THE FUTURE OF TOURISM 2021
(Fish where the fish are...)
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Destination Management in 2021
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Destination promotion
happens through
destination stories,
told by many.

&

Destination stories are
a direct result of the
destination
experience.
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The Experience Economy
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Source: B. Joseph Pine Il & James Gilmore
“The Experience Economy” (1997-2011)
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Profit and Pianet

Eduard Pieter Oud, Amsterdam Marketing
Nanae Singeo, Palau Visitors Authority
" Riley, Caribbean Tourism Organization
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Destination Management

From win-win to win-win-win
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SELECCIONE LA MODALIDAD DE TOUR QUE REALIZARA / SELECT THE TYPES OF TOUR THAT YOU EXPECT TO DO
Tour navegable Pesca vivencial
Tou
Cruise [z H;mn' tour < hu.&l’\::r:?:l:::
Tour diario Tour de bahia
: y buceo Tour de o & Tt
Day tour [E Tour of bay Tour fram r‘t:r to u.rt:r D
CATEGORIA Turista " Transeunte pagos
Veces que ha ingresad
CATEGORY Tourist I] Transit only D How many times have 5?90 vm?u: g:’:mm?

DURANTE SU ESTADIA EN GALAPAGOS REALIZARA / THE PURPOSE OF YOUR VISIT i$ TO:
Visitas a Areas Permanecer Negocios, Contrato
Visitas & Areas , Visita familiar,
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SELECCIONE LAS PRINCIPALES ACTIVIDADES QUE ESPERA REALIZAR EN ORDEN DE 1,2, 3
SELECT THE MAIN ACTIVITIES THAT YOU EXPECT / WANT TO DO IN ORDER OF 1, 2, 3
[_] pisfrutar del paisaje / Enjoy the landscape [[] Buceo de superficie / Snorkeling
[1] Observacion de vida silvestre / wildiife watching (8] Buceo deportivo / Diving
[[] Fotografia y video / Photography and video [ Recorrido en panga / Panga ride

Aprender sobre la historia y cultura local
D Learn about the local m:roryvanﬂ culture D Kayac / Kayak

[3] Estar en un lugar inico / To be in a unique place ] surt / surf

AL FIRMAR ESTE DOCUMENTO, USTED ESTA CERTIFICANDO LA VALIDEZ DE LA INFORMACION PROPORCIONADA
BY SIGNING THIS DOCUMENT, YOU ARE CERTIFYING THE VALIDITY OF THE INFORMATION PROVIDED
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Size of market: bird watching

spent annually
on birding in UK

spent annually
on birding in US

_ Growth in bird

viewing,
photography, 1982-

2009

US citizens took birding
trips,
2005-2009

International trips per year for the main purpose of birding
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Passion Research L it
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: What are the travel experiences?
What-are the top places in the

world? _
What are the current perceptions?

How does the client fit? Client/strengths and weaknesses?
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www.sentiment-index.com
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CATEGORIES 2 VOLUME COMPARISON 2 Volume Emotion Sentiment Volume Emotion Sentiment

» Access + Transportation 20% Joy Joy

24% m/m High

« Amenities + Entertainment 18% Joy

m/m High

Attractions 5%
Casinos 2% Sadness

Festivals and Events 6% 12

Average

Landmarks Sadness
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2 We need a good TSI sales photo here
Frank Cuypers; 28.06.2020
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Case: coastal fishing West Coast : Campbell







Challenges after Covid-19

* Adisrupted supply chain and a
transformed landscape

A lack of understanding of the value of
tourism

« A changing industry landscape. This may
include geopolitical, economic or
destination management changes.




Business Impact

Reduced ability to adjust strategies

Changing industry disrupted supply
landscape chains

Lose relevance to your
industry and

stakeholders
Lack of
understanding of the
value of tourism

Lost competitiveness Risk to stable

long-term tourism




Conclusion




Summary

1. A shift in promotion




Summary

1. A shift in promotion
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3. A shift in management
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nift in promotion
nift in marketing
nift In management

nift in ownership
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nift in promotion
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nift In management
nift in ownership

nift in segmentation




Where to begin ?

Definition of the value of tourism with community
stakeholders.

Creating a destination’s long-term tourism strategy
with a unified vision.




The right visitors




Frank Cuypers
@FCuypers

DESTINATION




