


How do you get
your community to
see the value your
organization
provides?



Why does it matter?

a. Fundraising

b. Grants

c. Community Support

d. Engagement with industry
peers

e. Partnerships

f. Word-of-mouth promotion
da. Turnstile












In the beginning...



























100,000-Square-Foot Discovery Center Museum

4-D simulation of the early 1800s
earthquakes that created the
beautiful landscape in this
region

20,000-gallon aquarium revealing
the underwater life of the
region’s lakes

Dinosaurs, fossils and
prehistoric artifacts

Military equipment, vintage
automobiles and an actual Titan
missile ready to launch
Interactive displays focused on
science, technology, engineering
and math—and dozens more
hands-on experiences

Theater with films from Giant
Screen Films, a leader in the
IMAX industry

The tallest observation tower in
this region

Galleries dedicated to the
visual arts of the southern U.S.
Exhibit on waterfowl in the
Mississippi Flyway

Native American artifacts and
items to tell their story

Giant water table and hands-on
play area for our youngest
visitors






40-Acre Heritage Park

4-D simulation of the early 1800s
earthquakes that created the
beautiful landscape in this
region

20,000-gallon aquarium revealing
the underwater life of the
region’s lakes

Dinosaurs, fossils and
prehistoric artifacts

Military equipment, vintage
automobiles and an actual Titan
missile ready to launch
Interactive displays focused on
science, technology, engineering
and math—and dozens more
hands-on experiences

Theater with films from Giant
Screen Films, a leader in the
IMAX industry

The tallest observation tower in
this region

Galleries dedicated to the
visual arts of the southern U.S.
Exhibit on waterfowl in the
Mississippi Flyway

Native American artifacts and
items to tell their story

Giant water table and hands-on
play area for our youngest
visitors



“Discovery Park should enhance
education for children as well as
adults and do it in an
entertaining way.

Build it and they will learn, Tennessee Magazine, Dec. 2013



“ ..It should be the most fun
you can have with your clothes

14

on.






3,000,000 Visitors

Primary feeder markets:

Paducah, Jackson,
Memphis and Nashville

Secondary feeder markets:

St. Louis and Louisville






If your community doesn'’t
clearly see your value, it’s easy

for them to:

 Share misinformation

* Dismiss your efforts

« Cut your funding

 Turn to less effective alternatives
to do what you do



Step One: What is my
community’s perception
of the value my
organization provides?












* Phone Survey

* Meeting with
potential
visitors/custom
ers

* Online surveys

 Meet with staff

 Meet with board

* Meet with

community
leaders






Step Two: What should
my community’s
perception be of the
value my organization
provides?



*1:1-Those In
the room
“where it
happened”

* Focus groups

* SWOT Analysis



SWOT Analysis



Museum and heritage
park with the mission of
Inspiring children and
adults to see beyond.

(That brings 250,000+ visitors
into this region annually)



Step Three: Come
up with strategies
to close the gap.

Tactics.



Step Three: Come
up with strategies
to close the gap.

a. Share our $$% impact
b. Share our mission-related impact



Economic Impact Study

Overview: Based on 2023 visitation,
Discovery Park is responsible for
generating $38,000,000 in revenue for
retail, dining, transportation,
attraction and lodging spending
during visits to Obion County,
Tennessee.

Also, an additional $3,610,000 is
generated in state and local taxes
from those various businesses.
Discovery Park also interjects
$3,600,000 into the local community
through payroll, and $2,000,000
through operational spending.



Common Guidelines for Calculating Economic Impact
Here are some average spending figures provided by various tourism and travel organizations that can be used to estimate
economic impact:

1. U.S. Travel Association (USTA)
- Day Visitors: Typically spend between $60 to $100 per person per day. This includes meals, transportation, and
minor purchases.
- Overnight Visitors: On average, spend around $150 to $300 per person per day. This includes lodging, food and
beverages, transportation, and other expenses.
2. Destination Analysts
- Average Spending per Trip:
- Domestic overnight leisure travelers spend about $700 to $1,000 per trip, depending on the length of stay and
the destination.
- Day trip visitors spend between $60 to $150 per trip.
3. State and Regional Tourism Offices
o State-level tourism reports often provide specific spending averages tailored to local attractions. For example:
- In Tennessee, the average day visitor spends $111 while the average overnight visitor spends $317 (2022 data).
- In Virginia, a report by Virginia Tourism Corporation suggests that an average domestic day visitor spends
around $70, while an overnight visitor spends around $200 to $300 per day.
4. World Travel & Tourism Council (WTTC)
- Global and regional averages suggest that overnight travelers spend anywhere from $150 to $300 per day per
person, including accommodation, food, transportation, and other expenses.



Economic Impact Study

* Approx. 5% of ticket purchasers were from 38261

* Approx. 95% of ticket purchasers were from outside
38261

* Approx. 40% of non-38261 ticket purchasers traveled
from more than 50 miles away

* Approx. 60% of non-38261 ticket purchasers travel
from 49 miles or less

» 47 cities/towns (43% of visitors) sent 500 or more
visitors to Discovery Park



Annual
Impact Report






Mail
Campaign












Engage with Partners



Step Four:

Measure and
Tweak



Step Four:

Measure and
Tweak

2019 Rev: $6,500,000
2025 Proj. Rev: $8,700,000






Get your community to see the value your
organization provides by:

Figuring out what the perception is
Figuring out what the perception should
be

Figuring out and implementing
strategies and tactics

Measure and tweak



Scott Williams
Direct: 731-885-5455

swilliams@discoveryparkofamerica.
com
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