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A Different Perspective
• Founded Better Destinations in 2021 to 

provide expert resources to destinations, 
especially relating to sustainable and 
regenerative tourism and destination 
development.

• Draw upon nearly a decade of experience as 
state tourism director for both Colorado and 
Illinois. 

• Led creation of the Colorado Tourism 
Roadmap in 2017  -- often credited with 
inspiring a national movement toward 
sustainable tourism.

• Serve as a Trustee of the Travel Foundation.
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Port Aransas & Mustang Island TX

Glacier Country 
Tourism

Destination North Myrtle Beach

Town of  Vail

Glacier Country Tourism

Tahoe Regional Planning Authority

Travel Nevada

Destination Missoula

Hawai‘I Tourism Authority Grand County/Moab UT



The pressures are 
mounting.



Overtourism is expected to hit all-time highs 
in 2024. International arrivals are on track to 
exceed all prior recorded levels.

Source: WTO





Places around 
the globe are 
responding.  



In 2024, Venice will charge day-trippers 5 
euros to enter the city on 30 peak tourism days.



Greece is collecting a climate resilience levy of 1 
to 4 euros a night from May to October. Proceeds 
will help pay for recovery from wildfires and 
floods.



Amsterdam’s tourism goals focus on making the 
city more livable for locals and enjoyable for 
travelers.
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In Colorado, up to 90% of lodging taxes 
now can be spent for purposes other 
than tourism promotion.



Japan is creating tourist-
only shuttles and adding 
transit infrastructure to 
address traffic jams in cities 
and on Mt. Fuji. 



A Strategic Road Map
for the NEXT Generation of
Destination Organizations
August 7, 2023



KPI Current Future

Economic impact of tourism 1 1

Overnight visitation 2 3

Stakeholder support and business development 3 10

Room nights generated 4 8

Number of visitors/delegates 5 5

Visitor satisfaction 6 2

Marketing ROI 7 4

Member/partner satisfaction 8 6

Social media metrics 9 13

Community benefits and social impacts 10 9

Leads/referrals to business 11 12

Hotel performance metrics 12 14

Resident sentiment 13 7

Earned media metrics 14 16

Equity, diversity, and inclusion 15 11

Long-term/legacy impacts from events 16 17

Conversion metrics 17 15

Environmental stewardship impacts 18 18

Air service 19 19

Event bid success ratio 20 20

Venue profits 21 21
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OutHorse your email.
MESSAGE FROM ICELANDIC TOURIST BOARD



A shift:
Destinations are moving 
from building tourism to 

building support for tourism.



A Range of Planning Approaches
STEWARDSHIP CAN FACTOR INTO EACH 

18

Destination Master Plan: Identifies 
strategies to attract and serve visitors, 
enhance a destination’s image as a 
dynamic place to visit, and build 
organizational strength.

Destination Development Plan: 
Focuses on enhancing experiences or 
infrastructure to attract visitors, 
generate economic impact, and build 
capacity of organization and partners.

Destination Management Plan: 
Identifies destination-led strategies to 
create quality visitor experiences and 
manage visitor impacts, often in 
partnership with other key stakeholders.

Destination Stewardship Plan: With a 
‘community-first,’ regenerative mindset, 
supports shaping a thriving tourism 
economy that addresses local priorities 
and improves unique assets.



Park City is planning ahead for the 2034 Olympics.
DESTINATION DEVELOPMENT



Vail, Colorado
Destination Stewardship Plan

December 6, 2021

Moab is undertaking a 
Sustainable Tourism, 
Economic 
Diversification, Asset-
Based Community 
Development Strategic 
Plan.

DESTINATION MANAGEMENT



Missoula is pioneering a new philosophy 
of tourism management.

DESTINATION 
STEWARDSHIP



Lake Tahoe is fostering a tourism 
economy that gives back.

DESTINATION 
STEWARDSHIP



Hawai‘i Tourism Authority now pinning its 
future on outcomes of  a Governance Study. 

REGENERATIVE MINDSET

https://www.youtube.com/watch?v=JvR3gh-paEU


In its new Roadmap, Vail embraced 
‘Community-Positive’ Tourism.



What kind of 
destination do you 

want to be?
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 It’s not always about 
generating the highest 
Return on Investment.

Define ’High-Value’ by 
what’s important to your 
destination.

 ‘Drivers of dispersion’
 The low-impact traveler
 Diverse traveler audiences, 

including people of all 
abilities

The High-Value 
Traveler



The ‘Good 
Travel’ Initiative

REINVENTING ITS BUSINESS MODEL

• Focuses on certifying travel 

products instead of travel 

destinations. 

• Targets rising global demand 

for certified sustainable travel 

experiences.



The Good Travel Initiative
FROM FULL PACKAGE TOURS TO CERTIFIED TRAVEL PRODUCTS

• Certified products may include:

• Transportation

• Lodging 

• Restaurants and drinking establishments

• Activities and excursions

• These can be packaged into a trip offering low-impact 
transportation, sustainable dining, eco-friendly lodging, and 
nature-focused activities, promoting more 
responsible/sustainable tourism.

• Green Destinations is seeking partners in the U.S.



The Good Travel Initiative
AN OPEN INVITATION TO EARLY ADOPTERS

• Helps destinations make existing travel products more 
sustainable and make more reliable claims toward their 
customers.

• Creates new sustainable travel opportunities by bringing 
new players and initiatives into the supply chain.

• Develops and links low-impact, low-carbon approaches, 
devices, software, vehicles, etc.

• Brings together suppliers, destinations, strategic 
partners, national tourism boards, online travel agencies 
and others.
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22 25 20

less than
$150K

$150K-$250K $250K+

Importance of a Destination’s 
Commitment to Sustainability in 

Choosing a Place to Visit

Very much Somewhat Not at all
May 2022







Thank you
Questions?



Case Study: 
Visit Lake Tahoe 

Presenter
Carol Chaplin, President & CEO Lake Tahoe Visitors Authority
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“The Lake Tahoe region experienced an 

influx of visitors seeking release from 

pandemic restrictions in outdoor spaces. 

At the same time, a national migration 

from cities to mountain and resort 

communities drove Tahoe property 

values and housing costs well beyond 

levels that most local salaries could 

afford. The force of this phenomenon 

turned housing and labor shortages into 

crises. Traffic congestion, parking 

transgressions, environmental 

impacts and litter on beaches and 

trails, in addition to long lines for 

restaurants and disrespectful 

behaviors, pushed local unhappiness to 

a tipping point.”

Lake Tahoe Stewardship Plan, 

06.19.2023
36



We Have Issues



Moving Toward Destination Stewardship

2018-19

• Basin 
Partners begin 
discussing 
sustainable 
recreation

2020

• Covid-19 
Pandemic and 
recreation 
response 

2021

• Sustainable 
Recreation 
and Tourism 
Workshop 

2021-2023

• Destination 
Stewardship 
Plan Process

2023

• Destination 
Stewardship 
Plan Launch

• Established 
Council 



Additionally, nearly 200 stakeholders on monthly recreation calls including law 

enforcement, private businesses, and community groups. 





Structure and 
Proposed Action 
Teams

Comms and 

Messaging 

Committee

Pillar: Advance A Culture 

of Caring for Tahoe

Peak Demand 

Management Stuart Maas
- Senior Director of Marketing 
& Business Development

Action 

Teams

(5)

Destination Stewardship 

Council 

Pillar: Foster a Tourism 
Economy that Give 
Back 

Economic
Take Care Tahoe / 

Stewardship

Pillar: Improve the 

Tahoe Experience for All

Recreation  

Infrastructure

Executive Committee

DSP Managing 
Director (Nettie)

Waste 

Management

Carol Chaplin 
- Co-chair of Destination Stewardship Council
- CEO & Executive Director of LTVA / TDVA

Stuart Maas
- Senior Director of Marketing 
& Business Development

Ryn Muat
- Communications & 
Community Outreach Manager

Brady 
McIntyre
- Marketing 
& Events 
Manager
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LTVA Strategic Plan
● Align with the Destination Stewardship Plan

● Adaptable

● Resilient

● Incorporate involvement and support of the tourism industry 
and community

● Message must include enjoying Lake Tahoe but taking care
● Attract visitors whose values align with resident and 

destination values

● Traditional focus on volume may shift to consider visitor travel 
spending yield while  monitoring resident perspectives and 
disruption.

● Recognizes  potential impact of the Event Center including 
small tourism-related businesses.
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LTVA Vision
In 10 years, we will be considered to 
be in the top 10% of DMO’s known for 
leading sustainable tourism while 
continuing to fulfill our mission to 
market the Lake Tahoe “South Shore” 
as a unique year-round Destination 
to the global marketplace to 
favorably impact the Lake Tahoe 
“South Shore” Destination economy 
through overnight stays and tourism 
spending.
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LTVA Scenarios
Scenario 1: The Growth Scenario 
Grow the economy to attract more visitors, increasing visitor volume while keeping the mix of 
visitors unchanged.

Scenario # 2: The Higher Yield Scenario 
Focus on driving higher revenues from visitors, potentially at the expense of fewer visitors. 
Targets visitors who yield higher returns for the economy

Scenario #3: The Values-Based Scenario 
Attract visitors based on similar values to residents, potentially reducing conflicts between 
visitors and residents. Designed to create a tourism economy that aligns with the priorities 
and values of the community.
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LTVA Scenarios
Scenario #4: The South Shore Scenario 
Based on input, a fourth scenario was developed: “The South Shore Scenario,” which 
combines the three original scenarios and embraces an emphasis on managing tourism, 
balancing tourism with community needs and protecting the environment.

Below is a forecast for potential revenues and visitor days based on Scenario 4. The scenario forecast 
includes projections for revenue, visitor days (1 visitor for three days equals three visitor Days) and Yield Per 

Visitor and can guide efforts to implement this scenario.
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The Strategy in Action
● Increase the value of tourism while 

benefiting the local communities and 
environment

● Promote the south shore as a unique 
travel destination:  indoor/outdoor 
recreation and a combination of 
lifestyle amenities not expected and 
unavailable to the competitive set.

● Support a culture of innovation and 
creativity

● Develop partnerships and alignments
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Examples of the Vision 
and Strategy in Action:

47
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Lake Tahoe Visitors Authority as a Leader 

● Lake Link Funding

● Take Care Billboards and Committee

● “Rules To Lake By” Consumer 

Messaging

● Ambassador and Park Ranger 

Programs

● Blue Crew Member

● City of SLT Water Bottle Ban

● Tourism Cares Destination Partnership

● Meaningful Travel Map
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Tahoe Blue Event Center
● First Full Operating Year with off-peak & diverse events
● 7 Confirmed Conferences September – November
● Strong Repeat Business
● Tahoe Knight Monsters playing October 2024
● Potential for Major College Sporting Event
● Additional Youth Sports Events
● Projecting Strong Concert Line-Up
● Hitting Our Event Days Capacity
● FY24 (Opening September 1, 2023 – June 30, 2024):

○ 78 Events
○ 129 Event Days
○ $351,176 projected in Public Transportation Revenue

● Annual Economic Impact $60m.
● Assisting with $5 Billion in South Shore Reinvestment 





Thank
You!
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