
U.S. TRAVEL ASSOCIATION   §   THE POWER OF TRAVEL PROMOTION   §   Spurring Growth, Creating Jobs16

CASE STUDY

Finger Lakes, New York: Travel Promotion Transforms Rural Area 
Into Napa Valley East 

Initially, Corning, New York – a small, rural town between New York City and 
Buffalo – seemed to hold little appeal as a travel destination.73 Government 
officials struggled to promote economic development while the region’s largest 
employers such as Corning Incorporated had trouble attracting talented 
employees.74 

Then, in early 2000, business and government leaders turned to travel and 
tourism as a means of boosting the region’s economy, increasing its appeal as 
a place to live and work, and enhancing the quality of life for people in the 
community. 

At the time, Corning Enterprises was in the midst of a $65 million investment 
to enlarge and enhance The Corning Museum of Glass, turning it into a prime 
cultural attraction.75 To create a true brand identity for the region and to promote 
local restaurants, winemaking and other attractions, Corning Enterprises joined 
forces with three counties to launch a coordinated campaign – “Finger Lakes, 
Wine, and Much More.” In March 2000, the Finger Lakes Wine Country 
Tourism Marketing Association was established with a mission of promoting the 
region as a unique destination.

In the first year of operation, a $156,000 investment in media and advertising 
generated an incremental $11.4 million in travel spending – a $21 return for each 
$1 invested.76 The following year, the organization’s budget increased to $680,000 
with additional funding from wineries, wine trails, hotels, Coach USA and a local 
trust company.77 In 2001, 149,000 travelers visited the region, injecting $14.7 
million into the local economy.78

More than a decade later, travel continues to deliver proven economic benefits. 
Finger Lakes Wine Country continues to invest in travel promotion, advertising 
and marketing to develop the value of its brand and draw new visitors. According 
to a December 2012 study by Longwoods International, with a $873,000 
promotion budget, the Finger Lakes Wine Country 2012 marketing campaign 
resulted in: 

 § 301,000 incremental day and overnight trips to the region in just a  
seven-month period;

 § $38 million spent by visitors in the local economy, up 16 percent from 2010; 

 § $3.4 million in taxes; and

 § An ROI of $44 in trip spending for $1 invested in marketing the region,  
up 10 percent from 2010.79
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The travel industry in Finger Lakes Wine Country has a significant impact.  
In 2011, total travelers to the region:

 § Supported 59,000 total jobs; 

 § Directly contributed $346 million in state and local tax revenues; 

 § Spent $2.7 billion, up six percent from 2010, on local goods and services, 
supporting a variety of businesses as seen in the chart below. 80

Today, Finger Lakes Wine Country is the second-largest wine region in the U.S., 
boasting more than 100 wineries spread across 900 square miles and 11 Finger 
Lakes. Travelers to the region enjoy and support not only area wineries and the 
landmark Corning Museum of Glass, but also 400 registered historic sites, 300 
B&Bs, more than 100 restaurants, 26 state parks and 2,000 miles of hiking and 
biking trails.81

“Finger Lakes Wine Country 
provides a concentrated 
marketing effort that one entity 
alone could not accomplish. 
This public-private partnership 
has enabled our region to 
attract and welcome hundreds 
of thousands of visitors from 
more than 35 countries, and 
provides an attractive economy 
and community for those 
who live here. Our regional 
tourism industry provides job 
opportunities for full-time 
employment as well as wonderful 
employment opportunities for 
students and seniors.”

-Beth Duane, director, marketing & 
community relations, The Corning 
Museum of Glass

“We’re reminded time after time that New York is, at heart, a 
tourism state. I’m especially proud that the Finger Lakes region 
plays such a prominent role in this leading statewide industry. 
Our wine country and our countless visitor attractions are second 
to none. The most effective investments we make are usually 
aimed at strengthening these tourism foundations and promoting 
our strengths to keep attracting more and more visitors, and to 
continue building new tourism-related opportunities for economic 
growth and job creation in the future.”

-New York State Senator Tom O’Mara

Finger Lakes Travelers Significantly Contribute  
to All Sectors of Economy ($ million)

SOURCE: Tourism Economics, 2011
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