











RETAIL TOURISM
PERFORMANCE ANALYSIS

According to the Travel Industry Association of America, 30 percent of leisure travel features
shopping as a significant component — more than any other activity. Lewisville has more retail
space per capita than any city its size or larger in the North Texas market. The combination of
those two factors caused the original Tourism Strategic Planning Committee to make Retail
Tourism one of the eight major initiatives included in the 2005-08 plan.

All of the specific recommendations in the current plan are related to creating an International
Tax-Free Shopping District in the Vista Ridge area. Those plans have not yet been implemented
because of delays in establishing a tax-free shopping branch office in Lewisville, but the 2008
committee still considered that project to be important and wanted to continue pursuing it.

Other discussions within the committee centered on retail-related tourism efforts, including
marketing for the Texas Tax-Free Weekend in late summer. Several challenges were identified
and new approaches were suggested. The committee also reviewed a marketing proposal from
Vista Ridge Mall, the city’s largest and most visible retail partner.

PROPOSED ACTION STEPS
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The committee’s proposed action steps are:

Continue pursuing a Tax-Free Shopping center at Vista Ridge Mall, or alternately at a
location in the Vista Ridge Mall area.

Once a Tax-Free Shopping center is secured, arrange weekend-only operation of the
Lewisville Shoppers Shuttle with multiple stops at hotels and retail outlets in the Vista
Ridge area.

Once a Tax-Free Shopping center is secured, develop and launch a marketing effort
involving hotels and retail outlets in the Vista Ridge area.

Once a Tax-Free Shopping center is secured, consider the possibility of retail-focused
advertising in the Mexico travel market.

Participate in the five-year marketing proposal related to the soft play area at Vista Ridge
Mall, using the display racks and video screen to promote Lewisville hotels, attractions
and events.

Evaluate impact of advertising efforts related to the tax-free weekend in August and
consider revisions to the advertising plan, possibly including a shift in advertising focus
to West Texas.
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REGIONAL PARTNERSHIPS

PERFORMANCE ANALYSIS

Lewisville is not a “primary” tourism destination because it lacks major regional attractions;
therefore, marketing focus is “second tier” targeting visitors who already have selected North
Texas in general but not a specific destination. The current plan recommends the use of regional
marketing efforts, especially in the area of “second-tier” marketing. The intent is to make the
broader region a prime travel option, then promote specific communities once visitors select the
general destination.

Toward that end, the Lewisville CVB is very active with regional tourism groups such as DFW
Area Tourism Council, and maintains a membership in the Dallas CVB. Bureau staff also
communicates with peers in nearby CVB offices, such as Denton and Grapevine, and with city
staff in adjacent communities that do not have a formal tourism agency. Shared marketing is one
benefit of those relationships and is expected to become more important as hotel developments
come on line in our partner communities.

While there currently are no formal partnership organizations involving Lewisville area cities,
the committee did identify some possibilities for the future that are addressed in the updated
plan.

Performance measures reported to the committee included:
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Joint sports marketing and event hosting with neighboring cities has been implemented
where appropriate, most recently including a shared presence at the TEAMS trade show.
Arts promotion is being conducted regionally among Lewisville and four bordering cities,
but with no cost sharing at this time.

Neighboring community festivals are being promoted on the Lewisville CVB website
Lewisville is a member of the Dallas CVB and an active participant in the Dallas-Fort
Worth Area Tourism Council (DFWATC)

PROPOSED ACTION STEPS

The committee’s proposed action steps are:

Continue to solicit participation from lakeside cities on regional marketing of Lewisville
Lake as a destination.

Continue working with neighbors and youth leagues to identify sporting events that could
be hosted on a multi-city basis.

Establish relationships with Grapevine CVB and Denton CVB for “overflow”
opportunities that might arise in either market.

Continue to include Lewisville-area communities in CVB marketing materials and
advertising where appropriate, and provide regional marketing materials to neighboring
cities in an effort to develop a regional identity.

Solicit participation by neighboring cities in trade shows and familiarization tours/site
visits where appropriate.

Evaluate the possibility of inviting neighboring cities into a formal regional CVB
structure, with shared marketing and some shared costs (2009-2010)

Maintain active memberships in Dallas CVB, DFWATC and TACVB.
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DESTINATION DEVELOPMENT

PERFORMANCE ANALYSIS

The existing Tourism Strategic Plan devotes considerable space to Destination Development, and
no other area of the plan has more Action Steps. The original planning committee determined
that the lack of a major tourism draw was the greatest weakness for tourism in Lewisville and
recommended devoting significant resources to addressing that weakness through two
approaches — better using the attractions that already exist, and pursue new attractions that could
draw overnight visitors to Lewisville.

The action steps were divided into five major areas: Attractions and Venues, Old Town, Lake

Park, Special Events and Arts. As reported to the 2008 committee, Action Steps in each of those
five areas have been aggressively pursued, with differing levels of success.
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Attractions and Venues. Although no new attractions have been added since implementation of
the Tourism Strategic Plan, the Economic Development Department has been active in this area
and has identified several possibilities. This area continues to be a priority for the Tourism plan.
The lack of dedicated funding for attraction incentives or participation was again identified as a
significant challenge.

Old Town. City investment in Old Town has continued and emphasis has been placed on
drawing visitors to the historic district. Recent and pending developments include increased
public parking north and south of Main Street, construction of an Arts Center on Charles Street,
and planning for the Old Town Plaza. New or re-located events include Old Town Farmers
Market, Farmers Market Kickoff, Fall Music Series, Cinco de Mayo and Great American Race.
Marketing efforts include printed materials distributed throughout the North Texas region.

Lake Park. As noted in the existing plan, improved vehicle access to the park is not easily
addressed. Some smaller site improvements are in the planning stages. The park has received
increased marketing attention, especially in connection with such fishing events as the Collegiate
Bass Fishing Championship (2006-20009), Women’s Bassmaster Tour (2005, 2006, 2008) and
FLW Wal-Mart Tour (2008).

Special Events. The city’s two major downtown festivals have continued to thrive, although
space and budget constraints have limited growth of both events. Smaller activities have been
pursued and successfully implemented to fill gaps in the yearly calendar. Tourism staff is still
trying to identify reliable ways to connect festivals to overnight visitors.

Arts. Incremental changes have been made in how the city supports local arts groups and the
expectations that are placed on those groups. The granting process has been opened up, including
outside advertising to solicit applicants, and a sixth group received grant funds for the first time
in 2007. Tourism staff continues to work with the arts groups to encourage marketing efforts
directed at hotel visitors.

Performance measures reported to the committee included:
B More than 100,000 people attended Lewisville special events during 2007, including
crowds of around 15,000 people each at the two Old Town street festivals.
B Old Town “Wayfinding” signage added and new public parking obtained both north and
south of Main Street.
B Marketing materials developed and distributed regionally for Old Town Retail, Old Town
Historic Homes, and Lewisville Area Fine and Cultural Arts
B Weekly Farmers Market launched in Old Town in 2006, and Fall Concert Series moved
to Old Town in 2006.
Research firm hired to conduct on-site surveys of attendees at special events
Texas Firefighter Olympics awarded to Lewisville for July 2010.
Lewisville Lake named “Urban Bass Fishing Capital of Texas” by the Texas Legislature;
lake has hosted major fishing tournaments from ESPN/Bassmaster and FOX College
Sports that received national television and print coverage.
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PROPOSED ACTION STEPS

The committee’s proposed action steps are:

Continue to work with arts groups to promote arts events and visitation through city
marketing initiatives and hotel package development; measure impact

Continue to work with arts groups to develop additional ways to promote arts events with
the potential to create tourism and overnight accommodations in Lewisville hotels;
measure impact

Approach arts groups about possibility of staging special performances at the Lewisville
Convention Center.

Create an “opened” award process requiring groups to develop packages (unique arts-
related performance, events, exhibits, etc.) with potential for marketing tourism and
overnight stays in Lewisville hotels

Consider increased city involvement in arts granting process

Develop/Implement a destination marketing program using seasonal and special packages
to target a specific interest promoting our existing/expanding “product.”

Research potential funding sources for development incentives and encourage City
Council to develop an incentive program

Continue to identify and pursue appropriate attraction-type developments in Lewisville,
with emphasis on recreation sports and destination development

Consider including limited fixed facilities for events as part of the Old Town Plaza
planning

Pending construction of the Old Town Plaza and Art Activities Center projects, consider
staging additional low-impact public events in Old Town using limited staff and budget
Create a pre-marketing plan for the Art Activities Center

Hire professional staff with experience in arts promotion and facility management to
operate the Art Activities Center (2009-2010)

Work with Art Activities Center supervisor to create and implement facility-use policies
and a marketing plan that emphasizes unique tourism-focused events and programs
(2009-2010)

Focus more existing special events resources on Western Day festival and work toward
developing it into a “signature” event

Consider expanding Western Day to include a second day of activities

Approach Old Town Business Association about increasing its involvement with the
Cinco de Mayo festival.

Shift city expenses for Cinco de Mayo to the general fund.

Consider relocation or elimination of Red White & Lewisville fireworks show.
Research ways to use third-party assistance to recruit special event sponsorship money;
review the program after one year to determine potential need for additional staff
position.

Continue to actively educate visitors and residents on visitation opportunities in
Lewisville, focusing on Old Town, Lewisville Lake and the retail district

Pending implementation of branding campaign, research the possibility of an Audubon-
type facility at Lewisville Lake
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Work with local attractions and restaurants to develop and maintain an annual coupon
book aimed at visitors; work with local hotels on distribution methods

Research options for implementing scheduled and on-demand airport shuttle service
involving multiple hotels on a participation basis

Upon completion of market research, develop an RFP for transportation services to
include scheduled and on-demand airport shuttle service involving multiple hotels on a
participation basis

Develop marketing plan related to attracting tourism visits by local and regional riders of
the future DCTA rail line (2009-2010)

Work with LLELA to develop a regional marketing plan to draw tourism visits to the
facility
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GROUP AND CORPORATE TOURISM

PERFORMANCE ANALYSIS

Corporate travel already is a strong market for Lewisville hotels, with peak nights coming
midweek when business travel is at its highest. One gap in the Lewisville market has been group
travel, which often fills the gap between corporate and leisure clients. The opening of the
Lewisville Convention Center in August 2007 opened that market to Lewisville for the first time.

The Lewisville CVB sales staff focuses on two areas related to group travel — leisure and
meetings. Travel Trade Sales includes efforts directed at wholesalers, agents, motorcoaches and
tour operators in an effort to have Lewisville included among their itineraries. Meeting Planner
Sales includes professional meeting planners who represent multiple clients, or individual clients
planning one or two specific events.

The current approach used by the bureau sales team includes:
B Attend major industry travel trade shows that will allow us to create a comprehensive
database of clients based on the specific interest
B Conduct sales calls and sales missions in conjunction with DFWATC, TACVB and the
state tourism office
B Conduct and organize familiarization tours for potential clients
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Frequent personal contacts by sales staff to build awareness and inquiry about potential
business opportunities

Efforts related to group meeting travel began prior to the opening of the convention center, but
did not develop as a dedicated program until November 2007 when a second sales position was
added that is focused on that market. The committee discussed extensively the need for bureau
and convention enter sales teams to coordinate their efforts and work together to identify, attract
and secure business.

Performance measures reported to the committee included:

Second sales position added in 2007-08 to focus on corporate and convention sales;
existing position refocused on SMERF, sports and international markets

Lead processing system is in place, although effective lead tracking is still being fine-
tuned

Marketing materials specifically designed for group sales have been (and continue to be)
developed

State database has been incorporated into the CVB software

PROPOSED ACTION STEPS

The committee’s proposed action steps are:

Evaluate all potential group business using industry-tested and market-tailored economic
impact models

Develop a “Tourism Investment Policy” that applies potential economic impact and
establishes what types and levels of CVB incentives can be used to attract group
business, and create a designated line item in the department budget

Maintain a high profile with appropriate trade groups and trade publications in an effort
to generate group business leads; measure results for each investment made

Participate in statewide meetings database in order to identify potential group business
Continue to participate in cooperative trade shows, sales missions, and familiarization
tours to position Lewisville as an attractive and viable destination within the Dallas/Ft.
Worth market

Continue to participate in cooperative foreign trade shows to reach out the established
Mexican travel market

Continue to attend major industry travel trade shows that will allow us to create a
comprehensive database of clients based on the specific interest

Visit key markets at least four times per year to maintain personal contacts

Research possible incentive in Economic Development agreements that would encourage
businesses to use local hotels for business travel needs

Research steps needed to raise the government per diem rate for the Lewisville market
Work with the Hilton Garden Inn to develop a sales strategy for the Lewisville
Convention Center that emphasizes “need” periods and weekend business with overflow
potential benefiting multiple Lewisville hotels

Establish measurable goals and target numbers for group sales to be included in the 2009-
2010 budget
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BRANDING

PERFORMANCE ANALYSIS

The lack of a single identifying brand for Lewisville was singled out by the previous committee
as a major weakness in ongoing tourism efforts. A key action step in the 2005-08 Tourism
Strategic Plan was to hire a consultant to develop and help implement a citywide branding
campaign.

A committee of city staff interviewed three firms during 2006 and hired GoGo Creative, an
Austin-based design firm, to develop branding options. GoGo Creative conducted extensive
community research during the spring and summer of 2007, and presented theme options to city
staff that fall. A preferred theme was selected, “Deep Roots, Broad Wings, Bright Future” and
was presented to the planning committee in January 2008 and to City Council in February 2008.
Both bodies recommended pursuing the preferred branding theme.

Design elements are expected to be ready for review in May 2008, with plan implementation
slated for summer or early fall.
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Performance measures reported to the committee included:
B Branding consultant hired.
B Community research conducted and final report received.
B Theme options developed and preferred theme selected for City Council consideration.

PROPOSED ACTION STEPS
The committee’s proposed action step is:
B Implement the “Deep Roots, Broad Wings, Bright Future” branding concept, including

applications in advertising, marketing materials, website, community events and other
appropriate outlets.
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