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EXECUTIVE SUMMARY

T

his Marketing and Promotion Plan brings forward
information from the First Wilderness Action Plan Update.
Identification of appropriate marketing programs,
development of Corridor events, and management of social media
is essential for expanding knowledge of the ‘First Wilderness’ brand.
Strategies for stimulating a sustainable tourism economy within the
communities of the First Wilderness Heritage Corridor must
emphasize local heritage, culture and preservation of the natural
environment. Visitor experiences must be authentic and
memorable as they are centered in places where local residents live
and work. Municipal officials, business owners and other
stakeholders need to be accomplished hosts and understand the
relationship between tourist expectations and satisfaction. Actions
to enhance or expand tourism within the Corridor must be dynamic
and responsive to changing circumstances and resources.

I. Introduction
This Plan for the First Wilderness Heritage Corridor (Corridor) establishes criteria and sets
strategic direction for achieving the priorities identified in planning documents and related
reports compiled for the Upper Hudson River Area. Communities within the Corridor desire to
provide a more consistent visitor experience as one of the main tenants for increasing tourism
activity and improving economic vitality. The Warren County Towns of Johnsburg, Chester,
Warrensburg, Lake Luzerne, Stony Creek and Thurman along with the Saratoga County Towns
of Hadley, Corinth and the Village of Corinth are included in the Plan.
The First Wilderness Heritage Corridor Marketing and Promotion Plan is divided into two major
components: the existing conditions, which provide empirical data and analysis of the tourism
and natural resource industry along the Corridor at the present time; and future opportunities,
including the identification of specific market segments and the Corridor’s marketing strategy.
Inspiration for this planning and economic development initiative was based on the 1997
American Heritage Rivers Protection Program. The Hudson River, as defined in the Protection
Program, was the first great river encountered by European settlers and it played a central role
in the early history and commerce of the United States. Regionally, this waterway opened the
interior of the Adirondacks to exploration of unique natural environments in the wilderness.
Future efforts to market the “First Wilderness” will focus on authentic, contemporary
experiences that include history, local culture and outdoor recreation that appeal to a wide
range of travelers that define “adventure” in their own terms.
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II.

History

Following Warren County’s 1995 purchase of the former Adirondack Branch of the Delaware
and Hudson Railroad, County officials acknowledged the importance of developing projects that
would better utilize the railroad and the Hudson River waterfront. The cooperation between
the two counties and the nine communities to maximize the public investment of $1.6 million
from the Intermodal Surface Transportation Enhancement Act (ISTEA) along the 40 miles of rail
line was essential for realizing identified projects that would strengthen the Corridor’s name
recognition and attractiveness in the tourist marketplace. The planning reports, developed over
a 15-year period through the New York State’s Local Waterfront Revitalization Program (LWRP),
demonstrated the importance of the Hudson River waterfront to the communities and its
connection to the wilderness - particularly as it relates to the traveler and the local tourism
economy.
The original 2000 Plan “Rediscovering the First Wilderness….An Inter-Municipal Redevelopment
Strategy for the Northern Hudson River” identified cultural, historic, recreational, and natural
resources found within the eight towns and one village that share the Hudson River waterfront
and are connected by the rail line. The 2000 Plan identified long-term goals for the Corridor as
well as specific projects that complement the unique characteristics of the waterfront. The
forty miles of rail line within the Corridor created opportunities for seasonal travel and linkages
to the Hudson River. The following are additional plans, reports, and analyses that provided
essential information for creating an appropriate, responsive marketing plan to ensure
outcomes compatible with a sustainable tourism economy.
•
•
•
•
•
•
•

North Creek Action Plan (1993)
First Wilderness Local Governance Structures.…Unpublished Discussion Paper (2001)
First Wilderness Market Study (2003)
Rediscovering the First Wilderness….Action Plan Update (2004)
Economic Impact Study of Gore Mountain Interconnect (2003-2007)
First Wilderness Scenic Byway Corridor Management Plan (2015)
Rediscovering the First Wilderness Heritage Corridor…Final Plan Update (in progress)

Collaborative efforts between the County and the Corridor communities, outlined in the LWRP
inter-municipal agreement, established a critical framework for managing priority projects and
coordinating actions. The documents identified above provided background information
necessary for prioritizing public investment within the Corridor. These efforts have resulted in
successful projects that reflect a unified development approach for enhancing economic
opportunities through a corridor–wide tourism experience. The Warren County Planning staff
continues to provide guidance to local advisory committees and administrative support to local
officials in completing identified projects. The County Board of Supervisors, through their initial
investment in the purchase of the railroad and their continued commitment to work with a
tourist train operator has played a central role in expanding the tourism potential in the
Corridor.
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Warren County and Corridor communities have invested in excess of $40,267,086 for priority
projects since 1992 that are essential to development of the Hudson River waterfront, support
the rail line and encourage private business investment in these Adirondack hamlets. Local
officials desire to continue these efforts through a planned, action-oriented approach receptive
to new ideas that advance the goals of the First Wilderness Heritage Corridor. This forwardthinking focus creates an economic setting that can adapt to change, stimulates positive
growth, and results in success. Marketing techniques, together with promotional programs,
must be equally responsive to the local tourist as well as the destination traveler.
It is anticipated that the marketing and promotion of special public places within the Corridor
will also include the abandoned Adirondack Iron Works mine site at Tahawus (formerly
Adirondac) in the Town of Newcomb in Essex County. The significance of the mine site in
Tahawus should not be understated, as it was the impetus for the construction of the original
Adirondack branch of the rail line. The land surrounding the site was acquired by the Open
Space Institute in 2003 to preserve this property, which was the beginning of Theodore
Roosevelt’s “Midnight Ride” to the presidency in 1901.

III.

Vision

County and local officials, with support from advisory committees, define the “First Wilderness”
as a consistent and authentic tourism experience. These are the basic elements for attracting
and retaining tourism activity throughout the Corridor. Existing and future public attractions
need to be consistent with the solitary theme to strengthen the corridor’s name recognition
and attractiveness in the tourist market place. The First Wilderness Heritage Corridor can be an
exceptional destination within the Adirondack Park by offering a unique alternative to the
traditional vacation.

IV.

Guiding Principles for Marketing and Promotion

In pursuing the Vision, the following principles form the premise of the marketing approach:
• Focus on the authenticity and quality of the experience by re-establishing a connection
to the “wilderness” that is often lost to unchecked development elsewhere;
• Protect and preserve natural, historic and cultural resources that are the hallmark of the
Corridor;
• Make “sites come alive” through the creative integration of history and adaptive reuse
of public and private properties;
• Find the fit between the community and visitors of the Corridor by preserving the
character of the community;
• Encourage collaboration between the communities and experiences along the Corridor.
• Preserve small town ambience and identity;
• Promote Smart Growth principles by strengthening Main Streets in the hamlets and
supporting the businesses that are the economic hub of our Corridor communities;
• Recognize that action plans must be dynamic and continue to respond to changing
circumstances and resource requirements.
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V.

Metrics and Measurements

The effectiveness of the Corridor’s marketing and promotion efforts will be measured
periodically and refined as necessary. Data will be collected from a variety of sources to
establish a baseline of activity within the Corridor. Following the establishment of this baseline
of activity, the data will be reviewed on an annual basis by members of the First Wilderness
Heritage Corridor Advisory Committee. The following resources will be used to measure success
of the marketing strategy in the Corridor.
•
•
•
•
•
•

Occupancy tax data;
Online surveys;
Social media input and surveys;
Firstwilderness.com website traffic;
Attendees of events and attractions;
Stakeholder groups and local official roundtable discussions/interviews.

Figure 1: Promotion Programming - Annual Review Process

Collect Data and
Stakeholder Input

Adjust Programming
Based on Advisory
Committee
Recommendations

Aggregate Qualitative
and Quantitative Data
to Establish Baseline
Activity

Report Findings To
Advisory Committee
for Annual Review
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Figure 2: First Wilderness Heritage Corridor Map
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STRATEGIC PRIORITIES, ACTIONS &
MEDIA OPPORTUNITIES
VI.

Strategic Priorities

Drive tourism opportunities and economic development along the First Wilderness Heritage
Corridor and encourage the County, with its regional partners, to accomplish the following
goals:
• Grow the tourism market through increased brand discovery;
• Encourage “new users” of the Corridor;
• Promote and bolster the arts community;
• Use multiple sources of media to explain the heritage of the region;
• Build partnerships to maximize promotion of the variety of recreational opportunities;
• Expand upon the social media presence for the Corridor;
• Engage with local business and organizations to support new and existing events as part
of an enhanced tourism program;
• Encourage cross-promotion of events and attractions;
• Promote the Corridor as an alternative to the more crowded tourist resort areas;
• Development of evaluation tools to periodically monitor the successes and failures of
marketing efforts.

VII.

Actions

The strategic priorities described above are further defined by the following list of short-term,
long-term, and on-going activities.
a.
Short-Term Action Items
These items are considered to be priority actions that could be accomplished or begin within a
one to five year period.
1. Create graphic displays showcasing Corridor attributes and amenities for public spaces
such as Albany International Airport, Rensselaer Train Station, Tannery Pond Community
Center, and The Glens Falls Civic Center;
2. Create and maintain inventory of all recreation trails and associated trailheads;
3. Design and produce promotional items and print material to offer at tradeshows and
events;
4. Procure a marketing professional to develop and maintain a social media presence,
which includes Facebook, Twitter, Instagram and YouTube;
5. Coordinate meetings with local artists, business owners and outdoor enthusiasts to
prepare a profile of cultural, business, and recreational opportunities;
6. Create a marketing message that recognizes the Upper Hudson River landscape and
surrounding community’s character as the setting for an authentic “wilderness”
experience;
7. Develop a geocache trail through the Corridor communities;
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8. Consider the development of a mobile device application (app) to announce events,
highlight trail maps, etc. for users to access online and offline;
9. Advance the recommendations, if possible, presented in the Corridor Market Study,
currently being prepared by IBI Group, which will evaluate the feasibility of improving
connectivity of commuter rail service from the Rensselaer Train Station to the Saratoga
Train Station currently being conducted by IBI Group;
10. Encourage the Saratoga-North Creek Railroad to include the promotion of local
communities along the Corridor in their own marketing efforts;
11. Collaborate with neighboring Saratoga and Essex Counties to conduct a professional
marketing analysis of the natural resources and tourism potential of the First Wilderness
Heritage Corridor;
12. Support the development and subsequent promotion of trails, on State lands, for a
variety of uses, of which include mountain biking, horseback riding, snowmobiling, and
hiking. The development of trails across State lands may require advocacy for inclusion
in the Unit Management Plans (UMP) before final approval is made by the Department
of Environmental Conservation (DEC) on the draft UMP.

Long-Term Action Items
b.
These items will play an important role in solving complex issues concerning changing market
conditions within the First Wilderness Heritage Corridor. These actions should be accomplished
or begin within a five to ten year period.
13. Explore the establishment of a Dude Ranch Museum as an educational attraction and
resource that will preserve the 90-year collection of ranch memorabilia;
14. Consider contracting with tourism promotion companies, like New York’s Best
Experiences, that visit events and provide personalized travel recommendations;
15. Consider partnering with administrators of Scenic Byways and other Heritage Corridors
to expand marketing opportunities;
16. Support efforts to increase broadband connectivity and cell phone coverage, including
LTE coverage;
17. Continue efforts to establish the First Wilderness Heritage Corridor as a Scenic Byway.
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c.
On-Going Action Items
These activities are recommended to sustain and support the existing promotion efforts in the
Corridor.
18. Seek dedicated occupancy tax funding to augment promotion activity in the Corridor;
19. Promote Corridor itineraries with group tour professionals;
20. Provide press releases about ongoing and upcoming activities, events and
accomplishments to the local press, including The Post Star, The Chronicle, The Sun
Community News, LookTV, The Saratogian, The Daily Gazette, and The Times Union;
21. Continue to build a relationship with the Warren County Tourism Office to better
market the First Wilderness Heritage Corridor;
22. Conduct regular meetings with cultural organizations, like the Adirondack Folk School;
23. Continue to attract new visitors by conducting an ongoing review of marketing and
promotional efforts;
24. Encourage the local business community to market products and services with the First
Wilderness logo and name;
25. Continue providing resources for a step-on guide for the Saratoga-North Creek Railroad;
26. Promote multi-day community events and entertainment that would encourage
overnight stays for visitors;
27. Provide updated promotional material to the Lake George Visitors Center, in the Village
of Lake George;
28. Organize roundtable meetings, semiannually or annually, between Corridor
communities and the respective Chambers of Commerce with the goal of increasing the
effectiveness of marketing efforts;
29. Increase promotion of “shoulder season” events and activities in the Winter and Spring;
30. Utilize the staff of the Warren County Planning Department to continue promotion of
the Corridor’s amenities and advocacy for additional funding for priority projects;
31. Continue garnering support from the Warren County Board of Supervisors and other
elected officials;
32. It is recommended that a representative from the Warren County Planning Department
be included as a member to advocate on behalf of the Corridor communities, should a
Warren County Tourism Advisory Committee be formed, as recommended in the
Comprehensive Destination Research and Strategic Review completed by BBG&G
Advertising and Public Relations.

First Wilderness Heritage Corridor – Marketing & Promotion Plan 2016

Page | 12

VIII. Media Opportunities
The successful promotion of the First Wilderness Heritage Corridor will be accomplished
through the utilization of an array of media sources, to provide greatest level of publicity:
•

Print Advertising
o Print media should focus on items that will not be subject to a great deal of
change;
o Existing print material (brochures, magazines) should be updated;
o Advertise in targeted publications (i.e. Adirondack Sports – to target outdoor
recreation enthusiasts).

•

Newspaper
o To offset promotion costs, efforts should be made to regularly submit press
releases to local and regional newspapers to promote activities, events and
accomplishments in the Corridor;
o Local newspapers include The Post Star, The Sun Community News, and The
Chronicle. Regional Newspapers include The Daily Gazette, The Albany Times
Union, and The Saratogian.

•

Television/Radio
o To promote events or upcoming entertainment, local radio stations can be a
great way to reach a number of listeners;
o Submitting press releases or seeking coverage on a particular subject from radio
stations, such as North County Public Radio (NCPR) or Northeast Public Radio
(WAMC) would reach a majority of Upstate New York and even into neighboring
states;
o Local television station, LookTV (formerly TV8), regularly features area
attractions and in the evening hosts a sit-down program interviewing local
lawmakers and community leaders. Though the broadcast area for LookTV is
much smaller than that of public radio, the station is more open to featuring
local happenings.

•

Public Presence
o Efforts should be coordinated with the Warren County Tourism Department.
Providing hand-outs, logoed tradeshow freebies, posters and other items
deemed valuable by the Tourism Department to share at tradeshow events will
help promote the Corridor;
o Local Tradeshows, like the Adirondack Sports Expo (Saratoga Springs) and the Ski
and Snowboard Expo (Albany) feature activities found throughout the Corridor.
Participating in these programs could help boost identity among recreational
enthusiasts.
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•

Online Presence
o The First Wilderness Heritage Corridor website (https://firstwilderness.com) has
recently been updated and now features interactive maps, listing of attractions
and events, the history of the corridor and documentation related to the
establishment of the Corridor;
o It is suggested that the County work with local and regional organizations and
governments to cross promote each other on the internet;
o Professional support should be sought to increase search engine optimization
(SEO) for the First Wilderness Heritage Corridor website. By improving SEO, the
website will be easier for users to find, even if not searching specifically for the
Corridor.

•

Social Media
o Social Media applications (apps), such as Facebook, Twitter, Snapchat,
Instagram, and YouTube offer businesses and organizations the means to
advertise and reach a large audience;
o By far, Facebook is the most commonly used social media platform. The First
Wilderness Heritage Corridor has a Facebook page;
o Typically, social media users are not looking for something in particular. Instead,
users stumble upon stories and photos. When marketing the Corridor using
social media, Warren County should use professionals proficient in the use of
these platforms to ensure the message is succinct, attractive and genuine;
o Another important component of a successful social media First Wilderness
Heritage Corridor marketing campaign is travel-based social media sites/apps
such as TripAdvisor and Yelp. These sites/apps allow visitors to post reviews and
ratings of various attractions, restaurants and the like. Savvy business owners
along the Corridor are already monitoring these reviews and adapt to likes and
dislikes. Educating business owners of these services and encouraging them to
ask clients for reviews can help build their status.
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SCHEDULE OF IMPLEMENTATION &
ESTIMATED BUDGET
The following table outlines a schedule for implementation of the proposed marketing and promotion
actions and their estimated costs. Accomplishment of these marketing and promotion actions is
contingent upon sufficient levels of funding.
Table 1: Marketing and Promotion Schedule of Implementation and Estimated Budget
Annual Actions
Annual Cost
Maintenance of social media platforms (after Year 1)
$10,000
Printing of Corridor Driving Guide (20,000 copies annually)
$2,500
Distribution of Driving Guide
$1,000
Provide resources for step-on-guide staff aboard SNCRR
$12,000
Dedicate Planning Department staff to Corridor promotion
$12,000
Total Expenditure – Annual Actions
$37,500
Total Revenue – Annual Actions
$37,500
Revenue – North Creek Business Alliance contribution towards step-on-guide
$6,000
Revenue – Dedicated Occupancy Tax Award/LWRP Awards
$31,500
Year 1
Annual Cost
Obtain design firm to curate material and maintain social media platforms
$12,000
Create video content of Corridor for use on social media and online
$3,000
Total Expenditure – Year 1
$15,000
Total Revenue – Year 1 (Dedicated Occupancy Tax Award/LWRP Awards)
$15,000
Year 2
Annual Cost
Obtain marketing firm to conduct professional marketing analysis of Corridor
$30,000
Create event giveaways
$1,500
Design and fabrication of historic displays to place at the Rensselaer Train Station
$12,000
and Albany Airport
Total Expenditure – Year 2
$43,500
Total Revenue – Year 1 (Dedicated Occupancy Tax Award/LWRP Awards)
$43,500
Year 3
Annual Cost
Development of art and history inventory
$20,000
Total Expenditure – Year 3
$20,000
Total Revenue – Year 1 (Dedicated Occupancy Tax Award/LWRP Awards)
$20,000
Year 4
Annual Cost
Obtain design firm to create new driving guide/print material
$5,000
Create event giveaways
$1,500
Total Expenditure – Year 4
$6,500
Total Revenue – Year 1 (Dedicated Occupancy Tax Award/LWRP Awards)
$6,500
Year 5
Annual Cost
Update video content
$3,000
Total Expenditure – Year 5
$3,000
Total Revenue – Year 1 (Dedicated Occupancy Tax Award/LWRP Awards)
$3,000
Summary of Marketing and Promotion Costs
Annual Recurring Costs: $37,500
Five Year Annual Total: $88,000
Total Cost of Marketing and Promotion: $275,500
First Wilderness Heritage Corridor – Marketing & Promotion Plan 2016
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CURRENT CONDITIONS & ANALYSIS
IX.

Corridor Profile

The First Wilderness Heritage Corridor offers local and regional visitors an opportunity to step
away from the hustle and bustle of life and step into one of the last great wildernesses available
east of the Mississippi. The First Wilderness Heritage Corridor is minutes away from popular
tourist destinations like Saratoga Springs, Lake George, and the Adirondack Park. The Corridor
offers something for every experience-seeker and every age group. At its core, the Corridor is
focused on culture, heritage and recreation. Currently, there are plenty of offerings along the
Corridor but they are not always well marketed. The goals and actions outlined in this Plan will
seek to address this deficiency and to maximize the viability of the regional economy.

X.

Corridor Market Influence

Visitor survey data evaluated by the Warren County Planning Department indicates that the
greatest numbers of visitors to Warren County are from New York, followed by New Jersey and
Connecticut.
Considering a visitor drive time of 3 ½ hours, the First Wilderness Corridor is accessible to
Central New York (west), Northern New Jersey (south), Central Connecticut, Massachusetts,
and New Hampshire (east), and Montreal and Ottawa (north).
Table 2: Demographics – Within 3 ½ Hour Driving Distance
Median
Household
Disposable
State
Population
Income
Income
Connecticut
1,236,632
$72,068
$23,782
Massachusetts
1,322,713
$54,072
$17,844
New York
5,080,628
$51,240
$16,909
New Hampshire
1,316,449
$58,216
$19,211
Vermont
625,741
$51,820
$17,101
New Jersey
1,555,607
$53,597
$17,687
Pennsylvania
96,178
$49,617
$16,373
TOTAL
11,233,948
$53,597
$17,687
Disposable Income – Within 3 ½ Hour Driving Distance
Source: US Census 2010 & American Community Survey (ACS) 2014

Number of
Households
481,971
628,262
1,964,186
518,973
256,442
557,267
38,423
4,445,524
$78,627,982,988

Within a day’s drive (3 ½ hours) of the Corridor a total of about 11 million people and just under
4.5 million households exist (US only), with a median household income of $53,600. If one-third
of the median household income ($17,687), on average, is available as disposable income, that
amounts to approximately $79 billion worth of potential tourism expenditure. These numbers
are excluding those of New York City, Boston, and portions of Ontario and Quebec Provinces in
Canada. The proximity of the Corridor to local tourist magnets, such as Lake George, Saratoga
Springs, and the Adirondacks, coupled with the potential disposable income, provides an
enormous opportunity for revenue and investment in Corridor communities.
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XI.

Tourist Accommodations

The following section will provide an overview on the use of traditional accommodations (i.e.
hotels, motels, bed-and-breakfasts, and campgrounds) and short-term residential rentals
available within the region and in the Corridor.
a. Traditional Accommodations
The Warren County Planning
Department, with support from
the County Tourism Department,
collects visitor data in the
summer and winter. Analysis
indicates that the length of stay
varies from season to season.
Lake George is clearly the
primary regional destination.
Aside from the lakefront
communities, Warrensburg and
Lake Luzerne are very popular
overnight destinations, as well.
Warrensburg also appears to be popular year-round for visitors.
The First Wilderness Heritage Corridor communities host 32% of Warren County’s campsites.
Annualized campsite occupancy rates ranged from a low of 5.04% in Lake Luzerne to a high of
8.42% in Warrensburg, Thurman, and Stony Creek.
One indicator of visitor destination is the relative occupancy rates for lodging facilities in the
County. Comparable data was not available for Saratoga County (Corinth and Hadley). Warren
County’s database indicates that, excluding Lake George, the remaining First Wilderness
Heritage Corridor communities host approximately 12% of the lodging facilities in Warren
County. Annual utilization rates range from a low of 18.33% in Johnsburg to a high of 40.11% in
Warrensburg.
Twenty years of survey results (1994-2014) collected by the Warren County Planning
Department suggest that, on average, the length of stays for visitors to the region is decreasing.
During that same period, the number of guests traveling together and the overall number of
visitor events has been increasing (Figure 3). For the purposes of this plan, one visitor event is
defined as one person making one overnight stay.
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Figure 3: Average Overnight Guests & Length of Stay
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Figure 4, illustrates the positive trend of visitors to the region with a majority of visits being day
trips. However, the number of lodging visitors is increasing at a rate that will soon outpace or
match the number of day trip visits to the region. Figure 4, also indicates that indoor lodging, as
opposed to camping, is increasing in popularity. Promotion of the Corridor should involve a
complete assessment of lodging options, including vacation rental homes, campgrounds/
campsites (public and private) and traditional lodging options.

Figure 4: Lodging/Camping Guests vs. Daytrippers
6000000
5000000
4000000

Lodging Guests

3000000

Room Nights

2000000

Camping Guests
Day Trips

1000000

1994
1995
1996
1997
1998
1999
2000
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2014

0

Source: 1994-2014 Warren County Occupancy Survey Comparison
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b. Short-Term Residential Rentals
A steadily increasing trend for accommodations is short-term rental homes. These
accommodations are commonly rented as entire homes on a daily, weekend, and weekly basis.
Given the widespread use of the internet, these homes are advertised online or on websites,
such as, AirBnB.com, Homeaway.com, VRBO.com. These homes provide visitors access to all
the provisions of a typical home and allow entire families (or extended families and friends) to
reside in one home, instead of separate hotel rooms.
In pursuit of increasing overnight visitors within the Corridor, other non-traditional
accommodations, such as short-term residential rentals, may need to be identified and
promoted. Furthermore, there is an added economic benefit for rental property owners, as
income from lodging often remains within the community.
Unfortunately, there is limited data available for short-term rentals because there is currently
no structure in place to collect occupancy tax or regulate these homes, with the exception of
Lake George (Village and Town). The following table was generated reviewing available rentals
on Homeaway.com to develop a profile, by Corridor community, for the number of vacation
rentals.

Table 3: Vacation Rentals in Corridor
Number of Vacation
Community
Rentals Homes
Johnsburg
48
Chestertown
30
Thurman
9
Warrensburg
33
Stony Creek
6
Lake Luzerne
22
Hadley
3
Corinth
5
TOTAL
156
Source: Homeaway.com

Based on the most recent survey conducted, in 2014, by the Warren County Planning
Department, the average number of people to stay overnight was three (3) per group.
Assuming there are 3 guests per vacation rental, there is room available for 468 guests at
vacation rental homes within First Wilderness Heritage Corridor communities. These shortterms rentals are often controversial, as some are not obligated to collect sales or occupancy
tax. Additionally, guests of these short-term rentals are sometimes disruptive to residents in
established neighborhoods.
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XII.

Existing Tourism Planning & Programming

Tourism promotion efforts for the First Wilderness Heritage Corridor are supported by
communities and organizations both inside and outside of the Corridor, including the local
Chambers of Commerce, Adirondack Regional Chamber of Commerce (ARCC), I Love NY, the
Warren County Planning Department and the Warren County Tourism Department. Although,
these entities seek to accomplish similar objectives, the current tourism structure could be
improved to operate more cohesively.
Presently, event and attraction promoters are not utilizing the Corridor brand and, as a result,
are missing the opportunity for cross promotion. The Warren County Planning Department,
however, provides promotional support of the Corridor online through its Facebook page and
on firstwilderness.com.
The Warren County Tourism Department operates a website visitlakegeorge.com, which
showcases the economic driver of the Warren County economy – Lake George. This website
does include accommodations, events and attractions within the Corridor; however, exposure
of the First Wilderness Heritage Corridor could be improved through a partnership agreement
with the Tourism Department.
Every community along the Corridor, with the exception of the Town of Thurman, has either a
Chamber of Commerce or a Business Alliance. These organizations act as the local channel for
distributing information or assistance for new and existing businesses. Additionally, these local
clearinghouses serve as the nucleus for local event planning. Many of these groups do not
actively reference the First Wilderness Heritage Corridor, but do occasionally promote events,
attractions and accommodations outside of their respective town. Access to information for
some local chambers could be enhanced by incorporating an online presence. It is strongly
encouraged that communities with an active Chamber of Commerce or Business Alliance
develop an online presence – particularly on social media. Expenses associated with the
production of print material are costly and quickly outdated. In contrast, online platforms are
relatively inexpensive and can be edited whenever necessary. Table 4 illustrates the online
presence of these organizations.
Table 4: Corridor Chamber of Commerce & Business Alliances – Online Presence
Corinth
Chamber of
Commerce
Website
Business
Alliance
Website

Hadley

✔

✔
✔

Lake
Luzerne

Stony
Creek

✔
✔

✔
✔

Thurman

Warrensburg

Chester

Johnsburg

✔
✔

✔
✔

✔
✔

✔
✔

✔
✔

✔
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XIII. Marketing and Promotion Opportunities
The marketing and promotion of the Corridor is vital to expanding business activity in Corridor
Communities. The following opportunities have been identified to pursue this goal:
•

Branded Identity. Marketing professionals should be utilized to help refine and promote
the First Wilderness brand by businesses and organizations;

•

First Wilderness & County Planning. Community leaders should capitalize on the
Corridor’s identity as an economic development strategy. County Planning staff will
continue to work with local municipal officials in identifying public improvements that
positively impact tourism. Additionally, County Planning staff can provide a leadership
role in securing public investment.

•

First Wilderness & County Tourism. An expanded relationship with the Warren County
Tourism Department is critical in ensuring that promotional efforts avoid redundancies
and conflicts;

•

Regional Advertisement. Utilize available and professional resources to advertise outside
of the southern Adirondack Region;

•

Social Media. Utilize social media platforms to promote activities. Encourage visitors and
residents, alike, to hashtag (#) First Wilderness;

•

Target Segments. Efforts should be made to partner with regional and local tourism
organizations to attract specific types of visitors that, according to market trends, may
be interested in the region’s amenities;

•

Relationship to Heritage/Cultural and Scenic Byways. In 2012, a Byway Corridor
Management Plan was developed as the First Wilderness Scenic Byway to replace the
existing Dude Ranch Trail. The First Wilderness experience relies heavily on the
connections to the waterway (Hudson River), heritage, and the rail line. Opportunities
exist to cross-promote and share ideas with other regional byways that have similar
attributes to the First Wilderness Scenic Byway. Additionally, maintaining relationships
to organizations like the Adirondack North Country Association (ANCA) can assist
Corridor communities with promotion and advocacy of the regions attributes;

•

First Wilderness Heritage Corridor Plan Update. The FWHC Plan Update identified the
need for a creative and flexible system of governance to achieve the ‘single’ visitor
experience to be carried throughout the Corridor communities. Recommendations
included several public or quasi-public organizations that would carry out the mission of
the FWHC and advocate for future public investments related to critical infrastructure
improvements. At the very least, continued municipal involvement in a cooperative
agreement is needed to ensure that there is a coordinated marketing program and that
promotional materials are available to local event organizers, chambers of commerce
and ‘Main Street’ promoters.
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XIV. Corridor Market Position & Tourism Role in the Corridor Economy
The First Wilderness Heritage Corridor fits within the identity of the greater Adirondack Park
region of New York State, as being an area rich in natural, unblemished landscapes. However,
unlike much of the Adirondacks, the Corridor is located at the periphery of the Adirondack Park,
adjacent to the Lake George Region and within minutes of Interstate-87. The Corridor functions
as a gateway to the Central Adirondack’s, affording the Corridor with additional tourism
opportunities generated from interstate traffic.
The existence of passenger rail service through the Corridor provides another means to move
people into the region. Negotiations are currently underway between Iowa-Pacific Railway and
Canadian-Pacific Railway to improve commuter rail service starting from the Rensselaer station
through Saratoga Springs to North Creek. By improving this connectivity, tourists from the New
York City market could potentially connect with the Saratoga-North Creek Railway more easily.
Exposing these riders, without vehicles (55.7% of households in New York City), to the cultural
and recreational opportunities of the Corridor would prove invaluable.
The presence of large hotel chains are noticeably absent from the Corridor. Instead, the
accommodations available in the corridor are diversified between bed-and-breakfasts, inns,
campgrounds, and short-term rentals (i.e. AirBnB). Traditional accommodations contribute to
the County’s occupancy tax system and these revenues support local tourism promotion.

XV.

Relationship to the First
Heritage/Cultural Corridors

Wilderness

Scenic

Byway

&

Other

A Scenic Byway Corridor Management Plan for the First Wilderness Heritage Corridor was
prepared in 2012 to replace the existing Dude Ranch Trail, which represented a “Wild-West”
Americana theme popular during the middle of the 20th Century. The Dude Ranch Trail is a
recognized Byway in the New York State Scenic Byway System. The Dude Ranches that once
dotted the area have for the most part disappeared. The rebranding of this Scenic Byway seeks
to more accurately define the character and amenities of the First Wilderness Heritage
Corridor. Though efforts have stalled in recent years, on legislative designation of the First
Wilderness Scenic Byway, there is still local momentum behind this designation.
As illustrated in Figure 5, there are twelve Scenic Byway programs within a 50-mile radius of the
First Wilderness Heritage Corridor. Regardless of the official designation of the First Wilderness
Scenic Byway, it would be advantageous for the Warren County Planning Department and
leaders from nearby Scenic Byway programs to meet or share information on a regular basis.
The marketing and promotion of the Corridor would likely be improved by understanding the
successes and failures of these neighboring byway programs.
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Participation in the National Heritage Area Program should be considered as a means of
protecting the region’s important cultural resources. A feasibility study is strongly encouraged
before seeking designation. Warren County is currently part of the Champlain Valley National
Heritage Partnership, which spans 11 counties within 2 states (New York and Vermont).

Figure 5: New York State and National Scenic Byways
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XVI. Potential Economic Impacts
a. Tourism Expenditures
The Warren County’s tourism economy provides direct and indirect benefits to a diverse range
of market segments, which contributes to a robust local economy. Estimates of visitor spending
were determined by utilizing The Economic Impact of Tourism in New York – Adirondack Focus
(2015). It is assumed that a day visitor will spend approximately $46 per day and an overnight
visitor will spend approximately $118 per day. Table 5 demonstrates that the total economic
impact generated by visitors to Warren County is an astounding $698 million, of which,
$72,812,392 (10%) is derived from First Wilderness Heritage Corridor communities.
Table 5: Warren County Visitor Expenditures

Daily Tourist Expenditure Rate
Warren County Visitors (#)
Warren County Tourism Expenditures

Day Trip
Expenditures
$46

Overnight Visitor
Expenditures
$118

4,255,272
$195,742,512.00

4,255,272
$502,122,096.00

Total Expenditures

8,510,545
$697,864,608

Corridor Community Visitors* (#)
443,978
443,978
887,956
Expenditure Category (FWHC)
Transportation
20%
$4,084,598
$10,477,881
$14,562,478
Entertainment
16%
$3,267,678
$8,382,305
$11,649,983
Shopping
17%
$3,471,908
$8,906,199
$12,378,107
Room
19%
N/A
$9,953,987
$9,953,987
Food
23%
$4,697,287
$12,049,563
$16,746,850
Other
5%
$1,021,149
$2,619,470
$3,640,620
100%
$20,422,988
$52,389,404
$72,812,392
Source: Warren County Tourism 2014
*Corridor Community figures do not include participating communities within Saratoga County

Table 6: First Wilderness Heritage Corridor Tourism Expenditure Growth Goals
Day Trip Expenditures
Warren County Tourism
Expenditures
Corridor Community
Tourism Expenditures*
5% Expenditure Growth
10% Expenditure Growth

Overnight Visitor
Expenditures

Total Expenditures

$195,742,512

$502,122,096

$697,864,608

$20,422,988

$52,389,404

$256,812,392

$21,444,137
(+$1,021,149)
$22,465,286
(+$2,042,298

$55,008,874
(+$2,619,470)
$57,628,344
(+$5,238,940

$269,653,011
(+$12,840,619)
$282,493,631
(+$25,681,239

Source: Warren County Tourism 2014
*Expenditures for Corridor Communities does not include those within Saratoga County
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Figure 6: Traveler Spending

Source: The Economic Impact of Tourism
in New York – Adirondack Focus, 2015

Within the Adirondack Region, Warren County is by far
the leader in tourism expenditures (see Figure 6). In
2015, Warren County accounted for 44%, or $571 million
dollars, in direct tourism spending in the Adirondack
Region (Warren, Clinton, Essex, Franklin, Hamilton, and
Lewis Counties). Day trips to the County bring in
approximately $196,000,000 while overnight guests
spend an estimated $502,000,000 (see Table 5). The
dominant tourism draw in Warren County is Lake George
and the surrounding lakefront communities. Visitor
expenditures within the First Wilderness Heritage
Corridor contribute approximately 10% of the total visitor
expenditures in Warren County. Table 6 illustrates the
value of increasing tourism expenditures in the Corridor
by 5-10%. Meeting this goal would provide Corridor
communities a net increase of $12-25 million per year.

According to the most recent occupancy tax report, the First Wilderness Heritage Corridor
communities account for approximately 25% of the occupancy tax contributions. Increasing
weekend and weeklong visits to the Corridor, through effective marketing efforts, will help
achieve the goal of an additional 5-10% capture of tourism expenditures.

Figure 7: Tourism-Generated Labor Income
The success of the tourism industry
translates to increased labor
income. In 2015, Warren County
generated $275 million in labor
income (direct and indirect), as
depicted in Figure 7. It is important
that the Corridor not rely too
heavily on tourism, as a significant
loss during a particular year or
season could prove catastrophic.

Source: The Economic Impact of Tourism
in New York – Adirondack Focus, 2015
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Warren County is fortunate to have such a diversified economy. Warren County accounts for
almost half of the tourism spending for the Adirondack Region, although, it only accounts for
18% of the total share of its economy. Compared to Essex County (36.2%) and Hamilton County
(42.2%), Warren County can withstand seasonal losses and not significantly impact the entire
county economy. People are already visiting Warren County, primarily along Lake George.
Enhancing the First Wilderness Heritage Corridor’s presence to visitors of the region is crucial to
its success.

b. Natural Resource Commodities
The First Wilderness Heritage Corridor has a long benefited from its natural resources. Many of
the resources that originally drew settlers to the area are still an economic driver for the
Corridor today. These resources include farm products, timber, aggregates (sand, gravel, stone),
and minerals.
i. Farm Products

The communities along the Corridor, once home to acres of family farms, are generally limited
to growing specialty agricultural crops. Although the number of traditional farms has
diminished, the growth of specialty crops and added-value products offered in Corridor
commiunities provides a great opportunity for attracting visitors. Farmers’ markets in North
Creek, Chestertown and Warrensburg provide visitors and residents with an opportunity to
purchase local produce, maple products and other homemade goods.
By example, the Town of Thurman has four maple farms. During three weekends each spring,
visitors are invited to the farms to experience maple syrup production demonstrations with the
opportunity to purchase maple sugar products. Local organizations, organize pancake
breakfasts and local farms offer specialty dairy items including artisan cheese.
ii. Timber
During the 19th and early 20th Century, sawmills and other timber-dependent industries lined
the Hudson and Schroon Rivers, within the Corridor. The mills may no longer exist but timber
harvesting is still vital to the local and regional economies.
Timber, sourced from the Corridor, is used in the production paper products, regionally, at the
paper mills in the Glens Falls area. In Warrensburg, three sawmills operate beside each other.
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Cersosimo Lumber (formerly Sweet’s Sawmill) and Lake George Forestry Products offer soft and
hardwood products, while Northeastern Products Corp (NEPCO) produces woodchips for animal
bedding and smoking meat. Sawmills can also be found in the towns of Thurman (Martin’s
Lumber) and in Chestertown (Stephenson Lumber Company).
Wood pellets, used for home heating, have recently become more popular with homeowners.
Timber from the Corridor is an important source for companies like Vermont Wood Pellet
Company to manufacture this source of heating fuel. Efforts are ongoing to recruit a wood
pellet manufacturing plant in the First Wilderness Heritage Corridor.
iii. Aggregates (Sand, Gravel, and Stone)
Several Corridor communities are fortunate to
have access to local sand and gravel quarries,
which include those operated by Peckham
Industries (Chestertown), Star Sand and Gravel
(Warrensburg), and DA Collins Construction
(Corinth). These quarries provide labor
opportunies for local residents that are not
dependant on the tourism industry. One of the
largest building and landscaping stone
companies in the region, Champlain Stone, has its corporate office located in the Town of
Warrensburg.
iv. Minerals
North Creek is home to the world’s largest garnet mine, Barton Mines. Garnet (the state gem
stone of New York) is sometimes sold as a precious stone, however, the garnet from Barton
Mines is primarily used as a high-quality industrial abrasives. It should be noted that garnet
from the Barton Mines was used as the cornerstone for the newly constructed Freedom Tower
(adjacent to the site of the former World Trade Center). The mine is still active today and
visitors are encouraged to visit the mine when tours are available. The North Creek Business
Alliance, working in coordination with the Saratoga-North Creek Railroad, provides shuttle
service to the mine for riders during the layover in North Creek.
Iron ore was extracted from the mine at Tahawus in Essex County from 1827 to 1857, until it
was abandoned due to the difficulty of extracting an unknown impurity from the iron ore. The
mine was reopened in early 1940s when it was realized that the impurity removed from the
iron ore almost a century earlier was in fact titanium dioxide, a valuable component used in the
production of paint for the military’s ships. Though the mine ceased commercial opertation in
the 1980’s, permits to mine the site remain active. If sold, the most efficient means of removing
the titanium dioxide reserves would be by rail, through Warren County. The tracks from North
Creek to Tahawus are in adequate condition to operate freight, but would require upgrades to
allow for passenger rail service.
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FUTURE OPPORTUNITIES
XVII. Market Segments
Resources available for promotion of the First Wilderness Heritage Corridor will be most
effectively utilized by strategically marketing to specific age groups and niche markets. The
following information relative to generational characteristics was adapted from Pew Research
Center, National Public Radio, and other online resources.
a. The Generations
There exists today, roughly five generations of Americans that are influencing everything from
culture to social behavior to spending habits. Below is a breakdown of these age groups. This
Plan will not review each cohort, but will evaluate trends among specific groups as a way to
effectively market to important visitor segments.
Table 7: Age Group Details (U.S. Only)

Generation
Silent Generation
Baby-Boomers
Generation X
Millennials
Generation Z

Year Born
1925-1941
1946-1964
1965-1979
1980-1995
1996-Today

Age in 2016
75-91
52-70
37-51
21-36
0-20

% of
Population
12%
24%
16%
24%
24%

i. Millennials
The Millennial generation, the population of Americans born between 1980 and 1995, is
presently the largest cohort, in the United States (totaling 80 million), outsizing the BabyBoomers (1946-1964) in the year 2015. Millennials are not one-size-fits-all. This generational
group is the most racially diverse (19% Hispanic, 14% African American, 5% Asian), most
educated (23% with Bachelor’s degrees or higher), and the most connected to the internet (9397%). Ninety-eight (98%) own a smartphone and 1 in 5 Millennials access the internet
exclusively through a smartphone. Of the millennials interviewed, over 50% indicate they are
mostly or almost always online.
The Wild Center, the Natural History Museum of the Adirondacks, commissioned two reports to
assist businesses and communities, in the Adirondack Park, in an effort to more effectively
market the Adirondacks to the Millennials. The first report, Connecting Millennials to the
Adirondacks, was completed in January 2016 by Schireson Associates and included input from
focus groups and other technical information. The second document, The Adirondacks & The
Next Generation, was prepared by Trampoline Design, in May 2016, utilizing the Schireson
Associates report. This resource provides templates for social media and other advertising
campaigns. Many of the concepts and research in these documents will be used, in part, to
market the Corridor.
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If the Corridor is to attract the largest generation since the Baby-Boomers, marketing to these
“digital natives” needs to be online. However, research has found that traditional advertising
isn’t as effective on this generation. Merely overwhelming Millennials with ads will not have its
intended effect. This generation searches for destinations, restaurants, and the like on social
media. By creating user-generated content, such as photos, on social media platforms like
Facebook, Millennials will be better exposed to the promotional content. If successful in
bringing them to the Corridor, they will more than likely share their experience on social media.
These endorsements or negative reviews can make all the difference in attracting other visitors
to the region, as 64% of Millennials indicate reading positive reviews has an influence on their
decisions.
Two-thirds of Millennials desire lodging variety. Large hotel chains are not present in the
Corridor, however, short-term residential rentals, B&Bs, motels, campgrounds, and campsites,
provide these visitors with a diversity in lodging options.
A growing trend, among the younger generation, is the declining number of licensed drivers or
drivers without vehicles. The University of Michigan Transportation Research Institute
conducted a study that was released in 2016. This report reviewed the number of Americans
that had driver’s licenses, by age group. The study found that, over a 30-year period, the
number of licensed drivers under the age of 55 had all decreased. The most significant
decreases occurred among the youngest generations (including Millennials).
The cost of vehicle ownership and proximity to other modes of transportation are motivating
factors to young drivers foregoing a driver’s license. There has been a shift between the postwar generations who preferred to live in new, sprawling suburbs, and the young adults of today
(62% of Millennials) who are more likely to locate in more walkable, mixed-use urban areas. A
significant number of Millennials have come of age during a period of financial hardship and as
a result, Millennials do not put such a large value on owning a vehicle.
If fewer Millennials are driving, this could present
a problem in attracting them to the autodependent Adirondacks. Marketing efforts
towards Millennials should promote the value of
taking the railway. New York City, an important
target market for the First Wilderness Heritage
Corridor, has the highest number households and
adults without vehicles (55.7% without a car).
Currently, tourists can take Metro North, out of
New York City; arrive at the Saratoga Train Station
and transfer to the Saratoga-North Creek Railway
(SCNRR). In a matter of hours, riders can be at
Gore Mountain or making their way to any of the other destinations along the rail line.
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ii. Generation X
The generational “middle child”, Generation X, is the generation of Americans born from 19651979. Gen Xers, many now entering middle age, are often overlooked, as the Baby-Boomers
and the Millennials are much larger market segments.
Though a smaller group, they are a significant force on the local economy. According to surveys
conducted by the Warren County Tourism Department, the average age of those planning
vacations to this region are 50 years old, which would include Generation Xers.
Generation X has more spending power than any other generation, possessing 29% of the
estimated net worth and 31% of total income dollars. In addition, nearly half (47%) of adults in
their 40s and 50s have a parent over the age of 65 and are either raising a young child or
financially supporting a grown child (18 years or older). As more Baby-Boomers enter
retirement, Gen Xers find themselves taking leadership positions within business and politics.
Spending power, family decision-making, and corporate and political influence make this
generation too important to overlook.
Generation X uses technology, albeit differently than their Millennial counterparts. Roughly
60% of Gen Xers use a smartphone on a regular basis, while 67% use a laptop or PC daily (which
is 9% more than Millennials). Similar to Millennials, Gen Xers use the internet for researching
and finding the best deals. This price conscious group is not influenced by “slick” marketing
pitches, and like Millennials, will base purchasing decisions on recommendations from friends
and family. When marketing the Corridor to Gen Xers attention should be given to offering an
affordable and quality package. Advertisements should be direct and honest, as they will do
more research on sites such as Yelp or TripAdvisor. This generation may be online for different
reasons and less intensively than Millennials, but traditional marketing efforts should be paired
with digital promotional tools like Facebook, email marketing, and online advertisement.
Generation X, more than the other generational giants (Millennials and Baby-Boomers)
consider email as the gold standard of communication. An estimated 44% of business to
consumer (B2C) marketers can prove a clear return on investment from email marketing.
iii. Baby-Boomers
The Baby-Boomer generation, born post-World War II, was the largest generation of Americans
until being outpaced by the Millennials in 2015. Today, the Baby-Boomers are either retiring or
nearing retirement age, with the youngest at 52 and the oldest at 70 years old. Unlike a
generation earlier, the Silent Generation, this group of seniors is more active than any before
them.
Baby-Boomers are heavy consumers of television; however they spend a comparable amount
of time online. They may not have grown up during an age of personal computers and
smartphones; however, the largest increase in smartphone purchases has been amongst the
Baby-Boomers. The top three online activities among Baby-Boomers are using search engines
(96%), using email (95%), and shopping for products and services (92%). Similar to the
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marketing strategy towards Generation Xers, any promotional efforts should include email
marketing and search engine advertising.
Studies have shown that print-based direct mailing and radio marketing are not as effective in
getting Baby-Boomers to follow-up online for more information. Aside from search engine
advertising and email marketing, social media is quickly becoming a useful way to reach the
nearly three-quarters of Boomers on internet sites like Facebook.
It would be most opportunistic to blend a host of these promotional efforts, which to a large
degree, overlap with marketing efforts directed at the Millennial and Generation X groups.
According to industry research, an estimated $157 billion is spent by Boomers on trips every
year and travel ranks as their top leisure activity. They are seeking engaging experiences,
optimizing adventure with a level of security. A few of the most popular trends among
travelling Boomers that could be opportunistic for the Corridor include ecotourism, adventure
tourism, and multigenerational tourism.

b. Daytrippers, Weekend Travelers, and Weeklong Travelers
The anticipated result of effectively promoting the Corridor will be to increase overnight stays
by visitors. On average, overnight guests spend more on activities and accomodations than do
visitors on day trips. This Plan uses a 1-hour driving commute to differentiate between those on
day trips and overnight guests. There are significant overlaps in promotional efforts due to the
increased use of social media and the internet. However, there are several differences that
should be observed.
i. Daytrippers
Within one-hour of travel, visitors from as far west as Raquette Lake, as far north as Keene
Valley, as far east as Rutland, VT, and as far south as Clifton Park, can make it to the First
Wilderness Heritage Corridor. These “daytrippers” are not overnight guests and can be
expected to spend less than their counterparts, overnight travelers.
These local visitors likely know a great deal about the area, particularly the Lake George region.
Many of these locals are aware of the communities that line the Corridor. However, the identity
of the Corridor is mostly unknown to locals; this includes residents of communities within the
First Wilderness Heritage Corridor.
Informing the locals about the Corridor will accomplish three goals. First, visitors will be
exposed to additional opportunities in Warren and northern Saratoga County. Second, the
Corridor communities will establish a connected identity. Visitors can expect that similar
experiences can be found throughout, encouraging visitors to explore more opportunities. The
third and most important achievement in educating the locals about the Corridor is word-ofmouth promotion. Visitors and residents sharing their knowledge and experiences of the
Corridor will be extensive and cost-effective.
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Effective promotion efforts towards locals will include social media, cross-promotion with Lake
George, and press coverage in sources like The Post Star newspaper.

ii. Weekend Travelers
Weekend travelers are important to the Corridor for a number of reasons. The Inter-Municipal
Redevelopment Strategy for the Northern Hudson River indicates that weekends account for
half of all travel. According to the same study the average trip length is 706 miles round-trip
compared with 986 miles round-trip for weeklong visitors. Though weekend travelers will not
spend as much, overall, as weeklong travelers they will spend as much on a per day basis.

iii. Weeklong Travelers
These visitors serve as the primary overnight guests to the region. Over the last few decades,
vacation planning has changed due to the internet. In particular, vacation-goers not only search
for lodging, but activities to do while on vacation. They are interested in finding a good deal and
the ease of doing it. Many of these tourists are visiting because of Lake George or Saratoga
Springs and would be open to the cultural and recreational activities of the Corridor, but they
need to know when travel planning. Information about the Corridor and its assets are available
on promotional websites such as, firstwilderness.com, visitlakegeorge.com, lakegeorge.com,
lakegeorgechamber.com.
To be most effective in marketing to this type of traveler, promotional efforts should include
assistance from the Warren County Tourism Department and other marketing professionals.
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c. Niche Markets
In addition to the market segments identified above, the following are popular market trends
that fit well with the Corridor’s market strategy.
i. Adventure Travelers
The Adirondacks have always attracted those
wishing to reestablish a connection with the
wilderness. Residents and visitors alike have
challenged themselves to climb mountains,
downhill ski, and ride the rapids of the Hudson
and Schroon Rivers.
Those promoting adventure tourism should
take into consideration that “adventure” is
individually interpreted by the “adventureseeker”. According to the Adventure Travel
Trade Association, adventure travel may be
any tourist activity that includes the following three components: a physical activity, a cultural
exchange and connection with nature. Adventure tourism is more than an extreme form of
thrill-seeking and can involve activities such as day hikes, guided whitewater rafting trips, and
passive activities like travelling on the scenic railway.
According to research conducted by Schireson Associates, relating to tourism in the
Adirondacks, only 23% of respondents in their study identified as an “outdoors person”.
However, 60% of respondents indicated that when traveling regionally, they prefer to have
adventures or find unexpected experiences. This research indicates that when marketing
“adventures” to possible visitors, the definition needs to remain broad.
Effective marketing efforts will display a balance between extreme and leisure activities that
can provide a host of options to those planning trips. The research conducted by Schireson
Associates also found that the primary travel planner for a group may actually shy away from
destinations that won’t suit the needs of the entire party. Showcasing the variety of activities
and amenities in the Corridor can be the difference in attracting visitors or scaring them away.
ii. History and Cultural Travelers
Even in the age of the internet, historical and cultural experiences are still some of the most
popular activities for travelers. According to research conducted by Schireson Associates
relating to tourism in the Adirondacks, 86 % of Millennials prefer experiences over possessions.
Additionally, their research found that Millennials crave cultural activities. For instance, 78%
want to visit cultural sites, 66% attend farmer’s markets, and 65% want to learn a new skill.
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Tannery Pond Community Center

The First Wilderness Heritage Corridor provides the
means to access all of these amenities. Visitors can
learn traditional skills such as fiber arts or
blacksmithing at the Adirondack Folk School. Several of
the communities along the Corridor offer access to
fresh foods at weekly farmer’s markets.
The concept of a cultural site means something
different to everyone. Visitors to the Corridor can find
art galleries, bars and cafes offering live music,
experience natural wonders, performing arts theaters,
museums of local history, and local libraries. Visitors may not travel for a specific event or
festival, but many travelers will seek out events occurring in the area during their stay.
iii. Bicyclists
Warren County offers a variety of bicycling options from road cycling, mountain biking, and offroad trails like the Warren County Bike Path. No matter the skill level or age of riders, visitors to
the area can bring or rent bicycles and take advantage of the trails.
Groups such as the Warren County Safe & Quality Bicycling Organization (WCS&QBO),
bikewarrenco.org, are dedicated to the promotion of bicycling, trail development, trail
maintenance, and associated materials such as guidebooks.
iv. Pet-Friendly Travelers
Now more than ever, pets are treated as members of the family. So when families plan
vacations, they are sometimes planning on bringing their dogs. Websites such as bringfido.com,
dogfriendly.com, help travel planners identify not only pet-friendly lodging options but events
and attractions too.
In the First Wilderness Heritage Corridor, events like Adirondack Woofstock, in the Town of
Chester, bring together dog owners and vendors to celebrate all things canine and the event is
successful in bringing guests from out of town. The Tri-Lakes Alliance (trilakesalliance.com) has
more information along with a listing of local pet-friendly accommodations.
v. Equestrians
The cowboy and Indian craze of the mid-20th Century may be history, but the region, including a
large part the First Wilderness Heritage Corridor, is home to several dude ranches. A 40-mile
trail still exists allowing horseback riders a unique chance to ride through the wilderness and
pass through horse ranches.
In the Town of Lake Luzerne, visitors can find the Painted Pony Rodeo, the oldest weekly rodeo
and the original home of the New York State High School Rodeo Association.
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vi. Destination Events
Weddings are a huge generator of economic activity in the Lake George Region and the First
Wilderness Heritage Corridor. Weddings as events, increase lodging accommodations and
create business for specialty and catering services.
Websites such as lakegeorgeweddings.com, help couples find venues and vendors. In the
Corridor, three venues are listed Lodge on Echo Lake (Warrensburg), Forest Lake Camp
(Warrensburg), and Burlap and Beams (Thurman). Opportunities like bridal shows in
Queensbury, Saratoga Springs, and Albany expose these businesses to greater audiences.

XVIII. Marketing Strategy
Efforts to promote the First Wilderness Heritage Corridor will require cooperation between
existing organizations, reaching out to new audiences, and encouraging repeat visits.
If optimized, the Corridor’s diverse offerings have the potential to attract visitors who are just
as diverse. Connecting the rail service to areas south of Saratoga Springs would introduce New
York City and Albany metro residents to the endless outdoor recreation available in the North
Country, which could be easily accessible by rail. Promotion efforts for the Corridor’s
recreational attributes could also be directed to more local audiences, within Warren and
Washington Counties, as well as Vermont and Massachusetts.
There is a strong arts and cultural community along the Corridor communities. Meetings and
regular communication with organizations, like the Adirondack Folk School, will help with
promotional planning and identify shortfalls in current efforts.

XIX. Corridor Branding, Marketing, and Promotion
A main priority of the marketing and promotion strategy is to establish a recognizable identity
for the First Wilderness Heritage Corridor that is complimentary to that of the Adirondacks.
Interested organizations and businesses along the Corridor will be encouraged to utilize the
“First Wilderness” logo and name on interpretive materials, merchandise, signs, social media,
and other internet postings. The consistent use of “First Wilderness” among the Corridor
communities will, over time, form a unique sense of regional identity to visitors and residents
about the offerings of the Corridor.
The “Adirondack” identity is well known, regionally and nationally. Businesses and communities
in the Corridor should creatively integrate the “Adirondack Experience” into product branding
and promotional efforts. Reinforcing the vision that -- a trip to the Corridor is a trip to the
Adirondacks -- will prove to be valuable in promoting the First Wilderness Heritage Corridor.
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APPENDIX A: AVAILABLE MARKETING MATERIALS

First Wilderness Heritage Corridor Driving Guide Brochure
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Upper Hudson River Driving Map
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History and Corridor Community Profile Booklet
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First Wilderness Heritage Corridor Website www.firstwilderness.com
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Advertisement in 2017 Lake George Area Travel Guide
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Southern Adirondacks: A Guide to Dining, Shopping & Entertainment
Summer-Winter 2011-2012
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Southern Adirondacks: A Guide to Dining, Shopping & Entertainment
Summer-Winter 2012-2013
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Southern Adirondacks: A Guide to Dining, Shopping & Entertainment
Summer-Winter 2013-2014
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Southern Adirondacks: A Guide to the First Wilderness Heritage Corridor
Summer-Winter 2014-2015
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Southern Adirondacks: A Guide to the First Wilderness Heritage Corridor
Summer-Winter 2015-2016
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Southern Adirondacks: A Guide to the First Wilderness Heritage Corridor
Summer-Winter 2016-2017
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