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About Destination NEXT 

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

Sponsor: 
Funded by a grant from the Destinations International Foundation 
 

Three Phases: 
1. 2014 Futures Study on Key Trends & Opportunities 
2. Scenario Model & NEXTPractices 
3. 2017 Futures Study Update 

 
 
 
 



Agenda 

1) Present DestinationNEXT findings and 
scenario model 

2) Breakout discussions regarding key 
strategic questions 

 



FUTURES STUDY 



Top Trends 

Smart 

Technology 
Social Media 



Engagement 

Consider that every minute of the day: 

ü3.5 million search queries made 
on Google (60% on mobile devices) 

ü4.1 million videos viewed on  
YouTube (consumers prefer video  
4:1 over print to learn about product) 

ü46,200 images posted on Instagram  
(48% of users use platform to help  
choose vacation destinations) 

ü2,853 new mobile phones 
activated in the U.S. alone 



TripAdvisor 

ÅFounded in 2000 

ÅLargest travel site in the world 

Å62% of hotel guests around world visit site before making a booking 



Advisory Panels 



55  
Strategies 

Strategic Radar Map 

75  
Trends 



We Listened to You 



Mandate 

Diverse Organizations 

Business Model Budget Size 



KEY TRENDS 



Top 25 Trends & Strategies 

12  
New Trends 

10  
New Strategies 



Personalized, unique & authentic experiences 



Notre Dame Aura 

Å

Å



Less sales, more strategic partnerships 



Sustainable tourism 



Future Map 

Controllable  

Uncontrollable  

Opportunity  Threat 

MITIGATE EXPLOIT 

CONTINGENCIES MONITOR 



Future Map ς Top 25 Trends 



Future Map ς Top 25 Trends 



Transformational 
Opportunities 

#1: Broadcast to Engagement 

Interacting with & leveraging the new 

marketplace 

#2: Brand Building 

Building & protecting the destination brand 

#3: Collaboration & Partnerships 

Evolving the DMO business model 



Atlas Obscura 

ÅOver 700 of curious & strangest  
places 

ÅAtlas published in 2016 

ÅNearly 1 million followers 

Digital Travel Guides 



Wayblazer 

ÅEstablished in 2014 by Terry Jones,  
founder of Travelocity  
and Kayak.com 

ÅPowered by IBM Watson Analytics 

ÅQueries in common language 

Artificial Intelligence 



Destination Organization  of the Future 

Rank Role 

1 Brand marketing 

2 Destination and product development 

3 Meeting and convention sales 

4 Broader economic development 

5 Destination information resource 

6 Industry advocate and association leader 

7 Leisure sales (group tour and independent) 

8 Visitor experience servicing 

9 Major event partner/developer 

10 Convention services 

11 Venue management and operations 

New Destination Organization Start -up  



Re-engineering the Destination Organization 



CURATORS 
of destination content 



Curators 

Invest more effort and resources into video content to market the 
destination. 

Focus significant attention to content creation and dissemination strategies. 

Develop ways to connect with customers through all stages of their 
experience, from awareness to interest to booking to visiting to post-visit. 

Place greater emphasis on engaging with their customers in two-way 
conversations. 

Participate more in building platforms to improve visitor experience. 

 

1. 

2.  

4.  

9. 

20. 



ADOPTERS 
of business intelligence  

& data science  



Adopters 

Agree to uniform methodology with other destination organizations to 
measure economic impact. 

Develop new strategies to refocus on the millennial market. 

Adopt operating standards and consistent measures of performance with 
other destination organizations. 

Agree to a uniform methodology with other destination organizations to 
measure economic impact. 

Put a greater emphasis on market segmentation. 

Invest more effort in scanning the market for business intelligence. 

 

8. 

11. 

15. 

16. 

17. 

19. 



CATALYSTS 
of economic development 



Catalysts 

Play more of a central role in advocacy in my destination. 

Be more involved in broader economic development projects and initiatives. 

The economic impact of tourism (and conventions) will be better understood in 
my destination. 

Take a more active role in political and legislative issues impacting events. 

5. 

10. 

13. 

23. 






















































































































