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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 60

Travelers with Travel Plans in the Next Six Months Comparison

92%91%92%
87%89%88%

91%
88%90%

86%86%87%89%87%87%
81%

65%
57%

62%
66%65%

69%68%
65%

70%69%70%

87%

4/133/303/22/21/511/2410/279/299/18/47/76/95/124/143/172/171/2012/1611/1810/219/238/267/297/16/35/64/83/11
0

20

40

60

80

100











1. Revolution in How we Live & Work

2. Tourism Workforce Challenge 

3. Better Destinations - Better Tourism

4. First Priorities

5. Immersive Tech

Marketing Outlook Summit 2022:

Navigating the Future
5 Opportunities & Challenges for North Myrtle Beach



REVOLUTION IN HOW WE 
LIVE & WORK



Changing work is 
fundamentally changing 
travel and offering 
blended tourism, 
economic and community 
development 
opportunities

WORKING FROM WHEREEVER



REMOTE WORKING ON THE RISE

Travel Sentiment Study, Wave 52, Longwoods International

Which of the following describes your remote work plans within the next 12-24 months?

Over 1 in 3 
(35% of US Travelers)

Plan at least 1-4 weeks of 
remote work in the next 12-

24 months



REMOTE WORKING ON THE RISE

MYTH BUSTING

• Wider age range: Nearly three in five are age 35+.

• Employed full-time: Nearly four in five have full-time jobs with an employer.

• Highly educated: More than two in five hold advanced degrees.

• High earners: More than half earn $100k or more per year.

• Senior in careers: Three in four with employers are middle management.

• Partnered up: Nearly three in four have a significant other.

Source: Phocuswright’s The New Nomads: Work & Play From Anywhere, 
2021



AIRBNB DOUBLES DOWN ON REMOTE WORKERS







WHERE PEOPLE WORK REMOTELY

Source: Phocuswright’s The New Nomads: Work & Play From Anywhere, 
2021

Destinations need to 
seize this opportunity –
targeting the right sort 
of workers and get 
them engaged in their 
community and with 
businesses

DESTINATION OPPORTUNITIES





WEST VIRGINIA TARGETS TALENT THROUGH REMOTE WORK



Revolution in how 
we

live & work

Key Take-Aways

1. Work & travel has changed forever

2. Fresh opportunities (& challenges)

3. Confluence of tourism, economic & 
community development

4. Invest in what is important to remote workers

5. Engage with remote workers: 

• Local job & contract opportunities

• Investment in, collaboration with local businesses

• Volunteer &/or donate to local not for profits

• Build a long term connection



TOURISM WORKFORCE
CHALLENGE



LONG-TERM WORKER CRISIS

The US & many countries 
have a long-term challenge to 
recruit and retain talent into 
tourism



Amazon added 810,000 workers during the pandemic

5x faster than any other company expanded in US History



Amazon workers earn average of $18 per hour + health benefits and bonuses

Average salary of $48,500



LONG-TERM WORKER CRISIS

An October survey from 
the American Hotel and 
Lodging Association 
(AHLA) found 94% of 
hotels were understaffed 
and 47% said they were 
"severely understaffed.“

94% of hotels 
are understaffed

47% of hotels are 
severely understaffed



LONG-TERM WORKER CRISIS

We need to start 
recognizing and 
rewarding the true 
value of personal 
service



Technologies are enabling travel in new & powerful 
ways – often with less need for staff interactions. 
However, this will also accelerate the importance & 
value of personal service in the travel experience. 



HIGH TECH – HIGH TOUCH

“Personal service” 
and “connecting with 
locals” were rated 
amongst top for the 
quality of the visitor 
experience 

(Destination Analysts, State of the 
American Traveler 2021)





Tourism workforce

challenge

Key Take-Aways

1. Workforce challenges are likely long term

2. Remuneration & benefits need to rise

3. Address structural issues: eg: seasonality, 
housing 

4. Focus staff on valuable personal service

5. Value, price & pay for personal service 
appropriately



BETTER DESTINATIONS
BETTER TOURISM



Travelers with Disabilities Research & Resources: www.MilesPartnership.com/TravelAbility

STRATEGY



BETTER TOURISM?



P A G E  

3 7

PROJECT 
OVERVIEW

The State of the American Traveler, Destination Management Edition, Destination Analysts, Inc.  Fall 2021

“TOURISM IN MY COMMUNITY MAKES IT A BETTER PLACE IN WHICH TO LIVE”

Statement: Tourism in my community makes it a better place in which to live.

38.7%
(32.1% in 2019)



P A G E  

3 8

PROJECT 
OVERVIEW

The State of the American Traveler, Destination Management Edition, Destination Analysts, Inc.  Fall 2021

“I LIVE IN A PLACE THAT HAS AN ISSUE WITH OVER-TOURISM”

Statement: I live in a place that has an issue with OVER-TOURISM (i.e., a place that has 

too many tourists)

27.7%
(18.8% in 2019)





Future-Proof
Your Destination

BETTER DESTINATIONS – BETTER TOURISM

Connections

Community

Agility & Resilience

Funding

Environment

STRATEGY



In association 
with:



MAJOR CITIES

NYC & Company

Destination Toronto

Visit Anaheim

Destination Vancouver

Los Angeles Tourism & Convention Board

San Francisco Travel Association

Greater Miami Convention & Visitors Bureau

Tourisme Montreal

North American Edition
3 Cohorts

MOUNTAIN & COASTAL DMOs

Visit Sarasota

Visit Park City

Breckenridge Tourism Office

Visit Galveston

Mammoth Lakes Tourism

Visit Estes Park

STATES & PROVINCES

Arkansas

Travel Alberta

Visit Arizona

Maine Office of Tourism

Travel Oregon

North Carolina

www.MilesPartnership.com/DMOcracy

http://www.milespartnership.com/DMOcracy


26 for COP26
26 Actions For Destinations and Their 
Tourism Industry to Address Climate 
Change and Make Themselves More 
Sustainable, Liveable and Welcoming 
to Visitors

2 PART WHITE PAPER SERIES

In association with: 





C O L L E C T I V E  S U S T A I N A B I L I T Y

Oregon’s electric byways

Infrastructure 
Opportunities



Tourism Taxation & Funding Report, 
Slides, Recording & Resources

www.MilesPartnership.com/FundingFutures2021

http://www.milespartnership.com/FundingFutures2021




Better Destinations

Better 
Tourism

Key Take-Aways

1. The pandemic has amplified concerns about 
tourism’s “social license”

2. Increasing concerns about “over-tourism”

3. Workforce, affordability & housing are all 
tightly related but far bigger ‘hot button’ issues

4. Recovery funding presents opportunities

5. Better tourism - Better destinations



FIRST PRIORITIES





FIRST PRIORITIES





IMPORTANCE OF ‘OWNED MEDIA’ TO FIRST PARTY DATA

Your "owned media" 
such as Email Lists, 
Visitor Guide 
Subscribers provide a 
powerful opportunity 
to build first party 
data with high value, 
repeat visitors and 
locals.



STATE TOURISM WEBSITE 

USER & CONVERSION STUDY

2018-2019 Research Study. Final Summary of Aggregate Findings.
Jan 2020



FIRST PARTY DATA - SUBSCRIPTION OPPORTUNITY FOR DESTINATIONS

Visitor Guide Users are Highly Attractive Travelers

• 30% higher average Household Income ($104,041 vs. $81,483)
• 2x feel now is good time for them to spend on leisure travel (57.9% vs. 27.4%)
• 2x expect to spend more on travel in the next 12 months (52.4% vs. 26.1%)
• Almost 3x researched travel ideas online in the past week (45.3% vs. 18.2%)
• Far more interested in new travel experiences or destinations (7.7 vs. 5.9 11-pt scale)
• Almost 4x visited a National Park during a trip in the past month (23.0% vs. 6.5%)

Source: Destination Analysts Bi-Weekly COVID-19 Travel Insights Dec 2021



First

priorities

Key Take-Aways

1. Privacy & security is limiting digital advertising

2. Double down on personal connections

3. Long term relationships with repeat visitors, locals

4. Understand “Customer Lifetime Value” (CLV)

5. Prioritize a ‘First Party’ database of contacts



IMMERSIVE TECH



TURNING UP TECH: ONLINE EXPERIENCES

Virtual Experiences are becoming mainstream





VIDEO: Amazon Goes Big Into Virtual Experiences



















Immersive

tech

Key Take-Aways

1. Virtual experiences can introduce local travel & 
products to remote audiences

2. Metaverse – transformational tech or hype?

3. Metaverse empowers hybrid meeting & work

4. Tourism is still all about people & places

5. New technologies boost & do not replace travel
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