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Phase 1 
Futures Study 
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Strong Community Engagement 

Weak Community Engagement 

Established 
Destination 

Developing 
Destination 

TRAILBLAZERS VOYAGERS 

EXPLORERS MOUNTAINEERS 



Phase 2 
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Diagnostic Tool 
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Scenario model intended to be strategic diagnostic tool, 
not a benchmarking index to rank DMOs, CVBs or destinations  

 
Objective self-assessment to help identify  

priorities and strategies for the future 
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Destination Strength 
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Community Support & Engagement 
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Multi-User Online Diagnostic Tool Results:  
Cheyenne, Wyoming 
 
 
 
Visit Cheyenne 
November 19, 2015 
 



80 Responses 

Visit Cheyenne Board or Staff Member 
Local Government Officials 
Hoteliers 
Local Business Leaders 
Local Attractions and Events 



Cheyenne Overall Assessment 
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Cheyenne Results  



Destination Strength: 
Relative Importance 

Variable
Industry 
Average Average Standard 

Deviation
Brand 13% 11.3% 2%
Destination Performance 12% 10.7% 2%
Accommodation 12% 10.6% 2%
Communication & Internet Infrastructure 7% 10.5% 2%
Attractions & Entertainment 12% 10.4% 2%
Events 9% 10.2% 2%
Convention & Meeting Facilities 10% 10.1% 3%
Mobility & Access 7% 9.7% 2%
Sports & Recreation Facilities 9% 9.0% 3%
Air Access 9% 7.6% 4%

Relative Importance
(0-100%)



Destination Strength 
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Variable
Industry 
Average Average Standard 

Deviation
Industry 
Average Average Standard 

Deviation
Brand 13% 11.3% 2% 3.21 3.32 0.70
Destination Performance 12% 10.7% 2% 3.83 4.22 0.82
Accommodation 12% 10.6% 2% 3.42 3.70 0.80
Communication & Internet Infrastructure 7% 10.5% 2% 3.32 3.09 0.77
Attractions & Entertainment 12% 10.4% 2% 3.68 3.19 0.67
Events 9% 10.2% 2% 3.73 3.04 0.75
Convention & Meeting Facilities 10% 10.1% 3% 3.12 2.72 0.84
Mobility & Access 7% 9.7% 2% 3.04 2.92 0.83
Sports & Recreation Facilities 9% 9.0% 3% 3.32 2.58 0.90
Air Access 9% 7.6% 4% 2.90 1.41 0.60

DESTINATION STRENGTH 3.10
INDUSTRY AVERAGE DESTINATION STRENGTH 3.49

RESULTING SCENARIO VOYAGERS

Perceived Performance
(1-5 scale)

Relative Importance
(0-100%)



Destination Strength:  
Stakeholder Groups 
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Variable
Board or 

Staff Member
Government 

Leaders Hoteliers Buisness 
Leaders

Attractions and 
Events Average

Brand 3.67 3.09 3.21 3.23 3.43 3.32
Destination Performance 4.71 4.15 4.05 4.26 3.84 4.22
Accommodation 4.28 3.29 4.23 3.47 3.53 3.70
Communication & Internet Infrastructure 3.36 2.97 2.78 3.01 3.27 3.09
Attractions & Entertainment 3.58 3.10 2.84 3.16 3.19 3.19
Events 3.42 3.07 2.58 2.94 3.13 3.04
Convention & Meeting Facilities 3.30 2.48 2.97 2.44 2.67 2.72
Mobility & Access 3.09 2.88 2.82 2.74 3.19 2.92
Sports & Recreation Facilities 2.77 2.79 2.40 2.28 2.87 2.58
Air Access 1.50 1.31 1.47 1.19 1.79 1.41

DESTINATION STRENGTH 3.10
INDUSTRY AVERAGE DESTINATION STRENGTH 3.49

RESULTING SCENARIO VOYAGERS

Perceived Performance
(1-5 scale)



Brand 
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Destination Performance 
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Accommodation 
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Communication & Internet Infrastructure 

41 



Attractions & Entertainment 
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Community Support & Engagement: 
Relative Importance 
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Variable
Industry 
Average Average Standard 

Deviation
Economic Development 9% 10.4% 1%
Funding Support & Certainty 13% 10.4% 2%
Industry Support 12% 10.1% 2%
Hospitality Culture 10% 10.1% 2%
Local Community Support 11% 10.0% 2%
Workforce 9% 10.0% 3%
Membership Strength & Support 7% 9.9% 2%
Effective Advocacy Program 9% 9.8% 2%
Effective DMO Governance Model 11% 9.7% 2%
Regional Cooperation 9% 9.5% 2%

Relative Importance
(0-100%)



Community Support & Engagement 
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Variable
Industry 
Average Average Standard 

Deviation
Industry 
Average Average Standard 

Deviation
Economic Development 9% 10.4% 1% 3.91 4.02 0.75
Funding Support & Certainty 13% 10.4% 2% 3.06 3.69 0.99
Industry Support 12% 10.1% 2% 3.70 4.10 0.96
Hospitality Culture 10% 10.1% 2% 3.55 3.13 1.10
Local Community Support 11% 10.0% 2% 3.60 3.54 0.93
Workforce 9% 10.0% 3% 3.16 2.54 0.93
Membership Strength & Support 7% 9.9% 2% 3.42 3.95 0.84
Effective Advocacy Program 9% 9.8% 2% 3.39 3.65 0.98
Effective DMO Governance Model 11% 9.7% 2% 3.74 3.89 0.95
Regional Cooperation 9% 9.5% 2% 3.58 3.79 0.90

COMMUNITY SUPPORT & ENGAGEMENT 3.63
INDUSTRY AVERAGE COMMUNITY SUPPORT & ENGAGEMENT 3.60

RESULTING SCENARIO VOYAGERS

Relative Importance
(0-100%)

Perceived Performance
(1-5 scale)



Community Support & Engagement: 
Stakeholder Groups 
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Variable
Board or 

Staff Member
Government 

Leaders Hoteliers Buisness 
Leaders

Attractions and 
Events Average

Economic Development 4.02 4.13 4.33 4.06 3.63 4.02
Funding Support & Certainty 4.20 3.54 3.80 3.56 3.47 3.69
Industry Support 4.63 3.96 3.90 4.17 3.70 4.10
Hospitality Culture 3.23 3.00 3.90 2.80 3.20 3.13
Local Community Support 3.97 3.58 3.15 3.70 3.07 3.54
Workforce 2.63 2.88 2.35 2.35 2.63 2.54
Membership Strength & Support 4.23 3.50 4.15 4.04 3.77 3.95
Effective Advocacy Program 4.18 3.77 3.33 3.63 3.24 3.65
Effective DMO Governance Model 4.30 3.85 3.90 3.85 3.57 3.89
Regional Cooperation 4.37 3.69 3.60 3.78 3.43 3.79

COMMUNITY SUPPORT & ENGAGEMENT 3.63
INDUSTRY AVERAGE COMMUNITY SUPPORT & ENGAGEMENT 3.60

RESULTING SCENARIO VOYAGERS

Perceived Performance
(1-5 scale)



Economic Development 
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Funding Support & Certainty 
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Industry Support 
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Hospitality Culture 
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Local Community Support 
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In your opinion, what one thing could Cheyenne and Laramie 
County do to become a better or world-class visitor destination? 
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What are the biggest challenges we must address to improve our 
destination? 

52 

•

•

•

•

•

•

•

•

•

•



Cheyenne needs wayfinding signs that direct visitors 
to top destinations within the city 

•
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Homeless individuals are harming the visitor experience 
in downtown Cheyenne 

•
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Key Takeaways 
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Practices 



Evaluation 



Destination Strength  
Strong Community Engagement 

Weak Community Engagement 

Established 
Destination 

Developing 
Destination 
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Community Support & Engagement 
Strong Community Engagement 

Weak Community Engagement 

Established 
Destination 

Developing 
Destination 
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Both Drivers 
Strong Community Engagement 

Weak Community Engagement 

Established 
Destination 

Developing 
Destination 
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Lead Consultant: 

Overview 
Many DMO's currently complete Strategic Plans and annual Marketing/Business Plans. In today's highly competitive 
and transparent marketplace, there is pressure on destinations to optimize attractions and visitor experiences.  

A Tourism Master Plan is a long range blueprint for how the tourism experience can contribute to the social and 
economic “quality of place” for the destination community. The plan sets forth the vision for what the destination 
aspires to become, and outlines a roadmap for how it will get there. The process of developing the plan involves 
significant consultations with the community and its customers to envision, activate and manage a plan for 
sustainable, shared business success. 

Master plans, required for many years at airports, require a clear and transparent process which includes two 
critical elements: 

• An assessment of the destination and opportunities for the region 

• Comprehensive and diverse consultation with tourism industry and community stakeholders. 

The length and cost of this project is largely affected by the amount of consultation and analysis incorporated into 
the process. 

The final master plan should include a vision, targets, goals, strategic initiatives, and a implementation plan. 

Tourism Master Planning 

• May require a significant amount of resources to 
develop (staff and cost) 

• Can create further divisions in a community if the 
process is not carefully planned out and executed 

• Can generate a significant amount of community 
support and understanding of the industry 

• Can establish a vision and action-oriented plan which 
will improve the destination, critical to the long-term 
success of any tourism market 

• Aligns the tourism industry with other critical urban 
planning and community initiatives 

 

 

 

 

 

CS&E 

DS 

Impact on Community Support &  
Engagement / Destination Strength  

Create Implementation Plan 

Strategic initiatives, resources and timelines 

Set Visioning & Goal Setting 

Include strategic analysis, vision, targets and goals 

Hold Consultations 
Including one-on-one interviews, focus groups and 

workshops/open house 

Conduct Market Assessment 
Analyze industry trends, asset mapping and competitive 

assessment 

Published: July 15, 2015 

Pros Challenges 

Approach 
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Vision Targets 

Strategic Goals Initiatives 
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    Demand Generators 

What is driving incremental travel? 

                
 

    Experience Enhancers 

Once they’re here, what is going to keep them busy 
and want to come back? 
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EXTENSIVE ANALYSIS COMMUNITY ENGAGEMENT 

• Industry Trends 
• Competitive Analysis 

• Asset Mapping 
• Customer Advisory Boards 

• 660 Face to Face Interactions 
• 6 Regional Workshops 

• 5 Asset Mapping Workshops 
• 1,700 responses Public Sentiment Survey 

VISIONING WORKSHOP 

VALIDATION SESSIONS 

BOARD RETREAT 

ROLLOUT AND IMPLEMENTATION 
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Breakout Groups 



Breakout Group Feedback 
1 2 3 4 5 6 

Issues • Downtown 
development 

• Downtown 
beautification 

• Downtown 
revitalization 

 • Downtown 
development 

• Downtown 
development 

• Key events 
and attraction 
promotion 

• Product 
development 

• Attraction 
development 

  • Product 
development 

• Local 
community 
support 

  • Millenial 
involvement 
in community 

 

• Community 
support & 
development 

 

  • Brand • Brand • Brand 
building 

    • Air access  

   • Convention 
centre 

  

 • Workforce 
training 

    

Action • Tourism 
Master Plan 

• Tourism 
Master Plan 

• Tourism 
Master Plan 

• Tourism 
Master Plan 

 

 • Promotion, 
training and 
lobbying 

   • Promotion 
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Visit Cheyenne 


