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November 2020

Purpose of Plan

In the summer of 2019, the Hopi Office of Community Planning Economic Development and
Land Information Systems (OCPEDLIS) engageskthiices of Building Communities to
facilitate a process that would lead to
producing the Hopi Tourism Strategic Plan.

Funding to accomplish thig
work was provided by the
US Department of
Commerce Economic
Development

Administration (EDA).

In defining the work to be accomplished by
Building Communities, OCPEDLIS outlined
series of tasks as shown in the table.

The first step taken by Building Communities was to assemble a Tourism Cohort. The Cohort
was to be comprised of representatives from many of the Villages. In addition, it was expected

that the Cohort would representa =
broad group of individuals with Requiremerts of Tourism Strategic Plan
knowledge of and/or engagement Prepare a tourism industry strategy that identifies priorities
. . . _ and projects which includes needs of the Tribe, Villages, an
inT the tourism industry. A listing of

) . ) individuals
the Cohort members is provided in
AppendixA. a. Create docal cohortto sponsor tourism education
and training development and to coordinate plannin

. and tourism strate uidance.
Oneoverarching factowas apparent w9

from the onset of the tourism b. Develop and conducudience polling presentations

planning projectthe desires and to identify and discuss appropriate tourism priorities

. . . with interested community members drleaders to
expectations of Hopi people with

identify Hopi tourism priorities and sponsor tourism
respectto the advancement of the education opportunities.

tourism industry vary dramatically.
That is, some Villages actively seek t
benefit from tourism activity while
other Villages view such activity as
negative and inconsistent with local d. Provide astrategythat involves village ewsultation,

. including the local policy statements to support
CUStoms.ajnd values. As Such’ Building growth of a Hopi tourism industry and education of
and deliberate approach to advancind

the project.

c. Providethree presentations that explain the
recommendationsat Villagelevel and Hopivide to
the community and Tribe.

1=

The Tourism Cohort grew in membership from its onset in the summer of 2019 up until the
impact of the COVHR9 pandemic. The last regularly scheduled monthly meeting of the
Tourism Cohort took place in February 2020. The Tourism Cohort meeting ageddas an
meeting notes are contained in Appendix
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Sope of Plans and Planning Limitations

Although the intention of the Hopi Office of Community Planning Economic Development and
Land Information Services (OCPEDLIS) and Building Communities was to conletna T
Strategic Plan that would lead to a demonstrable positive impact from tourism for the Hopi
people, the pandemic had the impact of truncating the planning meetings, and, ultimately, the
potential content in this strategic planning document.

Whilethis document does meet all of the objectivestablished at the onset of the project in
the summer of 2019, Building Communities hopes that the planning effort to date can be
extendedso thatbenefits from ths effort will extend wellbeyond the planning project timeline
(June 2019, December 2020).

As noted in this document, this will likely happen due to a followgrant awarded by USDA

Rural Development through their 2020 Rural Business Development Grant (RBDG) program.

Priorit | OGAGAGASEAE YR LINRP2SOGa&a ARSYUATFTASR Ay (KA
Implementing the Hopi Tourism Strategic Rimant award currently being implemented by the

Moenkopi Developrs Corporation with the assistance of Building Communities.

Geo@phic Scope of Plan

Hopi Villages

Waalpi (Walpi)

This plan in intended to benefit the Hopi Tribe and :
the people of all 12 of the Hopi Villages. The Hopi | First Mesa Hanoki (Hano or Tewa)
Villages, located on three Mesas, are shown in the Sitsomovi (Sichomovi)
table. Yuwehloo Pahki Community
Sungoopavi (Shongopavi)
Second Mesgd Musungnuvi (Mishongnovi)
The best source of Villawegific information is Supawlavi (Shipaulovi)
throu_g_h the Village Community S_erwce _ Hotvela Hotevilla)
Administrators (CSAs). Information on the Villages
can be found in Appendix B.

Paagavi (Bacavi)

Third Mesa Mungapi (Moencopi)

Kigotsmovi (Kykotsmovi)
Orayvi (Oraibi)

Impact of the PandemmunisriRlanning

The originabchedulefor the completion of the Tourism Strategic Plan @sit to be complete
by June 2020. It was assumed that this would be antith planning project and the Tourism
Cohort agendas and activities were planned accordingly.

Beginning in early March 202the COVIEL9 pandemic had a significant impact on the

functioning of the Hopi Tribe. Most of the government offices were clogéda Tribal

shutdown,k YR a8 2N] FNRY K2YS¢é¢ g1 a fAYAGSRE AT y2i
including limited €lecommunications interconnectivity.
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SWOT Analysis

In the place of a traditional Strengths/Weaknesses/Opportunities/Threats analysis, Building

Communities offers the Key Success Factor Anal
Fyrfteaira oKSNBoe LIXIFyy
{AIYATFAOL Yy
Factors areonditions and/or abilities that a
community must possese successfully
implement one or more of the economic/tourism
development strategies.

/| 2YLI NI G§GA @GS

ysis (KSFA). The kB&&gyspecific
Ay 3
i 2

| ROFydl3$

This is the score on a scale of
0-100, with 100 being Total
Comparative Advantage

XX

Points

In October 2019, members of the Tourism Cohgra = Strong Comparative Advantage

participated in the KSFA with respect to 14 Key
Success Factors relevant for tourism at Hopi.

B = Moderate Comparative Advantage

C = No Advantage @risadvantage

D = Slight Comparative Disadvantage
E = Strong Comparative Disadvantage

Existing or Prospective Cultural Attraction

In general, the Tourism Cohort believes that Hopi
has a nationally or regionally recognized cultural
attraction nearby orhas the basis for

developing such an attraction. Walpi, fo 92
example, is one of the most recognizab| RS
and soughiafter destinations irthe desert
southwest. The Hopi culture, history and lifestyle
of international intrigue.

Proximity to Nationally Recognized Attractions
Most ofthe members of the Tourism Cohort

recognize that Hopi does have

proximity to a nationally recognized
tourist attraction such as a Points
national park. Proximity to the Grand Canyon
National Park and Canyon de Chelly National
Monument position Hopi for destinien travel.

P (100 g ()00

B C

A D E
75%
17%
O ¥ (V0 g (100 Bt
A B C D E

LI NI AOALN yiaE OFy
YmQ
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Local, Available, Lowskill Labor Pool
Although views vary amongst Tourism Cohort

members, there is generally a positive
. . .. 0,
view that Hopi offers a sufficient pool of el P
()
adequately motivated, lovekill labor Points N O
A B C D E

workers to meet the needs of existing and
perspective tourism businesses.

LocalRecreational and Visitor Attractions
Although the responses were somewhat split, in
general the Tourism Cohort does believe that Hoy
offers local and/or regional attractions

within 50 miles of the reservation that o
can draw tourists for mulday stays. Points

Although the Villages have varying policies with R 5 c 5 .
respect to promoting celebrations and dances, it i

generally recognized that there are many events that can draw visitors from throughout the
region.

Strong Community Support

In contrast to the views of the Tribal Council, the
Tourism Cohort does believe that the 56
general Hopi public is moderately
interested in community and economic
development activities.

. 38%
Points i
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Cultural Development and Advocacy Organization
There is no clear consensus amongst the Tourism
Cohort members as to the existence of an effective,
locally-based organization dedicated to

the development, operation and 4 l l l
promotion of a cultural attraction. The Pomts 179 B 179 .
three leading organizations, Moenkopi

Develgers Corporation (MDC), the Hopi Tribe

Economic Development Corporation (HTEDC), and

First Mesa Consolidated Villages (FMCV) each lend

organizational support for tourism activities. By contrast, the Hopi Tribe does not have an
Office of Tourism, althougthere is general consensus that if it did have such an office it would
reside within the Hopi Office of Community Planning and Economic Development (HOCPED).

Community Acceptance of the Visitor Industry
G! OOS LIl yOS 2 T valied deNéndiny
upon the perspective of individual Villages. While

certain Villages, most notably FMCYV, ar 46%

organized to accept and promote touris o)
activities, other Villages are more close e

to travelers that may want to visit and better

understand lochhistory and culture.

Local, Available, Higskill Labor Pool

There is a lack of consensus from the _— 2500 B 25%
Tourism Cohort with respect to the 17%
availability of higkskilled labor Points 8%

workers at Hopi.
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Relative Sophistication ilfCoordinating and Marketing Local Events

42%
25% 25%
()0, 4
A B C D E

In general, the Tourism Cohort believes that
Hopilagsother Tribes and visitor
destinations in its utilization of Points
sophisticated and consistent marketing

and public relations approaches to benédital
attractions and events.

Sufficient Marketing, Promotion, or Public Relations Budget
Almost unanimously, the Tourism Cohor

members recognize that Hopi does not 2

have sufficient financial resources to Points

promote its tourism assets.

62%

£ ..
A B C D E

Sophisticated Tourism Development and Promaotiot

promotion with longstanding results.

It is generally agreed that Hopi does not
have an effective, dedicated program fo .
large-scale tourism development and — I&SNSE 31%

P (00, P 10/, 4

A B C D E
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Local Government Support

The Tourism Cohort believes that the Hopi

Tribal Council does not have a positive vie[ilf |ig
of T and active engagement policy related Jysses
tot local community and economic

development activities.

Proximity to Scheduled Air Service
With the nearest scheduled air service

generally considered a comparative
disadvantage for Hopi.

> (00 ¢

A

62%

B C D E

based out of Flagstaff (over 90 minutes fro 1 4
Kykotsmovi), proximity to air service is Points .
33%
" 00, 4 P OV 4
A B C D E

Adequate Housing for Labor Force

The Tourism Cohort is unanimous in its
view that Hopi does not offer available, Points
low- and moderatepriced housing for
servicerelated jobs.

P (100 g ()0 g ()00 o

A

B

Cc

P (00

D

100%
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Identifying Top Tourism Priorities
Building Communities developed an audiesméling based PowerPoint and g@nted the
presentation to the Tourism Cohort in November 2019. In developing the presentation, the
discussions and findings from previous Tourism Cohort meetings were reviewed, and a total of
29 tourismrelated options and activities were presented. Eatthe Tourism Cohort
YSYOSNE 6SNB |a1SR (G2 dzaS GKSANI a0t AO1LSNERE O
pé LINAR2NRGASAD LY FTRRAGAZ2YS ¢2dz2NRAY [/ 2K2NI Y
should be implemented as aresult of thiis2 dzNRA &Y LJX 'y aAYLX & aoNARGGS
GAIY2NBR®E ¢KS GaAIYy2NBReé (G2LA0a aAyYLie g2dzZ R

he table below provides the results of the Tourism Cohort polling. The results are categorized
GC2L) ¢ASNI 202 f RNRARNINIAST StENRFNK (NA B Dl AISVERP £ .

-
-1
RSAONALIIAZ2Y 2F K2¢g (KSaS GUASNERE gSNB OF f Odz |

Rating and Ranking Tourism Strategic Plan Objectives/Outc
Plan Objective/Outcome

Top Tier ofPriorities

Improvement/creation of one or more Hopirientedwebsites

Determination of the relative support faourism and events on a Villagby-Village basis
Development of &/isitor Center/Welcome Center

Increased networkingvith entities such as AIANTA, Arizona Office of Tourism, Heard Museum
Development of network ofestroom facilities

Provision opotable waterat restroom areas

Creating arorganizational structurehat separates tourism development and promotion from Hg
politics
Development oparking/rest areas

Improvement ofcellular and WAFi infrastructure

Second Tier of Priorities

Development oHopi tourism policy
Increased number ajarbage/waste receptacles

Organizing and Promotingopi Tour Operators
Creating aspecific definition for "tourism"in the context of Hopi preferences

Tourismsurvey. askingwhat the visitors wantto experience at Hopi

Development/promotion/preservation of thB8lue Canyon area
Recapitalizing thélopi Travel Tourism and Training Fund

Creating and promoting an annual Hopi celebrations ewehts calendar
Tourismsurvey. askingwvhat the Villages/people want
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Promotion ofa "united Hopi tourism product
Supporting/expanding thélopi Arts Tralil

Bottom Tier of Priorities
Tourismoriented business planning/entrepreneurshijining/classes
Support for development dflopi Museum Project
Addressing the dumping septic waste
Hospitality anctultural-orientation training
Development of one or moreendor villages
Trademarking/copyrightingand patent work
Reestablishing activitiesuch as the Bacavi Quilt Show
Creating asense ofexclusivitymystery (gating the Mesas, for example)
Reestablishing the operations at thets and Crafts Guild Building

ONAST RSAONALIIAZ2Y 2F SIOK 2F (KS

Description of Top TiePriorities at Hopi

A¢2L) ¢ASNJ

Top Priorities

Description of Priority

Improvement/creation of
one or more Hoporiented
websites

People looking to travel to Hopi naturally look to the internet as|

primary source of current information to develop travel plans.

Although such travetelated information can be found online, thg

2L Nl dzyAlie SEAAGH 20 SONBIIG
purpose.

Determination of the
relative support fortourism
and events on a Villagby-

Village basis

Hopi tourismsupportersrecognize that there is a broad diversity
opinion with respect to the desirability of tourism development a|
promotion. Each of the Hopi Villages have distinct views about
RSaAANIOAfAGE 2F G2dz2NRAaY | OGA

desirabi A G&¢ adzNBSeéAy3 yR N

Development of &/isitor
Center/Welcome Center

Currently, there are two facilities/locations that serve as a
Ga2YSOKI G LINRAYEFENBE | 2LIA QA &N
two facilities are the Hopi Cultural CentatrSecond Mesa and the

Moenkopi Legacy Inn and Suites at Upper Moenkopi Village

5S4LIAGS GKAAZ UGUNY @St SNm &a$s

gSEtO02YAyYy3 LRAYyGeE G | 2LIA O2 dz
and operation of a Hopi visitor center/welcomerter.

Increased networkingvith
entities such as AIANTA,
Arizona Office of Tourism,
HeardMuseum, etc.

There are many regionatatewide,and national tourism advocac)
organizations that are willing and able to advise and collabora
with Hopi on tourism development and promotion.
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Development of network of
restroom facilities

Generally, travelers arriving to the Hopi Reservation rdrixeen 90
miles or more just to arrive at Hopi. Developing and maintainir
public restroom facilities would add to traveler convenience an

help visitors respect Hopi land and values.

Provision opotable water
at restroom areas

Although waterless restm@ms can be constructed and maintaineq
ideallynew public restroom facilities would offer running water,
This typically would be placed within a park setting.

Creating arorganizational
structure that separates
tourism development and
promotion from Hopi
politics

Consistent with one of the policy objectives offered in this plar
tourism advocacy must remain separate from Hopi government
politics. Creating a tourism advocacy organizational structurg
outside of government is strongly recommended.

Devdopment of
parking/rest areas

Consistent with the recommendation related to restroom
development, associated parking areas should be offered tha
accommodate passenger and recreational vehicle traffic. Provi
informational waysides and kiosks couldib&egrated into the
development plans.

Improvement ofcellular and
Wi-Fi infrastructure

Fiber optic and telecommunications capacity throughout Hopi
woefully inadequate. For travelers seeking information on the
travel destinations, being able to as=ethe internet through
smartphones is essential.
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Tourism Policy Statements

One of the deliverables required of this Tourism Strategic Plan is the development of policy
statements that will be designed to advance the tourism industry at Hopi while still respecting

the culture and preferences of the Hopi people themselves. Asohedglier in this narrative,

GKSNBE Aa y20 | a2yS &aAail S FAGa Fffé& FLLNRIOK 2
Views and preferences of Hopi people related to tourism vary from Village to \{dlade

within generations and levels of inm@ment in tourism) As such, these policy statements are

reflective of such diversity of opinion.

Policy Statement #1: Focus Tourism Activities and Promotions that Preserve and Reinforce
Hopi Customs and Value®ne of the greatest attributes of thidopi people is their preservation of Hopi

customs, culture, ceremoniesducationand language. The development of visitor destinations and the
associated promotion of such destinations amwdivitiesmust remainrespectfulwith such customs and values.

Policy Statement #2: Separate Tourism Development and Advocacy from Hopi Government

and Politics. Tourism development and promotion is a business. As such, such activities should be separated

FTNRBY 3J208SNYYSyd |yR LIt A IOSOEMF ¢R25daNRGEt YAéS KAYKSRydaE RET T2 NG | SEL
a separate nowprofit or other norrgovernmental structure.Such an organization would need to be staffed by
non-government personnel.

Policy Statement #3: Respect Tourism Development as a Viable Aggiréo Economic

Diversification. Especially in this time where Hopi is substantially impacted by the closure of coalmining
activities and associated revenues and royalties, tourism development and promotion represents a viable
approach/pursuit for job cration, and revenue replacementind capturing spending on Hopi

Policy Statement #4: Network Locally, Statewide and Nationally with Tourism Advocacy

Organizations.Existing efforts to participate in local, state, and national tourism advocacy and nétgork
should be maintained and expandéttough involvement by the new organization

Policy Statement #5: Develop, Operate and Promote New Visitor Destinations at Hopi.

/| dZNNBy it es a@AaArAld2NI RSAGAY !l (A 2y & éulturedil custany, toufiSrRacilityd | 2 LIA @
development, operation and promotion should be advanced as a key form of economic development and

diversification.

Policy Statement #6: Seek Cooperative Efforts for Tourism Marketing and Promotatte
associationgsffices and other entities frequently collaborate to promote visitor attractions and destinations in a
regional context. Hopi should establish and utilize targn relationships for such collaboration.

Policy Statement #7: Develop Win/Win Tourism Pagrships and Relationships with Navajo.
Visitors that are interested in Hopi history, custom and culture are naturally also intrigued by similar opportunities
at the Navajo Nation. Especially given that the Hopi Reservation is surrounded by the Naizggodgaortunities

to partner with public, private, and neprofit Navajo tourism entities should be pursued.
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Receipt of Federal Grant to Implement a Portion of the Plan

During the February 2020 Tourism Cohort meeting, Building Contiesimtroduced the
possibility of securing a federal grant to implement some of thegdprity tourism activities
as identified by the Tourism Cohort.

With unanimous support from the Cohort, Building Communities collaborated with the
Moenkopi Developers Cporation to submit a successful grant application for $150,000 to
implement immediate opportunities associated with the plan.

There are five primary purposes related to implementation of the new federal grétm.
schedule to implement the grant is fod in Appendix H.

Purpose #1: Development and Maintenance of Hopi Tourism Welgstevebsite will be
developed that promotes Hopi tourism opportunities.

Purpose #2: Creating a Hopi Tourism Organizational Structubeiring the Hopi Tourism
StrategidPlanning process, the members of the Hopi Tourism Cohort have made it clear that
they believe that anon-profit structureis necessary in order to have the effectiveness needed
to advance the industry. This effort will examine various alternatives, including the expanded
role of the Moenkopi Developers Corporation in playing a lead role with tourism development
and advocacyAn expanded role for the Hopi Foundation or one or more of the Villages might
also assist with tourism advocacy.

Purpose #3: Networking with State and National Tourism Associatipo/er 2019, efforts

have been made to increase the networking andmection of Hopi Tourism interests to state

and federal tourism associations and organizations. This effort will be continued and expanded
under this Tourism Strategic Planning Implementation Projecthould be noted that

individuals will need to pafees to be a part of the associations.

Purpose #4: Organizing and Promoting Hopi Tour Operatoristorically, a successful effort
was made to identify all Hopi Tourism operatarsd artistsand to produce a brochure
promoting such services. Thidat will be renewed and updated.

Purpose #5: Locating Sites and Describing Development Requirements for Essential Tourism
Facility Development (Visitor Center/Welcome Center, Restroom Facilities, Parking/Rest

Areas, Garbage/Waste Receptacles).ocatng land for development is exceptionally complex

at Hopi, based upon both the federal government oversight of trust land and the differing

interest and pursuits of Hopi clans. Despite this, the project will result in the identification and
approvalofaz OF A2y F2NJ I FlLOAftAGe (GKIFG GoSt O2YSat
locating such a facility as well as muwdeded restroom facilities and parking area. Note: the
restroom and parking area may be sited in coordination with the effotbtatethe best site

for a visitor center/welcome center.

NOTE: The scope of the¢ 2 dzNA aY LYLX SYSydlF A2y t NBFeSOG ¢ A&
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Hopi Tourism Travel and Training Fund

One of the top objectives of the Tourism Strategic Plan project is to expose Hopi tourism
advocates to best practices and curreatirism research. For this reasdhg Tourism Cohort
is managing an allocation bfnding referrecto as the Hopi Tourism dvel and Training Fund
(HTTTF).

As detailed in Appendix the purpose of these funds include the reimbursement of travel and
training expenses for prapproved conferences and training events that better inform Hopi
tourism advocates of opportunities tevelop the industry for the Hopi people.
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(928) 7392380

Hannah.honani@hopifoundation.or|

Samantha Honani

Project Manager

(928) 7372380

shonani@hopifoundation.org

Hopi Tutuveni

Romalita Laban

Managingeditor

(928) 4011680

Rlaban@hopi.nsn.u

Hopi Education Endowment Fund LuannLeonard Executive Director
Evelyn Fredericks White Bear Hopi Art, Artist Efred03@gmail.coni
Art Galleriesand Artists Gerald QwaHolo Hopi Silvercraft lomaventema@hopitelecom.ne
Lomaventema
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Dorothy Ami

Smoking Trails Gallery, Hopi
Culture Center; Village of Tewa
Board Member

(928) 7342787

Harry Nutumya

Gallery Owner and Artist

Donna Humetewa

Artist; Kykotsmovi/Hotevilla

Jennifer joseph

Silkscreen Artist

Arizona Office of Tourism

Dawn Melvin

Native American Tourism
Manager
—

(602) 3643707

DMelvin@tourism.az.go

People with Tourism
Knowledge/Experience

Berni Navakuku

Sichomovi Village

(928) 8144268

bbnavakuku@gmail.con

Hopi Office of Revenue Commissig

Gayver Puhuyesva

Chief Revenue Officer

(928) 7343171

gpuhuyesva@hopi.nsn. |
|

Nathan Levi Esquerr

Economic Development

Levi.esquerra@nau.ed

Northern Arizona University

Joseph Guzman

Jseph.guzman@nau.ed

Hopi

Community Service Administrator

Melissa Alcala Village of Tewa, CSA 928-737-2254 votcsa@hopitelecom.ne
Phyllis Wittsell Village of Sipaulovi, Acting CS4  928737-2570 csasipaulovi@gmail.cor
Cedric Kuwaninvayg Upper Moenkopi, CSA 928-283-8051 Csaupper.moenkopi@yahoo.co
Leon Lomakema Village of Shungopavy, CSA 9287347135 shungopavicsa@hopitelecom.n
Marla Dacawyma Village ofMishongnovi, CSA 9286135954 mishongnovicsa@hopitelecom.n¢
Alfred Lomaquahu Village of Bacavi, CSA 928-734-9360 baccsa@hopigtelecom.ne
Gail Poley Village of Kykotsmovi, CSA 928734-2474 gpoleycsa@gmail.cor
Cheryl Batala Village of Sichomovi, Contact 928-737-0446 sichomoviaccnt@hopitelecom.né
Cathy Wright Spider MoundActing CSA 928401-8535 ypcsa@hopitelecom.ne
Margaret Pooyouma| Village of Lower Moenkopi, CS{4 9282835212 margaretmp@frontier.com
Lillian Gomez Village of Hotevilla, Acting CSA  928-734-0040 lggmz2014@hotmail.con

Mary Qotswisiwma

Walpi Village Board Member

(928) 7372670

mgfmcv@hopitelecom.ne

Wilber Kaye

Walpi Village CSA

(928) 7379556

walpicsa@hopitelecom.ne

Updated:November 2020
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Appendix BHopi Village Information
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Hopi Village Information

Village Name Phone Emalil
Sipaulovi (928)737-2570 csasipaulovi@gmail.com
Kykotsmovi (928) 7342474 MarkTalayumptewa@gmail.com
Tewa (928) 7372254/2215 votcsa@hopitelecom.net
Walpi (928) 7379556 walpiadmin@hopitelecom.net

Upper Moencopi

(928) 2838051

csaupper.moenkopi@yahoo.com

Lower Moencopi

(928) 2835212

rbsumtz@qmail.com

Yuwehloo Pahki

(928) 7388201

ypcsa@hopitedcom.net

Bacavi (928) 7349360 baccsa@hopitelecom.net
Shungopavi (928) 7347135/7137 shungopavicsa@hopitelecom.net
Sichomovi (928) 7370446 sichomovig@hopitelecom.net

Hotevilla (928) 7340040 hotevilla.csa@gmail.com
Mishongnovi (928) 7372263/2264 glomawaima@gmail.com
Old Oraibi (928) 3133382 A _Joshevama@yahoo.com
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Appendix C: Review of Prior Relevant Tourism Studies
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Arizona TourisnBtrategic Recovery Plan
Arizona Office of Tourism July 2020 25 Pages

In response to the COD® pandemic, the Arizona Office of Tourism (AOT) has develop
Tourism Strategic Recovery Plan to accelerate the recovery of travel and tahrmnghout

the state over the next 128 months. While AOT acknowledges the many challenges th
ahead, far too much is at stake to stand idle and wait for an unknown future. Instead, A
KFa YFRS GKS adlFroAft AT {A 2 yonbny Rs tagBriorzyd S NB

The plan includes:
1 Methodology for Recovery Plan creation
1 Vision statement for recovery
1 Description of three likely pandemic/recession recovery scenarios
o V (Rapid)
0 U (Steady and Incremental)
0 L (Long Haul)
1 Decision criteria whicharve as the basis for choosing certain actions to achieve
recovery
1 Recovery elements:
o0 Key priorities highlighting the most important things to accomplish
o0 Strategic areas of focus within each key priority
0 Actions to take to accelerate the recovery
1 Windsockgmeasures) that will provide information whether to stay the course, o
pivot to a different recovery strategy

Central to the Recovery Plan are the key priorities and strategic areas of focus. These
identify the most important things taccomplish in terms of stabilization and recovery, an
the areas to focus on to successfully address each priority.

The three key priorities and strategic areas of focus are:

1. Accelerate leisure travel activity statewide
1 Food & Beverage
1 Outdoor Recreation
1 Accommodations
1 Luxury Experiences

2. Stabilize visitor volume in urban centers
1 Resorts/Hotels
1 AttractionsandSports
1 Meetings, Conventions, and Business Travel

3. Reinvigorate and strengthen tourism in rural and Tribal areas
1 Traveler education witemphasis on stewardship principles
9 Balancing business and resident readiness
1 Outdoor Recreation
9 Partnerships with Tribal Communities
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Flagstaff Visitor Study
Northern Arizona Universi 20172018 123 Pages

LY HamTmHAamMy GKS /Ade 2F Ctl3adrTF O2YY
Resource Center (AHRRC) at Northern Arizona University to conduct a visitor survey t(g
update information collected in the prior 2014 survey. Over the last four yeargstouo
Flagstaff has grown steadily, occupancy rates in Flagstaff have increased and the near
Grand Canyon National Park has seen over 6 million visitors in 2017. Flagstaff is well
positioned for its role as a gateway to the Grand Canyon, Sedona hadpmrks and
monuments in northern Arizona.

¢CKS HamMTnmHAMy adaNBSe gl a O2yRdzOGSR 2 @SN
through August 2018, and produced a total of 2,349 completed surveys. The typical pd
that emerges of the visitort€ t  3a G FF A& 2F KAIKmMAYyO2 Y
visitors; they are most likely from neighboring states or the Phoenix metro area. In add
G2 OAaAdAy3 GKS DNIYyR /lyeéezys (GKSe& Yz2al
g 2 NXags m@sktums, and visit national and state parks.

Visitor Characteristics:
T1FHEF 2F QGAAAG2NRE 6SNBE FTNRY 2dzimn2{
13% were international visitors.
T hdzim2Fmadl iS GAAAG2NA ¢ SNBondin®uRl 0 &
Florida.
1 Most Arizona residents were from Maricopa County (70%), especially Phg
Scottsdale, Gilbert and Mesa; about eight percent were from Pima County
mainly Tucson; the rest (22%) were spread throughout the state; in all, 93
communitieswere in the sample.
1 Roughly one in 12 (13%) was an international visitor, led by those from
Canada, the United Kingdom, and Australia. In all, 44 countries were cap
in the sample.
1 Almost half were repeat visitors (49%) who averaged 3.9 visits ilagteear;
I fAGGHES 20SN) 2ySnKFEEF gSNBE TANAI(
| SN 3S 2@0SNYAIKG fSyaaKkm2Fnmadl &
Over half (55%) of visitors traveled with family members; another 20%
traveled in groups of family and friends.
 Averagepartysiza & (GKNBS LISNBE2YyAaAI ALK Y
of parties (28%) traveled with children under 18 years.
1 The vast majority of visitors traveled by automobile, either private vehicleg
(57%) or rental cars (27%). Phoenix Sky Harbor Internatinpairiy(23%)
and Phoenix (21%) followed by Las Vegas (15%) were the primary sourcq
rental car origins for visitors to Flagstaff.
1 By far, the top reason for the visit was leisure (72%), followed by passing
through (13%).

= =
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Visitar Satisfaction:

T

Demographics:

T

T
T

For half (50%) the visit to Flag# was the primary destination of their trip;
for the remainder (50%) the visit was one stop on a longer trip. For the la|
the main destinations were Grand Canyon National Park, the Phoenix Me
area and Sedona.

Lodging stays were dominated by hist@nd motels; fully 79% of the sample|
To gain greater insight into the most popular visitor activities, options wers
divided into two categories:

o Core attractionsGrand Canyon National Park (68%), Route 66
nostalgia (34%), and Lowell Observatory (28%) were the core
attractions for visitors.

0 Supporting Resourcedominated by Historic Downtown (44%), hikin
or walking on trails (32%), and numerous other activitied a
attractions.

LY HaAMTTmHAMY S |y Sal0AYIF(GSR bpnHody
a total economic impact of $749 million, including $321.7 million in labor
income, $59 million in state and local taxes, and $65 million in federal tax

Visitor satisfaction was very higi®.1 out of a possible 10.

Average visitor age was 47 years, slightly older than the 45 years of Arizo
visitors generally in 2017.

More males were represented in the sample (58%) thareviemales (42%).
Average annual household income was quite high at $100,543, consideral
higher than the 2017 average for Arizona visitors of $66,610.
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Hopi Tourism Marketing and Feasibility Study

Pat Schroeder, CED
PracticalSolutions

May 18, 2001 88 Pages
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This 2001 study was intended to be the foundation for a reservatimie tourism program
for the Hopi Tribe and its properties. The goal was to help Hopi address the twiraloge
goals of selletermination and sefsufficiency. In addition to providg demographic and
visitor expenditure information, the study made several recommendations including: 1)
establish a centralized location for visitor information, 2) develop brochures, 3) establis
web presence, 4) develop signage policies, 5) increadenaprove the overnight
accommodations, 6) build on relations, 7) agree on a broadly based vision, 8) agree on
role of Tribal government, 9) initiate designation of Highway 26 as a historic and scenic
10) designate scenic and recreation arems] 11) invest in offeservation facilities.
Introduction

SECTION A: What Does Hopi Have to Offer Visitors?

SECTION B: Who is Coming to the Hopi Reservation and Why?

SECTION C: Who Are Potential Customers for Hopi Tourism Products?
SECTION D: Internasies

SECTION E: What Products are Needed to Give the Hopi Tourism Industry a
Competitive Edge?

BIBLIOGRAPHY

APPENDICES

Appendix A: Hopi Tourism Inventory

Appendix B: 1992999 Arizona Overnight Leisure Travel
Appendix C: Hopi Resident Survey of Opinion$aurism

Appendix D: Summary of Repoctsiopi Tourism Plenary Meetings
Appendix E: March-8, 2001 Survey

Appendix F: Tourism Policy

1 CHARTS and GRAPHS

Arizona Regions (Maps)

Arizona Regions Share of 1999 Overnight Travel
1999 Visitor Expenditures Overntgfravel
Changing Trends

Time Added to Trips Due to Cultural Opportunities
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Survey of Visitors to the Hopi Tribe
Arizona Office of Tourism February 2006 49 Pages

A survey of visitors to Native American tribal lands in Arizonaceasnissioned by the
I NAT 2yl hF¥FFAOS 2F ¢2dz2NRAY YR O2yRdzO0GSH
Center in 20042005. This research constituted the first major study of visitors to Amerig
Indian tribes in Arizona and possibly in the Southwd&she Hopi Tribe was one of the tribeg
that participated in this survey project. This final report, Survey of Visitors to the Hopi T
provides current baseline visitor data for this Arizona tribe. The study found that visitor
the Hopi Tribe arslightly older and have higher daily expenditures than Arizona visitors
generally. Visitors to Hopi lands are also more interested in cultural and historic activiti
shopping for arts and crafts, educational experiences and sightseeing than aresvisitor
overall. They are also highly satisfied with their visits to tribal lands. Specifically, the s
found the following:

l

l

E

= =

= =

= =4

A total of 135 surveys were collected over a one month period from visitors to th
Hopi Tribe.

Visitors to tribal lands were moskely to travel with family members (55%) or with
friends/family (39.5%).

Average party size was 2.5 persons, while median party size consisted of two ag
(Average party size for Arizona visitors generally is two persons. Source for
comparative dataD.K. Shifflet, 2004 Ye&nd Domestic Overnight Visitors)

A small but significant number of children were included in these travel parties. (
12.7 percent of parties contained any children under 18 years of age. Those pal
with children averagedre child/party.

More females (61.3%) than males (38.7%) were represented in the sample.
Baby Boomers dominated visitors to tribal lands. More than half the sample
(67.5%) was between the ages of 46 and 65 years, with another 9.6 percent ove
66. Theaverage age of visitors to Hopi tribal lands was 53 years of age.

(The average for Arizona domestic overnight visitors is 46 years.)

Visitors to tribal lands were much more highly educated than the general popula
26.8 percent were college graduatescaa whopping 40.7 percent had graduate
study or graduate degrees.

Average annual household income was $69,265. (Below the $72,700 average fg
Arizona domestic overnight visitors.)

Arizona residents constituted the largest percentage (50%) of visitors potkioal
lands. The neighboring states of California (17.9%) and Colorado (3.6%) along \
Ohio (3.6%), New York (2.7%), Texas (2.7%), and Rhode Island

(2.7%) represented top states of origin.

Foreign visitors to Hopi tribal lands represented 13 pera#ratll visitors surveyed.
Spain (17.6%), The United Kingdom (11.8%), The Netherlands

(11.8%), Switzerland (11.8%), Germany (11.8%), and the Czech Republic
(11.8%) contributed the largest cohorts.
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Over half of visitors (56.2%) were repeat visitor$itupi tribal lands, while 43.8
percent were firsttime visitors.

The average repeat visitor had visited the Hopi Tribe 7.0 times in the past five yq
median number of visits was four times in five years.

Over half of visitors (51.6%) also indicated ttie Hopi Tribe was the main
destination of their trip, while 48.4 percent said the visit to the tribe was one stop
a longer trip.

Those who spent the night on Hopi tribal lands spent an average of 2.2 days (2.(
median); those who spent less thamay stayed an average of 5.3 hours (4.0 hour
median). (Average length of stay for Arizona domestic overnight visitors is 3.7 d
Many visitor overnights were spent in towns that border Hopi lands. Over three
fourths of visitors (77%) indicated thdtey spent the night in border towns before
visiting the Hopi Tribe. The most popular was Flagstaff, followed by Winslow an
Tuba City.

The majority of respondents used motor vehicles as transportation to reach triba
lands, dominated by automobiles (94.R%Bus/motorcoach (2.5%) and Camper/RV
(5.1%). (This is far higher than the 58% of Arizona domestic overnight visitors w
travel by automobile.)

By far, the most frequently used source of information about tribal lands was
GFNARSYRa& |y Rnbyiully Xlfpércent of Ndidrsh StRer fRquently useg
sources included: Guide Books (25.8%), Novel/-fitdion (16.9%), and Magazine
ad/articles (16.9%). Wordf-mouth referrals appeared to be particularly important
information sources for Hopi trib&burism, with print media also important.

The dominant reason for visiting the Hopi Tribe was for Shopping for American |
Arts/crafts (65.1%), Sightseeing/scenic beauty (62.7%) and Cultural or historic
activities (53.2%). Other important reasonsrere Educational experiences (32.5%
and Visiting friends (23.8%).

2 KAES @GAAAGAY3 GNRoOLFE fFyRaxz @GAairiz2N
arts and crafts (76.4%), General sightseeing (70.9%), Shopping

(64.6%), Attending festivals or@mwts (56.7%), Visiting Hopi Cultural
Center/Museum (49.6%) and Eating traditional foods (44.1%).

Visitors were highly satisfied with their visits to Hopi lands. In terms of particular
aspects of the experience, visitors were most satisfied with: Thediiileess of local
people (4.3), Friendliness of local merchants and service providers (4.3), Feeling
Personal Safety (4.1) and Opportunities to purchase arts and crafts (4.0). They
least satisfied with: the Availability of gasoline and serviagais (3.0).

The overall visitor satisfaction rating for visits to the Hopi Tribe was very high at
on a scale from 1 to 5 (where 5 is totally satisfied).

Shopping for arts and crafts was an important tourist activity, and survey respon
reported Hgh average expenditures of $461/day spent on such items. This was
followed by transportation expenditures that averaged $182/day.
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1 Purchasing jewelry (61.8%) was the most popular shopping activity on Hopi land
Katsina dolls (42.3%), Crafts (39.8%), G#sl1%), and Pottery (33.3%) were the
most popular purchases on Hopi tribal lands.

1 Asked whether they would recommend a visit to the Hopi Tribe to their friends aj
family, visitors were overwhelmingly positive in agreeme®B.4 percent said they
wouldrecommend a visit!

1 An estimate of the total economic impact of visitors to the Hopi Tribe produced d
spending of $56.7 million, plus indirect and induced impacts of $10.6 million, for
total economic impact of $67.3 million. This level of tourismrgiing would support
a total of 543 jobs on Hopi tribal lands.
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AppendixD: Presentations
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Existing or prospective
cultural attraction

Page 32

Bc BUILDING COMMUNITIES

stmmqlc m-l“q HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - ASSETS

The community has a nationally
or regionally recognized cultural
attraction nearby. If not, it has a
good basis for developing a new
such attraction.
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EC)

Key Success Factors - ASSETS
Existing or prospective cultural

attraction
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BUILDING MHITIES

STRATEGIC PLANNING

Key Success Factors

LPING GOMMUNITIES ENVISION AND

- ASSETS

Local recreational and
visitor attractions

BUILDING CMMIJHITIES

STRATEGIC PLANNING

LPING COMMUNITIES ENVISION AN

ENAGT THEIR FUTURE.
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EC

Key Success Factors - ASSETS

There are local and/or regional
attractions within 50 miles that
draw tourists for multi-day stays.

BUILDING COMMUNITIES

STRATEGIC PLANNING

HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - ASSETS

Local recreational and visitor
attractions
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BUILDING COMMUNITIES

STRATEGIC PLANNING

HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - ASSETS

Proximity to nationally
recognized attractions

@ STRATEGIC PLANNING HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - ASSETS

The community has proximity to a
nationally recognized tourist
attraction(s) such as a national park,
destination resort, or theme park.

S=psF
Bc BUILDING COMMUNITIES

STRATEGIC PLANNING HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™
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Key Success Factors - ASSETS Key Success Factors - CAPITAL

Proximity to nationally recognized ) o
attractions The community has a sufficient,

75% dedicated budget to fund long-term
&G ) ) ;
marketing, promotion and/or public
relations efforts.

A.

Local/Regional Tourism
esti riss

. &
- @
-9

Bc BUILDING COMMUNITIES BUILDING COMMUNITIES

sruﬁqlc M.l'q HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™ STRATEGIC Mll"o HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - CAPITAL Key Success Factors - CAPITAL

Sufficient marketing, promotion, or
Sufficient marketing, public relations budget

promotion, or public 6&
relations budget

Bc BUILDING COMMUNITIES Bc BUILDING COMMUNITIES

STRATEGIC PLANNING HELPING GOMMURITIES ENVISION AND EMAGT THEIR FUTURE.™ STRATEGIC PLANNING HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™
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Key Success Factors - EXPERTISE

Cultural development
and advocacy
organization
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Bc BUILDING COMMUNITIES

sTuTEolc M."Q HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - EXPERTISE

The community has an effective,
locally based organization dedicated
to the development, operation and
promotion of a cultural attraction.
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Key Success Factors - EXPERTISE

Cultural development and advocacy
organization

25% 25%

17% 17% | 17%
C. D E.

Bc BUILDING COMMUNITIES
sTRATEG'c M.'-G HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - EXPERTISE

Relative sophistication in
coordinating and marketing
local events

BC BUILDING MHITIES

STRATEGIC M.l“ﬁ LPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™
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Key Success Factors - EXPERTISE

The community uses sophisticated
and consistent marketing and public
relations approaches to benefit local
attractions and events.
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Key Success Factors - EXPERTISE

Sophisticated tourism
development and
promotion

Bc BUILDING COMMUNITIES Bc BUILDING COMMUNITIES
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Key Success Factors - EXPERTISE

Relative sophistication in coordinating
and marketing local events
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srnmqlc M.l.q HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - EXPERTISE

The community has an effective,
dedicated program for large-scale
tourism development and
promotion with long-standing
results.

Bc BUILDING COMMUNITIES Bc BUILDING COMMUNITIES

sTRATEa'c M-'.G HELFING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™
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Key Success Factors - EXPERTISE

Sophisticated tourism development and
promotion

$é

. é 31%

) @ 23%
9 I

' ? Cl? EAEE E.B;}E, ¢ D E

@ BUILDING COMMUNITIES
sTnﬁqlc M“'"q HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™

Key Success Factors - GOVERNMENT

Community acceptance
of the visitor industry

@ BUILDING COMMUNITIES
STnﬂqlc M-I.G HELPING COMMUNITIES ENVISION AND ENACT THEIR FUTURE.™




