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Present DestinationNEXT
and Key Industry Trends

Review Stakeholder and Public
Survey Results for Juneau

Workshop to Consider Priorities
for Next 1-3 Years
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DestinationNEXT:

A Strategic Road Map for the NEXT Generation
of Global Destination Organizations

o7 BUTURES STV UsBAR A data-driven platform that helps DMOs
assess gaps and opportunities in their
visitor economy to inform the development
of actionable strategies for sustainable
success.
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DestinationNEXT:

A Strategic Road Map for the NEXT Generation
of Global Destination Organizations

2017 FUTURES STUDY UPDATE Futures Study Survey

75 trends and 55 strategies
433 participants in 52 countries

Diagnostic Assessment Tool

A proprietary scenario model
190+ assessments in 11 countries
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The Destination Master Plan

DESTINATION
Sustainable Tourism and Community Development
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A Strategic Road Map for the NEXT Generation
of Global Destination Organizations

2017 FUTURES STUDY UPDATE
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DestinationNEXT
Futures Study
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DestinationNEXT
Advisory Panels
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Strategic Radar Map
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Trends
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Strategies
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Global Scope N=XT

North America:---ooorveeee oSN "y . T e R s e e Europe
Bermuda Austria Hungary Poland
Canada ~  Denmark Italy Spain
United States Estonia Monaco Sweden
DJ France Netherlands Switzerland
Germany Norway United Kingdom

......................................................................... Asia Pacific

Latin AMEEFICA -+ oveorveeeemeeeeiiee e e e e e Middle East/Africa Australia
Argentina  Guatemala Bahrain China
Brazil Honduras Israel Georgia
Chile Mexico Jordan Hong Kong
Colombia Panama Oman Japan
Costa Rica Paraguay Rwanda Malaysia
Dominican Peru South Africa New Zealand
Republic Puerto Rico Turkey Singapore
Ecuador Uruguay United Arab South Korea
El Salvador Emirates Taiwan
Thailand

‘w 433 participants
52 countries
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Top 15 DestinationNEXT Trends 2017

1.  Social media’s prominence in reaching the travel market

2.  Content creation and dissemination by the public across all platforms drives the destination brand and experience

4.  Mobile platforms and communication will become increasingly important to engage leisure customers from the destination
consideration stage through to the trip experience stage

Mobile platforms and apps becoming the primary engagement platform for travelers
Video becomes the new currency of destination marketing and story-telling
Harvesting data and developing business analytics differentiate successful tourism enterprises and destinations

Smart technology creating new opportunities for innovative new services and processes

© 0 N o v

Technology enabling faster decision-making by customers

10. Geotargeting and localization becoming more prevalent

13. Customers increasingly expect highly curated and customized destination content from destination organizations
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Re-engineering the DMO of the Future N=XT
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Re-engineering the DMO of the Future NI

An application will plan a programme
and buy tickets into museums
and/or for public transport.
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Timetables will be adjusted
according to passenger numbers

SMART PRAGUE 2030 | Attractive Tourism - data controlled, tourist friendly and entertaining
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Re-engineering the DMO of the Future N=XT

’ HERE WE GO

CATALYSTS
of Economic Development

/ AGAIN)!
L I( )

WEDCHOUSE.COM #WEDC #EventsDC
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Re-engineering the DMO of the Future N=X
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TURKU FOOD &
WINE FESTI

WWW.TURKUFOODANDWINEFESTIVAL.COM

ACTIVISTS
in Community Placemaking
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Re-engineering the DMO of the Future

Datlng k .

Canada

COLLABORATORS
within Strategic Networks
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Transformational
Opportunities:

1>

2>

3>

Broadcast to Engagement
Leveraging the new marketplace

Brand Building

Managing the destination brand

Collaboration & Partnerships
Evolving the DMO business model

DESTINATION
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Key Trends 2019
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INTERNATIONAL YEAR -
OF SUSTAINABLE TOURISM

FORDEVELOPMENT

May this new year’s journey bring you peace and joy
Que la traversée de cette nouvelle année vous apporte joie et paix
Que la travesia de este nuevo ano les traiga paz y felicidad
FycTte HoBbI roa noaapyT Bam nyTellecTeue,
HarnonHeHHoe YMUPOTBOPEHHOCTLIO U PAAOCTLIO
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2017

INTERNATIONAL YEAR
OF SUSTAINABLE TOURISM

FOR DEVELOPMENT
8l

2017
INTERNATIONAL YEAR

=~ OF SUSTAINABLE TOURISM

FOR DEVELOPMENT
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Tourism for SDGs _

- Let's make tourism a driver for
realizing the SDGs! '4!(;;-':'
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Sustainable Tourism Development N=XT

NEW ZEALAND TOURISM . —
- SUSTAINABILITY COMMITMENT commirTEp Xl

SUSTAINABLE

,\TOURISM

HE KUPU TAURANGI‘KIA TOITU AI TE
TAPOITANGA :

SUPPORTERS SIGN ME UP

Tourism. To deliver on t

We are inviting every New Z

ECONOMIC HOST COMMUNITY

Achieving Sustainable Host

Achieving Economically Sustainable
Communities

Tourism

NEXTFACTO
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Sustainable Tourism Development =XT

THE TOURISM 2025 PLANNING FRAMEWORK

CONNECTIVITY g

Grow sustainable air connectivity

New Zealand is an island — 99% of international visitors
ity

value together, the Tourism 2025 frat

arrive by air —and so conn

en durability. Using

vidually and grow value t

rk will help us grow value
en the relationships, partnerships

“The story of the past 10 years
in tourism has been growth in
visitor numbers but declining
revenue in real terms.”

THE FIVE THEMES OF THE TOURISM 2025 FRAMEWORK ARE:

PRODUCTIVITY

Productivity for profit

INSIGHT

Prioritise insight to drive and track progress

Our fastest route to growth will be to make more money

e already made and those

The Tourism i ' 't know that
prompts us to continue our search for n g just ain't .
sty 22 o i o ol o Gk cocpae i et g — Tourism Industry Aotearoa
individually find ways to impr share rele data and turn it into meaningful information so

t-changing world,

that we are more responsive to a

@ VISITOR EXPERIENCE

Drive value through outstanding visitor
experience

TARGET @

We recognise that tomormow’s visitors are unlikely to want Target for value

more of the same: our changing visitor mix brings with it s -
The story of the past ten years in tourism has been growth in

the ch;
framework prompts us to listen carefully to our visitors,

e of changing expectations. The Tourism 2025 :
visitor numbers but declining revenue in real terms. As our

mix continues to the Tourism 2025 frame

mpts us to identify and pursue the opportunities that will

deliver the

continuously improve our visitors' experience. =
est economic benefit

|

|
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constantly hone our understanding of visitor needs and :
|

i

i

I
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Sustainable Tourism Development

Mood of the Nation

New Zealanders' perceptions of international visitors
November 2018

“70% of New Zealanders know
that tourism is one the top three
revenue earners for the country,
however only 10% know that it’s
number one.”

— Tourism Industry Aotearoa

ICANTAR TNS» B @ 100%PURE

A A NEW ZEALAND

© Kantar TNS M November 2018
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TOURISM 2025 & BEYOND N=XT

A SUSTAINABLE GROWTH FRAMEWORK

CONNECTIONS

KNOWLEDGE

“Our expectation is that

— - sustainability will become a
> -~ - N % core value against which all
> -, Z decisions are tested.”
- - SN SUSTAINABILITY g
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- - N 3 — Tourism Industry Aotearoa
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“Growing a sustainable tourism industry
that benefits New Zealanders”

NEXTFACTOR %



“A Sustainable Harmony of Quality of Life for Residents
and Quality of Place for Visitors”

NEXTFACTOR &



g: )DESTINATION
MANAGEMENT PLAN

Deliver a more balanced, year-round economy
driven by destination tourism

Fiercely protect Breckenridge’s authentic
character and community feel

Establish Breckenridge at the leading edge in
mountain environmental stewardship

More boots and bikes, less cars

OO OO
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Visitor Dispersal Strategy
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POTENTIAL

HOW DO WE CREATE
AN EXCEPTIONAL VISITOR EXPERIENCE?

...a partnership approach

A ten-year tourism strategy for the
Thompson Okanagan Region

2012 - 2022

Call for Applications

The UNWTO Awards are now open for applications in
the following categories:

e UNWTO Award in Public Policy and Governance
e UNWTO Award in Enterprises
e UNWTO Award in Non-Governmental Organizations

Deadline 31 October 2018
(23:59 Central European Time)

Online application form:



Integrating with other plans and strategies

Embracing Our Potential has sought to reflect international best practices in destination planning, and to integrate with national and provincial
tourism strategies and initiatives in a way that will provide leverage for businesses within the region while adding value to these existing
policies. Similarly, the strategy has endeavoured to be consistent with local tourism plans, while in turn creating a context for future community
planning processes.

INTEGRATING WITH OTHER PLANS AND STRATEGIES

/Analysis of a wide range of international ) /UNWTO )
INTERNATIONAL destinations - Australia, New Zealand, Ireland, A Practical Guide to Tourism Destination Management
N. Ireland, Scotland, England, Wales, United
kStates, other Canadian provinces A Y,
( Government of British Columbia / Tourism BC (" Government of Canada R
NATIONAL Gaining the Edge: A Five-year Strateqgy for Canada’s Federal Tourism Strategy: Welcoming the World, October 2011
Tourism in British Columbia 2012-2018 Canadian Tourism Commission
& PROVINCIAL . )
Brand: Super, Natural British Columbia 2011 - 2015 Corporate Plan Summary
Brand: Canada. Keep Explorin
& A s W,
(= T ; ) )
Sector Associations & Sector Strategies Thgmpson Okanagan go2
AtBC: The Next Phase: 2012-2017 - A Five-year . BC Tourism Labour Market Strategy, 2012
SECTORS, Strategy for Aboriginal Cultural Tourism in British Ten Y.ear Regional
ASSOCIATIONS Columbia Tourism Strategy )
& REGIONAL Building on the 2005 Aboriginal Cultural Tourism . —
Blueprint Strategy /" Regional Initiatives h
BC Wine Institute COTA 2009 Tourism Sector Strategy: for the Southern Interior Region in Response to Mountain Pine Beetle
\ BC Experiences Sector Plans A Okanagan Partnership; and Integrated Land Management Bureau regional plans )
Land Use Planning (Strategic Sectors R Gourism Plans )
COMMUNITY Official Community Plans Arts & culture plans Community Tourism Foundations plans
Economic development strategies Community marketing plans
Agricultural area plans
Trails strategies
Mountain biking
Sport / adventure tourism
& py & )

DESTINATION

N=XT

NEXTFACTOR 2



In-Destination Moblile Commerce

Guests using the M E E |
“Rose” chatbot at

The Cosmopolitan

Las Vegas spend
30+ percent more

on-property.

FEXT ROSE

7 2 UNNERG O
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n-Destination Mobile C

San Francisco | The Official Guide
688K people like this including Leonard Hoops and 12 friends

< foimiby

Hi, Greg!

Thanks for stopping by the automated San Francisco chatbot. We're here to make
sure your first, next or tenth trip to San Francisco makes you want to leave your heart
here.

@ First we need to know: Have you been to San Francisco before?

ommerce

SanFranciscoTravel

Home  Attractions  City Tours and Transportation

SEARCH

DINING EVENTS HOTELS NIGHTLIFE SHOPPING

Book Online or Call 1-800-637-5196

My Cart

(8 Photos) Click to view gallery

San Francisco Love Tours

San Francisco, CA

" $45

TripAdvisor Traveler Rating

@@@@®® of 1059 reviews

Hitch a ride on a hand painted VW bus and get to know today's San Francisco
through the timeless hippie vibes and timeless songs. Travel where big tour buses are
forbidden. Visit the homes of San Francisco's counter-culture icons such as The
Grateful Dead, Janis Joplin and Jimi Hendrix, while grooving to entertaining and
education facts and stories of this great City!

Hours
Daily Pick Up Times: 9 AM, 11 AM, 1 PM, 3 PM, 5 PM

NEXTFACTOR %
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Digital, Booking Sites

TripAdvisor Saw
Experiences and

SO0

25

&

Restaurants as Major
Growth Contributors in
2018

Dennis Schaal, Skift - Feb 12, 2019 5:52 pm

2%

SRS

Experiences, restaurants and alternative accommodations
accounted for 27% of TripAdvisor’s $1.61 billion in total
revenue in 2018 — up from 23% of revenue in 2017.

NEXTFACTOR B2



®O tripadvisor a1 ? & o

Trips Inbox

loy .+ ¥ X A =]

Hotels Things to do Restaurants Flights Vacation Rentals Cruises More

E Eater @.oreated a.Trip s Who to follow on TripAdvisor

Feb 22
Thrillist &
@Thrillist

143 contributions « 75,980 followers

. gregoates

@gmoates

Contributions Followers
Thrillist means fun. We're eaters, drinkers,

0 1 travelers, and doers. Life is for living, and
that's wh...
[ ‘a Follow

Share your travel advice

40

et
[
i
\ 7

—

Well+Good &

@amwellandgood

B} Post photos

9 New York City, New York

" . :
[4 write review 35 contributions « 1,381 followers

We obsessively cover the wellness scene —
fitness, superfoods, natural beauty, and more

The Ten Essential Paris Bakeries —from coast to...
NEXTFACTOR P2



@ tripadvisor

.
- —

10:30 AM

Still interested in Johnson GEO

| CENTRE?
Today at 10:10 AM

©@tripadvisor

Hi Greg

There's even more to do in St.
John's

See the top activities that our travelers are booking ahead
Learn more about the attractions you found:

Johnson GEO CENTRE

@®@@@®© 700 reviews
1 booking option

Book ahead

% ¥ X ~ &

Restaurants

Ihgs to do

Museums in St. John's See all

'\

LA J

\(HERITAGE SHC,

Heritage Shop

The Rooms Johnson GEO CENTRE
@@@®® 1,646 reviews E@@®@® 699 reviews Duckworth Street
St. John's St. John's @@@@O 62 reviews

St. John's

:9@0\

Inbox

— A S
2 -.rn"a‘—/g -

»,

-
Al

L
5
",

Who to follow on TripAdvisor

SmarterTravel 2
@SmarterTravel

9 Boston, Massachusetts
595 contributions + 23,214 followers

Daily inspiration. Expert advice. Great trips
start at SmarterTravel. Part of the
TripAdvisor Media...

‘a Follow J

NEXTFACTOR B2
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V7 H :
@0 - advisor W
Trips Inbox
Travel feed: St. John's  Hotels  Things todo  Restaurants  Flights  Vacation Rentals  Cruises  Rental Cars eoe
Canada > Newfoundland and Labrador > Newfoundland > St. John's > Things to Do in St. John's > St. John's Walking Food Tour provided by So-Full Food Tours
Newfoundland Chocolate Company > Tours and Tickets

St. John's Walking Food Tour [1 save = 4 Share

By: So-Full Food Tours
@@®®0 17 reviews

Check Availability rrem $68 . 95

Low Price Guarantee ©®

v Free Cancellation up to 24 hours in advance

Highlights
® Visit five restaurants along Duckworth and Water streets in St. John's
® Your guide will regal you with stories even the locals don’t know

® Spend the fun afternoon with a small group who is there for fun

Read more »

Overview What to Expect Important Information Reviews Q&A

Related Activities

NEXTFACTOR B2



Mixed
Realltles

V40800

“Google’s vision of the
future still involves
searching for things. Now
Iit's just by whipping out
your phone and pointing
the camera at something.”

— Wired

o~
*. Google Lens

Wrigley Building

Beloved 1924 addition to the city skyline, whose clock

tower stands 425 ft. above street level

G A




L
o i
The Meatball Shop

> Turn right

A & & & |

onW 6th St

X 8 min *)

)4 m
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Scenario Model
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Developing

Strong Community Engagement

VOYAGERS

y

A

TRAILBLAZERS

Destination

EXPLORERS

\

4

MOUNTAINEERS

Weak Community Engagement

v

DESTINATION
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Established
Destination
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Destination Strength Varlables

A\
'L f
X
Destination Brand
Performance
> L
EEEER
N EEVEE
‘ EEEEE
Air Access Events

.

)
L —

Accommodation

G {

Sporting and
Recreation Facilities

/

/

Attractions and
Entertainment

~\

”~

Communication &
Internet Infrastructure

DESTINATION
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o
A

Conventions & Meeting
Facilities

Mobility and Access
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Community Support &
Engagement Varlables

Effective DMO
Governance Model

“aliv

Workforce

b & AaW a'a
a'S
Membership Strength Industry Support Loca;Commtunity
& Support uppor

| ]

Hospitality Culture Regional Cooperation Funding Support &
Certainty

DESTINATION

N=XT

m

Policy and
Regulatory Environment

Economic Development

NEXTFACTOR B2



Destination Assessments

—1
@%ﬁ\\
M

350

destinations from 18
countries

o

190

detailed
assessments
completed in 11
countries

USA, Canada,

Mexico, Switzerland, Colombia,
Korea, Guatemala, Taiwan,
Denmark, Brazil,
Australia

underway or
planned,
including 4 other
countries

Dominican Republic, El
Salvador, Ecuador,
South Africa

DESTINATION

N=XT

50

In discussion,
including
14 other countries

Peru, Argentina, Dubai, Germany,
Honduras, Chile, New Zealand,
United Kingdom, Thailand,
Micronesia, Philippines, Russia,
Ghana, Nigeria

NEXTFACTOR B2
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DESTINATION

Canada N=XT
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Reglonal Assessments N=XT

®
PURE ICHIGAN ManltOb
CANADA 'S HEART* BEATS

, S\
HAWAN TOURIM  VISITFLORIDA. e acer

AUTHORITY i —
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DESTINATION

Destination Strength Performance N=XT
Destination Performance —

Attractions & Entertainment

Events

Accommodation

Brand

Communication & Internet Infrastructure

Air Access

[ Convention & Meeting Facilities

Sports & Recreation Facilities [ —

[ Mobility & Access

=
]
98]
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Mobllity & Access NEXT

Autonomous vehicles

Multi-modal options

Road infrastructure

Public transportation
Walkability

a Tije
-y

(i, NIRRT 7 M s
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Convention & Meeting Facllities

« Demand for convention and
meeting space to compete long
term

» Unique offsite venues for special
events

NEXTFACTOR %



DESTINATION

Alr Access N=XT

« Coalition building and research
development to secure more
international and domestic flights
and capacity

NEXTFACTOR B2
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Community Engagement Performance N=XT
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DESTINATION

Community Engagement Performance N=XT

Economic Development

Industry Support

Effective DMO Governance Model
Regional Cooperation

Hospitality Culture

Membership Strength & Support

Effective Advocacy Program

N
[ Local Community Support

J

<
[ Funding Support & Certainty

J

Workforce

=
[
W
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DESTINATION

Workforce Housing & Development

Workforce attraction and retention

Affordable housing

Transportation

Labor relations

FACTOR #%



Funding Support & Certainty N e s

« Sufficient revenue sources

» Stable revenue sources

NEXTFACTOR B2
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Local Community Support N=XT

« Support from local residents
and media

* Increase in internal advocacy
initiatives

* Need for more resident
sentiment tracking

NEXTFACTOR B2



DESTINATION
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Greg Oates

greg.oates@nextfactorinc.com Thank YOu
NEXTFACTOR 2=

nextfactorinc.com
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