
Workgroup 2: Jim McKenna 

Recreation/Destination planning  

Vision Excerpts  

Our mixture of public and private lands is the defining feature of the Park; it drives our diverse sustainable economy and 

increases our self-reliance. 

The global parts of the strategy include:  

 Attracting globally diverse visitors to enjoy and learn from our Park and expert guides 

We upgrade and expand our visitor amenities in a sustainable manner that does not degrade the Forest Preserve and 

strengthens the regional economy. 

We focus on attracting visitors that are interested in our protected environment and cultural heritage.  By introducing 

the Park through our promotions to new and more diverse types of visitors, we continue to maintain a base of support 

among the next generation of voters of New York State. 

 Protect waters and forests from degradation and overuse by working cooperatively with NYS Dept. of 

Environmental Conservation (DEC) and the Park Agency (APA) 

 Build the infrastructure to attract visitors and give them a world class vacation experience. 

The strategy . . .  draws more income into the Park through more visitors. 

The source of our strength is a diverse economy based on these pillars: 

 Recreational tourism targeting a broader set of domestic and international visitors and offering greatly 

expanded services and goods for visitors to spend money on 

Eco-Friendly, Sustainable Recreational Tourism for More Diverse Visitors 
 

We brand the Adirondack wild experience as eco-tourism.  The updates to our amenities are as green as possible. 

Already we see the beginnings of a blending of tourism and agriculture in the Champlain Valley and green architecture is 

seen throughout the Park from Old Forge’s View to the Lake Placid Conference Center.  We want to attract those visitors 

that care about this superb landscape and who will take care of it.  That segment can support a range of 

accommodations from backpacking to very high end resort.  

We expand activities for a broader range of visitor groups, including families with small children, the physically 

challenged, senior citizens, multi-ethnic and international (non-English speaking) visitors.  We target different visitor 

groups with a wide range of outdoor and indoor activities that fit the character and geography of our region. The size of 

our wild lands allows us to create new, longer, multi-use trails and deliver authentically wild experiences for visitors. 

Diverse programs help us adapt to changing interests of the public and give our economy resilience in the face of no 

snow winters or extended droughts.  Sustainable means the recreational uses of the land should not degrade it for the 

next user or the next generation.  The State uses simple, user friendly, reservation systems to manage overuse when 

necessary; in the age of GPS smart phones and smart cars, this will become easy and necessary.   



This strategy updates our approach to tourism across the region, modernizing and supplementing visitor amenities like 

places to eat, sleep, shop in order to attract more visitors and have them spend more while here. Achieving an 

expansion in visitor numbers and diversity requires much better branding and marketing.  We’ve been a pretty well-kept 

secret. A unified brand experience makes it clear to visitors that they are in a special place.  In-hamlet trail heads take 

people into adjacent Forest Preserve lands and we promote hamlet-hopping trips, encouraging each community to ‘sell’ 

the next hamlet along the trail. 

Today, our protected landscape is our prime asset and it will remain a major part of our vision throughout.  With 

investment by the for-profit, non-profit and governmental sectors, we will sustainably expand and diversify the tourism 

portion of our economy.   

Events 

#19 Adirondack Heritage Tourism Proves to be a Major Attraction 

#103 Three No Snow Winters in a Row Close Many Businesses 

#74 Adirondack Brand Now Leads Yellowstone and Vermont 

#69 ADK Pass Program Widely Marketed 

#73 Broader Marketing Changes the Profile of Visitors 

#71 Park Leverages Its UNESCO Biosphere Reserve Designation 

#120 Park Wide Tourism Portal Operational 

#87 Back Country Usage Showing Growth 

#81 New Style Guide and Outfitter Businesses Do Well 

#82 New Trails Connect Hamlets to Backcountry and to Hamlets 

#83 Park-Wide Recreation Strategy Published with Approval 

#160 Private Investments in Tourism Growing Throughout the Park 

#131 Small Trail Systems Attracting Interest 

#132 State Invests in Upgraded and New Visitor Amenities 

#28 Attracting Capital to Adirondack Ventures Difficult 

#85 Ecotourism is a Fast Growing Sector of Tourism Industry 

#65 Visitors Decline as Private Sector Declines in Park Interior 

  



 

 

  



 



 

 



 

  



 

  



 

  



 

  



 

 



 

 

  



 



 

  



 

  



 

 



 


