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Restarting Tourism Marketing in Indian Country
Thursday, June 10, 2021

Wildhorse Casino and Resort at the 
Confederated Tribes and Bands of the Umatilla Indian Reservation



AIANTA’s mission is 
to define, introduce, 
grow and sustain 
American Indian, 
Alaska Native and 
Native Hawaiian 
tourism that honors 
traditions and 
values. 

AIANTA’s Mission



§ Leadership
§ Speaking Engagements

§ Advocacy
§ NATIVE Act

§ Partnerships
§ Education and Training
§ Visitor Outreach
§ Tribal Relations and Outreach

§ Data Collection and Analysis
§ NativeAmerica.travel

§ Media Outreach

What We Do
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AIANTA and Lewis and Clark Historic Trail Project

Lewis & Clark Trail Webpage: 
aianta.org/anza-trail



Sharing Tourism Products 
and Marketing Ideas



Thank You!
Sherry L. Rupert (Washoe, Paiute), Chief Executive Officer, AIANTA

Contact: (505) 724-3592, srupert@aianta.org

Bruce Rettig, Tribal Content Developer, AIANTA
Contact: (530) 577-2005, brettig@aianta.org



Developing a Successful Cultural Tourism Website
Presented by Bruce Rettig, AIANTA Tribal Content Developer



Sherry L. Rupert
Chief Executive Officer

The AIANTA Lewis and Clark National Historic Trail Team
Outreach for LewisAndClark.travel and NativeAmerica.travel



The AIANTA Lewis and Clark National Historic Trail Team
Outreach 

Hannah Peterson
Program Development Director

Bruce Rettig
Tribal Content Developer

Lorraine Gala Lewis
Research and 

Outreach Specialist

Gail Chehak
Tribal Relations and 
Outreach Manager



What is a “Tribal Content Developer?”

• Produce written content to include in blog posts, social media posts, listings, 
blurbs, itineraries, guidebook articles, news releases
• Digital content will include photography and video 

where appropriate



A strong tourism website is one your most 
important marketing tools—especially NOW



Important website elements



Travel Oregon | Oregon Vacations & Travel Guide
traveloregon.com

Visibility How do potential visitors find you?

Travel Oregon | Industry Resources
industry.traveloregon.com

https://traveloregon.com/
https://industry.traveloregon.com/


Washington Tourism Alliance
watourismalliance.com

Visibility Tourism vs. Business sites

Explore Washington’s Backyard
adventures.experiencewa.com

http://watourismalliance.com/
https://adventures.experiencewa.com/


Red Cliff Band of Lake Superior Chippewa
www.redcliff-nsn.gov

Navigation One site? Clearly let visitors know where to find travel information

https://www.redcliff-nsn.gov/


• Design should be easy 
to navigate.
• Visitors should always 

know exactly where 
they are on the website 
and how to get where 
they want to go.
• There is a fine line 

between an interactive 
menu and an annoying 
one – functionality is 
key.

Confederated Tribes of the Umatilla Indian Reservation 
https://www.ctuir.org/

Navigation

https://www.ctuir.org/


• You have 1/10th of a second to impress 
your visitor/potential customer – and 
let them know that your website and 
business are trustworthy and 
professional.

• Utilize great graphics to make your 
website more appealing.

• Don’t go overboard with too many 
graphics

• Scrolling text, animation and flash 
intros should be used sparingly 
and only to emphasize a point for 
maximum effect. 

Visual Design

Discover Navajo
www.discovernavajo.com

http://www.discovernavajo.com/


• Your website should 
work on all browsers 
& mobile devices.
• Be sure to TEST it, 

don’t assume it 
works.
• Utilize meta tags, alt 

tags & work with 
someone fully versed 
in SEO (Search Engine 
Optimization).

Web AND mobile friendly

Sky City Cultural Center & Haak’u Museum
www.acomaskycity.org

http://www.acomaskycity.org/


• Not all visitors have time to 
peruse your whole site.
• Many only need a number, 

address or one piece of 
information – make sure 
information is easy to find.
• Help visitors find what they 

need before they get 
frustrated and go to another 
site for answers.

Information Accessibility

Tamástslikt Cultural Institute 
www.tamastslikt.org/



Intuitiveness

Go Native America
www.gonativeamerica.com/native-american-issues-faqs

• What are the same 
questions you hear 
over and over again?
• Answer these 

questions 
throughout your 
website.
• Or create an FAQ 

page with relevant 
links.

http://www.gonativeamerica.com/native-american-issues-faqs


• Your website should be a reflection of your business and your brand.
• Your visitors should feel a visual connection between your logo, print material, website and brick-

and-mortar location.
• Tying everything together adds a level of credibility and improves the general impression of 

your business.

Branding



• Engage your visitors 
immediately 

• Hold their attention through 
EVERY page.

• Influence them to contact you 
– “conversion.”

• Be careful with the fine line 
between “interaction” and 
“annoyance” 

• The level of interaction 
should never outweigh 
the benefit.

Interaction

Go Native America
www.gonativeamerica.com

http://www.gonativeamerica.com/


• Your site is a potential goldmine of 
customer information.

• How can you capture this data? 
• Newsletter signup.
• Enter to win . . . something.
• Download a case study or original 

research.
• Register for a webinar.
• Complete a survey.
• Encourage a social media follow.
• Solicit feed back 
• Update your contact us page.
• Have customers complete a purchase.

Conversion

Discover Salt River
www.discoversaltriver.com

http://www.discoversaltriver.com/


Looking for more revenue?
• Provide custom tour programs

• Native, non-Native and/or mixed 
itineraries

• Be Native Tours (Chickasaw Nation)
• Features custom-built, one-day or 

multi-day itineraries that include 
lodging, food and activities.

• Offers the service of a local guide
• Includes add-on options to 

encourage visitors to stay longer. Be Native Tours
www.benativetours.com

http://www.benativetours.com/


Looking for more revenue?
• Or offer single-day or half-day 

programs.
• Great Spirit Circle Trail

• Manitoulin Island, Ontario, 
Canada.

• Ojibwe, Odawa and Pottawatomi.
• Great idea to offer “reviews” on 

your site.

Great Spirit Circle Trail
www.circletrail.com

http://www.circletrail.com/


Page content



Welcome visitors
• Is your home page 

inviting?

Content



• Content is the backbone of 
your site.
• It is the main reason visitors 

come to and stay on your 
site.
• Text should be informative, 

easy to read and concise.
• Content is also the most 

important factor in gaining 
search engine placement.

Content Who, What, Where, When and Why

Woman Tours
www.womantours.com

http://www.womantours.com/


• Engaged and 
entertaining

• You get a clear sense 
of the “who” (Stacia 
Morfin) is behind this 
company.

Content Who, What, Where, When and Why

Nez Perce Tourism
nezpercetraditions.com

https://nezpercetraditions.com/


Celebrate Your Storytellers
• They will bring your 

experiences to life. 
• And create lasting memories.

Alaska Native Heritage Center
www.alaskanative.net

Content Who, What, Where, When and Why

http://www.alaskanative.net/


• What can I do when I’m there?
• Will I’ll be bored?
• Showcase all (or at least a lot) of 

what you offer in one easy to 
navigate location.

Celebrate Your Community
• People are almost always looking 

for more than one thing to do.
• Give them plenty of reasons to 

visit, even if it isn’t all about you.Cherokee North Carolina
www.visitcherokeenc.com

Content Who, What, Where, When and Why

http://www.visitcherokeenc.com/


• Itineraries are a great way to 
showcase the “what”. 

Navajo Tourism Department
www.discovernavajo.com

Content Who, What, Where, When and Why

http://www.discovernavajo.com/


• Where are you located? 
• Maps are always a good idea.
• Proximity to major national parks.

Pine Ridge Area Chamber of Commerce
www.pineridgechamber.com

Content Who, What, Where, When and Why

Visit Yurok Country
visityurokcountry.com

http://www.pineridgechamber.com/
https://visityurokcountry.com/


• Proximity to major 
international airports.
• Especially important for tribes 

wanting to attract international 
travelers or tour operators.

Humboldt: California’s Redwood Coast
www.visitredwoods.com

Content Who, What, Where, When and Why

http://www.visitredwoods.com/


• When is the best 
time to visit?

Red Cliff Band of Lake Superior Chippewa
www.redcliff-nsn.gov

Content Who, What, Where, When and Why

https://www.redcliff-nsn.gov/


Most importantly…why?



• Avoid burnout
• Travel with friends and family
• Holiday travel
• Travel discounts 
• Bucket list travel
• Inspired by social media, travel 

article, etc.

But first, why do people travel?

Brand USA / Motivations of Travel
www.ustravel.org/sites/default/files/medi
a_root/document/Motivations%20for%20
Travel%20Fact%20Sheet.pdf

https://www.ustravel.org/sites/default/files/media_root/document/Motivations%20for%20Travel%20Fact%20Sheet.pdf


• Challenging themselves
• Learning
• Expanding their perspective
• Getting in touch with themself
• Appreciating their life
• Building and strengthening relationships
• Having an adventure
• Escaping
• Relaxing and rejuvenating
• Celebrating

More reasons why people travel

Virtuoso
www.virtuoso.com/travel/articles/10-powerful-
reasons-why-people-love-to-travel

http://www.virtuoso.com/travel/articles/10-powerful-reasons-why-people-love-to-travel


So many ways to answer 
WHY but the key is to 
celebrate the distinctive
• Cuisine
• People
• Pow Wows/Culture
• Scenery/Nature
• Fun
• History
• Learning
• Language
• Hands-on activities
• Itineraries

Why? That’s WY

Travel Wyoming
travelwyoming.com/thats-wy/

https://travelwyoming.com/thats-wy/


• Websites take time to get up and 
running. 

• If your website isn’t operational, it 
won’t bring you business. 

• Work with a company you can trust 
to get your site built on time.

• On the other hand, your site doesn’t 
have to be extensive to start. 

• Get the basics up there as soon as 
possible.

• Most important, keep content 
updated. Fresh, relevant 
information is and ongoing process.

Opiq Adventures
www.opiqadventures.com

Website development Planning, design and updates

http://www.opiqadventures.com/


Don’t forget artists and artisans!



• Celebrate the creative side of 
your culture.
• Artists and artisans encourage 

customers to visit your 
community.
• They work tells a tribal story.

Tribal artists and artisans

Crow's Shadow Institute of the Arts (CSIA) 
crowsshadow.org

https://crowsshadow.org/


Your customers want a relationship with you. 
Give them . . . 
• Your name and your business name
• A brief profile with a headshot
• Why were you inspired to do the art you do?
• Images of your artwork
• Your contact info

• Website and social media sites
• Where/how to buy

• Information on upcoming appearances
• Tips on what to see and do in your 

community if they do come to visit

Basic website info for arts and artisans

Lillian Pitt
lillianpitt.com

http://lillianpitt.com/


Thank you!
Bruce Rettig
Travel Writer/Photographer

Cell:  (530) 412-194
Email: brettig@aianta.org



Marketing your Attractions through
NativeAmerica.travel and LewisandClark.travel

Presented by Bruce Rettig, AIANTA Tribal Content Developer



NativeAmerica.travel is Indian
Country’s first destination website

Goal: To offer travelers inspiration while reflecting 
the compelling stories of Indian Country



Content Every Tribe has a page



Tribal enterprises, tribally owned businesses are listed



Museums and cultural sites



Historic and cultural sites



Events and powwows



Artists and artisans



The site covers 12 regions









Booking Widget – FareHarbor



To add your tribe, 
accommodation or 
attraction, click on 
the link found on the 
bottom of every 
page.

2 ways to create a page



1) Register at nativeamerica.travel/admin 

https://nativeamerica.travel/admin


2) Contact us! brettig@aianta.org





Continuing the journey and new opportunities 



Continuing the journey and new opportunities

<<< 18 <<< 18 

Circle of Tribal Advisors of the Lewis  
 & Clark Bicentennial:   
 All Representatives and their  
 Families
Corps of Discovery II: 200 Years to the 
Future:  All Employees & Volunteers 
All Trail State Historical Societies
All Trail State Lewis & Clark  
 Bicentennial Commissions
All Tribal Chairmen
All Tribal Councils
All Tribal Veteran Honor Guards
All Warrior Societies

Leela Abrahamson
Rose Ann Abrahamson
Absentee Shawnee Tribe
Ann McCormack Adams
Arikara Old Scout Singers
Arleen Adams
John Adams
Louis Adams
Steve Adams
Affiliated Tribes of Northwest Indians

George Aguilar, Sr.
Akta Lakota Museum & Cultural  
 Center
Beatrice Aleck
Lonnie Alexander 
Barbara Allen
James Logan Allen
Patricia Allen
Phill Allen
Sylvester Alley
Richard Alexander
Alliance of Tribal Tourism Advocates  
 (ATTA)
Blake Alvarez
Hugh Ambrose
Moira Ambrose
Stephen Ambrose (in memoriam)
Stephenie Ambrose-Tubbs
American Indian Alaska Native  
 Tourism Association (AIANTA)
American Philosophical Society
American Rivers
Roger Amerman

Thank You To the Good People who always got us 
to the next step:

Here are the “Good People” who made tribal involvement in the  
Lewis & Clark Bicentennial possible and successful.  We have  
undoubtedly left someone out and misspelled some names.   
Please know that your contribution was and is deeply valued.   
If your name is not on this list, but should be, starting in March 2010,  
you can go to www.lc-triballegacy.org and add yourself, or 
someone you know, to the ongoing list of Good People.

“Through all the fits and starts, challenges and  
triumphs, we never doubted that good things would 

happen because there were, in every situation,
 enough good people to push or pull or argue us 

through to the next step.”
– Louis Adams, Salish



LewisAndClark.travel
The Lewis and Clark mission included building relationships with tribes they met along the trail



Tribal relationships with Lewis and Clark
Tribal stories of the Lewis and Clark expedition and their importance today





• Research, identify and outreach to tribes and tribal enterprises 
adjacent to the Lewis & Clark National Historic Trail

• Work with tribal contacts to tell the stories of the tribes and tribal 
destinations through visual and written content development



Landing page on 
LewisAndClark.travel
“Experience Native America 
Along the Trail” branding, 
overview copy, and video 
introduction. 



Landing page on 
LewisAndClark.travel
Lewis and Clark Trail map, 
Enough Good People document, 
destination/experience 
nomination, and a link to 
NativeAmerica.travel



Landing page on 
LewisAndClark.travel
Featured tribal destinations, 
and newsletter signup.



Next Steps:

• Nominate your tribe or tribal enterprise now on 
LewisAndClark.travel and submit your information on NativeAmerica.travel

• Send us your information! 
It can be a rough outline, or list of story ideas for your tribe or tribal enterprise. 

What is unique, special–what you want visitors to know and learn. 
We can help with the writing and editing.

• Draft a possible photography shoot list or send us your photos. 
Let us know what you want to highlight and promote to visitors.



                 
 
 
 

Submission Tips  
for NativeAmerica.travel and LewisAndClark.travel 

 
 
 
 
Submitting Copy: 
 
Our senses help define our experiences and memories. The way something looks, sounds, feels, tastes, 
and smells makes us want it, and remember it. Travel copywriters focus on sensory stimulation to catapult 
readers into another world. Describe your landscape and community in vivid detail. 
 
How would you imagine a trip to the Hawaiian Islands? A writer may focus on the sweet tropical juice of 
local pineapples and coconuts, creating a sensual delight based on flavor and aroma. Consider a 
description about endless miles of white, silky sand with waves lapping at the shore as seabirds call to 
the golden sunset. Readers visualize the sunset with the feeling of sand beneath their feet as they listen 
to the call of native birds. 
 
A travel copywriter also shares ways travelers can engage in social activities during their trips. Writing 
about specific opportunities is a way to position a travel business as a respected authority for travelers 
who are looking for a good time with like-minded adventurers. 
 
Describing local culture and all it offers inspires travelers to plan unexpected trips. People are often 
unaware of everything a destination offers, including the friendliness of locals who are ready to welcome 
them into their world. The sights, sounds, and flavors will be indelibly etched in the memories of travelers 
who had immersive experiences. 
 
Quick tips: 
 

• Submit a minimum of 300 words of copy. 
 

• Create a compelling description to make your destination stand out. 
 

• Emphasize what makes your destination unique. Differentiate your destination from others. 
 

• Use a strong voice and give your writing some character. Make the tone match the destination, 
and write as though you were describing your destination face to face with a potential visitor. 
 

• Create a compelling rhythm in your paragraphs by changing it up with one, two or three 
sentences at a time. Don’t shy away from one sentence paragraphs. 
 

• Lengthy paragraphs are hard to scan. Keep each paragraph to a maximum of three to four 
sentences. Long paragraphs don’t work online—blocks of text are hard to navigate and read. 
 

Tip sheet Helpful information for writing descriptions and photography 



Thank you!
Bruce Rettig
Travel Writer/Photographer

Cell:  (530) 412-194
Email: brettig@aianta.org



Using Audio and Video for Tours and Promotions
Presented by Bruce Rettig, AIANTA Tribal Content Developer



Online video usage is dramatically increasing



Demand for video content



Online video provides potential visitors a 
taste of what you have to offer



Bison Coffeehouse



Online videos engage potential visitors, 
increasing your website and 

social media reach. Keep them short, but 
interesting or impactful. 







Icy Straight Point



Icy Strait Point Tribal Dance and Cultural Legends



Icy Strait Zipline



Don’t forget audio downloads









When interviewing, 
let the speaker tell their story



Where to feature video content



Website
• Viewers retain 

95% of a 
message 
when they 
watch it in a 
video 
compared to 
10% when 
reading it in 
text.



Social Media

• Social video generates 
1200% more shares 
than text and image 
content combined. 



Social Media

YouTube is the most 
popular video-sharing 
platform for marketers, 
with 88 percent of them 
planning on using it in 
2020. Facebook is second 
with 76 percent.





AIANTA Resources



The AIANTA Lewis and Clark National Historic Trail Team
Outreach 

Hannah Peterson
Program Development Director

Bruce Rettig
Tribal Content Developer

Lorraine Gala Lewis
Research and 

Outreach Specialist

Gail Chehak
Tribal Relations and 
Outreach Manager



Lewis & Clark page www.aianta.org/lewis-and-clark/
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Bianca Mitchell
Education Manager

bmitchell@aianta.org

Monica Poling
Marketing & PR Manager

mpoling@aianta.org

Maureen Chavez
Visitor Outreach Manager

mchavez@aianta.org

Gail Chehak
Tribal Relations

and Outreach Manager
gchehak@aianta.org

mailto:bmitchell@aianta.org
mailto:mpoling@aianta.org
mailto:mchavez@aianta.org
mailto:gchehak@aianta.org


NEW! What’s New in Indian Country Tourism webpage (AIANTA.org)



Thank you!
Bruce Rettig
Travel Writer/Photographer

Cell:  (530) 412-194
Email: brettig@aianta.org



America 250:  A Big Opportunity
• Inspire the American spirit…on our 

journey toward a more perfect Union
• Engage nearly 350 million Americans and 

friends worldwide by 2026
• Spark production of more than 100,000 

programs
• Attract billions of dollars in resources that 

will ripple through the economy to 
positive effect

• Extend over a multiyear crescendo, 
peaking in July 2026

https://www.america250.org/home

The largest and most inclusive celebration 
and commemoration in our nation’s history –
with the potential to:


