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WHY TOURISM? 

TOURISM IS AMERICA’S #1 SERVICE EXPORT

$1036 BILLION DOLLARS IN THE U.S. IN 2017

8.8 MILLION JOBS 



WHY DEVELOP CULTURAL TOURISM?

ECONOMIC OPPORTUNITY 

➢1.96 MILLION VISITORS TO INDIAN COUNTRY

➢41,000 NEW US JOBS (IN 2016)

SOCIAL BENEFIT 

➢YOUTH AND ELDER ENGAGEMENT 

➢PERPETUATION OF CULTURE 

➢ABILITY TO TELL YOUR OWN STORY 



#1 PLAN - BUT WHY PLAN?

➢SECURE COMMUNITY INPUT ON DIRECTION

➢PLANNING--PROCESS TO RESOLVE LOVE/HATE VIEWS TOWARD TOURISM

➢ALIGNS THE COMMUNITY TO MOVE FORWARD

➢RESOLVES BARRIERS

➢USEFUL FOR GENERATING RESOURCES

➢ASSESSES  HUMAN RESOURCES 



PROCESS FOR PLANNING 

➢Analyze, research and discuss your 

tribe’s:

➢SWOT)

➢Strengths, challenges, 

opportunities, threats

➢Key issues

➢Potential positive gains

➢Potential negative impacts

➢Resources—internal and external



➢TRIBAL GOVERNMENT

➢LOCAL GOVERNMENT

➢TOUR OPERATORS

➢LOCAL BUSINESSES

➢ COMMUNITY RESIDENTS

➢NEIGHBORING COMMUNITIES 

➢ TOURISM OFFICES

➢ TRANSPORTATION- BUSES & TAXI

➢ HOSPITALITY- HOTEL & B&BS

IDENTIFY STAKEHOLDERS 



INVOLVE YOUTH & ELDERS 

➢ELDERS BRING WISDOM AND AUTHENTICITY 

AND INTEGRITY

➢ YOUTH ARE THE MEANS TO PERPETUATION  

OF CULTURAL  

➢PARTICIPATION IN PLANNING PROCESS CAN 

INSPIRE YOUTH TO LEARN TO PART OF 

COMMUNITY

➢PARTICIPATION INSPIRES YOUTH TO COME 

BACK TO THEIR CULTURE 



ASSESSING YOUR 
INVENTORY 
FOR TOURISM 
PLANNING 

➢ SCENIC BEAUTY

➢ HISTORY

➢ ENTERTAINMENT

➢ RECREATION

➢ TRADITIONAL FOODS

➢ LODGING/CAMPING

➢ ARTS & OTHER SHOPPING

➢ MUSEUMS/CULTURAL CENTERS

➢ SPAS AND RESORTS

➢ GAMING



CONTINUE .., 
RESOURCE 
INVENTORY 

➢ VISITOR SERVICES  

➢ TOURS, WELCOME CENTER, HOTEL/MOTELS, 

RESTAURANTS,    GAS STATIONS

➢ RECREATION 

➢ BOATING, BIRD WATCHING, BICYCLING, HUNTING, 

FISHING, CANOEING, HIKING, GOLF

➢ HUMAN RESOURCES

➢ GUIDES, ARTISTS, ENTREPRENEURS, WEB 

DESIGNERS, GRANT WRITERS, EVENT 

ORGANIZERS, CRAFTSPEOPLE, SINGERS, DANCERS, 

FUNDRAISERS, CULTURAL COMMITTEE



GATHER  EXISTING PLANS 
RELATED TO TOURISM 

DEVELOPMENT 

➢ LAND USE

➢ ECONOMIC DEVELOPMENT

➢ MANAGED TOURISM 

➢ MARKETING 

➢ BUSINESS 

➢ CULTURAL CENTER OR MUSEUM

➢ ARCHITECTURAL



CONDUCT A  
RESOURCE 
INVENTORY

➢ NATURAL ATTRACTIONS 

➢ RIVERS, FOREST, SCENERY, 

MOUNTAINS

➢ MADE ATTRACTIONS 

➢ TRAILS, MARINAS, GARDENS

➢ HERITAGE ATTRACTIONS 

➢ MUSEUMS, EXHIBITS, 

MISSIONS, GALLERIES



DEFINE YOUR THEME

WHAT WORKS FOR YOUR TRIBE?

➢ HISTORY? 

➢ ARTS? 

➢ RECREATION?

➢ SCENERY? 



DEFINE 
VISITOR 
STRATEGIES 
TO PREVENT 
NEGATIVE 
IMPACTS

Develop Tourism 
Policy

Establish 
Cultural 

Boundaries 

Control Your 
Visitors  

Define Visitor 
Etiquette

Share 
Information with 
Media Outlets 



#1 DEVELOP TOURISM POLICY

➢WHAT WILL BE ALLOWED

➢WHAT IS NOT ALLOWED

➢ PROTECTING CULTURAL PRIVACY

➢ PREVENTING ENVIRONMENTAL IMPACTS

RESOLVE THE COMMUNITY’S MIXED FEELINGS 

TOWARD TOURISM BY DEVELOPING A POLICY

VISITORS WILL FEEL MORE WELCOME!



#2 DEFINE CULTURAL 
BOUNDARIES

➢ WHAT CAN WE SHARE?

➢ WHAT MUST WE PROTECT?

➢ HOW WILL WE COMMUNICATE?

➢ THE BOUNDARIES TO VISITORS?



#3 CONTAIN YOUR VISITORS

➢STAGED ACTIVITIES

➢POST RESTRICTED AREAS

➢USE CLEAR SIGNAGE

➢FESTIVALS & SCHEDULED EVENTS

➢SET REGULATIONS & COMMUNICATE



➢ WHERE ARE THEY ALLOWED 

OR ENCOURAGED TO GO?

➢ WHAT AREAS ARE 

RESTRICTED?

➢ ARE YOU CLOSED FOR 

CERTAIN ACTIVITIES?

➢ ARE THERE TOPICS YOU 

WILL NOT DISCUSS?

➢ WELCOME THEM IN THE 

ETIQUETTE STATEMENT, 

WHILE EDUCATING THEM 

ON NEEDS FOR CULTURAL 

PRIVACY.

#4 DEFINE VISITOR 
ETIQUETTE

http://images.google.com/imgres?imgurl=http://www.digitalstudio7.com/graphics/product/Do%2520Not%2520Enter.jpg&imgrefurl=http://www.digitalstudio7.com/roadsigns1.html&h=300&w=400&sz=30&hl=en&start=9&usg=__nJchjRl7woRUDGXvoSMkUNUQQtw=&tbnid=hDch6g8A7b1GYM:&tbnh=93&tbnw=124&prev=/images%3Fq%3DDo%2Bnot%2Benter%2Bsign%26gbv%3D2%26hl%3Den%26sa%3DG
http://images.google.com/imgres?imgurl=http://www.espacecafe.net/closed_sign.gif&imgrefurl=http://www.espacecafe.net/tribute.htm&h=287&w=385&sz=63&hl=en&start=8&usg=__I4-XglNTwlAJ38JGsQHp3RnBDN8=&tbnid=cROv41TZLw-kJM:&tbnh=92&tbnw=123&prev=/images%3Fq%3DClosed%2Bsign%26gbv%3D2%26hl%3Den%26sa%3DG


History is not only about what 

happened, it is also about the present, 

yours and ours. We cordially invite you 

to experience Sitka on a Tlingit Cultural 

Tour! Not as an outsider looking in -

but as a participant, with us, in an 

ancient and  ever-changing world.

Welcome to Sheet’ka



WHAT IS MISSING?

• IMPORTANCE OF PROFESSIONALISM

• IMPORTANCE OF GOOD CUSTOMER SERVICE 



IMPORTANCE OF PROFESSIONALISM

• Ensures good performance by all

• Ensures good team spirit

• Keeps employees motivated

• Ensures justice to everyone’s efforts

• Maintains the right amount of communication



PROFESSIONALISM 
TIPS 

Make excellence your goalMake

Get your basics rightGet

Take your job seriouslyTake

Switch off personal problemsSwitch off

Focus on your workFocus on

Be willing to learnBe

Be a team playerBe

Enjoy what you doEnjoy



Are professionalism and good customer service the same or different?

Some good customer service habits to develop include the 

following:

•Follow up on promises
•Treat the customer the way you want to be treated
•Take ownership of the interaction
•Provide alternatives
•Express understanding
•Use positive language



WHAT IS CUSTOMER SERVICE ?



FIRST IMPRESSIONS



FIRST IMPRESSIONS

• THE FIRST 30 SECONDS

• NO SECOND CHANCES

• SOME TIPS TO REMEMBER

• FOCUS ON THE OTHER PERSON’S 

NEEDS

• DEMONSTRATE GOOD LISTENING 

SKILLS

• CHECK YOUR APPEARANCE

• REMEMBER NAMES



ELEMENTS OF COMMUNICATION

• Body language

• Voice tone

• Words

55% of the communication comes from body language, 

38% comes from the voice tone we use

7% of the message comes from the words we say



BODY LANGUAGE   55% COMMUNICATION



VOICE TONE

• Three types:

– Negative

– Neutral

– Positive

• Other voice tone techniques:

– Meet the pace of the consumer

– Gain attention by changing your volume

– Use emphasis and inflection to convey interest and 

concern



WORDS

• Use positive phrasing to show consumers that you care:

– Acknowledging phrases

– Affirming phrases

– Assuring phrases

• Emails if only 7% of your communication is words, how well are you 

communicating?





A dissatisfied customer 

will tell between 9-

15 people about their 

experience. Around 13% 

of dissatisfied 

customers tell more than 

20 people.





CHECK YOUR REVIEWS 

Bad reviews aren’t just an ego hit—
they’re very bad for business. A 
BrightLocal study found that 88% of 
consumers trust online reviews as 
much as recommendations from 
friends, and they have a major 
impact on purchase decisions. In 
other words, online reputation 
management is more important than 
ever.

http://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
https://www.getfeedback.com/blog/online-reputation-management/
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