


Provide destination organizations with a powerful assessment tool and practical actions and strategies 
for sustainable success in a dramatically changing world 









Consider that every minute of the day: 

3.5 million search queries 

made on Google (60% on mobile 

devices) 

4.1 million videos viewed on  

YouTube (consumers prefer video  

4:1 over print to learn about product) 

46,200 images posted on 

Instagram (48% of users use platform 

to help choose vacation destinations) 
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New Destination Organization Start-up 
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Strong Community Engagement 

Weak Community Engagement 
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• Cognitive Systems 

• Mining Big Data 

• Proximity Marketing 

• Social Media Command Center 

 
 

 

 

 

 

• Air Service Development Program 

• Attraction Development 

• Brand Development and Planning 

• Event Subvention Management 

• Professional Congress Organizer 

Partnership 

• Micro Market Segmentation 

• Organic Marketing 

• Tourism Development Zone 

• Wi-Fi Accessibility  
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Strong Community Engagement 

Weak Community Engagement 
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• CSR and Sustainability 

• DMO Network Model 

 

 

 

 

• Building Sense of Place 

• Community Stakeholder DMO  

Board Members 

• Hotel Generated Funding 

 

 

 

 

 

 

 

 

 

• Industry Driven Tourism Curriculum 

 

 

 

 

• Local Transportation Advocacy 

• Non-Hotel Generated Funding 

• Strategic Planning 
 

 

 



Strong Community Engagement 
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• DMO Association Development 

• Shared Economy Collaboration 

 

 

 

 

 

• Destination Brand Unification 

• DMO Generated Events 

• Formalized Economic Development 

 

 
 

• Tourism Infrastructure Crowdfunding 

 

 

 

 

 
• Non-Industry Destination Advocates 

• Tourism Master Planning 



Tourism Master Plan 
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