a 480 km (300
mile) radius of the area, with other metropolitan areas within this
radius, such as Toronto, Cleveland, Ohio, Toledo, Ohio, Columbus,
Ohio, Cincinnati, Ohio, Northern Kentucky, Grand Rapids, Michigan,
London, Ontario, Flint, Michigan/Saginaw, Michigan, and Chicago.

While about four-fifths of the population of Metro Detroit lives outside
the city itself, Windsor has a balanced population between the city of
Windsor itself and the rest of Essex County. There are over 50
different communities within Metro Detroit, all ranging in population
from the hundreds to the tens of thousands. Windsor's CMA,
however, has only eight official municipalities (with Windsor being a
recent separated munidipality), consisting of LaSalle (pop. 25,000),
Tecumseh (pop. 25,000), Amherstburg (op. 20,000), Leamington
(pop. 30,000), Kingsville (pop. 20,000), Essex (pop. 20,000),
Lakeshore (pop. 30,000), Township of Pelee Island (1,000) and of
course Windsor (pop. 218,000). Within each of these municipalities
lie several smaller communities that serve as bedroom communities
for Windsor's working force. Windsor has recently been given a
boost by immigration. However, Detroit itself has less than half of its
peak population.[13]

Windsor Visitor Profile

Windsor, Essex County and Pelee Island’s visitation is equally
distributed among multiple market segments and over more than one
season. The quarterly distribution of total visitation is as follows:

32%
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25% 23%

20%
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With the possible exception of families with young children, the Detroit Visitor Profile

region is successful in attracting visitors with differing profiles. An extensive survey conducted by the DMCVB found that Detroit, as

Two of the region’s more common Visitor groups are: differentiated from all other regional cities surveyed, possesses a
Young American adults (20 to 24 years old),1 and tourism product that appeals primarily to an “adult” leisure visitor (as
Casino patrons (both Canadian and American). opposed to a “family” leisure visitor).

Visitation of young American adults isin accordance with the general
guarterly visitation trends. The quarterly distribution of visitation of
young American adultsis as follows:

Average Leisure Travel Spend

29% 29% Average Spend

i Average Nights Away
19%
Vacations Days available
% of vacation days away
US Leisure Travelers
Q2 Q3 Q4

Historic/Educational Site

Q1

Visitation for the casino visitors segment also generally reflects the

overall visitation distribution. For casino visitation, the quartery Source: "Leisure Travel Overview" by Marilee Crocker, Travel Weekly
distribution is as follows: NFO Plog Research - 2001 American Traveler Survey

D.K. Shifflet & Associates, Ltd. "lllinois 2005 Visitor Profile -

Public Version" October 2006

30%
Demographics
22% African-American Families
Ages 20-29 and 3959
14% Well educated
Employed with high incomes
Q3 Q4

Q1 Q2

34%




Behavior Factors 5.1.3 Market Trends & Growth

Likely to learn about cultural destinations through the According to the report The buying power of Black America’ 4.6

recommendations of friends, trgvel guides, and_the internet. billion dollars was spent on travel in 2005. With a lagging economy

56% of cultural travelers plan tips atthe last minute and consumers are seeking to get the most for theirdollar. Additionally,
only 14.7% purchase all incusive packages. Adventure Travel which indudes travel for learning and education

Daily newspapers and magazines (online and offline), purposesis set to increase over the next five years.

followed by television programs and dub/association
memberships could be the best way to approach both
Canadian and Amelican culture and heritage travelers.
Visitors interested in discoveting historical roots.

Americans participate in all cultural activities more
frequently than do Canadians.

Cultural and heiitage travellers tend to be older (age 39 and
abowe) or younger (age 30 and less), well educated,
employed and have high incomes. The 39-59 age bracket
isa typical age bracket for cultural travelersin Europe with a
majolity of women (55% in 2002, 52.7% in 2004) in all
countries, except for certain segments such as heritage
toulism. The younger age groups (20-29) represent the
single largest age group thatis a very important component
of the culture audience (almost 40%). They are particularly
important because the cultural experiences they have in
their youth influence their tourism behaviour in the future.

5.1.2 Market Needs

The Windsor and Detroit Region meet the following needs of the
visitorinterested in heritage tourism:
Unique and authentic historical experiences,
Living history experiences throughout Windsor and Detroit;
Famous locations (ex. Uncle Tom’s Cabin); and
Additional touiist attractionsin sports, entertainment,
gaming, and culture.
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Strengths

Numerous authentic historical experiences to be provided for
both the War of 1812 and The Underground Railroad.
Growing tourism attractions throughout region provide an
abundance of other complimentary experiences (Trolley Tours,
Vineyar Tours, Festivals, Bed and Breakfasts, Music,
Entertainment, Casino, etc)

Collaborative spitit amongst groups from both Detroit and
Windsor to promote the region as one destination and tell the
Canadian and Ametican story behind the Underground
Railroad.

Revitalization of Detroit.

Established historical attractions with living history already in
place.

New organizations dedicated to promoting the region and
encouraging direct collaboration amongst various
municipalities are making significant headway.

Opportunities

Increase historical knowledge of Windsor and Detmit by joint
promotions.

Increase traffic to historical sites by liaising with schoals,
churches and organizations.

Develop new products and packages to attract American
visitors into Windsor-Detroit region.

Attract new conferences/conventions that celebrate the Afiican
American Heilitage.

United States represents a major potential market for Canada
(26.3 million).

Caesar's Convention Centre (2008) will be largest in all of
Canada and allow for opportunity to develop new conventions
to celebrate the African American Heritage5.2.4 Threats
Decreasing funding towards historical sites from
federal/provindal levels.

Weaknesses
Historical significance of region is not universally
known.
Lack of public awareness about the various offerings
throughout Southern Ontario.
Lack of integrated marketing strategy for the various
historical and cultural tourism opportunities.
Lack of knowledge from front line workers (Wait Staff,
Hotels, Entertainment staff) on local offerings.
Although Canadian destinations have a good
reputation, Canada is not currently regarded as “top of
the mind” cultural destination by either domestic or
international tourists.

Threats
Decreasing funding towards historical sites from
federal/provindal levels.
Development proposals take to long to deal with and
resultin frustration by all parties.
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Southern Ontario and Southeastern Michigan’s goal is to begin
attracting Cultural Heritage visitors that are currently going to other
major cities such as Ohio, Pennsylvania and New York All three
have significant historical events and toulist attractions that rival
what the Windsor-Detroit region has to offer.

The competitive advantage between the Windsor-Detroit region and
the other centresliesin the positioning of The Underground Railroad
and it rich history. Asthe majordestination for thousands of slaves,
the Windsor-Detroit region holds the unique distinction of having
numerous “freedom sites of importance” to explore. Thisindudes
churches, cemeteries, museums, and even the very famous “Uncle
Tom’s Cabin”.

While visiting the Windsor-Detroit region these heritage tourists can
also take advantage of the quaint and thiiving vineyard community
on the Canadian side or attend large scale sporting and
entertainment excursions on the Detroit side. The entire experience
provides a competitive advantage that is untouched by the other
communities.
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The key to success for attracting Cultural Heritage Visitors to
Southeastern Michigan and Southern Ontalio isto create a unique
experience that cannot be recreated elsewhere. The top focus must
be on the Afican Ameiican journey to freedom thatincdudes visiting
the sites where the fleeing slaves set up their new lives, to
celebrating the civil ights movement.

Americans are enthusiastic about their history and will prove to be
the visitors who will feel the most compelled to visit the area. The
campaign must be completed only after a successful tourism
package has been developed.
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The following ciitical issues will be faced in promoting the Heritage
Tourism available through Southem Ontario:

Build a strategic Cultural Heritage Tourism package thatis
complimentary to Detroit offeings and builds on an ovenall
brand strategy;

Establish relationships with various organizations and
groups throughout Southern Ontario and Detroit to drive a
consistent message about the region and its Cultural
Heritage Toulism offerings;

Create a compelling message that attracts visitors to the
region and ensures their experience is compelling enough
to have them return;

Identify any poalitical barriers from organizations or
individuals that could have a negative impact on the
collaborative partnerships being established; and

Ensure a tactical plan is created that can be easily
understood and easily implemented by all potential partners.
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Ontatio Toulism has already made significant advances in
establishing a strong
foundation of the
Underground Railroad
incduding a Black Heritage
Route that allows tourists to
visit historic sites.

This program is a great
start and will be key in
helping Windsor and Detroit
to promote the rich history
of the Underground
Railway.
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The challenge is the Black Heritage Route is only offered by Ontario
Tourism. The opportunity to promote the path from Detroit into
Windsor is being missed along with the necessary demographics to
truly drive traffic to the region.

Additionally, this program does not tap into the many smallerunique
expetliences throughout Windsor and Detroit that Cultural Helitage
Tourists would be seeking.

Black Heritage Route URL:

http://www.ontariotravel.net/T cisCtrl ?site=consumers&keyl=destinati
ons&key2=Southwestern&key3=BlackHeritage&language=EN&IinkKT
ype=I
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Based on the research gathered itis recommended the Windsor-
Detroit Region take the following threepronged strategy for
marketing:

1. Focus on African-American History
With the main focus on the Underground Railroad other
African-American histories should also be a focus. There
are already wonderful exhibits within Detroit. A regional trail
should be developed with markersin Detroit and throughout
Southern Ontario for the Underground Railroad but other
materials should highlight the African-American story
throughout the community. The trail should take the traveler
along the various routes that freeing slaves would have
followed. Aninternational diiving brochure should be
developed that highlights the varous attractions. Within this
brochure otheritems of historical interest and other
attractions (Museums, Entertainment, Vineyards, etc) should
also be promoted.

2. Make the Story Known

Attracting visitors and tours to the Windsor-Detroit region will

be important to the future success of the region. With thatin

mind the following distinct campaigns should be developed.

Theyindude:

a. Grass-Roots Collaboration

Liaising with various individuals, organizations and
groups throughout Canada and the US, the goal will
be to raise the profile of the rich, authentic and
unique experiences available within Windsor and
Detroit (and Southern Ontario). Thiswill indude
letter writing campaigns, speaking engagements and
using online social networks to create a grass roots
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movement that will be able to promote the various
expeliencesto their own organizations and drive
interest.

b. International Campaign
With growing interest from the grass roots
promotions, an international campaign should be
developed that specifically identifies geo-targets
throughout the US first (and then Canada). The
individuals, organizations and groups interested will
be invited to participate in the development and
distribution of the international campaign.

Leveraging Online

The Internet has now surpassed radio, print, and television
asthe top way to promote and advertise.” A strong online
campaign can be employed using the power of Online Social
Networks to tap directly into the identified target markets.

The mission for the Windsor-Detroit Region Cultural Heritage
Tourism Initiative is to promote the Canadian and American
Underground Railroad story and the significant African-American

histories.
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1. Develop a dynamic marketing message to educate and
attract tourists to this region.

2. Continue to build awareness and education about the
historic connections between the two nations surrounding
the Undemground Railroad and Afican American History.

3. Attractfoot traffic to both Windsor and Detroit and increase
Cultural Heritage Visitors to the region.

4. Develop a year-round strategy that keeps the Windsor-

Detroit region at the top of mind for tourists.
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1. Increase trafficto all historic attractions.
2. Increase occupancy to area hotels.
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The target markets are separated into four segments. The piimary

marketing opportunity is selling to these well defined and accessible
target market sesgments.

Genealogy Groups and Organizations

Numerous genealogy groups and organizations are now offering
their members toutism packages based on their searches. Studies
indicate that more than 60 percent of Americans are interested in
tracing their roots. Millions are tuming to the Internet for help. The
following sites are the most heavily accessed and would serve asa
starting place to promote the various offerings for this region:

FamilySearch Internet Genealogy is another terrific free
site from The Church of Jesus Christ of Latter-day Saints. If
your ancestors were slaves, FamilySearch has databases
such as The Freedman's Bank Records for sale that contain
records of hundreds of thousands of family names. The
Freedman's Bank Records CD costs $6.50. It can be
ordered over the Internet or by phone.
http://www.familysearch.org/

The Statue of Liberty—Ellis Island Foundation, Inc. This
free site has immigration records from 1892-1924. You can
purchase pictures of your ancestor's ship and the ship's
manifest.

http://www.ellisislandrecords.org

Ancestry.com , one of the most popular sites, has many
different levels of subscriptions and tools ranging from $99
per year to $24 per quarter (depending on how long you'll

want access to their fles or census records).
http://www.ancestry.com

Genealogy.com offers free tools, but as you get deeper
into your search the tools you will need (such as census
records) will cost money.

http://www.genealogy.com

Rootsweb.com is"the oldest and largest free genealogy
site"—its purpose isto connect people and give them a
forum for shaiing their research.
http://www.rootsweb.com

Genealogy Forum , hosted by Rootsweb, is another of the
free older genealogy sites thatis primaiily a community
resource.
http://www.genealogyforum.rootsweb.com/gfaol/beginners

CAPGen will help you find an accredited genealogist if you
want to go the offline route.
http://icapgen.org "

Family Reunions

Proportionately speaking, African-Americans have more family
reunions than other groups.”" The City of Detroit has already begun
an initative to attract Family Reunions and has an online Family
Reunion Planner found here:
http://www.visitdetroit.com/tourprofessionals/familyreunionplanner/.
Uniting together to create tourism packages that explore the rich
African-American history available on both sides of the border could
position thisregion asthe “region of choice” to hold family reunions.




Educational Organizations

Educational omganizations from grade schools to post-secondary
schools should be provided with packages on the iich history
available throughout both regions. Many schools are unaware of the
unique histolical attractions. Itisrecommended that the first
marketing campaign be aimed at educational organizations and
would be dedicated to increasing field trips to all sites identified
within this strategy. Emphasis and promotions could be built up for
the sitesto be visited in February during Black History month.

Tour Guide and Operators

Packages developed for the new Windsor-Detroit Cultural Heritage
Initiative should be distributed to tour guide and operators currently
working within the region. Additionally, tour guide and operators
working within identified geo-targets should also receive promotional
information and be educated on the offerings of the region.
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The Windsor-Detroit region should position itself as the destination of
choice for those interested in exploting the human spiiit and
discoveling stories of inspiration related to the Underground Railroad
and Afican Ameiican history. The messagesto be communicated
should indude:

Joint Promotions

Final Steps to Freedom

Discover the Windsor-Detroit region’s unique history and
connection to the Underground Railroad. Re-create the
final stepsthat thousands of freeing slaves and stand in the
very place where they finally found freedom.

Steal Away and Discover Your Spirit
Whatif you could get away fora weekend and retum to

work refreshed and inspired?

Look no further then a unique journey that will help put your
every day stressesinto perspective. Journey to the
Windsor-Detroit region and discover the place where
thousands of fleeing slaves found freedom. Experience rich
historical attractions that can only be found here. Take in a
major sporting event or unwind while touring an award-
winning vineyard. It's nothing that you expected butit's
everything you need.

Detroit Promotions

Discover Your Ancestors Freedom Journey to Detroit
You've researched your ancestry and discovered your own
connection to the Underground Railroad. Now prepare for
the experience of a lifetime as you follow your ancestor’s
footsteps to the very place they found freedom - Detroit.
Stand in the church where numerous slaves hid aided by
the assistance of strangers. Journey through time by
visiting the many living history exhibits. Celebrate their spirit
that transformed their wordd and ours.

Reunite with Family. Reunite with History.

What could be better than reuniting with long lost loved
ones? How about celebrating with your ancestors as well?
This yearbring your family reunion to the Windsor-Detroit
region. Follow the Underground Railroad story from Detroit
into Windsor and visit histolic sites created by freed slaves.
Create a family experience that will be remembered for
generations to come.




Windsor and Southern Ontario Promotion

Discover Your Canadian Roots — eh?
You've researched your ancestry and discovered yourown connection to the
Underground Railroad. Now prepare for the experience of a lifetime as you follow
your ancestor's footsteps to the very place they found freedom. Stand in the church
where numerous slaves hid aided by the assi stance of strangers. Journey to the only
remaining historic sites built by and for slaves that had found freedom. Celebrate
their spirit that transformed their world and ours.

Reunite with Family. Reunite with History.
What could be better than reuniting with long lost loved ones? How about doing itin
another country surrounded by Vineyards without the costs you'd expect! Follow the
Underground Railroad story from Detroit into Windsor and visit historic sites created
by freed slaves. Then spend a day visiting one of the thirteen vineyards and spend
your night grooving in one of Detit's many dubs. Create a family experience that
will be emembered for generationsto come.

Uncle Tom Is Awaiting Your Visit
Not fiction but an inspirational reality that you can experience for yourself. Come and
discover the man behind the best-selling novel of the 19" century — Reverend Josiah
Henson. Step backin time as you experience the living history behind the story of
“Uncle Tom’s Cahin”.
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The Strategy Pyramid places strategy at the top, supported by
tacticsin the middle, and programs at the base. Strategy means
nothing without tactics and programs to make it real. Based on this
approach the Windsor-Detroit Cultural Heritage Initiative Strategy
Pyramid would appear as follows:

Emphasize Underground Railroad and
African American History throughout
Detroit, Windsor and

Southern Ontario

Strategy

Promotions

Marketing & Adv ertising
Messaging Developmernt
Association of OrganiEations

| 8

Driving Brochures,

Trail Markers, Educational
Seminars, Letter Campaign
Criteria Dev elopment

Tactics

Programs
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The Windsor-Detroit Cultural Heritage Initiative marketing mix
should be compromised of the following approach:
Product
Focus on the unique and authentic historical experiences
relating to the Underground Railroad and African-
American history that can be found through Detroit,
Windsor and Southern Ontario.

Price

Work with various groups to develop packages aimed at
specific groups.

Promotion

Promotion should occur through grass roots movements,
organizations with a vested interested in tourism and
various marketing initiatives.

Placement

Promoting the overall message will largely be done
through in-direct channels to the visitor through varous
tourism operators and interested groups & organizations.
Eventual directly channels will also be deployed to attract
visitors from certain identified geo-targets.
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Initial marketing research was completed by The Harkaro Group in
order to provide a direction for this strategy. This induded doing
research on latest industry trends, reviewing news headlines,
reviewing whitepapers, and reading findings and studies pertaining
to thistopic. Every attempt has been made to reference the original
sources and no independent research was undertaken by The
Harkaro Group.
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The success of any marketing campaign hasits basisin strong
research and statistics. For thisreason The Harkaro Group will seek
to liaise with the various individuals, organizations and groups
throughout the Windsor and Detroit region to collect statistical
information and determine a baseline. This baseline will be
established with all willing groups and organizations and be used as
a meansto measure the success of the overall Windsor-Detroit
Cultural Heritage Initiative.
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The key to influencing visitors to come to the Windsor and Detroit
community will be to have a strong marketing campaign that evokes
an emotional response and is educational atthe same time. Below
isa listing of some of the initatives The Harkaro Group will be
initiating:

Community Involvement

The Harkaro Group will seekto initiate and connect all
groupsinterested in participating in thisinitiative. Working
throughout the community the various consultants will seek

to build on the necessary community involvement required
throughout Windsor and Detroit to make this initiative a
success.

Online Survey Data Collection

The most important aspect of marketing is knowing when,
where, and how to direct the messages. The Harkaro Group
will work with the various organizations throughout Windsor
and Detroit to collect information and assist those
organizations in obtaining the necessary information they
require to collaborate and promote their own experiences.

Media Awareness

The Harkaro Group will seekto leverage the various media
outlets to help promote its findings, initiatives, and
successes.
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The Harkaro Group had already completed initial pricing for a
campaign directed at attracting visitors to the region. We have
attached the pricing as a reference forindividuals, groups, and
organizations that may be unfamiliar with pricing for such campaigns
with the purpose of generating awareness. This pricing only indudes
the media buys and not the costs to produce the creative.



7.2.1 Billboard Media Plan

Proposed Location Proposed Dates Approximate Costs

(As of January 26 2007)

Detroit, MI (Interstate 1-75) June 17 — September 2 $20, 700
Flint, M1 (in-city) June 17 — September 2 $20, 700
Cleveland Ohio (in-city) June 17 — September 2 $20, 700
Lexington, Kentucky (Interstate 1-75) June 17 — September 2 $20, 700
Knoxville, Tennessee (Interstate 1-75) June 17 — September 2 $20, 700
Atlanta, Georgia (Interstate 1-75) June 17 — September 2 $20, 700
Chicago, Illinois (in-city) June 17 — September 2 $20, 700
Fort Myers, Florida (Interstate 1-75) June 17 — September 2 $20, 700

TOTAL $165,600




7.2.2 Newspaper Ads Media Plan

Proposed Location Proposed Dates Approximate Costs

(As of January 26 2007)

Detroit, MI (Interstate 1-75) June 18 — September 14 $19, 819
Flint, MI (in-city) June 18 — September 14 $14, 184
Cleveland Ohio (in-city) August 1 — September 14 $23, 577
Lexington, Kentucky (Interstate 1-75) August 1 — September 14 $27, 142
Knoxville, Tennessee (Interstate I-75) August 1 — September 14 $24, 500
Atlanta, Georgia (Intersiate 1-75) August 1 — September 14 $23, 500
Chicago, lllinois (in-city) August 1 — September 14 $25, 834
Fort Myers, Florida (Interstate 1-75) August 1 — September 14 $35, 268

TOTAL $193, 824




7.2.3 Radio Media Plan

Proposed Location Proposed Dates Approximate Costs

(As of January 26 2007)

WLJIB FM 98 - Detroit, Ml August 20 — September 16 $7,500
WDOK 102.1 FM - Cleveland, Ohio August 20 — September 16 $7,500
WAIF 88.3 FM - Cleveland, Ohio August 20 — September 16 $7,500
WGCI 107.5 FM - Chicago, llinois August 20 — September 16 $7,500

TOTAL $30, 000
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With the completion of this report The Harkaro Group will begin an
international promotional campaign between Windsor and Detroit to
begin identifying the various groups and organizations interested in
participating in this initiative. The Harkaro Group will be seeking to
work along side various political organizations including the cities
and CVBs with the intention of gaining support and acceptance for
this overall initiative.

Once thisinitiative is embraced The Harkaro Group will begin to
work collaboratively to establish strict criteria and begin to build a
plan of promotion. This plan will use the following matrix to evaluate
the various initiatives put forth. Those identified in Quadrant 1
followed by those that fall under Quadrant 2 will be given a higher
priotity.

QUADRANT 1
Low Funding Required
High Impact to
Community

QUADRANT 2
High Funding Required
High Impact to
Community

QUADRANT 3
High Funding Required
Minimal Impact to
Community

QUADRANT 4
Low Funding Required
Minimal Impact to
Community

The Harkaro Group has created its own list of action items based on
the research and will be working with various community leaders to
help initiate. Thisindudes:
Develop a strict criteria for what will qualify as an
Underground Railroad Attraction
Develop markers from Detroit through Windsor and
Southern Ontario that takes the traveler through the same
pathsthe freeing slaves would have traversed
Identify Regional Ambassadors that are willing to hold
monthly meetings through Windsor and Detroit and provide
reports back on progress
Create a UGRR- African American History driving brochure
that brings visitors from Detroit into Windsor and Southern
Ontario
Create an Agri-Culture tail that compliments the UGRR and
directs visitors to buy locally grown products and explore
other destinations such as orchards and Vineyards.
Develop an online marketing strategy for promoting all of
the above.

We also encourage all groupsto use the information in this report to
effect their own change. The Harkaro Group is eager to hear how
you are using this information for the positive promaotion of Windsor
and Detroit. Should you have any comments or questions
surrounding this report you can contact:

WINDSOR

Karolyn Hart

Karolyn hart@yahoo.ca
519-564-5905

DETROIT
Bevelly Morrison-Greene
bevely@envisionm.com
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! Heritage Tourism Program
http://www.culturalheritagetourism.org/resources/visitorProfile.htm

" Press Release — Detroit CVB
http://www.visitdetroit.com/cm/attach/C41F1281-2A79-46B6-A903-C20A20CBFEE3/Brand%20Press%20Release%20FINAL-1.pdf
i Heritage Tourism Program
http://www.culturalhertagetourism.org/howTl oGetStarted.htm

" Detroit and The Underground Railroad
http://www.detroithistorical.org/llearningcenter/curriculummaterials/detroitsstory/a5.pdf

¥ Detroit Rearview Mirror
http:/info.dethews.com/istory/story/index.cfm?id=125&category=locations

' Internet advertising in Canada surpasses the $1-bil  lion mark
http://www.reportonbusiness.ca/servlet/story/RT GAM.20070430.wrmarketing30/BNStory/robNews/home/
v Tracing Your Family Tree Online
http://www.oprah.com/obd/pastbooks/lalita_tademy/genealogy/obc_gene_tips.jhtml
Il Reunions bring families together
http://www.baltimoresun.com/entertainment/bal-un.reunion05aug05,0,4423346.story



