
Tourism=Economic 
Development

How to align DMO expertise to a 
community need



• DMO mandates v2020.2

• Why destination relevance is 
even more critical

• A different perspective of 
community alignment

• Learning from High Point

Session Goals
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Accelerated Evolution

The pandemic accelerated some external vulnerabilities and added others
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Rethink the Destination Structure



Destination Ecosystem
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Grow
Understand how the destination can 
add more value to its community

Engage Strategically
Identify and exploit key leverage points 
to accelerate impact

Lead for Relevance
Align community to capitalize on its 
quality of place and ensure long-term 
sustainability

Moving beyond the tourism Vertical



Visitor Economy Impact
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Applying                 
visitor audience 

marketing expertise             
to talent

It starts with a visit…..

Graciously shared by 
Maura Gast, FCDME



Finding Opportunity 
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Two-way relationship
• Community-shared value

• Leverage non-traditional 
assets to increase visitor 
activity



Destination Alignment

Economic development Destination Management Destination 
Alignment

Destination 
Competitiveness

Destination                                 
Master

Plan

Targeted
Talent

Attraction
Support

Recovery
Planning

Community
Alignment
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Marketing to Individuals
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Reapplying Tools

10

Create channel for retail

Photo credit Jack Gillum 

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



Finding Synergies Community 
Alignment
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Conversion

Talent Mission

Corporate-focused Individual-focused

Live Here



Connecting Unusual Suspects
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Leveraging 
SKILLS and 
EXPERTISE
to ALIGN
with 
Community 
NEEDS
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Adapting to an Evolving Destination
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Reframing VHP’s Role

Grow Value Engage Strategically Lead for Relevance

Understand how VHP’s 
skills and expertise can 
value to the community 

beyond the tourism 
vertical

Identify and exploit key 
leverage points in the 

High Point community to 
increase visitation and 
drive visitor spending

Steward the city’s brand, 
character and destination 

product to strengthen 
quality of place and 

economic vitality
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Grow Value
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Engage Strategically
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Lead for Relevance



Getting Started
How to bring ideas and initiatives to life



Finding Your DMO’s Role
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• DMOs are uniquely positioned to be 
difference makers.

• DMOs can extract value/activity 
from activity outside the tourism 
vertical

• Identify areas of mutual 
focus/concern



Melody Burnett
mburnett@visithighpoint.com 

336.884.5255

Tina Valdecañas
tina@clarityofplace.com

919.492.4751

Thank you
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