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$20 Million market
cap (bankrupt in 2013)
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$14 Billion market cap
(in many new businesses)
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“There's no formula. If there was a formula, a
lot of companies would have bought their
ability to innovate.”

So how do
you do it?

" .y Destination
“) Marketing




Driving DMO Innovation
. | 1. Create outstanding
“ experiences
& Build New Business
N ~Models

3. Disrupt Yourself

Three Key Questions:

1. What “business” are we in?
2. What do our “customers” really want?

3. How can we (creatively) add the most
value?
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LIST AN EXPERIENCE

INTRODUCING THE NEW VAYABLE IPHONE APP

Download now in the App Store!

FIND A NEW EXPERIENCE

Discover and book unique experiences offered by local insiders.

Top Destinations: Parts | Hew York [ Lon

A historian, guide, and
friend all rolled into
one. You won't find this in
guidebook or a traditional toar
servier.

Always the highlight of
our trip, Put Vayable on
your “Must do” list

CALLIE M ICONSULTANT)

San Franeiseo, California

SCOUT FOR STREET ART

with Russell H.

o VIROVERIED 36 REVIEWS

Stroet art |s sometimes regarded as vandalism and wban blight. But in
San Francisco it's considensd part of life's rich tapestry, a reflaction of
the Bay Area's colorful hstory, radical politios and diverse population,
Ever since Diego Rivera picked up a paintbrush to create his first SF
mural in 1930, the city's sidewalk artists have viewed walls as oversized

canvases, and in recent years the artworks have spread beyond their

MAKE A RESERVATION

$37

pet person

for 3 howns
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Vagabte
\

RUSSELL H.

« VIDEO VERIFIED

Q Sen Francisto, CA USA
¥ Enghen
22 ¢
2 2 enpe

CONTACTY ME

REVIEW ME

SERVICES

| Offer Experiences

LIST AN EXPERIENGE LOGIN SIGNUP m

v Cutire

Hey there, I've been wandering the streets of San Francisco and staring at the walls,
poles, fences, and sidewalks, since 1997, The City’s urban landscapes can be filled with

graffiti, murals, stickers, stencils, and other creative styles,
I have been documenting, writing about, and making stenals since 1995,

In 2008, 1 wrote the book “"Stencil Nation: Graffiti, Community, and Art.” It has over
500 photos, 400 artists, from 28 countries. 1 also have a website (since 2002) with
almost 20,000 photographs of street art documented. [ have exhibited art shows as well

as written essays for art books.

Go here for more info: www.stencilarchive.org e S
he7 Ambossacor pr :. per person
el for 3 hours
Sm e ATansacn make your
o aDeONCoR eira spwaN
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Travel Customer Experience

Inspire & Book &
Research Prepare Visit

o Upcte rawsl profie
o DO ey

<> UV . Avite
eXO .

NS RAILCZUROPE . ] .

tripadvisor United = f ‘ & shutterfly- i
continals) EX edlaAlges [i '

Tivifer americs yarTiott e
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Once you lose
purpose, you
lose relevance.

What business are you in?

« Destination marketing?
« Destination management?
« Tourism?

« Conventions?

» Ensuring successful meetings?
» Delivering local experiences?

« Creating cultural experiences?
- Economic development?

- Community building?

- Enhancing quality of life?

« Something else?

14



Driving DMO Innovation

1. Create outstanding
experiences

&1 2. Build New Business
-~ Models

3. Disrupt Yourself

Business models answer two key
questions:

1. How do we “make money”?

2. How do we differentiate ourselves? (e.g.,
what's our “brand” & how do we shape it?)
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Traveling at the Speed of Hertz" | e
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Holiday Inn

fsﬁep Customer Experience

Inspire & Book & Go & m

Research Prepare Visit Re-Live

- L)
fcarion cV°
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What else can you do?

» Build or broker services across the
experience?

evenue share (w/startups like Vayable)?
"= Create your own “MyDisneyExperience”?
- 'License “the brand”?
+ Sell customer data to service providers?
+ Fix the VAT complexity (for int’l travel)
=" Drive win-win airbnb business model (to

-

&= -get a piece of the action via taxes)?
~« More taxes?

Driving DMO Innovation

1. Create outstanding
experiences

_ 2. Build New Business
~ Models

3. Disrupt Yourself
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COMPETITIVE
INTELLIGENCE

ADVANTAGE

SEENA SHARP

------------

RAeries seiiaiiaceeel reiin
How to Anticipote Business Surprises ond
Seize Opy unities First
»
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0 Surprise
Project Manageme
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Uncover Pain Points (of your stakeholders)

INTUIT.
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Don’t do it yourself (engage community)

® ¢

@)

Create “experimentation time”

W Atlassian

X, ° |

Envelope
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Measure What Matters

15

Heads in beds?
Local economy?
Property values?
Homelessness?

Resident happiness?
Local culture?
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Thank You!

- ;3' :

Leapfrogging

Soren Kaplan, Ph.D.

Managing Principal
InnovationPoint
www.innovation-point.com
skaplan@innovation-point.com

Download slides: www.leapfrogging.com/dmai
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