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We overestimate the pace   

of progress near term and 

under estimate progress 

long term.

Bill Gates



No winning strategy lasts foreveré

No fixed law seems to determine the length of 

time during which any single species or any single 

genus endures.

S. Godin, Survival is not enough:  Zooming, 

evolution and the future of your company, 2002



From the traveler perspectiveé

Travel will continue to one of the most popular 

online interests.

Increased number/types of connections.

Demand of travelers will continue to evolve.  

Systems that better match the way people think 

focusing on the needs and experiences desired.

Customer relationships/conversations drive 

revenue 



From the industry perspectiveé

Surveys show that the biggest challenges 
businesses face are organization-related. 

Three recent national surveys of American DMOs 
indicate they largely ignore the opportunities 
created through ecommerce.  

Most use the web to simply as a replacement for 
other technology ïmost publish a ñbrochureò 
and communicate through email.



Challenge for DMOs

The fundamental flaw of Destination Marketing 

Organizations (DMOs) is to view the forces of 

change as merely a temporary issue which, in 

turn, results in a failure to learn and to unlearn.



The focus on change and innovation

The future of tourism development in the new 

economy rests with the ability of SMTEs and 

DMOs to embrace change and use it as a force to 

build and enhance conversations.



Challenges to destination development

1. Adapting to Technological Change 

2. Communication

3. Moving from Destination Marketing to Destination 

Management

4. Confronting New Levels of Competition 

5. Recognizing Creative Partnering as the New Way of 

Life 

6. Finding New Measures of Success 



Challenge #1: Adapting to technological change

The challenge of technology lies in constantly learning 
the latest things, and in continuously searching for the 
newest gadgets that supposedly make the job of 
destination marketing easier. 

The question is where bureaus should find the time, the 
money, and the staff to keep up with technological 
changes while maintaining regular tasks and 
responsibilities.  

Many bureaus have yet to realize that emerging Internet 
technologies are not a simple substitute for existing 
technology. 



Challenge #2: Managing expectations

Communication-related challenges emerge from 

understanding who the many audiences of a DMO are 

and what the key messages are that these audiences 

should remember. 

DMOs have come to realize the importance of 

communicating with a much broader group of 

stakeholders in a variety of ways. 



Challenge #3: Moving to management

Economic development and bricks-and-mortar tourism 

development are now becoming part of the activity-mix of 

DMOs.

Bureaus see the switch from pure marketing to much 

broader management responsibilities as the single 

biggest change they currently face. 



Challenge #4: New levels of competition

Competition refers to the challenge of setting a specific 

destination apart from the rest in terms of the 

experience it provides and the value for the customer 

dollar it offers. 

Competition does not only occur in the form of rivalry in 

the marketplace but, in addition, is increasingly 

characterized by a struggle to compete for resources 

and funds. 



Challenge #5: Partnering as a new way of life

Thinking in terms of political boundaries prevents many 

DMOs from engaging in innovative partnerships 

The basis of new, creative forms of partnering is to find 

out what the experience is the travelers expect from 

their trip and how far they are prepared to travel for a 

certain type of experience

Innovative partnerships lead to new products and 

learning



Challenge #6: Finding new measures of success

The need for DMOs to justify their existence and to 

prove a return on investment is more critical today than 

ever before. 

New DMO realities call for new measures of success

Focus on partnerships, development and innovation in 

development
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Destination management change

SMTEs
Networking 

SMTEs
Destination 
Networks



Benchmarking é the Balanced Scorecard



Partneringé
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