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STATE OF THE CITY:
TOURISM EDITION

As the CEO of the Fayetteville Advertising & Promotion Commission and Experience Fayetteville, I
want to thank you for taking the time to read this Annual Report. It will give you a better sense of
what the A&P Commission is tasked with and accomplishes each year, and why what we do is so
important to the Fayetteville community.
Of course, this year’s report concerns our commission and organization’s efforts in 2020, which were
significantly affected by the COVID-19 pandemic and its devastating impacts on the travel, tourism
and events industries across the globe. Here in Fayetteville, our industry partners also suffered
greatly, some too much to endure.
Yet, in the face of unprecedented challenges, I can proudly say that our city came together in
support of each other and our local businesses, helping how they could — some in ways that were
above and beyond the call of duty. How our community has responded to the pandemic is truly
inspirational, and the countless gestures of assistance has given me a new understanding of the
phrase “support local.”
Our own organization was faced with its own challenges. Because we are governed by statutes and
ordinances that dictate how our dollars are spent, our expenses must be related to the advertising
and promotion of our city. But how do you attract visitors during a time when many people aren’t
comfortable traveling? How do you keep the Fayetteville Town Center alive when it is not safe to have
events? If we can’t carry out our mission, what can we do to help our hospitality industry and local
businesses? Those are a few of the questions we faced in 2020.
Ultimately, as a staff and commission, we came back to the bigger question that has always directed
our efforts: “What is best for Fayetteville tourism and hospitality in the long term?” I am proud of
how our organization responded. We cut expenses, remained fiscally sound, and gave back to our
community in the ways we were able. We re-directed our efforts and created new programs to support
local business. And now, we are here, we are ready, and we look forward to helping the tourism and
hospitality industry come back stronger than before.

Molly Rawn, CEO
Fayetteville Advertising & Promotion Commission
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We shape Fayetteville as a welcoming destination
through the experiences we cultivate and stories
we share.

Fayetteville is a must-visit desination.
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ADVERTISING &
PROMOTION COMMISSION
The A&P Commission was enabled through state legislation and is enacted locally through city
ordinance. The commission is the governing body for Experience Fayetteville and is made up of
four representatives of the tourism industry, two City Council members and one citizen at-large
member, all tasked with appropriating funds collected through the city’s hotel-motel-restaurant
(HMR) tax.*

CITY OF FAYETTEVILLE
Matthew Petty, Chair

Sarah Bunch

Fayetteville City Council; Ward 2, Position 2

Fayetteville City Council: Ward 3, Position 2

Term: 1/3/13-Indef.

Term: 1/3/19-Indef.

TOURISM INDUSTRY APPOINTEES
Todd Martin

Elvis Moya

Southern Food Co.

Razorback Athletics

Term: 6/1/17 - 3/31/21

Term: 12/14/20 - 3/31/22

Ching Mong

Katherine Kinney

Apple Blossom Brewing Co.

The Graduate Fayetteville

Term: 9/18/12 - 3/16/21**

Term: 4/1/19 - 3/31/23

Reese Roberts

Chrissy Sanderson

Bordinos Restaurant & Wine Bar

Mockingbird Kitchen

Term: 4/21/20 - 12/14/20**

Term: 4/1/17 - 3/31/20

PUBLIC AT-LARGE APPOINTEE
Robert Rhoads
Term: 7/7/15 - 3/31/21
*All commissioner information effective through 12/31/20
**Indicates resignation
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OUR STAFF
Experience Fayetteville, the city’s official convention and visitors bureau, oversees the Fayetteville Town
Center, Clinton House Museum and Walker Stone House. Our staff gets to tell and show the world all the
exciting things going on in Fayetteville, Arkansas, as well as creating new experiences for visitors.*

Molly Rawn, CEO

EXPERIENCE FAYETTEVILLE
Hazel Hernandez VP Sales & Marketing
Amy Stockton Director of Operations &
Destination Development
Sally Fisher Finance Director
Julie Pennington Senior Sales Director
Ashley Cane Marketing Manager
Julia Cherry Operations Manager
Brannon Pack Cycling Coordinator
Chloe Bell Community Engagement Manager

FAYETTEVILLE TOWN CENTER
Tina Archer-Cope General Manager
Monica Janatti Director of Event Services
Kathleen Littel Sales Manager
Miletus Callahan Facilities Coordinator

*All staff information effective through 12/31/20
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ACCOLADES
BEST PLACES TO LIVE (NO. 8)
— U.S. News & World Report, 2020
(Fifth year in a row in the top 10!)
Fayetteville "has transformed from a small town
to a center of higher education, culture, commerce
and entrepreneurialism."

BLOCK STREET RECORDS:
"BEST RECORD STORES IN AMERICA"
— No Depression, 2020

BEST CITIES FOR BICYCLING (NO. 10)

ARKANSAW HIGH
COUNTRY ROUTE:
"BIKEPACKER'S PARADISE"

— PeopleForBikes, 2020

— Gear Junkie, 2020

OZARK BDCS:
BEST BEER IN ARKANSAS
— Thrillist, 2020

THEATRESQUARED:
WINNER, ENTERTAINMENT CATEGORY
— American Architecture Awards, 2020

FAYETTEVILLE: "TRAIL TOWN"
— Arkansas Governor’s Conference, 2019
"This gem is a nature-lover's dream."
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A&P FUNDING
The Advertising & Promotion Commission was created on March 1, 1977, by the City Board. This ordinance
established a 2% tax to be collected by hotel/motel and prepared food operators within the city. The taxes
collected are remitted to the city on a monthly basis. Taxes collected are then distributed 50/50 between
the Advertising & Promotion fund and the Fayetteville Parks & Recreation Department.
According to the ordinance, A&P funds shall be used for the advertisement and promotion of the city and its
environs, construction and operation of a convention center and for funding of the arts if the commission
determines that funding of the arts is necessary for supporting its advertising and promotion endeavors.

LODGING

PREPARED FOOD

2% HMR TAX

ADVERTISTING &
PROMOTION COMMISSION

MARKETING
PROGRAMS
EVENTS & GROUP SALES
FACILITIES:
TOWN CENTER
CLINTON HOUSE MUSEUM
WALKER STONE HOUSE

COMMUNITY INVESTMENTS
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FAYETTEVILLE
PARKS & RECREATION

ECONOMIC IMPACT
The A&P Commission uses HMR funds in order to make a positive economic impact on the city through tourism.
To make a positive impact on our community, Experience Fayetteville attracts visitors to our city through
advertising and public relations – outside of personnel, this is where the majority of the Experience Fayetteville
budget is spent.
Experience Fayetteville recognizes the role that events play in cultivating a must-visit destination. We produce
our own events including First Thursday and the Lights of the Ozarks festival, as well as financially incentivizing
events that have a positive economic impact and help further the city’s brand.
Experience Fayetteville helps generate millions of dollars annually to the local economy by attracting meetings,
sporting events and leisure travelers to town. These visitors not only dine in our restaurants and stay in our
hotels, but also participate in the myriad of things people do while in town — shopping at local stores; purchasing
tickets to festivals and events, attending performances and live music; and so much more.

A&P TAX COLLECTION
Prior to 2020, collections from the city Hotel, Motel and Restaurant (HMR) Tax increased seven years in a row,
year-over-year. With 1 percent of all revenues generated by the city’s 2-percent HMR Tax credited to the A&P
Fund — the other half going to the Fayetteville Parks & Recreation Department — below is a breakdown of the
A&P’s portion of HMR Tax collections over the past 8 years.
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BREAKDOWN OF HMR TAX COLLECTIONS
2020 HMR TAX RECEIPTS
$3,008,949

2%

FOOD - OTHER

1%

SHORT TERM
RENTALS

8%

HOTELS

48%

41%

FAST FOOD
RESTAURANTS

FULL SERVICE
RESTAURANTS

2020 TOTAL REVENUE
$3.5 MILLION

7%

OTHER

6%

TOWN CENTER

2020 TOTAL EXPENDITURES

18%

TOWN CENTER
OPS

15%

FINANCE &
ADMINISTRATION

7%

OPERATIONS

27%

13%

SALES &
MARKETING

87%

TAX RECEIPTS

PROGRAMS

20%

DEBT SERVICE
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BALANCE SHEET
AS OF DECEMBER 31, 2020
ASSETS
Current Assets
		Cash
		Investments
		Accounts Receivable
			Prepaid Expenses
			
Deposits
			
Visitors Guide Trade
			Inventory Asset
Total Current Assets

1,825,810
847,370
426,657
29,468
30,617
4,089
12,066
3,176,077

Other Assets
		Capital Assets
			
Accumulated Depreciation
				Total Capital Assets
Total Current Assets

3,873,439
(1,221,281)
2,652,158
5,828,234

TOTAL ASSETS
LIABILITIES AND EQUITY
Current Liabilities
		Accounts Payable
		Payroll Liabilities
		Unearned Revenue
			
Subtotal: Current Liabilities
Total Liabilities
Equity
		Fund Balance
		
Temporarily Restricted Funds
		
Net Revenue
			
Gain/(Loss) on Investments
			
Net Revenue without Cyclocross
			
Net Revenue for Cyclocross
Total Equity
TOTAL LIABILITIES AND EQUITY

51,561
21,120
109,664
182,345
182,345

4,866,430
766,784
(60,777)
73,453
12,676
5,645,889
5,828,234
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CYCLING
As several events cancelled, cycling tourism shifted its perspective to focus to DIY outdoor experiences.
Leveraging Fayetteville’s outdoor amenities and Experience Fayetteville’s tourism partnership with Ride with
GPS, route developments were added to the application and the Experience Fayetteville website.
Experience Fayetteville also took the opportunity to host the region’s first Bicycle Friendly Business
Bootcamp. Twelve area businesses attended the one-day work programming and submitted their application
which resulted in Fayetteville jumping 6th in the country for its number of Bicycle Friendly Businesses.
Leading in new designations, Fayetteville hotels also accounted for 20% of Fayetteville’s recognized Bicycle
Friendly Businesses.
Cycling events made their back during the fall season, these included the Joe Martin Stage Race Gran
Fondo and the Arkansaw High Country Race, which garnered national attention for Fayetteville as the host
community race. The ultra-endurance bikepacking event drew some of the top endurance athletes in cycling
to Fayetteville for a naturally socially distanced 1000-mile bike race.

WEBSITE VISITOR INTEREST IN OUTDOOR
ACTIVITIES INCREASED SIGNIFICANTLY:

CYCLING +521%

FISHING +119%

HIKING TRAILS +51%

RIVER FLOATS +42%
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MARKETING
At the end of the first quarter of 2020, as the mayor declared a state of emergency and restrictions were
placed on businesses to combat the pandemic — with nobody really knowing how long the restrictions
would be needed — Experience Fayetteville suspended the majority of its advertising and reallocated
more than half of the annual advertising budget to ensure payroll, utilities and other expenses would be
covered for the foreseeable future.

RALLY PROGRAM
With travel restrictions also in place, the A&P Commission and Experience Fayetteville enacted its “Rally
Program,” a multi-channel messaging campaign aimed at Fayetteville residents to promote pickup and
delivery at local restaurants during pandemic restrictions. A “Fayetteville Together” page was created
to be a source for information and resources for hospitality industry workers, and a “Local Love” landing
page was created that included helpful information:
• Updated list of restaurants offering curbside, pick and delivery services
• An social media-sharable infographic explaining how residents could help local businesses
• Additional resources for industry workers
• Zoom backgrounds and digital puzzles featuring Fayetteville attractions
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Along with organic social media posts aided by a boosting budget, display ads were created for the Fayetteville
Flyer (using an existing contract) and earned media was sought with local media. Also, a sticker was created
and distributed to local businesses to promote mask wearing.

The Local Love page had nearly 6,000 pageviews in 2020, the majority of which came during the April-to-July
stretch of the first wave. Half of the traffic came from Fayetteville, and roughly 70% of the traffic came to the
page from Facebook or Instagram.

RETURN TO ADVERTISING
For the second half of 2020, as safe travel became more common and with a little over $100,000 in advertising
budget reserves, Experience Fayetteville restarted its paid-media efforts, developing a strategy to both attract
guests to Fayetteville and continue promoting Fayetteville businesses throughout Northwest Arkansas.
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STRATEGY
A digital flight for the third and fourth quarters of the year was developed to target would-be travelers in Little
Rock, Tulsa, Kansas City and Joplin, all of which are DMAs within a drive time industry research said people were
comfortable making. Also, for the first time the Northwest Arkansas DMA was included in regional advertising.
Channels for the flight, which ran from August to November, included Facebook and Instagram (both static
and video), display banner, in-stream video and connected TV. Besides the ability to better target an audience,
digital media was preferred in case messaging needed to be suspended again.

MESSAGING
For display and static-social messaging, images used showcased Fayetteville’s outdoor activities, which
industry research showed travelers were more comfortable experiencing. Ads showed Fayetteville trails and
parks, as well as cycling, public art and outdoor dining. And, the newly created Outdoor Refreshment Area
(ORA) was featured as a way to promote it and the downtown businesses.

For the video elements of the plan, as a way of reducing costs and emphasizing outdoor activities, new videos
were created utilizing existing footage from previous video projects (e.g. “Food Scene,” “Outdoors,” “Visual
Arts”). The 30- and 15-second videos also showcased newly installed public art, and the mask icon and
message from the Rally Program sticker were added to the call-to-action ending, as a way of letting viewers
know Fayetteville follows best safety practices.
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Q3/Q4 DIGITAL FLIGHT RESULTS
In all, the flight saw nearly 15 million impressions and more than 35,000 clicks. Website traffic during the second
half of the year compared to traffic from the first half of the year grew considerably, as shown by the following
key performance indicators (KPIs):

Users: +55%
Sessions: +57%
Organic Search: +59%
Landing Page Views: +214%
Online Visitors Guide Requests: +46%

"SMALL BITES" FAYETTEVILLE
RESTAURANT VIDEOS
Along with the general branding campaign in the DMAs listed above during the Q3/Q4 digital flight, to help
Fayetteville restaurants in December — and position them after the new year, a traditionally slow time for
restaurants — Experience Fayetteville also created videos specifically focused on restaurants and the food
scene in Fayetteville. The videos utilized existing footage and soundbites from the previous “Food Scene”
video project, featuring a handful of restaurant owners and managers, as well as footage from their respective
restaurants and others around town.
The videos were shown in Washington and Benton counties during the last half of Dec., garnering more than
400,000 impressions and more than 175,000 video completions.
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PUBLIC RELATIONS
Along with paid advertising, Experience Fayetteville works with local, state and national media for earned
media, pitching story ideas and coordinating articles that promote Fayetteville events, attractions and the
city itself as a travel destination. Although the pandemic reduced travel in 2020, Experience Fayetteville
continued to promote the city and received a great amount of attention for its attractions and businesses
Here is a snapshot of some of the coverage Fayetteville received in 2020:
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As the city has grown over the years from a small college town to a premier travel destination for the state,
Experience Fayetteville has become a hospitality industry leader in Arkansas. In 2020, CEO Molly Rawn was
featured in several publications, discussing the pandemic’s impact on the industry. Also, VP of Marketing
Hazel Hernandez was featured in Northwest Arkansas Business Journal’s “Forty Under 40” special issue.

Voices

v v SATURDAY, APRIL 25, 2020 v 7B

Common ground
Tourism connects, inspires us
MOLLY RAWN
SPECIAL TO THE DEMOCRAT-GAZETTE

E

arlier this year, I stood before
the Fayetteville Advertising
and Promotion Commission
and proudly said that annual collections from the city’s hotel, motel and
restaurant tax had increased for the
seventh consecutive year.
It was the result of a year full of
hard work by the amazing people in
our city’s hospitality community. They
love our city and relish the opportunity to invite the world to Fayetteville
and help shape their experiences.
Now, two months later, the hospitality industry, like nearly every business sector, is struggling with unprecedented challenges.
Hotels are mostly empty. Restaurants and breweries have had to close
dining areas and rely on pick-up or delivery services. Many businesses have
had to make the painful decision to
lay off workers or even stop business
altogether.
How do you help flatten the curve
when your job is to encourage people to travel and gather
together at restaurants,
bars and entertainment
venues?
You adapt. You carry
on as best as possible and
do everything in your
power to help, because all
of those local businesses that make
your city a unique travel destination
need help—now more than ever.
At Experience Fayetteville, the first
thing we did was take on a new mission and start coming up with ways to
leverage our assets and relationships
to help local businesses.
Our website and social media
channels, which we already use to
showcase Fayetteville restaurants to
visitors, are being used to promote
takeout and delivery. Overnight, our
target audience went from in- and outof-state travelers to our own residents.
“Spend a little, help a lot” is what we
are asking our neighbors to do.
We also have been gathering and
sharing helpful relief information for
hospitality workers affected by the
pandemic, as well as useful information for our community partners, like
small-business loans and webinars.
The outpouring of support in
Northwest Arkansas for our hospitality industry has been nothing short
of inspiring. In Fayetteville, its members and the community at large have
banded together and rallied to help
those struggling.
A great example is Feed the Herd,
a program spearheaded by restaurant owners Ben Gitchel and Hannah
Withers. The week their restaurant
closed, they decided to not let good
food go bad, but instead use it to feed
their 24 employees to-go meals twice
a week. Now, because of continued
donations of food and funds, the pro-

LETTERS
Farmers must do part
It is shameful that farmers are resorting to gassing chickens, breaking
eggs, plowing under crops and dumping milk when so many Americans
are going hungry.
Nurses and doctors are working
16-hour shifts and staying in motels
to keep from infecting their families.
Teachers are preparing and presenting online lessons. Shops are closed.
Parents are doing triple duty with
parenting, teaching and running the
household.
Everyone is staying home and sacrificing.
Restaurants and churches have
found a way to create, prepare and
serve people in food banks. You
would think farmers could find a way
to step up rather than plowing under
much-needed food.
Everyone else is pulling together.
Farmers need to do the same.
DORRIE MECKES
Cabot

Opportunity to thrive
Perhaps you have heard the term
school choice, but many may not understand what it really means and
what an impact it can have on a family. To me, it means my daughter, who
has a speech disability, can go to a
school that meets her specific needs.
My daughter Taylor has a disability called speech apraxia, a motor
speech disorder that causes her to
have problems saying sounds, syllables and words. Having a child with
a disability is a unique challenge, but
it can be even more of a challenge
when it comes to finding a school
that will best fit their learning needs.
Thanks to our ability to choose the
right place for Taylor, she is able to
attend a school that offers one-on-one
teaching and the therapy she needs to
succeed. Before she had this opportunity, Taylor struggled with reading,
but now reads to me, which is music
to this momma’s ears! More than that,
I have seen her self-confidence rise
tremendously because she has been
given an opportunity for success, not
set up for failure and frustration.

OPINION

Guest writer
gram has grown. Any bar or restaurant
employee facing hardship during this
time can sign up to receive a meal,
twice a week.
Roots Feeds Musicians, a similar
endeavor by the Fayetteville Roots
Festival and partners, distributes
quick-cook meals twice a week to
members of the music community
affected by cancellations and lost income. Local restaurants have formed
the Fayetteville Independent Restaurant Association and collected donations to provide direct assistance
to restaurant workers to cover rent,
utilities, transportation, and groceries.

A

s a lifelong Arkansan, I am
proud to witness examples
across our state of the truest
sense of neighborly love in the face
of adversity—giving and dedication
by so many who share a purpose of
preserving the backbone
of our community and
preventing our friends
from falling. And I am
reminded again why I
choose Fayetteville as
my family’s home.
I am proud to serve
on Mayor Lioneld Jordan’s Small
Business Resiliency Task Force made
up of local business owners from the
hospitality, banking and retail sectors.
We both know how important hospitality is to Fayetteville. The city sees
$326 million in sales annually from
the hospitality sector, including bars,
restaurants and lodging.
Tourism is not just about travel. It
is about experiences and allowing ourselves to be changed by them. Meeting
new people. Discovering different customs. Listening to different points of
view. Learning from each other.
These can still take place in a “new
normal,” but we have to continue to
be smart and vigilant. Our concern
will always be the safety and health
of our public. Without them, there is
no tourism.
Until this chapter is behind us, we
will continue to do all that we can, for
as long as we can, to help as many as
we can. We are dedicated to helping
as much as possible, however possible.
When it is over, not only will Fayetteville be waiting with open arms to
greet travelers from near and far, the
Natural State will be ready to remind
the world about its outdoor beauty,
cultural gems and unforgettable hospitality.
And we cannot wait to see you at
the after-party on Dickson Street.

A

Run of the News

rkansas has a strong tradition
pervisor in 1932 to become the owner
OPINION
of The Melbourne Times.
of producing talented news“Thus after a decade of searching
paper columnists. Last week,
for a career—first in medicine, then
I focused on the men who wrote the
pharmacy, then teaching and law, he
Arkansas Traveler column for the Ararrived at what would be his life’s
kansas Gazette through the decades.
work—writing,” Robert Shannon
I so loved newspapers that I would
wrote. “Writing had long appealed to
race to the driveway of our home to
retrieve the Gazette early each morn- ral address, in which the old general him, and he had already written fea(who Karr never would have failed to ture articles, had authored a history
ing while still wearing my pajamas.
My grandparents in Benton took note was president when Arkansas of Izard County in 1926 and a second
the afternoon Arkansas Democrat, became a state) said ‘the federal Con- book titled Hillbilly Philosophy in 1932.
and I would read it each time I visit- stitution must be obeyed, state rights All of his interests, training and talents
ed. When I was in high school, I took preserved, our national debt must be seemed best suited to journalism, and
some of the money I earned work- paid, direct taxes and loans avoided, for the next 12 years he poured them
into The Melbourne Times.
ing at Arkadelphia’s radio station and and the federal union preserved.’”
“The cornerstones of his editorShannon produced between 600
weekly newspaper to purchase a Democrat subscription. I did it because of and 700 words a day, seven days a ship were thorough reporting, detailed
the columnists. I would laugh aloud week, 50 weeks a year from December research, getting the facts straight,
as Bob Lancaster described the an- 1944 until August 1971. That’s about reliable and well-informed contacts,
tics of the Arkansas Legislature and 7 million words. His son said he was honesty and integrity in all dealings,
think deeply as James Scudder post- “praised and cursed by as many peo- and widespread involvement in the
ed his takes on life. The sports pages ple as any other writer in Arkansas social, civic and political activities of
featured two fine columnists, Fred history. He was called a reactionary, an the county. He knew everyone in Izard
arch conservative, a simplistic thinker, County and the history of everyone in
Morrow and Jim Lassiter.
I became a Democrat reader too a stick in the mud, a holdover from Izard County.”
Izard County was losing populalate in life to appreciate the wit and the 19th century, a hick. … But he was
wisdom of Karr Shannon, who spent also honored by foundations, orga- tion, and World War II totally dried
nizations and colleges for up the labor force. Shannon couldn’t
27 years writing a daily
his constructive influence. run a newspaper by himself and decolumn. At my home,
Whatever he was called, he cided to move to Little Rock in late
though, I have a collecprobably had a wider read- 1944. When he couldn’t find a buyer,
tion of Shannon’s Run of
ership than any journalist he simply shut it down. His son said
the News columns, Karr
in Arkansas, and to a writer Shannon was suffering from fatigue
Shannon’s Best, published
being read is the most im- and depression.
in 1973. Shannon had died
“He moved to Little Rock with a
portant thing.”
at age 69 on Oct. 17, 1971.
Shannon was born in pregnant wife, a son in college, an
Just as interesting as
March 1902 in Lunenburg. 11-year-old boy, a truckload of rather
the columns are an introduction by famous Arkansas journal- His mother died when he was 5, and shabby furniture, a fairly sizable bank
ist Bob McCord and an account of his father when he was 8, both of tu- account, an excellent credit rating, a
Shannon’s life by his son, Dr. Robert berculosis. Shannon was raised by a body wracked with pain, some upper
F. Shannon. They bring to life a man widowed aunt. He completed high teeth which would shortly have to be
who once was among this state’s best- school and took some junior college extracted and a job which would pay
courses at an unaccredited school in him considerably less than he had reknown writers.
—–––––v–––––—
“Karr Shannon loved words,” Mc- Mountain Home. He trained in Lit- cently been making and which would
Molly Rawn is CEO of the Fayetteville Ad- Cord wrote. “As bullets are to a soldier, tle Rock to be a pharmacist and was require of him a daily output of 600 to
vertising and Promotion Commission.
words were tools for Karr, The analo- licensed in 1924. After discovering 700 words,” Robert Shannon wrote.
The Run of the News column pregy is fairly accurate, too. He used the that he was allergic to many of the
words like bullets to puncture pom- compounds used at the pharmacy, he viously had been written by Miles
Scull and Al Pollard. Karr Shannon
posity, to bushwhack wild schemes turned to teaching.
Shannon took a correspondence would make it his own and in the proof change for change’s sake, to wound
bureaucrats and politicians whom he course in law and passed the bar exam cess gain what McCord described as
distrusted and to drill into his readers’ in 1928. He never practiced law, how- “the biggest following of any columminds the necessity for hewing to the ever. He later obtained his bachelor’s nist in Arkansas.”
verities he learned while growing up degree from what’s now Lyon Col—–––––v–––––—
in Izard County and never found any lege at Batesville. He taught and was
Senior Editor Rex Nelson’s column appears
reason to change. These maxims were a principal at Melbourne and in 1926
a peculiar mixture of the works of H.L. became the state’s youngest county regularly in the Arkansas Democrat-Gazette.
Mencken, the Ten Commandments school superintendent. Shannon re- He’s also the author of the Southern Fried blog
and Andrew Jackson’s first inaugu- signed as the Izard County school su- at rexnelsonsouthernfried.com.
This incredible opportunity for
Taylor and our family is due to the
Succeed Scholarship Program. Before
receiving the scholarship, we had to
either borrow money or choose bethings. Jesus’ followers were so skep- believe that discrimination because
tween paying a bill or paying tuition.
tical of his resurrection that when the of ethnicity, race, gender or sexual
The Succeed Scholarship allows us
Mr. Elsken has stirred the religion women who visited the tomb to tend orientation is wrong. 4. I believe we
an opportunity to place our daughter
in a learning environment where she pot, and I can’t help but respond. I the body returned with the news, they are responsible for our actions, past,
has teachers who understand her con- have no expectation of convincing scoffed. Yet, after visiting the empty present and future. 5. I believe basic
him
of
God’s
existence,
but
I
do
betomb and experiencing the bodily ap- human decency is an admirable chardition and give her what she needs.
This is simple. Parents and guard- lieve that others may be convinced pearance of Jesus among themselves, acteristic and that we should try to
ians are the best voices for their chil- that his view is not as strong as it those same skeptics were willing to practice it.
Some think these things make me
dren. If we don’t stand up for our chil- may seem. Neither science nor reli- experience martyrdom rather than
a Democrat. Others think they make
dren and get them the help they need, gion can, outside of faith, explain the deny the divinity of Jesus.
Jesus revealed that the creative me a never-Trumper.
who will? We cannot risk allowing origin of the universe.
However, I believe history pro- force of the universe is a God of jusI believe these things make me an
them to fall behind in a school that
vides
convincing
proof
of
the
exisAmerican.
tice
and
love.
God
demands
only
one
is not right for them. Every child has
JOHN DUPREE
different needs and every child de- tence of God. Only the most hardened thing, that we acknowledge the docFayetteville
serves an educational opportunity to skeptic can deny that Jesus was a his- umented evidence of Jesus’ divinity.
torical figure. One who chooses to Revere God and love your neighbor
best meet those needs.
BRANDY BILLINGSLEY deny the existence of Jesus can’t be as yourself, and you have all you need Read Mike Masterson online
Benton convinced of the existence of Plato to get through the difficulties of life.
or any number of historical figures. It’s your choice.
When the
Jesus claimed to be God revealed in
DAVID RAULS
pandemic
human form. History records that he
Nashville
ends, what?
performed miracles that were conI know Joe Whalen as a man of sci- vincing to the people of his day. The
ence and numbers. So I was a little ultimate miracle was his resurrection
surprised when I read his letter to the from the dead. These miracles are
A few things I believe: 1. I believe
editor Tuesday. Joe seemed to forget unexplained by science, which was it is important to tell the truth. 2. I
arkansasonline.com/staff/mike-masterson/
what we are doing.
the purpose; only God could do such believe in freedom of the press. 3. I
First, covid-19 is not the flu. It is a
novel virus that is more deadly and
creates more medical complications.
Joe understands the bell curve better than most people, but he seems
The Democrat-Gazette welcomes your opinions.
Submit letters of fewer than 300 words to Voices,
to forget that our social distancing
Not all letters received can be published or acknowlArkansas Democrat-Gazette, P.O. Box 2221, Little
efforts are aimed at flattening the
edged. Clarity, brevity and originality are particularly
Rock, Ark., 72203; by fax at (501) 372-4765; by email
curve so our medical infrastructure
valued, and letters must be suitable for publication
at voices@arkansasonline.com; or via our webis not overwhelmed. We would do
in a family newspaper. Handwritten letters must be
site, www.arkansasonline.com/contact/voicesform.
the same thing if the flu threatened to
legible. Statements of fact are checked for accuracy;
Please sign your letter and include your home adoverwhelm us, but it has not.
letters will be edited and may be republished in all
dress and daytime telephone number for verificaEveryone wants to get back to
media.
tion. Writers are limited to one letter per 30 days.
“normal” (whatever that will be). So
Letters and guest columns become the property
The contents of the Voices page, including collet’s not push us into a second wave.
of the Democrat-Gazette and cannot be returned.
umns and cartoons, do not reflect the opinions of
Stay home or wear a mask. Wash your
Letters from nonresidents, copyrighted material,
the Democrat-Gazette, which are found only in the
hands. And try to remember what we
poetry, form letters, and anonymous letters cannot
editorial column of the editorial page. The views
are doing.
be used.
expressed by columnists are their own.
MICKEY FREEMAN
Little Rock

Rex
Nelson

LETTERS

On proof of existence

Remember the goal
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Beliefs make the man

We want to hear from you

PROGRAMS
In 2020, the recently revamped Experience Fayetteville Visitors Center continued to focus on being a definitive
source of information for visitors and guests, even when its doors had to be closed. Helpful literature was still
made available, and staff continued to answer calls and inquiries, letting people know about all the socially
distant activities in Fayetteville.
Though many of the city’s favorite annual events had to be canceled or postponed, the following programs
were held in 2020:
The Outdoor Refreshment Area (ORA) was launched in June of 2020. The district allows guests
21 and older to carry and consume alcoholic beverages in designated cups while wearing the official
wristband on public sidewalks and participating businesses. From July to December, 60 eligible
businesses within the district signed on to participate in the ORA program, giving it a 95% participation
rate. During this time, more than 170,000 cups were sent to participating program partners, all of which
are biodegradable.
To help promote businesses within the ORA, Experience Fayetteville held several Pop-Up Lounges
throughout the downtown area. The events offered an open-air environment to eat takeout dishes or
drink to-go drinks from nearby restaurants and bars. Entry into the lounge was free, and entertainment
was provided.
Lights of the Ozarks is one of the most popular attractions in Northwest Arkansas. Each year, the
square is decorated with 400,000 lights. From mid-November through New Years, guests enjoy nightly
holiday activities and festive music. In 2020, the annual Lighting Ceremony was held virtually, but
guests were able to come to the square each night and enjoy the lights, all while staying socially distant.

1

2
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RESPONSE TO THE PANDEMIC
In the face of extraordinary challenges, particularly faced by our hospitality and arts communities that depend
so much on close interpersonal interactions — cooks and servers providing a dining experience, musicians
and actors performing before a crowd — our city banded together in support of our industry workers whose
livelihoods were affected by the pandemic.
While Experience Fayetteville was not in the position to offer community grants, we supported community
efforts that helped those affected in the hospitality industry. Experience Fayetteville supported these
endeavors financially and promoted them extensively through our social media outlets and website. These
initiatives went above and beyond the call of duty. Here are just a few of the collective efforts.
FEED THE HERD
When Leverett Lounge closed, owners Hannah Withers and Ben Gitchel decided to use the remaining food in
their walk-in to help feed employees for the time being. This suddenly turned into 100 unemployed people
from bars and restaurants in Fayetteville, so they began accepting donations from the public. The support
provided boxed meals for servers, cooks and bartenders, who could use their unemployment on rent,
utilities and essentials.
MEALS FOR MUSICIANS
To help musicians who couldn’t perform, Fayetteville Roots Festival organizers Brian and Bernice Hembree
and Jerrmy Gawthrop partnered with Fayetteville and NWA organizations and businesses to provide quickcook meals for local musicians to pick up.
FAYETTEVILLE INDEPENDENT RESTAURANT ALLIANCE
To provide immediate financial relief to local hospitality professionals in need, the FIRA was formed. It
provided funds through the Hospitality Emergency Relief Opportunity for those experiencing harship, as
well as job listings and resources, including information on health care, the stimulas package and grants.
HOLIDAZE
The kitschy-fun holiday pop-up bar with over-the-top vintage decorations and themed cocktails from the folks
behind Maxine’s Tap Room and Leverett Lounge (Hannah and Ben) partnered with the Walton Arts Center to
host the event in its Rose Garden, allowing for outdoor safety. It employed 15-20 hospitality workers during
the holiday season, and proceeds went toward the WAC’s Ghost Light Recovery Fund.
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FAYETTEVILLE
TOWN CENTER
The Fayetteville Town Center building is owned by the city and leased to the A&P Commission to operate.
Due to COVID-19, the Fayetteville Town Center temporarily closed March through June of 2020 and
reopened with limited capacity, per state mandates.
Despite the impact of COVID on the facility, Fayetteville Town Center utilized this time to make critical
upgrades and changes to enhance the overall experience at future events. While making essential
infrastructure upgrades for health safety such as needlepoint ionization installations and other HVAC
upgrades to ensure a safer environment, the venue also took the opportunity to increase the overall
aesthetic appeal to the room. These adjustments included a complete renovation of the mobile airwalls,
paint, and repair to wear on the static walls and upgrades to the power and access panels. In addition to
interior upgrades, there was a complete renovation of the Plaza, making the entry to the venue a scenic
walk as you approach.
Once allowed to open and following the strictest safety guidelines, the Fayetteville Town Center sales team
pivoted to host smaller events such as micro-weddings and socially distanced classes, which resulted in
12 events being hosted in the venue.
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CLINTON
HOUSE MUSEUM
The property, a 1931 Tudor-style home listed on the National Register of Historic
campus. It was the first home of future President Bill Clinton and Secretary of

BOARD OF
DIRECTORS

State Hillary Rodham Clinton, who were married in the living room in 1975. In

Jana Mayfield | President

Places, is owned by the University of Arkansas and located at the edge of

2005, the house was transformed into a museum to commemorate its most
influential residents and their dedication to public service.
The museum is a 501C(3) nonprofit organization with an independent
board of directors. The nonprofit’s day-to-day management, including staff,
maintenance, processing of financials, operations and marketing, was carried
out by the A&P Commission.
The pandemic forced the museum to pause, and gave the A&P Commission the
opportunity to ask strategic questions about how Experience Fayetteville, as a
tourism organization, needs to be involved. In September, the A&P Commission

Mark Henry | Vice President
Lindsley Smith | Secretary
Molly Rawn | Treasurer
Steve Smith
Ryan Neville-Shepard
Nicole Clowney
Angie Maxwell

voted to wind down museum operations. The A&P Commission will continue to

Debbie Shock

pay the lease and maintain the home throughout 2021, and possibly throughout

Joshua Youngblood

2022. While the museum is temporarily closed, the board of directors and A&P
Commission remain committed to its success and look forward to the future.

Jeannie Whayne
Dina Wood
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LOOKING AHEAD
With 2020 behind us, the Fayetteville A&P Commission and its organizations are excited about the city and
its businesses and attractions safely getting back to the business of welcoming guests, hosting events
and curating memorable experiences.
From live-music venues and theaters reopening their doors to annual festivals coming back online, there is a
lot to look forward to in 2021! Here are some of the new big things going down in Fayetteville this year...

CENTENNIAL PARK
The city’s newest park that includes a 12-mile network of mountain biking trails and world-class crosscountry mountain bike and cyclo-cross courses, purpose-built from the ground up to meet international
specifications and be the only courses of their kind in the country. National and international cycling events
to be held at Centennial Park over the next year include:

OZ Trails U.S. Pro Cup p/b Experience Fayetteville: April 9-11, 16-18;
UCI 2021 Cyclo-cross World Cup: Oct. 13;
UCI 2022 Cyclo-cross World Championships: Jan 29-30, 2022.
TRAIL SYSTEM EXPANSION
Fayetteville already has nearly 50 miles of shared-use paved trails as part of its extensive trail system. In
2021, the City of Fayetteville plans on adding nearly 6 miles to the Clabber Creek, Lake Fayetteville and
Rupple Road trails, as well as several other improvements. Also, the Fayetteville Traverse will continue
to be expanded, adding to the city’s 56 miles of natural soft-surface trails. Once complete, the trail will
connect Fayetteville’s amenities, public parks, trail systems, University of Arkansas and downtown with a
continuous natural-surface route.
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CULTURAL ARTS CORRIDOR
A groundbreaking ceremony was held Sept. 10, 2020, for construction to begin for Fayetteville’s Cultural
Arts Corridor, which will link key cultural institutions — including the Walton Arts Center, TheatreSquared,
Community Creative Center, Fayetteville Public Library and the University of Arkansas’s Art and Design
District — and activate the outdoor environment, the Fay Jones Woods, between Dickson and Prairie streets
with amenities to enhance the experience for city residents and visitors alike. In 2021, construction will
take place for Phase 1 elements of the bond: Fay Jones Woods, West Avenue Streetscapes and Razorback
Regional Greenway, as well as replacement parking. (In 2022, construction will begin for Phase 2: West
Avenue Civic Space.)

NEW MARKETING CAMPAIGN(S)
Since rebranding in 2017, our “Find Away” marketing campaign has served our city well. But, to stay fresh
and continue showing Fayetteville and its offerings in new fun ways, it’s time to replace it with a new
marketing campaign. Well, two in fact. Because the pandemic is still impacting travel in the first half of
2021, we’re first replacing it with a campaign to bridge “Find Away” and the new one. The message for the
“bridge campaign” will be “When You’re Ready, We’re Ready.” It acknowledges the situation we still find
ourselves in, but lets the audience know Fayetteville is taking all necessary safety precautions and is a
travel destination now. When appropriate, we’ll replace this temporary campaign with our next longterm
one, which will continue to showcase our unique culture and all the fun things to do here.

2022 ARKANSAS GOVERNOR'S CONFERENCE ON TOURISM
Making its return to Fayetteville for the first time since 2004, the next annual governor’s conference will
be held Feb. 28 - March 2, 2022, at the Fayetteville Town Center and Graduate Fayetteville on the Historic
Downtown Square. This will be a return to an in-person format for the event, which offers educational and
motivational sessions on destination marketing, current travel trends, state of the industry, heritage tourism
and more. We hope our tourism partners from around the state are ready for an unforgettable experience.
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2021 UCI WORLD CUP &
2022 UCI WORLD CHAMPIONSHIPS
Fayetteville will be the host city for both the 2021 Union CycIiste Internationale (UCI) Cyclo-cross World
Cup, October 13, and the 2022 UCI Cyclo-cross World Championships, January 28-30. This will be only
the second time the UCI Cyclo-cross World Championships will be held in the United States. The UCI
Cyclo-cross World Championship weekend will be part of a multi-day festival for both new fans and
diehard cyclo-cross spectators from around the world. The race will be the pinnacle of a weekend filled
with activities and events that showcase Fayetteville and the region.
Experience Fayetteville was awarded a $2.3 million grant by the Walton Family Foundation’s Personal
Philanthropy Group, enabling Experience Fayetteville to produce the World Championships and a series
of cyclocross events, including the 2021 UCI Cyclo-cross World Cup, leading up to the Worlds.

In partnership with Spartan Trail, Experience Fayetteville will be hosting the 2021 Spartan Trail US
Championship, October 30-31. Kessler Mountain Regional Park will be home to the races which will include
distances for all ability levels and runners can choose to sign up for a 10k, a Half Marathon (Trail Running
Championship) and 50K (Trail Ultra Championship). In addition to the race, Spartan Trail and Experience
Fayetteville have partnered with the U.S. Trail Running Conference that is being hosted at the Fayetteville
Town Center that same week. The conference and event is expected to bring in participants and spectators
from all over the country.
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Experience Fayetteville
21 South Block Ave, Suite 100
Fayetteville, AR 72701
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