
Community Shared Values
Our lessons in al ignment and tact ics



Andreas Weissenborn
Research & Advocacy



Destinations International
Together with our members and partners, Destinations 
International represents a powerful forward-thinking, 
collaborative association; exchanging bold ideas, 
connecting innovative people, and elevating tourism to its 
highest potential.

Destinations International Foundation
The Destinations International Foundation is a nonprofit 
organization dedicated to empowering destination marketers 
globally by providing education, research, advocacy and 
leadership development.



The Current Landscape



Tight Government Budgets

For years projections for most 
governments show that the rate 
of growth of most expected 
revenues are growing at a pace 
below the rate of growth of 
projected government expenses. 
As part of this, there is a growing 
trend by those who seek to divert 
destination organization funding 
to start by undermining the 
credibility of a destination 
organization.



Fiduciary Failures Within Our Industry

Destination organizations spend 
other people’s money, promoting 
other people’s property by 
articulating, protecting and 
promoting an abstract idea - a 
brand, that is owned collectively 
by all the people of a destination. 
Each one of these carry a 
fiduciary responsibility that must 
be acknowledged and fulfilled.
Can you pass a program audit?



The Lack of Community Relevance

Destination organizations are too 
often finding their relevance in a 
community is weak or non-
existent. There seems to be a 
disconnect between the 
destination organization and the 
community it claims to serve. 
This means that there is no 
ownership of the destination 
organization or a narrative about 
the shared value it represents 
within the community. 



Our Arguments No Longer Resonate

The civic and political ground on 
which we stand has shifted. We 
talk to the public, to elected 
officials and to the media about 
industry performance 
measurements and return on 
investment that are often not 
understood or not believed. 
The logic of our arguments no 
longer seems to matter. 



Our Starting Point



Every community must compete with every other 
community for their share of the world’s attention, 
customers, and investment.  To compete, people 
need to be aware of a community, have a positive 
impression, and want to visit to experience the 
community and meet its people.

This is achieved through clearly developing, 
articulating and managing the community’s 
brand. Efforts must be made to promote, market, 
sell, and engage potential visitors.  And all of this 
must be reinforced again and again.  Destination 
organizations are uniquely positioned to do this.

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.

The Cornerstone



Becoming a Community Shared Value



The four questions we need to answer?



What is the Community Need?
In today’s globalized, networked world, every community must compete 
with every other for its share of the world’s visibility—its share of attention 
and respect. Every community must compete for its share of the world’s 
tourists, their share of consumers and their share of the available talent. 
Every community must compete for their share of the world’s businesses 

and their share of the available capital and investments. Those 
communities who fail to compete will lose ground. They will be left 

behind.



What are the Solutions? 
The community needs infrastructure, public space, transportation, 

capacity and residents. But that alone is not enough. For a community to 
compete, people need to be made aware of that destination, they 

need to hear about it, and they need to be able to find it when 
searching. People must have a clear and positive image of the 

destination’s brand. This will create a desire for people to visit the 
destination, to experience the people for themselves and ultimately, 

share their experience with others.



Why are we the Solution?
Destination organizations bring strategies to achieve awareness and positive 

impressions; brand development, management and communication; 
promotion, marketing, sales, and visitor engagement. Destination organizations 

are the experts. They have the tools, knowledge and relationships to provide 
the solution. And most of all, they have something that no outside person will 
bring to the table, they have the love of their community to see it through. 

But this also means that destination organizations have a bigger mission. It 
means that the mission is not to put “heads in beds.” Measuring hotel 

occupancy is a good measurement, but not the mission. Every visitor is 
important. Every impression is important. Everything that allows a community to 

compete is important.



Who are we Helping?
Destination promotion is for the benefit and wellbeing of every person in a 
community. It is an essential investment to develop opportunities and build 

quality of life to benefit the people of a destination. What is our industry always 
pointing to? How many jobs are created, how much local spending is 
generated, how much local tax revenue is generated, and how much 

economic activity is generated.

So, who is helped by this? 

Who is our customer? It is the residents of the community. 

A destination organization’s customer is its residents. Our families, our friends, 
our neighbors. Our community.



Where does that get us?



Our Definit ion & Mission

We are a community asset responsible for 
programs promoting our community as an 
attractive travel destination and 
enhancing its public image as a dynamic 
place to live and work. 

Through the knowledge of the destination, 
brand management, promotional 
programs and the resulting impacts of visits 
by people, we strengthen the community’s 
economic position and vitality which 
provides opportunity for all the people in 
the destination.

Communities with destination organizations 
successfully compete on the global stage 
for their share of the world’s attention, 
customers, talent and investment. 



You Bring Everyone to the Table



Community-Benefit Funding Model

The Usual Suspects:
Lodging, Restaurant,
Taxi/Livery, Auto Leasing
Attractions, Venues

Public Sector/Government:
National
State/Province
Local

Partnerships & Alliances:
Events, Royalties, Co-Ops, 

Services, Sponsorship, 
Membership

The Unusual Suspects:
Employers, Property 

Owners/Managers/Sellers
Airports, Hospitals

Colleges & Universities

Source: Destinations International Foundation 2020

The Usual 
Suspects

Public 
Sector

The Unusual 
Suspects

Partnerships 
& Alliances



How do we start?

Wi th  how we ta lk  about  ourse lves



Who is our customer? It  i s  the residents of the 
community. 

A dest ination organization’s customer is  i ts  res idents.  
Our famil ies,  our f r iends, our neighbors.  Our 

community.

We need to  learn  to  in te ract  w i th  res idents  and the i r  e lected 
o f f ic ia l s  regu lar ly  and o f ten  speaking the i r  language



Our Tourism Lexicon



S t a r t  w i t h  a  d a t a s e t  o f  p u b l i c  
s t a t e m e n t s  e l e c t e d  o f f i c i a l s  
m a k e w h e n  t a l k i n g p o s i t i v e l y  
a b o u t  e x p a n d e d  g o o d s  a n d  
s e r v i c e s  a t l o c a l ,  s t a t e ,  a n d  
f e d e r a l  l e v e l s .

2M+ statements from social media, 
newsletters, press releases.

• Eliminate articles and 
conjunctions; 
eliminate numbers, 
people, places, 
names, “shop talk.”

• Left with “unique” 
lexicon specific to 
expanded goods.



TimeLine

2019 2020 Pandemic 2020



2021



Beyond Common Goods

Civic Social Equity Pandemic



1. Health

2. Community

3. Public

4. New

5. Service

6. Work or Working

7. Help

8. One

9. Need

10.People

11.Business

12.Time

13. Information

14.Today

15.Support

16.Provide

17.Make

18.Plan

19.Care

20.Local

•Fair or Fairness
•Available or Availability

•Visit
•Collective

•Include or Inclusive

(+4)

(+1)

(+4)

(+6)

(+7)

(0)

(+10)

(New)
(0)

(-8)

(-3)

(-8)

(+2)

(New)
(+6)

(+7)

(New)
(New)

(+1)

(+7)



How and where to use it



Where to Begin

1. Train People
• Internal
• Board of Directors

2. Strategic Statements
• Mission
• Vision
• About us

3. Delivered Content
• Social Media
• Newsletters
• Press Release



Where to take it

1. Public Facing Documents
• Business Plan
• Strategic Plan
• Annual Report

2. Verbal Communications
• Press/Media Interviews
• Legislative Testimony
• Stakeholder speaking



Connect to our Values Roadmap



Passion Awareness Transparency

Inclusiveness Engagement Collaboration

Innovation Stewardship Relevance



Community Benefit 
Funding Model

If they value you, 
they will fund you

2021 Tourism Lexicon

USA

Community Shared 
Values Roadmap

Workbook
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