
THE FUTURE OF TOURISM  2021
(Fish where the fish are…)





Destination Management in 2021  



Destination promotion 
happens through 

destination stories, 
told by many.

Destination stories are 
a direct result of the 

destination 
experience.
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Manage the experience, Manage the stories

Manage growth





From win-win to win-win-win

Destination Management



Foto galapagos







RE-IMAGINE

REIMAGINE RETHINK









Size of market: bird watching

$41 billion
spent annually 

on birding in US

287%
Growth in bird 

viewing, 
photography, 1982-

2009

20 million
US citizens took birding 

trips, 
2005-2009

$500 million
spent annually 

on birding in UK

3 million
International trips per year for the main purpose of birding









What makes this a passion?

What’s the emotional appeal?

What’s part of it?

Who does it appeal to?

What are the community’s values, customs, rituals, jargon, slang, etc.? 

What gives someone status?

What are the bragging rights?

Are there levels of passion?

Where does the community gather?

What are the topics of conversation?

What makes someone influential?

Who are the influencers?

What motivates travel?

Who travels for this?

What are the travel experiences?

What are the deciding factors?

What are the top places in the 
world?

How does the client fit?

What are the current perceptions?

Client strengths and weaknesses?

Passion Research





Understand Capacity and Objectives at different times in the year



TSI

www.sentiment-index.com
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2 We need a good TSI sales photo here
Frank Cuypers; 28.06.2020







Case: coastal fishing West Coast : Campbell 
River 



Looking Deeper



• A disrupted 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.

Challenges after Covid-19



Business Impact

Changing industry 
landscape

disrupted supply 
chains

Lack of 
understanding of the 

value of tourism

Lose relevance to your 
industry and 
stakeholders

Lost competitiveness Risk to stable         
long-term tourism

Reduced ability to adjust strategies 



Conclusion
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1. A shift in promotion

2. A shift in marketing

3. A shift in management

4. A shift in ownership

5. A shift in segmentation

Summary



1. Definition of the value of tourism with community 
stakeholders.

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

Where to begin ?



The right visitors



Thank You!

Frank Cuypers

@FCuypers


