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We inform, connect, inspire, and educate our members to drive 

destination economic impact, job creation, community sustainability 

and quality of life through travel.

DESTINATIONS INTERNATIONAL

The Destinations International Foundation is a nonprofit organization 

dedicated to empowering destination marketers globally by 

providing education, research, advocacy and leadership 

development.

DESTINATIONS INTERNATIONAL FOUNDATION



WE EMPOWER DESTINATIONS 
SO THEIR COMMUNITIES THRIVE.

M I S S I O N  S T A T E M E N T



F O U R  P I L L A R S

COMMUNITY ADVOCACY & 
RESEARCH

DESTINATION 
TOOLS

PROFESSIONAL 
DEVELOPMENT



Roadmap and 
Advocacy Releases of 
2024

• Cornerstone
• Community Shared Value
• Community Vitality Wheel
• Research: Catalyst for Community 

Vitality
• Indicators: Destination Promotion 

Community Index
• Campaign: Destination Effect
• Finishing 2024: & 2025



S t a r t i n g  P o i n t  –  P r e  2 0 1 6



Financial 
Insecurity

Mistrust in 
Institutions

Lack of 
Community 
Relevance

Our Arguments 
No Longer 
Resonating









R e s e t :  T h e  A r g u m e n t  f o r  D e s t in a t io n  
P r o m o t i o n



2017: Cornerstone

Addressing this need for destination 
promotion is for the benefit and well-
being of every person in a 
community. It is a common good.  

It is an essential investment to 
develop opportunities and build 
quality of life to benefit all the 
residents of a community.

*https://destinationsinternational.org/reports/finding-our-
cornerstone



What is the 
Community 

Need?

What are the 
Solutions?

Why are we 

the Solution?

Who are we 
Helping?



2019: Community 
Shared Value
• A value that is appreciated at an 

individual level and shared by every 
member of the community.

• Non-negotiable core principles or 
standards that the community’s residents 
wish to maintain. 

• Acknowledged, honored and constantly 
defended to ensure that change and 
development occur in accordance with 
these.

• Guide the community’s vision, mission 
and strategic plan as well as its goals, 
objectives, activities, capital projects, 
budgets and services.

*https://destinationsinternational.org/community-shared-value



R e l e a s e :  T h e  C o m m u n i t y  V i t a l i t y  
W h e e l



*https://destinati
onsinternational.o
rg/resource/com
munity-vitality-
wheel



R e s e a r c h :  A  C a t a l y s t  F o r  C o m m u n i t y  
V i t a l i t y



Released in February 2024

Research study on the expanded community 
benefits gained from destination promotion.

Qualitative and quantitative analysis on the 
role and impact of destination organization 
and destination promotion within our 
communities.

Ten North American destination case studies.

Research Partners Involved: Tourism 
Economics, Longwoods International, Clarity 
of Place, MMGY NextFactor

*https://destinationsinternational.org/destination-promotion-catalyst-community-vitality



Released with the Research

Sizzle Video

Key Findings 
Documentation

Powerpoint 
Templates

Press Release 
Templates



Economic Returns from Promotional 
Investments

Marketing Effectiveness

Economic Diversification

Benchmarking Quality of Life

Economic Development and Branding

Supporting Services and Fiscal Support

Talent Attraction

Macro-Economic Advancements

Destination Organizations:

1. Enrich and sustain quality of 
Life

2. Attract and retain talent

3. Cultivate culture and 
community

4. Support public services

5. Grow the whole economy

Key Findings to Share:



I n d i c a t o r s :  A  D e s t in a t io n  P r o m o t i o n  
C o m m u n i t y  I n d e x



The Need For A Community Indicator(s)

1.What does a destination 
organization do? 

2.How well did the 
destination organization 
do it? 

3.Are the residents of the 
community better off?



The Need For A Community Indicator(s)

Incorporate multiple 
measuring points to 
create a multi-
dimensional 
measurement(s) for our 
industry.

Statistic + Indicator + 
Measurement = 
Community Indicator



Debts (-)
Credits 

(+)



Our Industry Brief

*https://destinationsinternational.org/resource/destination-promotion-community-index



Primary Findings: Industry Brief

We must present our work 
across two areas, logic 
and emotions or Left or 
Right Brain.

Left   - Sequencing, Linear, 
Math, Logic.

Right - Intuition, Rhythm, 
Arts, Emotions. 



Every Community Is Unqiue

….if we say Tourism 
builds community, we 
need to prove it to our 
community.

Prove the work of 
destination promotion 
through a Destination 
Organization!



The Current Ways We Describe Destinations

・ City

・ County

・ State

・ Region

・ National

・ Tier 1

・ Tier 2

・ “Smalls”

・ Leisure

・ Convention

・ Rural

・ Beach

・ Mountain

・ Urban

・ Historical



Destination 
Persona 
Examples

Diamonds and Dreams | sports development

Fork in the Road | culinary opportunities 

Getting on the Map | emerging, rural

Zoomtown Boom | remote work impact

Ending the Feast and Famine | balanced demand

All Business… Some Leisure | group & business

Town and Gown | college towns

Main Street, Our Street | small town charm

Laws and Some Order | capital cities

Trailblazers | outdoor recreation



Getting on the Map
Emerging, rural

A destination that is Getting on The Map may be a rural 

community beginning to find its voice as it tells the story of 

its community fabric. This destination uses strong tourism 

brand to generate resident pride, focus economic 

development efforts, and accelerate tourism growth.

・Cooperative support for locally-owned businesses

・Careful and resourceful destination promotion with a 

small budget, small staff, and big ambitions. 

KPI Examples:

・% Spend from visitors

・Average stay value (ADR x Length of Stay)

・Brand adoption

1

https://www.zartico.com/destination-community-indicators



The Diamonds and Dreams destination focuses on using 

youth sporting events to introduce new visitors to the 

destination. They leverage tournaments to generate revenue 

outside of their normal visitation patterns. 

Through sports promotion, this destination helps to fund the 

construction and enhancement of new ballfields that will 

become a cornerstone of community pride and connections. 

KPI Examples:

・Tournaments hosted

・Sporting event incentive investment

・Attendee movement and spend

・Visitor-to-Resident Ratio

・Community investment in amenity/facility development

2Diamonds and Dreams
Sports development

https://www.zartico.com/destination-community-indicators



Indicator

Visitor Spend 7 6 7

Visitor Movement to Outdoor Rec. 8 6 7

% of Overnight Visitors 5 7 4

Avg. Stay Value (ADR x LOS) 8 6 8

Taxes Generated 8 5 6

Resident Satisfaction Level 8 9 7

Visitor To Resident Ratio 8 9 6

Fly Vs. Drive Visitation 8 7 4

Restaurant to Fast Food Ratio 8 6 9

Total Indicator Score 68 61 58

Example Scoring: Trailblazers



C a m p a i g n :  T h e  D e s t i n a t i o n  E f f e c t



The Destination Effect

Advocacy Campaign

• Acting in a coordinated effort to reinforce the 
same message and audience from two sides

• National: Destinations International

• Pushing out the message to local elected officials, 
stakeholders directly through national 
organizations, and residents through national 
press.

• Local: Destination Organizations

• Pushing out the message to local elected officials



The Destination Effect Website

Case Studies

Examples Of The 
Destination 
Organizations 
As Catalysts.

About Us

Explain The 
Purpose Of The 
Website And 
Destinations 
International.

Blog, Podcasts 
& Videos

Regularly 
Updated 
Thoughts And 
Conversations.

Research

Destination 
Promotion 
Research And 
Summaries.

Sector Basics

Definition, 

Suggested Best 

Practices, 

Funding Models 
And Structures.

Individual 
Effect 
Statements

Created By 
Individual 
Destination 
Organizations

Solution
Canvass

How to create a 
local solution to 
specific local 
problems.

Media Section

Storylines, 
Experts 
And 
Speakers





Advocacy Campaign

Key Concepts & 
Messaging

Case Studies & 
Research

Destination 
Organization Best 

Practices

Media Outreach, 
& Storylines

Global, National & 
Local Campaigns

Local 
Communications 

& Grassroots Tools

Library of 
Knowledge

Bring all the assets together and 

develop a unified vehicle with a 
coordinated effort and a 

cohesive message. 



2024: US Conference of Mayors

USCM 92nd Annual Meeting
• Over 200 US Mayors

Joined with Mayors from Mesa AZ, Tampa FL, & Little 
Rock AR.

Shared:

• Community Vitality Wheel.

• Role of brand management, place stewardship, 
infrastructure investment, promotion and Sales.

• Shared a Physical Copy of the Report to all 
attendees.



F i n i s h i n g  2 0 24  +  2 0 2 5



Still to Come in 2024

• 2024 Tourism Lexicon Releases.

• What is a Destination Organization? 
• Destination Organization 101

• 2024 National Resident Sentiment 
Studies.

• First look at brand perception research 
on societal issues.

• More Stories from The Destination 
Effect.



• Attend as a non-member at the 
member rate.

• $500 Savings

• Need to register before 9/24/2024

24ADVOFFER

Advocacy Summit ’24 – Join Us



2025
February 19th

World Destination 
Organization Day



THANK YOU
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