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Insert new travel reel here 
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Presentation Highlights 
+ What is long-range strategic planning

+ Why is it beneficial 

+ Understand how to ladder up to the MOT plan 

+ Step-by-step process for developing your own 
strategic plan

+ Measure progress toward plan goals 
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Defining an organization’s 
direction and allocating 
its resources to pursue 
that direction.
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Benefits
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Leverage MOT 
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Maine Of Tourism 
+ Where do you sit within the context of the state’s 

plan

+ What is aligned with your own goals

+ Where can you collaborate with the MOT

+ What strategies can you execute against

+ Use the MOT as a resource
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The Process 



Input Development Output 

Establish a Purpose
Gather Information
Organizational & SWOT Analysis
Outreach to Constituents
Leverage Critical Insights 

Plan Development Set Measurable Goals
Measure Progress Annually
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Purpose 
+ Establish a clear purpose for developing the plan

• What do you hope to accomplish

• How will you use the plan

• Who will you collaborate with to execute the 
plan
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Gather Information
+ Based on the past five years of data

• Are you keeping pace with your peer group

• Are you keeping pace with the overall industry 

• What are your overall expectations

• Why/why now 

+ Review other successful similar organizations 

• Strategic plans

• Corporate annual reports 
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+ Gather industry trends and forecasts 

• Travel Associations

• Travel Publications & Bloggers

• Research Companies & Consultants 

• State Universities – Academic papers 

• National, Regional, Local Associations 

Gather Information
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Gather Information
+ Review your competitive set 

• How are they positioned in the marketplace –
what is their USP

• Understand their key messages and visual 
identity

• Assess how are you similar/different



Comm Strategy

Brand Positioning 

Develop The Bahamas nation as a collection of diverse yet easily accessible 
islands that offer a wide range of vacation choices for visitors by exposing 
the messages, people, culture and country to markets that fit demographic 
mix. 

Spend
$1,315,000*
*Trending down from 2016, but Q3 2018 has already reached 2017 total spend.

It’s Better in The Bahamas.
Position the collection of the islands of The Bahamas as the premier 
Caribbean destination. 



Bahamas

Key Messaging • Looking for adventure in The Bahamas? Try diving for sunken Spanish Galleons off Grand Bahama Island. Or set off on a sailing trip 
in The Abacos, the boating capital of the world. Whatever excites you, you'll find it in The Islands Of The Bahamas

• The Islands Of The Bahamas has something for the whole family. Have fun together on one of our many family-friendly beaches, 
including boat trips, snorkeling, and more. Or enjoy beachside pampering while your kids play in the sand. Share The Bahamas 
together and you'll make memories that will last a lifetime.

• We move at our very own pace here. So, it’s only fitting that one of the most relaxing places in the world offers a variety of ways 
to help rejuvenate your mind, body, and soul. You’ll find indoor and outdoor spas offering treatments and wellness activities for 
individuals and couples.

• Imagine a world where you can’t tell where dreams begin and reality ends. This is The Bahamas. And it's like no other place on 
Earth.

Claimed Differentiators • We invite you to explore all of our islands. One step and you’ll realize our beauty extends far beyond our extraordinary natural
wonders. It’s the smiles on the faces of the Bahamian people. The unique sounds of our rich culture. The warm hospitality of our
heritage and our colorful history.

Perceptual Promises • This is The Bahamas. And it's like no other place on Earth.

Messaging
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Gather Information
+ Conduct an organizational analysis 

+ Conduct a SWOT analysis 
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What should you
Keep doing
Stop doing
BEFORE doing something new
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+ What is your organizational culture

+ What resources and processes do you have in 
place

• How operationally savvy is the organization

+ What is your threshold for risk 

+ How do your hiring practices relate back to 
attitude/mindset

Organizational Analysis 
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+ Online survey 

+ Listening sessions, focus groups

+ One-on-one interviews

+ Audiences 

• Employees

• Community leaders

• Industry Partners 

• Legislators 

Constituent Outreach & Input



BVK

• Consumers 

> Are they satisfied

> What else they're looking/asking for

> Would they spend more money on new/different 
experiences/products/services

> Do not try to be all things to all people 

Constituent Outreach & Input
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Leverage Critical Insights 
+ What did you learn from the information gathered

+ What role can/or should your organization play in 
addressing the critical insights 

+ Can be larger than simply sales & marketing, can 
address operational and communications related 
insights 
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Develop Strategies 
+ What strategies will you deploy to address the 

critical insights and meet your stated objectives

• How have other brands/organizations gotten 
your attention

• What do you admire about them

• What got you hooked

• Model/modify

• Beg/borrow/steal 
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+ State the purpose & objectives for writing the plan

+ Recap the process 

+ Outline the state of the industry/trends

+ Identify the critical insights you’ll address in the plan

+ Outline the current state of your organization/business

+ Communicate the strategies of the plan 

+ Identify clear and measurable goals 

+ Set a timeline for measuring progress toward the goals 

Suggested Plan Outline 
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Goal Setting 
+ Set realistic goals

• Are new metrics needed?

• What sources will you use/need to measure 
these goals?

• For existing metrics, what has been your 
average success rate over similar time periods?

• How much can you realistically move the 
needle?
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Execute the plan 
+ Reference for annual plan development – tactics in 

your annual plan should ladder up to strategies 
outlined in the long range plan

+ Refer to the plan often, particularly when you are 
making resource decisions
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Checklist 

Purpose/objective
Data points from last five years 
Competitive audit 
Trends 
Industry feedback 
Consumer feedback 
SWOT 
Organizational Analysis 
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Questions 


