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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



DestinationNEXT:

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.



DestinationNEXT:

75 trends and 55 strategies
433 participants in 52 countries

A proprietary scenario model
190+ assessments in 11 countries



The Destination Master Plan
Sustainable Tourism and Community Development



DestinationNEXT

Futures Study



DestinationNEXT 
Advisory Panels



Strategic Radar Map

55
Strategies

75
Trends



Global Scope



Top 15 DestinationNEXT Trends 2017

1. {ƻŎƛŀƭ ƳŜŘƛŀΩǎ ǇǊƻƳƛƴŜƴŎŜ ƛƴ ǊŜŀŎƘƛƴƎ ǘƘŜ ǘǊŀǾŜƭ ƳŀǊƪŜǘ

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

3. Customers increasingly seeking authentic and personalized travel 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 

5. Mobile platforms and apps becoming the primary engagement platform for travelers

6. Video becomes the new currency of destination marketing and story-telling

7. Harvesting data and developing business analytics differentiate successful tourism enterprises and destinations

8. Smart technology creating new opportunities for innovative new services and processes

9. Technology enabling faster decision-making by customers 

10. Geotargeting and localization becoming more prevalent

11. Organizations developing more strategic alliances in order to leverage resources

12. Governments facing pressure to reduce or eliminate direct financial subsidies to the tourism sector

13. Customers increasingly expect highly curated and customized destination content from destination organizations

14. The brand of a destination becoming a more important factor in travel decisions to consumers

15. /ǳǎǘƻƳŜǊǎ ƛƴŎǊŜŀǎƛƴƎƭȅ ƭƻƻƪƛƴƎ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ŀ ƭƻŎŀƭΩǎ ǿŀȅ ƻŦ ƭƛŦŜ



Re-engineering the DMO of the Future 

CURATORS
of Destination Programming and Content

ADOPTORS
of Business Intelligence and Data Science

CATALYSTS
of Economic Development

ACTIVISTS
in Community Placemaking

COLLABORATORS
within Strategic Networks
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Broadcast to Engagement

Collaboration & Partnerships

Brand Building



DestinationNEXT

Key Trends 2019









Sustainable Tourism Development



Sustainable Tourism Development

ñThe story of the past 10 years 

in tourism has been growth in 

visitor numbers but declining 

revenue in real terms.ò

ð Tourism Industry Aotearoa



Sustainable Tourism Development

ñ70% of New Zealanders know 

that tourism is one the top three 

revenue earners for the country, 

however only 10% know that itôs 

number one.ò

ð Tourism Industry Aotearoa



ñOur expectation is that 

sustainability will become a 

core value against which all 

decisions are tested.ò

ð Tourism Industry Aotearoa



Sustainable Tourism DevelopmentTourism New Zealand Vision:

òGrowing a sustainable tourism industry 

that benefits New Zealandersó



New Breckenridge Tourism Vision:

òA Sustainable Harmony of Quality of Life for Residents 

and Quality of Place for Visitorsó



Deliver a more balanced, year-round economy 

driven by destination tourism

Fiercely protect Breckenridgeôs authentic 

character and community feel

Establish Breckenridge at the leading edge in 

mountain environmental stewardship

More boots and bikes, less cars

Strategic Goals
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Visitor Dispersal Strategy







In-Destination Mobile Commerce

Guests using the 

ñRoseò chatbot at 

The Cosmopolitan 

Las Vegas spend 

30+ percent more 

on-property.



In-Destination Mobile Commerce



Experiences, restaurants and alternative accommodations 

accounted for 27% of TripAdvisorôs $1.61 billion in total 

revenue in 2018 ð up from 23% of revenue in 2017.









ñGoogleôs vision of the 

future still involves 

searching for things. Now 

it's just by whipping out 

your phone and pointing 

the camera at something.ò

ðWired

Mixed
Realities



Augmented
Reality



DestinationNEXT

Scenario Model



Scenario Model

Strong Community Engagement

Weak Community Engagement

Established 

Destination

Developing

Destination

VOYAGERS TRAILBLAZERS

EXPLORERS MOUNTAINEERS



Destination Strength Variables


