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DestinationNEXT

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

Futures Study
# - /5 trends & 55 strategies
- 433 respondents in 52 countries

Scenario Model & Assessment Tool
- 4 unigue scenarios

- 201 detailled assessments in 11 countries
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Today’s Objectives N=XT

1. Overview of Scenario
Model & DestinationNEXT
assessment

Review Assessment
Results

Preview of New Futures
Study

4. Other items




Scenario Model
& DNEXT Assessments
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Destination Strength Variables
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Community Support & Engagement Variables N=XT
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Destination Assessments

G

350

destinations from
18 countries
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201

detailed
assessments
completed in 11
countries

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

45

underway or
planned,
including 4 other
countries

Dominican Republic, El
Salvador, Ecuador,
South Africa
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50

in discussion,
including
14 other countries

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



United States DESTINATION
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Statewide Assessments N=XT
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Multi-User Online Diagnhostic Tool Results:

Destination: Greater Palm Springs, CA

June 21, 2019
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481 Participants N=XT

Community Leaders Greater Palm Springs CVB
6% \ 17%

Government
Leaders
15%

Meeting and
Travel Industry
Professionals
15%

CVB Partners
47%
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Location N=XT

Cathedral City
4% Coachella

1%

Out of Market
15%

Desert Hot Springs

3%
Indian Wells

8%

Indio

Greater Palm — 4%
Springs
16%
La Quinta
5%

Palm Desert
13%

Rancho Mirage
9%

Palm Springs
22%
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Age Demographic N=XT

35-49
30%
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Greater Palm Springs, CA Overall Assessment - N=XT
United States I t
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Trailblazers N=XT
These DMO’s and destinations realize Strong Community Engagement

the benefits of their tourism vision and 4
work to keep the community and
marketplace engagement fresh

and relevant.

Key Strategic Challenges
A Avoiding complacency

delivers a compelling and authentic 5 Established Destination
marketplace experience

A Keeping your eye on the ball

A Maintain & build regional collaboration &
community support
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Greater Palm Springs, CA Overall Assessment - N=2XT
Stakeholder Group

Strong Community Engagement
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Greater Palm Springs, CA Overall Assessment - N=XT
Location Group

Strong Community Engagement
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Greater Palm Springs, CA Overall Assessment - N=XT
Age Group

Strong Community Engagement

VOYAGERS TRAILBLAZERS

A
Greater Palm Springs
Average
18- 34
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Over 65 - 35-49
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Cité Mémoire
(<5 million)

A Outdoor video projection experience at
adusk

A Attraction runs year-round

A Downloadable app with soundtrack and
historical context

A Unique historical depiction of Old
Montreal
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© Montreal en Histoires E & NERTPACTORE


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

3 © Aura Basilica Montreal

Notre-Dame Aura

(<5 million)

A Light show in Notre-Dame Basilica

A New attraction from 2017 as part of
Montreal’s 375t birthday
celebration

A Basilica consistently one of top tourist
attractions in Montreal
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https://www.aurabasiliquemontreal.com/en/
https://www.youtube.com/watch?v=FV3XdOda3zM
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Tea with Eleanor

(<250,000)

A Roosevelt’s vacation cottage home- place FDR contracted polio in 1921
A Location now the Roosevelt Campobello International Park

A Sharing the story of Eleanor’s history and human rights achievements
A Eleanor was United States’ Delegate to the United Nations for 7 years



http://www.fdr.net/tea-with-eleanor.php
https://www.youtube.com/watch?v=uwpEo7WFDqc

/J Glass Blowing Classes

(<5 million)

A 30-minute hands-on glass making experience

A Make your own souvenir- pint glass, ornament, pendant, paper weight
A $50-$75/person

A One-on-one classes

@ o


https://www.ncglasscenter.org/
https://www.youtube.com/watch?v=zBV8sRgaxSU
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Destination Performance
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Events

Accommodation
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l Air Access
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Mobility & Access

ARoad infrastructure
APublic transportation
AWalkability
ABikeability

AAccessibility &
experience for those
with disabilities
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Convention
& Meeting
Facilities

ANecessary convention
and meeting space to
compete long term

AUnique, off-site venues
for special events
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