
A word to 
Destination Marketing Organizations



The best destinations are driven by private-sector  
experiences, not public-sector amenities: 
lakes, trails, beaches, rivers, historic downtowns, and scenic vistas.

400 wineries in Napa Valley Nashville: Country music shows, studios, concerts Orlando’s 170 attractions

49 music venues in Branson, Missouri River rafting Boulder Drop on the Skykomish River in Index, Washington The Stephanie Inn on the beach in Cannon Beach, Oregon

The Amish of Lancaster, Pennsylvania Fishing guide services in IdahoSleigh rides in Missoula, Montana



Marketing will bring people to you just once. 

Your product 
is the ONLY thing that will bring them back.

You MUST promote the businesses that make you a destination.



INSPIRATION

PLANNING

BOOKINGEXPERIENCE

EXPOSURE

Friends & family 
Media (print | television) 
Advertising 
Internet 
TripAdvisor

Friends & family 

Internet | Peer reviews 

Guide books 

TripAdvisor

Internet Phone | E-mail 

On-site TripAdvisor

Social Media 
Word of mouth Reviews

Internet | P
eer re
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ws 

Curb appeal 

Local re
ferrals

Specialize. 
Find your niche and promote it like crazy!

PRIORITY

1









miravalresorts.com





- Higher in Google rankings and search results 
- Less competition 
- A broader audience will find you 
- Because you specialize, consumers will travel further for you 
- It’s cheaper and easier to reach your specialized market

Results

Tell your target market once, 
twice and then again

PRIORITY

2



Repetition gets results. 
Repetition gets results.  

Repetition gets results. 

“The Rule of 7”



Spend your marketing dollars the right way

PRIORITY

3



Digital 
Advertising 
Public relations 
Printed materials 
Trade shows

40% 
20% 
15% 
20% 
  5% 

Attractions, guides, tours & part-day activities

Traditional

Priority

7 out of 10 visitors pick up a brochure during their trip 
42% plan to purchase something as a result of picking up a brochure

Printed brochures are still important

Source: 2012 survey, Center for Marketing Technology - Bentley University, Waltham, MA



Before trip: 
57% - Internet 
48% - Friend 
32% - brochure 
25% - maps or guides 
15% - mobile app 
8% - billboard

Impact on travel making decisions

Source: 2012 survey, Center for Marketing Technology - Bentley University, Waltham, MA

During trip: 
81% - Brochure 
70% - Internet 
66% - friend 
63% - maps or guides 
34% - mobile app 
31% - billboard

Digital 
Advertising 
Public relations 
Printed materials 
Trade shows 

45% 
10% 
30% 
10% 
  5% 

Full-day & multi-day activities

Priority

Priority



Digital 
Advertising 
Public relations 
Printed materials 
Trade shows 

60% 
25% 
10% 
  5% 
  0% 

Lodging (non-roadside inn properties)

Priority
Specialty publications

Digital 
Advertising 
Public relations 
Printed materials 
Billboards 

60% 
10% 
  5% 
  5% 
20% 

Lodging (roadside inn properties)

Priority

Priority



267,000,000
Estimated number of Americans who regularly use the Internet

Website (content, updates)  
SEO, Pay Per Click marketing 
E-newsletter (monthly or semi-monthly) 
Hosting, domain name(s) 
TripAdvisor & other online partnerships 
Analytics 
Widgets and new technologies 
Social media (Instagram, Facebook…) 
Airbnb, VRBO, other booking sites

Digital includes



90% of your sales will come from digital sources: 
- Word of mouth (social media, blogs)  
- Top 10 lists (publicity) 
- Keyword searches “river rafting British Columbia” 
- ———————————————————— 
- Publicity: television, magazine articles, radio 
- Brochures 
- Advertising 
- Peer reviews (closes the sale)

FACT

Priority



TIP

1
Advertising should drive people to your website. 

Your website MUST be good enough to close the sale.

TIP

2
Encourage people to share their experiences. 

Help them take photos. Offer wi-fi for posting them.



bit.ly/2qqdGt7







Sell the experience - then who you are

PRIORITY

4



TIP

1
Yellow pulls the eye













Develop effective print ads & brochures

PRIORITY

5

CascadeRaft.com

WHITEWATERadventure

                                 CascadeRaft.com                                                                               208.793.2221   |    800.292.7238

on the Payette River

Whitewater
Adventures

It’s time to put some 
awesome back in your life!

For the full menu of 
awesome options visit us at

CascadeRaft.com

On the beautiful Payette River in Idaho



Amenities 
Ratings (smiles) 
Difficulty 
Elevation gain | loss 
Average hiking time 
Distance (or range) 
Trailhead location 
Optimal time to hike 
Experience



The Destination Assessment



The Destination Assessment
A thorough review of all your marketing efforts 
- Website(s) 
- Social media channels 
- E-newsletters 
- CRM programs 
- Online advertising 
- Printed brochures and guides 
- Photography & videography 
- Packaging 
- Sales & marketing 
On-site assessment: 
- Customer service and sales (personnel) 
- On-site amenities, facilities, services 
- Curb appeal 
- Primary and secondary activities and experiences 
- Booking experience and followup 
- The overall guest experience 
- Post experience followup 
- Operational hours, seasonality, cost comparison, value 
Deliverables 
- Assessment Findings & Suggestions Report 
- Follow-up teleconference

For info: 
jordan@RogerBrooksTeam.com



Lodging

Fact
The top 15% in quality: 

85% of the leisure travel business.



1. In-room furnishings 
2. The bed(s) 
3. Technology (Internet) 
4. Food & related 
5. On-site amenities 
6. Customer service*

The list

Customer service* 

People bring visitors back.  
Not the other five items on the list.

One more thing



Domaine Madeleine

Category 

Location 

Notes

B&B

Port Angeles, Washington

Masterfully marketed 
Markets “enhancements,” even bedding 
Nearly doubled the occupancy in two years

Stephen Fofanoff 
Innkeeper at the Domaine Madeleine 

Board Member Port Angeles (WA) Regional Chamber of Commerce
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Freshwater Bay County Park
101 W to 112 W. Continue to
Freshwater Bay Rd, turn right,
go to the end (30 min.) and park.

Spruce Railroad Trail
101 W to 112 W. Continue to
Joyce-Piedmont Rd. and
turn left. Becomes E Beach Rd.
park at trailhead. (45 min.)
Hike anywhere from 1 mile to
entire trail. (8 mi. round trip)

Olympic National Park Highlights: Individual Adventures

©2015 Art & Soul Hospitality

Obstruction Point Trails
101 W to N Race St. Turn left at sign:
Olympic National Park-Hurricane Ridge
to Hurricane Ridge Visitor Center (45 min.)
To trailhead (narrow road, dropoffs, 45 min.)

Olympic Hot Springs & Elwha Trails
101 W to Olympic Hot Springs Rd,
left at sign: Olympic National
Park - Elwha Valley to end (1 hr.)
Park and hike from Appleton Pass
Trailhead to Hot Springs (2.4 mi.)
and Elwha Loop Trails

Madison Falls
101 W to Olympic Hot Springs Rd,
left at sign: Olympic National Park
Elwha Valley to Madison Creek Falls
Trail. (30 min.) Hike to Falls (5 min.)

Olympic Game Farm
Old Olympic Hwy E
to Kitchen-Dick Rd.
left to Ward Rd, right
to 1423 Ward Rd.
(15 min.) Allow at least
            1 hr. to drive thru.

Ediz Hook
101 W becomes E Front St.
becomes Marine Dr., onto
Ediz Hook (30 min.)

Dungeness Spit & Lighthouse
Left on Old Olympic Hwy to
Kitchen-Dick Rd, turn left, to
Voice of America Rd, turn left
to Parking. (15 min.) Start
right after high tide and hike
Dungeness Spit to Lighthouse
(11 mi. round trip)

Spruce
Railroad

Trail

Freshwater Bay
County Park

Madison
Falls

Olympic
Game
Farm

Olympic
Hot Springs 

                         Elwha
             Loop

Trails
Appleton

Pass Trailhead

Dungeness
Spit

Ediz
Hook

Obstruction
Point

Ozette
Triangle
Parking

Ozette Triangle
101 W to 113 N to 112 W to Hoko-Ozette Rd,
left to Parking (2 hrs. 30 min.)
Hike 3.3 mi. to Cape Alava, 3 mi.
to Sand Point, 3 mi. back.

All directions and times are based on starting from the Inn.
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Total driving time - approx. 3 hours.
Total distance hiking - approx 2 miles.
Total day - approx. 6 hours plus dinner.

Olympic National Park Highlights: Northern Central Peninsula
Hurricane Ridge:
From the Inn
101 W to N Race St.
Turn left at sign:
Olympic National Park
Hurricane Ridge.
Continue all the way to
Hurricane Ridge
Visitor Center. (45 min.)

Lake Crescent Lodge:   
for dinner or head back  

to Port Angeles restaurants.

Marymere Falls:
   101 back to sign: Storm King Ranger Station
         Lake Crescent Lodge
           (30 min.) Park at Lodge
               and hike to Falls
                  (½ mi. 1 way) 

La Poel Picnic Area:
Continue on 101 W
along Lake Crescent to
La Poel Picnic Area
(30 min.) Enjoy lunch.
Continue on 101 W.

Salmon Cascades & Ancient Groves:
To Sol Duc Hot Springs Rd, left at sign:
Olympic National Park - Sol Duc Valley
Hot Springs Resort to Salmon Cascades
overlook (late Sep. - early Nov.)
(15 min.) & Ancient Groves.
Hike loop trail (½ mi.) 

©2015 Art & Soul Hospitality

Country Aire Natural Foods:
Return to 101 W (Front St.) turn left.
Go to N Oak St., left to Country Aire
Natural Foods (40 mins.) Park behind
store. Pick up lunch to go. Then right on
W 1st St. Right on Hwy 101 (Lincoln St.)

START









Takeaways and what to do

TIP

1
Get into the long game. 

Invest your time now, reap the rewards down the road.



TIP

2
Invest in professional photography!



TIP

3
Visuals sell! 

The local experiences, the setting, the rooms, the amenities, 
the extras (that we can pay for)





Invest in content, not the delivery system. 

Look at WordPress

Your website







TIP

4
Make sure your website is mobile friendly. 

If not, Google will drop you down in the search listings



TIP

5
Tell me why I should come to your area FIRST, 

and THEN “we’re the place to stay”

TIP

6
The more helpful you are, the greater the loyalty to you. 

Help them “plan” their time in your area. 
Details, details, details.



TIP

7
Include ancillary income opportunities!



TIP

8
Take control! 

Google Maps • Yelp • TripAdvisor • Bing • Analytics











TIP

9
Update your website monthly! 

New photos, a blog (things to do locally) 
New accolades from guests



TIP

10
Cater to a younger audience: 

Carefully choose your wording “Super fast Internet” other terms 
“you choose your in-room toiletries, amenities”

TIP

11
Offer incentives if they book directly: 

Keyless entry, fastest wi-fi speeds, other amenities, 
low price guarantee.





Customize the experience to them

1. Pillow preferences 
2. Food choices 
3. Shampoos, soaps, lotions 
4. Hangers (how many would you like? Slacks/dresses?) 
5. Comforters 
6. Fan in room? White noise 
7. Upper floor, lower floor? 
8. Any physical ailments, so we can make your stay easier?

Note

TripAdvisor is used, by many, to validate  
that they are making the right decision



TIP

11
Sign up for Google Analytics (it’s free)



TIP

12
Reach out to blogs and travel writers occasionally 







TIP

13
Join the Association of Independent Hospitality Professionals 

(AIHP)



Lessons learned

Since 2014: In a highly seasonal destination annual occupancy 
went from 31% to 57%!  

The age of guests has dropped dramatically (by about 30 years) 

25% increase in per room night profitability. 

Average daily rate: $178 to $272 

Increased loyalty and return customers. They do the selling!

Activities, tour operators, guides



O.A.R.S.

Category 

Location 

Notes

Guided expeditions

Angels Camp, California

Started as a summer hobby 
Conservation through experience 
Have grown to more than 300 staff  
Work around the world



Lessons learned

This is the age of “economic gardening” - assisting small 
businesses like this. 

Conservation can “develop” new champions 

The experience (people, equipment, amenities, activities) are 
everything. Absolutely EVERYTHING.



TIP

1
Always show people having a great time. 

Nothing sells like broad smiles! 
NOTHING!

TIP

2
No more than 100 words per website page



TIP

3
Leave no questions unanswered.

The last words to ever use in your marketing: 
“Call for more information”

Never, ever, ever



TIP

4
Always evoke emotion

TIP

5
Don’t let them leave your site!



“Book your stay” or “Reserve your spot” 
or “Book your experience” 
are all key to your success.

Always!







Attractions







When you take charge, this will be 
chock full of good information, 
including a direct link to your website!



www.DestinationDevelopment.com

For access to the video library visit 
RogerBrooksLibrary.com

Here’s to effectively marketing your business or attraction 
without breaking the bank!

Wednesday July 19th 
8:30 Pacific 
9:30 Mountain 
10:30 Central 
11:30 Eastern 
12:30 Atlantic


