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ol nformati on

In the field of community development,
iInformation 0

U Improves decision -making
U Suggests trends
U Facilitates innovation

U Benchmarks outcomes



Communities as Tourism Destinations

U My focus here: assisting Tribal
Communities to undertake sustainable
development through tourism.

U There is a strong body of knowledge on
which to build.

UThe George Washington Un
International Institute of Tourism Studies
actively facilitates sustainable tourism
development.



Sustainable Community Development

Communities must have a strategy that
answers three questions 0

1. Where are we now?
2.Where do we want to be in3 -5 years?

3. How do we get there?



Framework for Destination Strategy

Figure 9 A framework for destination strategy development
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Possible Tribal Community Tourism Objectives

. Promoting sustainable development

. Creating products for specific visitor market
segments

. Gaining and maintaining competitiveness
. Enhancing the visitor experience

. Preserving local resources



Possible Tribal Community Tourism Objectives

. Promoting sustainable development

. Creating products for specific visitor market
segments

. Gaining and maintaining competitiveness
. Enhancing the visitor experience

. Preserving local resources

The above should contribute to one goal:
Improving the quality of life of Community
residents



Improving the Quality of Life of Tribal
Communities

Tourism can do this through the

Economic Impact Chain
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How Can the Tribal Community Take
Advantage of this Chain?

. By understanding where it is now (Situation

Assessment)

. By drafting a Destination Development Strategy to

optimize economic contributions of tourism

. By implementing that Strategy

. By monitoring progress and making adjustments



11

All of this is going to take RESEARCH!

RESEARCH is the process of gathering objective
INFORMATION about the world around us.

RESEARCH is messy, expensive and difficult to do
well.

Why bother with RESEARCH?
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Why bother with RESEARCH?

Sound Information Reduces Risk!



Framework for Destination Strategy

Figure 9 A framework for destination strategy development
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First Step = The Situation Assessment

Begin by measuring Supply and Demand

A Tourism Supply Inventory enumerates o

Natural attractions

Cultural attractions

Historic and heritage attractions
Recreational activities

Arts and crafts enterprises
Accommodation facilities
Foodservice

Transportation infrastructure

C: . CaaGiNGacIRG:. (- C: .
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First Step = The Situation Assessment

A Tourism Supply Inventory elaborates o

Location

Capacity

Quality

Market segments attracted
Environmental fragility

Socio -cultural concerns

(GRS e e e -

Employees



First Step = The Situation Assessment

A Tourism Supply Inventory facilitates o

SWOT analysis

Competitive analysis

Sustainability assessment
Partnering opportunities
Recognizing new market segments

|ldentifying investment opportunities

(GRS e e e - e e

Human resource planning
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The Tourism Supply Inventory . . .

Must be conducted at the Tribal Community
level, with the participation of all major
stakeholders

U Visitors
U Suppliers
U Tribal government

U Residents



Framework for Destination Strategy

Figure 9 A framework for destination strategy development
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First Step = The Situation Assessment

A Tourism Demand analysis enumerates o

Number of visitors
Length of stay
Purpose of trip
Purpose of visit

Visitor party size

G-E e - e e -

Daily expenditures
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First Step = The Situation Assessment

A Tourism Demand analysis elaborates o

Month of visit

Days of week

Origin of visitors

Visitor demographic characteristics
Activity participation

(i - e A e e

Visitor satisfaction
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First Step = The Situation Assessment

A Tourism Demand analysis facilitates o

Monitoring volume increases and declines
Tracking market share

Assessing marketing efforts
Understanding enterprise performance

Visitor expenditure estimation

G-E e - e e -

Direct economic impact estimation



Guidance for Community Supply and Demand Analysis



