


























Achieving Community Alignment
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PURPOSE

To help Metro Tucson:

« Understand the destination’s key
competitive advantages and
weaknesses, and

e Guide the planning, product
development, programming, policy
and promotion of Metro Tucson's
tourism industry



Udact
’E[LI]ES@[W 10-YEAR MASTER PLAN

RECOMMENDATIONS ACTIONS
o Well-Being
* Placemaking VISIT TUCSON
o Connectivity GOVERNMENT
e Culture TOURISM INDUSTRY

 Development/Investment OTHER ENTITY

e Advocacy
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GOALS

Destinations (cities, counties, states and countries)
have undergone a period of extreme change over
the past 10 years. Travelers” motivations have
shifted, leaving many destinations that were well
positioned just a decade ago struggling to balance
the needs and interests of their industry with those
of their local community. At the same time, this
market dislocation is creating opportunities for
forward looking Travel & Tourism destinations to

1. VISITOR EXPERIENCE
Visit Tucson will create, enhance and deliver
destination products and services, activities
and events that create a compelling, must-visit
destination experience that reflects the unique
environment, culture and diversity of Metro
Tucson.

2. QUALITY OF LIFE
Visit Tucson will create, enhance and deliver
destination products and services, activities
and events that preserve and create a high
quality of life experience for residents that
reflects the unique environment, culture and
diversity of Metro Tucson.

3. INVESTMENT
Metro Tucson will foster expansion of private
sector investmentin tourism projects and
services and the coordination of public
infrastructure investment to achieve optimum
benefits for the tourism industry and residents.

4. GROWTH
Metro Tucson’s tourism industry will deliver
competitive growth that is consistent
with optimized carrying capacity, reduced
seasonality, and high value products, activities,
services
and events.

5. SEASONALITY
Metro Tucson will focus creation, enhancement
and delivery of tourism products and services,
activities and events in low traffic months to
help reduce and optimize the seasonality of
visitation.

create strategies and products that satisfy the needs
and desires of both their residents and visitors.

As a starting point for the Tourism Master Plan,
Resonance asked industry, government and
resident stakeholders to guide the process by
prioritizing the goals that they felt were important
for the project. The goals in order of priority are:

6. EMPLOYMENT
Metro Tucson’s tourism businesses will
become employers of choice for residents
seeking long-term careers, offering
exceptional opportunities for growth in the
competitive tourism industry.

7. EDUCATION
Metro Tucson’s secondary and post-secondary
institutions will offer world-renowned tourism
education to attract and develop future
tourism employees and leaders.

8. ENVIRONMENT
Metro Tucson’s tourism industry will embrace
the vision of sustainable tourism and
sustainable development, and work with Visit
Tucson to develop and promote the Metro
Tucson region as a world-leading sustainable
community and tourism destination.

9. DISTRIBUTION
Metro Tucson’s tourism industry will create,
enhance and deliver destination products and
services, activities and events that distribute
both the benefits and impacts of a growing

tourism industry throughout the region.

Please note, these goals have been used
throughout the Tourism Master Plan process

to shape the research, visioning workshops,
recommendations and strategies. The top goals
have also been used to create the Priority Scoring
atthe end of this report to determine the priority
implementation of recommendations.
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Actions:

O e Collect new data &
research



Data Compilation Applied Analysis Guided Direction
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Growth of Lodging Supply

Rooms by Category
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Actions:

O e Collect new data &
o research

 Improve resident
sentiment


















36



$525 tax savings per household
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Visit Volume & Seasonal Disparity

Visit Volume Trends
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Visit Volume & Importance of Events
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Data to Decisions - Overall Seasonality

2023 Lodging & Visitor Volume Trends
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Awareness Interest Conversion



TIME

TIME solicited nominations of places from our international network of correspondents
and contributors, with an eye toward those offering new and exciting experiences.



TIME pscts orooga " 11 North American
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52 Places to
Goin 2023

Travel's rebound has revealed the depth of our drive
to explore the world. Why do we travel? For food,
culture, adventure, natural beauty? This year’s list
has all those elements, and more.










Resetting the Big Picture..
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.and Connecting Tourism Outcomes
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Opportunities 2024 - 2026

Short Range Opportunities:

o Continue Targeted Convention &
Sports Sales

o Targeted Air Service Support

o Targeted Drive Market Campaign



Partners & Actions

Continue Targeted Convention & Sports Sales

* Reuvisit target industry sectors

» Develop convention toolkits for targeted sectors
» Coordinate on approach and incentives

» Sales calls and promotions

Vital Partners:

Economic Development - Convention Center - Sports venues - Hotels & Resorts - Others..



Partners & Actions

Targeted Air Service Support
* Reuvisit Airport Authority priorities
o Understand Tucson market motivators

» Collaborative pursuit of new flights to key
markets

» Place marketing and media relations for

air service expansion markets

Vital Partners:

Airport Authority — University of Arizona - Events - Attractions - Restaurants - Hotels &
Resorts - Others..




Partners & Actions

Targeted Drive Market Campaign
* Revisit drive markets with possible coop partners
o Understand Tucson market motivators

» Place coop marketing and media relations
program in prioritized drive markets

Vital Partners:

Hotels & Resorts — Events - Attractions - Restaurants - Others..



Aspirations 2026 - 2030

Long Range Aspirations:

 Expand & renovate the Tucson Convention Center & its hospitality
support system

e Targeted recruitment of more seats and flights
e Seasonal visitor volume & business monitoring system

* Event development for need dates
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Short Range Opportunities:

o« Comprehensive Destination
Stewardship Program

o« Community Alignment
Communications

o Crisis/Climate Disaster Preparedness



Partners & Actions

Comprehensive Destination Stewardship Program
« Craft Destination Stewardship Plan

» Create water use, conservation, and climate
preparedness content for visitor education

* Develop destination stewardship toolkits for
tourism businesses & organizations




Partners & Actions

Community Alignment Communications

» Reuvisit City and County climate and sustainability
strategies

* Develop communications content showcasing
Visit Tucson approaches towards those strategies

o Update communications and add content every
four months




Partners & Actions

Crisis/Climate Disaster Preparedness

» Review crisis communications plan and policies
for extreme climate applicability

o Coordination involvement with Tucson public
safety and healthcare officials

» Organize annual drill to ensure efficient execution




2026 - 2030

Long Range Aspirations:

« Climate action strategies as part of the expansion & renovation of the
Tucson Convention Center

e Targeted recruitment of key climate, water, conservation, and natural
resource management conventions

* Achieve international distinction for Visit Tucson sustainability
programs
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Opportunities 2024 - 2026

Short Range Opportunities:

Local promotions celebrating all
aspects of Tucson

Cultural alignment communications

Expanded local convention and
sports ambassador program



Partners & Actions

Local Promotions Celebrating Tucson

* Expand relationships with community
organizations

« Convene collaborative engagement with various
groups prioritized around participation

» Deliver content and outreach to continue to
inspire ambassadorship

Vital Partners:

Community leaders - Neighborhood leaders - Cultural leaders - Tribal leaders -
Not-for-profits - Tucson City of Gastronomy - Others..




Partners & Actions

Culture Alignment Toolkits

* Expand content for cultural celebrations

* Develop cultural toolkits to help tourism
businesses better serve Tucson's distinctive

cultural range

« Update communications and add content every
four months

Vital Partners:

Community leaders - Neighborhood leaders - Cultural leaders - Tribal leaders -
Not-for-profits - Tucson City of Gastronomy - Others..




Partners & Actions

Local Convention & Sports Ambassadors

» Develop research tool for proactively learning
about local convention & sports influencers

« Coordinate with community organizations on
outreach approach

» Pursue influencers through sales calls and
promotions

Vital Partners:

Community leaders - Neighborhood leaders - Cultural leaders - Tribal leaders -
Not-for-profits - Tucson City of Gastronomy - Others..




Aspirations 2026 - 2030

Long Range Aspirations:

« Position branding direction as core promise of community pride &
ambassador development
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Opportunities 2024 - 2026

Short Range Opportunities:

e Qut-of-area promotions celebrating
all aspects of Tucson culture &
outdoors



Partners & Actions

Out-of-Area Promotions Celebrating Tucson

» Develop collaborative marketing plan for
reaching key cultural & outdoor target markets

« Adapt and refine content and messaging with
branding outcomes

* Apply research and data to hone marketing

Vital Partners:

University of Arizona - Cultural leaders - Tribal leaders — Not-for-profits — Tucson City of
Gastronomy - Tourism Industry Partners - Others..




Aspirations 2026 - 2030

Long Range Aspirations:

 Develop immersive experiences encouraging responsible visitation to
cultural and outdoor offerings in Tucson



Direction

Continue compiling
data

Convene Communicate
Cstablish vision collaborative process and
engagement outcomes

Craft plan details



Assessments conducted by

www.clarityofplace.com

David@ClarityofPlace.com


http://www.clarityofplace.com/
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