
Tourism Reimagined:
A Community Vision



Today’s Topics
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• A Different Perspective 

• Community Alignment

• Opportunities

− Funding

− Branding

− Engagement

− Workforce

− Talent/Relocation

• Adapting to Transform
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Demands are Different
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The role of tourism is being asked (or forced) to change
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Siloes Are So 2019

Move beyond traditional siloes
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Tourism Promotion Community Econ Development
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A Different Perspective for Going Forward
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Refine and align roles to capitalize on quality of place
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Community Alignment

Reframing how tourism provides value, engagement, and leadership for the entire community
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Grow Value Engage Strategically Lead for Resilience

Understand how the 

destination can add more 

value to its community

Identify and exploit key 

leverage points to 

accelerate impact

Align community to 

capitalize on its quality of 

place
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Building Blocks towards Alignment 
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Five Fundamental Principles

1. Sentiment

2. Relationships

3. Innovation

4. Impact

5. Monitor / Adapt





1. Understand Sentiment
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• Repositioned view of 

tourism

• Advanced input into 

planning efforts

• Opened channel for 

talent recruitment 

• Created unifying brand 

promise

• Established 

relationship resource

• Extended relationship 

beyond athletics

• Shared facility interest

• Advanced faculty & 

facility involvement

• Leveraged diversity 

capital

• Shaped event 

investment policy

• Highlighted product 

development needs

• Repositioned brand 

connection

• Shared interest in 

Board & Committees

• Advanced program 

involvement 

• Opened channel for 

talent recruitment

• Created unifying brand 

promise

• Repositioned view of 

tourism

• Advanced input into 

planning efforts

• Opened channel for 

talent recruitment 

• Created unifying brand 

promise

• Established 

relationship resource



2. Map Relationships
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Future tourism success exists in connecting economic development, community needs, and destination drivers

• Consider the entire 

community context

• Identify levers for 

most impact

• Align relevant goals 

and programming

• Destination recovery

• Attract & retain 

talent

• Expand involvement 

& impact of diversity

• Develop & manage 

branding approach

• Construct & maintain 

quality venues



3. Lead with Innovation

© Clarity of Place, 2021 11



Lead with Innovation
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Create channel for retail

Photo credit Jack Gillum 

“Re-event” a long-standing media relations program



4. Deliver Impact
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5. Monitor then Adapt
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Increase in 
Business Travel

Lodging (by type)

Breweries and Activities

Corporate presence

Retail and Restaurants

Service Provider



Monitor then Adapt
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COLORADO SPRINGS MSA 7%

DENVER MSA 56%

FORT COLLINS 27%

LARIMER COUNTY 3%

WELD COUNTY 1%

Unmarked 5%

CRM Colorado Entries



Opportunities for Alignment
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Funding Branding Engagement Workforce Talent/Relocation

Find operational and program areas that encourage alignment



Alignment Opportunity: Funding
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Pursue funding to expand or alter programming to meet community priorities

Alternative Sources Government Grants

• Tourism Business Improvement Districts

• Corporate Partnerships

• Government Investments

• Economic Development grants



Tourism Improvement Districts 
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Funding



Tourism Improvement Districts 
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Funding



Government Investment

© Clarity of Place, 2021 20

Funding



Alignment Opportunity: Branding
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Reexamining brand positioning is emerging as not just an opportunity, but a need 

Experiences

Emotions

Extensions

Personalize



Reexamine the Brand
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Branding
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Reconnect with community and consumers

“This is the perfect time to launch a new brand,” said Salt Lake County Associate Deputy Mayor Kimberly 

Barnett, “as we really have been forced to rethink the way that we do business and the way that we live life.”



Leverage Experiences

Extending experiential tourism to create community connections with visitor activity
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Branding
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Extend the Brand

Utilizing the brand to address community needs

• Delivering return on investment

• Targeting offseason uses

• Differentiating from others

• Narrowing to focused target markets 
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Branding
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Connect to Emotions

Weaving the authentic and genuine brand promise that captures the appeal and mystique of Fort Collins
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Branding
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Personalize the Brand
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Branding
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Alignment Opportunity: Engagement
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Balancing destination management with marketing is fundamental to strategic direction

Residents VisitorsDemand drivers



Management - Marketing

Interpreting resident sentiment helps determine strategic direction and opportunities
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Engage



Management Investment
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Engage

Transparently investing to improve quality of place



Utilize Sentiment Findings

Direct investment to fill resident needs while driving visitor demand
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Engage
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Different Types of Destination

Connect with demand drivers to support hospitality infrastructure

Hospitality 

Infrastructure (e.g., 

Retail, Restaurant, 

Entertainment) 

enhances the visitor 

experience

Medical campuses 

serve local & visiting 

guests

Corporate activity 

creates overnight 

business transient need 

and visitor spending

Youth and collegiate 

sports create 

weekend business
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Engage
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Alignment Opportunity: Workforce
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Demand for hospitality workforce is altering recovery and operating practices

Convene the Industry HelpManage Expectations



Convene to Understand

Facilitate conversations to prioritize needs and determine possible options
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Opportunity 

Profile
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Workforce



Set Expectations 

Utilize programs and outreach to help guests anticipate service level
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Opportunity 

Profile
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Workforce 



Deliver Help 

Deliver new programming to help address hospitality employee shortage
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Opportunity 

Profile
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Workforce 



Alignment Opportunity: Talent/Relocation
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Remote work & ongoing demand for skilled professions creates destination opportunity

Work Remote
Targeting with 

Programs
Relocation Drivers

Source: DCI Talent Wars Report (Q3 2020)



Forming Location Impressions
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Talent 



Work Remote

Work is not always tethered to a specific location
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Opportunity 

Profile
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Talent 



Work Remote
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Opportunity 

Profile
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Talent 



Relocation Drivers 

Destination attributes are playing a more vital role in relocation decisions
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Opportunity 

Profile
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Talent 

Source: DCI Talent Wars Report (Q3 2020)

Of the top 

attributes job 

seekers consider in 

relocation, one-

third relate to 

destination 

characteristics.



Building on Existing Expertise

Calibrating destination marketing expertise to focus on the individual first, industry second

Recognizing Need Applying Resources Active Programming Individual POV
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Talent 



Shared Talent Targets Community 

Alignment

Priority 

Talent 

Targets
Economic 

Development
Community

Destination

• Community goals

• Economic development/ 

corporate need

• Destination strengths
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Talent 

Identify shared goals and targets for talent/visitor attraction



Targeting Example
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What Talent 

Wants

Aesthetics

Solitary

Unstructured

Familiar

Cautious

Information

Gregarious

Organized

Curious

Confident

General Population
Software Developers

General Population
Software Developers

• The Software Developers Skill PersonaSM exhibits greater negative emotion towards traffic congestion issues. 

• Eating out is popular with this cohort. Our more detailed analysis can provide insights on attitudes to organic food, 

vegan, and fine dining. 

• Also found a higher interest in sports and outdoor recreation.
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Talent 

Winnipeg recognized the need to understand and target Software Developers
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Applying Insights

Potential Uses for Yes Winnipeg
Reposition promotional placement Expand online presence 
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Develop Quality of Place assets 

Talent 



Adapting to Improve Tourism
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Visitor Marketing Group Sales Visitor Experience

Recalibrating destination programs to help support community needs and priorities



Priority Paths

Funding

Branding

Engagement

Regardless of the alignment opportunity, the planning process is similar

Strategic 

Assessment

From the 

perspective of the 

entire community 

system

Opportunity 

Prioritization

Based on the 

destination’s 

assets and overall 

vision

Actionable Plan

Aligned with the 

DMO’s culture 

and mission
Workforce & Talent
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It Starts with a Visit
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…alignment helps 

determine how.

Communities are transformed by travel… 

Graciously shared by 

Maura Gast, FCDME



David Holder

david@clarityofplace.com

315.569.8908

Tina Valdecañas

tina@clarityofplace.com

919.492.4751


