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





Futures Study





Engagement

Consider, every minute of the day:

3.5 million search queries
on Google (60% on mobile)

694,000 mobile videos
viewed on YouTube (consumers recall 
video 4:1 over editorial)

66,000 images
posted on Instagram (48% of people use 
to help choose travel destinations)

Source: Internet Live Stats; Brand Watch



TripAdvisor
• Founded in 2000

• Largest travel site in the world

• 456 million monthly unique users / 661 million reviews and opinions

• 72% of hotel guests worldwide visit the site before booking online

Peer-to-Peer Review













Personalized, unique and authentic experiences



Atlas Obscura

•

•

•



•

•

•

•

http://www.oldportofmontreal.com/activity/cite-memoire
https://vimeo.com/166947522


Less sales, more strategic partnerships



Sustainable tourism



Controllable

Uncontrollable

OpportunityThreat







Transformational 
Opportunities



Chat: AI-Powered
Conversational
Commerce

• Guests using the “Rose” bot at The 

Cosmopolitan of Las Vegas spend 

30%+ more on-property

• AI helps brands personalize the 

travel experience more

• AI is the future of e-commerce 

and customer loyalty

Artificial Intelligence



The Rise of the
3D Internet

• Augmented reality is merging 

the physical and digital 

worlds

• Amazon offers augmented 

shopping with menu ideas 

at Whole Foods

• Apple is launching AR 

eyewear in 2019/20

Augmented Reality



Everything,
Everywhere 
is ‘Smart’

• Carnival’s Ocean Medallion 

wearable was developed by 

the people who designed 

Disney’s MagicBand

• Will eventually scale to hotels 

and destinations

Internet of Things







Strong Community Engagement

Weak Community Engagement

Established 

Destination

Developing

Destination

VOYAGERS TRAILBLAZERS

EXPLORERS MOUNTAINEERS



Metropolis









* States shaded for state-wide assessment



Northwest Florida 
Tourism Coalition

South Africa 
Convention Bureau
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Cheyenne Average

Cheyenne 2015 
Average

Established 
Destinations

Strong Community Engagement

Developing 
Destinations

Weak Community Engagement

VOYAGERS TRAILBLAZERS

MOUNTAINEERSEXPLORERS
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Strong Community Engagement

Weak Community Engagement

Established 

Destination

Developing

Destination



Strong Community Engagement

Weak Community Engagement

Established 
Destination

Developing
Destination

VOYAGERS TRAILBLAZERS

EXPLORERS MOUNTAINEERS
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1 2 3 4 5

Cheyenne Frontier Days supports the destination’s brand and encourages visitors to stay longer

Wide diversity of parks and bike trails

Cheyenne Depot/Downtown supports the destination’s brand and encourages visitors to stay longer

High-quality arts and cultural attractions

Has an assortment of authentic and unique attractions and entertainment opportunities

Has unique and vibrant neighborhoods that are attractive and accommodating to visitors

State Capitol/State Museum supports the destination’s brand and encourages visitors to stay longer

Has large, famous attractions that cause people to stay longer

Has unique and high-quality dining options

Cheyenne area offers diverse and high-quality shopping

Downtown offers diverse and high-quality shopping
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1 2 3 4 5

Main iconic image is wellness

Tourism industry leverages social media/press coverage to support the brand

Is known for being safe, clean and secure for visitors

Has an established brand that is simple, memorable and market-tested

Appeals to a wide range of visitors

Is known as being healthy and an outdoor, active city

Is known for having a lot of things to see and do

Is known as an innovative destination

Is known for being an environmentally conscious and sustainable destination

Is an international destination
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1 2 3 4 5

Adequately measures and tracks the performance of our tourism industry

DMO does a good job at communicating the performance and economic impact of tourism

Hotels are performing well

Seeing a positive growth in overnight visitation

DMO is successfully converting leads for meetings and conventions
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1 2 3 4 5

Has good, unique off-site venues for special events

Has the necessary meeting facilities to compete today

Offers an abundance of professional and experienced conference services suppliers

Hotels and other meeting space is well branded

Has the necessary meeting  facilities to compete for the next 10 years
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1 2 3 4 5

Substantial Wi-Fi access in meeting/convention facilities

Good mobile coverage/availability at all attractions and entertainment areas

Offers sufficient free Wi-Fi in outdoor/public areas
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1 2 3 4 5

Roads can easily handle residents, businesses and visitor traffic

Has great directional signage and highways that make it easy to get around

Is a bicycle-friendly city with easy, well-marked bike routes throughout

Provides good access and mobility for those with disabilities

Known as a walkable area

Has adequate public transportation that makes it easy for visitors to get around
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1 2 3 4 5

Offers a diversity of accommodation price options with the presence of well-known hotels

Has adequate accommodations capacity

Location and proximity of accommodation options meets visitor needs

Adequate supply of short-term rentals to supplement current hotel capacity
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1 2 3 4 5

Has an abundance of parks and outdoor spaces for handling special events

Citizens are supportive of hosting major sporting/national or international events

Government is cooperative and supportive in attracting and hosting major events

Has diverse and quality facilities and venues with capacity and availability to host major events

Offers a year-long series of major events that attract visitors and drive economic impact
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1 2 3 4 5

The airport offers a true destination sense of place and supports the brand

The airport is a state of the art facility with capacity to grow

Offers variety and quality domestic air access (e.g. number of flights, schedule, and capacity)

Offers a wide variety of domestic air access (e.g. number of carriers and low-cost options)
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1 2 3 4 5

Has adequate number of tours available for outdoor enthusiasts

Has adequate number of campgrounds and camping facilities in the area

Has the sports fields and availability to host major amateur events

Has the venues to host major professional sporting events

Local sports leadership are engaged and helpful in pursuing sporting events

Provides visitors with a wide variety of outdoor experiences

Has adequate suppliers that coincide with outdoor recreational offerings
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1 2 3 4 5

Revenue sources are stable and sustainable for the future

There is sufficient revenue sources to fund their strategies and initiatives today
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1 2 3 4 5

Local government relies on DMO for input on destination management

Advocacy program is successful in educating/informing government policy

Local government is supportive of DMO programs and the tourism industry
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1 2 3 4 5

DMO and the tourism industry play an important role in our community's economic strategies

DMO has a good working relationship with local chambers and economic development agencies

Tourism and the meetings industry are identified as key economic drivers

There is a tourism master plan that includes future capital investment and programming
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1 2 3 4 5

DMO has an effective governance structure, with appropriate and effective oversight

Local leaders are engaged in DMO's governance structure
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1 2 3 4 5

Businesses that benefit from tourism/conventions find value in being a partner

Partners are active, engaged and supportive
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1 2 3 4 5

Destination has a hospitality-minded culture that welcomes visitors

Destination has a reputation for offering high-quality customer service
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1 2 3 4 5

Workforce is stable and has a positive labor relations environment

Hospitality industry is able to attract and retain a high-quality workforce
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1 2 3 4 5

DMO has great corporate support

Tourism industry gets positive media coverage locally

Media have a positive perception of the tourism and meetings industry

Businesses have a positive perception of the tourism and meetings industry

Residents have a positive perception of tourism and meetings industry
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1 2 3 4 5

DMO is seen as a leader in the state

Tourism industry leaders and stakeholders are supportive of the direction

DMO is seen as a leader in the regional tourism industry
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1 2 3 4 5

DMO tourism marketing efforts have broad economic benefits across the region

There is broad collaboration and coordination among tourism partners
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1 2 3

Year round destination Year round destination (events) Year round destination (attractions)

Branding

Visit Cheyenne AI concierge

Downtown revitalization

Workforce Workforce

Placemaking/collaboration



1 2 3

Workforce development (customer 
service training)

Partnership/collaboration Partnerships/collaboration




