Lecture 7 (lecture 6 in notes)

Blackstone River Valley:

-natural heritage place

Organization of DMO:

-works closely with public and private partnerships

Stakeholders:

-local and regional media 

-local and federal state, etc.

why excellent:

-Partnership and collaboration (both local and federal level)

-charity groups

-tour operators

-intregity of place

-ensure maximum limitation of carrying capacity

-green policy such as double side recycled paper

KwaZulu-Natal Durban: South Africa

-Get powerpoint post online.

Valencia, Spain:

-Protocol destination management-organizing corporate and special events

Tourismo Valencia Convention Bureau

-Valencia tourist card- free transportation while you are in the city, store discounts, museums, 

-partnerships, not for profit, 

Start of Prof’s Lecture:

Best practice:

-partnerships on a regional and national level of government.

-case studies of some of the things they are doing to be successful

-joint marketing

-environmental initiatives

-social initiatives and local empowerment

-research & education

-monitoring and continual improvement

-ability to reinvent itself, contingency plan

-branding, imaging

-utilises all its resources/ unique attributes to use

-diversity

-structure (certain people responsible for certain things)

-proactivity ( are looking at future trends, and doing their research)

-know their market (trying to diversify to maintain comp. Edge)

-all have good websites, information tech. (such an imp. Medium)

-all stakeholders involved from process to final product

What makes a good DMO?

get chart
-stakeholders, customers ( should we make changes so they receive more quality), industry side- are we doing the appropriate research to market ourselves properly.

-not only all little group , but need to talk to tourists, other private businesses, as many people as possible outside your particular org. Must be important
How can we tell if our DMO is working well? Indication:

1. Economic Performance 

-total visitor expenditures (secondary data)

-ratio of travel/tourism employee comparensation to overall employee compensation (secondary data)

-ease of starting a tourism related business (expert opinion)

-travel and tourism GDP/ overall GDP (secondary data)

Indicator 2: Sustainability

-Preservation of natural capital (expert opinion)

-maintenance of ecological integrity (expert opinion)

-Resident access to tourism infrastructure (resident survey)

-Level of political support in facilitating tourism efforts (expert opinion)

-Taxes generated from tourism expenditures (secondary data)

-Visitor perception of destination having reached its tourism carrying capacity (visitor survey)

Indicator 3: Visitor satisfaction

-perceived richness of destion culture and history (visitor survey)

-satisfaction with overall destiatnion quality of service (visitor survey)

-level of repeat visitation (secondary data)

-perception of resident hospitality (visitor survey)

-QUALITY OF THE DESTINATION EXPERINCE (visitor suvery)

Indicator 4: Management action

-satisfaction with destination management (DM) action in dealing with competitive pressures (expert opinion)

-satisfaction with destination materials to help with trip planning (visitor survey)

-number of quality special events (secondary data)

-Average visa fees per visitors (secondary data)

next class – advantages and disadvantages of different geographical areas

-divide ourselves into major presentation groups

-test

-assigning another in class presentation to do individually

MUST BRING TEXTBOOK WITH ME!

