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Destinations International:

Together with our members and partners, Destinations
International represents a powerful forward-thinking, collaborative
association; exchanging bold ideas, connecting innovative people,
and elevating tourism to its highest potential.

Destinations International Foundation:

The Destinations International Foundation is a nonprofit
organization dedicated to empowering destination marketers
globally by providing education, research, advocacy and leadership

development.
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WE EMPOWER OUR MEMBERS
SO THAT THEIR DESTINATIONS EXCEL



Approximately

600

Destination Organization
Members in 13 Countries

Almost

6,000

Destination Professional
Members
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DESTINATIONS INTERNATIONAL TOOLS

TMPACT

L CALCULATOR

An Industry Standard for Measuring How Events Impact Your Destination

CERTIFIED
Destination
CDME :::::.

Executive

The tourism industry’s highest individual educational achievement.

DMAP

DESTINATION MARKETING
ACCREDITATION PROGRAM

Defines quality and performance standards in destination marketing and
management.

DESTINATION

N=XT

Provides destination organizations with practical actions and strategies for
sustainable success in a dramatically changing world.
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INCREASE CREDIBILITY AMONG
STAKEHOLDERS

The globally recognized Destination Marketing Accreditation Program (DMAP) serves as a visible
industry distinction that defines quality and performance standards in destination marketing and
management.

DI 'AI v Visit Baton Rouge is DMAP

DESTINATION MARKETING Accredited
ACCREDITATION PROGRAM
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HOW MUCH ARE EVENTS WORTH?

The Event Impact Calculator measures the economic value of an event and calculates its return on
investment to local taxes. Armed with this information, CVBs are better prepared to make the case

to policymakers and stakeholders for the ongoing development and growth of the events and
meetings sectors.
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5 [M PAC I v Visit Baton Rouge subscribes

i CA LC U LATO R to three modules of EIC.
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ADVANCE YOUR CAREER

As the tourism industry’s highest individual educational achievement, CDME prepares senior
executives to thrive in-a constantly changing environment.

CERTIFIED
Destination v’ Paul Arrigo has his CDME
Management

Executive
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DESTINATION ASSESSMENTS AND
PLANNING

The vision of DestinationNEXT is to provide destination organizations with practical actions and
strategies for sustainable success in a dramatically changing world.
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2019 DESTINATIONNEXT
FUTURES STUDY
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ABOUT THE DNEXT FUTURES STUDY

>

DESTINATION

N=XT

Destination organizations around the world are facing
emerging economic, political, social and economic
challenges that are forcing them to adapt. The
DestinationNEXT Futures Study provides destination
leaders with a roadmap for the future.

Comprehensive and integrated framework of data-
driven intelligence for destination organizations of all
shapes, models and budgets.

Designed to support strategic decision-making that
aligns with any individual organization’s mandates in
almost any region in the world.
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DNEXT GLOBAL SCOPE

North America----- Europe
Bermuda Austria Hungary
Canada Denmark taly

United States Monc

ance Netherlands Switzerland
Germany Norway United Kingdom
Latin America - ---Middle East/Africa e Asia Pacific
Argentina El Salvador Bahrain Australia
Brazil Guatemala China
Chile Honduras Georgia
Colombia Mexico Hong Kong
Costa Rica Panama Japan
Dominican Paraguay South Africa Malaysia
Republic Peru Turkey New Zealand
Ecuador Uruguay United Arab Singapare
Emirates South Korea
Taiwan
Thailand
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3 TRANFORMATIONAL OPPORTUNITIES

#1

#2

#3

Destination Stewardship

Balancing economic development, sustainable tourism and quality of life

Community Alignment

Building public support around a shared vision for the destination

Digital Conversion

Connecting with visitors on mobile devices to drive real-time sales in-destination
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11 TRENDS

Customers increasingly seeking a unique,
authentic travel experience.

Creation and dissemination by the
public across all platforms drives the
destination brand and experience.

Social media’s increasing t|orominence
in reaching the travel market.

Video becomes the new currency of
destination marketing and storytelling.

Harvesting data and developing
business analytics differentiate
successful tourism enterprises and
destinations.

Mobile devices and apps becoming the

primary engagement platform for travelers.

Travelers demanding_ more
mformat_lon, _control, _mteractlon and
personalized information.

Customers increasingly expect highly
curated and customized destination
content.

Smart technology creating new
opportunities for innovative new
services and processes.

Geotargeting and localization
becoming more prevalent.

Communities more engaged in the
development and management of the
destination experience.
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DOWNLOAD THE REPORT

DESTINATION
I

NEXT
]

www.destinationsinternational.org/dnext




DESTINATION
CHALLENGES

» OVERTOURISM

» ACTS OF TERRORISM

> NATURAL DISASTERS

» FUNDING ISSUES

» HOMELESSNESS

»  WEAPONIZATION OF TRAVEL

» FOR BATON ROUGE: SHORT
TERM RENTALS




BATON ROUGE

civic
LEADERS
STRATEGIC
ALIGNMENT WITH
KEY STAKEHOLDERS
o R
INDUSTRY OFFICIALS
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BECOMING A COMMUNITY SHARED VALUE

)

)

)

DESTINATION ORGANIZATIONS ARE
A COMMUNITY NEED.

THEY ARE A COMMON GOOD.

THEY SHOULD BE SPOKEN ABOUT
AS A COMMON GOOD.
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ADVOCACY IN
THE FACE
OF IDEOLOGY

in 8 2015 Skift articlo entitied The Secret to Blgger
Destination Marketing Budgets. the author sugges
Although furdieig remeins & cor

ng that the key to a bigger budget
s is measurement.” In the same article, Con Welsh, then
of Choase Chicage, stated
e much more prudant and demanstrate RO| are the
ones that will continue to get funding.”

he organizations that

For yoars, this has basn tha industry mantra: pro
the aconomic valus of tourism marketing is c
racting maro funding, And for gocd reasan. As Don
emphasizes in the articke, "Everything that a destination
1 Srganization does with taxpayer mondy has o

‘»Nv 5?(]"‘

e AT
¥ ot"fq.s"‘fw o

033 the United

Yat ovar the past year, dastinations
States have had the
of their ability to demanstra
president’s fiscal 2018 budg
of Brand USA. d

ked, regardiess

funding att

1 return, Visit Flarica als found their funding undee
with an ROI study demanstrating that for

every S1 that Florida spends in destination marketing, the

2015, yet this year had their budget cut in half by the
coming governart

50, what gives? Why are destinations who seem to be
Droving the economic value of funding co a the
have their funding challenged? SMARInsights recently
conducted

leaclers and

esearch amongst paliti

rasidents b halp answer that quastion, Thay found

that political leaders are often inundated with RO

studies from multiple industries and sectors, diluting the
npact of data from cur industry. They also discovered

that while politicians are bEginning to Understand the

for promoticn that they cont
Tourism New Zealand ler stated, “I don't
think palicy makers struggle to understand the sconcms
walue of tourism. They struggle with understanding

the additional value th
organization b
showcasad in  twest from incoming Florida House
i long before gov't
beaches is what made

it happen

statement be made when Visit Florida has

How can thi
demanstrated a $3.20 increase in tax revenug for every
S1thay spend? The answar £an b fSURM in BRather
statomant given by Representative Cliva, “I can tell
that 5o long as we keop cur principlies and cur values
y in line, o matter what comes our
b abie to navigate it” The key word hers I3 ideok
G Nt 1pending oa teurism promotion fi
face of Representative Oliva's “free market” ideclogy, as
he dafines it

The disturbing fact for any destination organization in
the state of Florida is that this deep-rooted ideslogy
actually makes the reprasentative less likely to belisve
data demanstr weir efforts. And
it's not because of stubbamness: it's a psychlogical
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WHY TOURISM MATTERS

»  Every community must compete with every other community for
their share of the world’s visibility, attention and respect

> For a community to compete, people need to be made aware of it

> Addressing this need for destination promotion is for the benefit
and well-being of every person in a community. It is a common
good. It is an essential investment.
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UPDATED WORDS IN THE LEXICON

Public Service

Support

Neighbor
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THANK YOU
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