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OVERALL GOALS

The City of Denison’s Tourism 
Five Year Strategic Plan provides
guidance and direction for 2021-2026
program efforts and funds aimed to
increase tourism related to spending
within the City of Denison and
defines measurements of success.

OBJECTIVES
Increase total tourism
related revenue
Increase total number of
room nights/length of stay
Increase destination
awareness

OVERVIEW

The City of Denison also recognizes that what is attractive to
tourists can also be beneficial to residents, thus providing a quality

of life and business development component to the strategy.



F O R M A T I O N  O F  T H E
S T R A T E G I C  P L A N

This is the first strategic plan for the City of Denison’s
Convention and Visitors Bureau Advisory Board since it was
established by City Council in January 2019. With the
completion of branding and marketing materials, the Board
identified the opportunity to evaluate the outcomes of the
program’s inaugural year and develop the next steps towards
creating a robust tourism destination. 

The planning process began with the review of the previous
year’s initiatives, challenges, and goals along with a new
discovery and collaboration session facilitated by Bob Phillips.
Six Focus Areas, Partnership, Tourism Product Development, A
Shared Vision, Group Experiences, Money, and Marketing, were
identified as areas of critical growth in order for the City to
continue to expand into a year-round tourism destination.

T H E  S T E P S  O F  C R E A T I N G  T H E  S T R A T E G I C  P L A N

Evaluated the last program year, Denison’s Visitor Profile,
and regional/national travel trends
Reviewed long-term strategic plans from leading-edge
Destination Marketing Organizations (DMOs)
Identified the Focus Areas

Outlined the top priorities for each focus area
Defined the Focus Areas

 Key stakeholders and beneficiaries
Created goals for each Focus Area

Identified actions that would drive success



V i s i t o r  P r o f i l e  S t u d y

The highest frequency of visitors come from drive
markets (2-3 hours)
Outside of Texas, visitors from Oklahoma,
Arkansas, Missouri, Illinois, and Florida are among
the highest travel markets to visit Denison
Emerging markets are Louisiana, Missouri,
Arkansas, Illinois, and Iowa

A u d i e n c e  R e p o r t
Audience types remained fairly unchanged YoY
with the most popular audiences being Casual
Diner, Bargain Hunter, Fast Foodie, Pet Owner, and
Business Travelers

O r i g i n  M a r k e t

D e m o g r a p h i c  C h a r a c t e r i s t i c s
Overall, the home demographic characteristics of
visitors to Denison tend to be white, were less than
18 years of age, and have some college education
The age brackets that experienced significant
average increases year over year were among those
<18, and 35-44
There was a significant decrease in those that are
55-64, and 65+ years old year over year
On average, there was an increase in Asian, African
American, and Hispanic populations
There was an average annual decrease in Whites
There was an increase in those with a bachelor's
degree and those with a higher degree of education
There was a decrease in visitors with a high school
education, and with those who have some college
education/ 2 years
The household income of visitors to Denison made
typically within $30k-$74k annually
Home demographics of visitors to Denison saw a
median annual household income and median
home value increase on average, year over year



Important new tourism trends to
watch and engage in

T O U R I S M  T R E N D S

Solo Travel1.

Leisure travel used to be a family affair or something that
couples undertook together. While that is still the case for
many, more and more people are choosing to strike out on their
own. Enjoying a solo trip is no longer so unusual and tourist
trends increasingly reflect this.

2. Eco Travel

Eco travel includes incorporating eco-friendly elements into
travel plans, such as purchasing credits to offset carbon credits
when booking a flight or the option to rent an electric instead of
a conventional vehicle. More sophisticated examples might
include tourism with a volunteer element, perhaps working on a
nature reserve or engaging in conservation work.



3. Local Experience

Today’s tourists don’t want to be insulated from the places they
visit inside a cultural bubble. They want to engage with and
participate in the local culture. From enjoying local cuisine to
celebrating regional festivals and holidays, local experiences are
set to become some of the top tourist trends to watch.

4. Personalization

Today’s consumers expect experiences that closely match their
personal preferences, from destinations to accommodation and
the kinds of activities they’ll engage in. The more closely an
experience can be tailored to a client’s desires and expectations,
the more likely they are to return and to use the same service
again.



G E N E R A T I O N A L  
T R A V E L  T R E N D S

Experience
74%

Things
26%

N o w h e r e  i s  t h i s  s h i f t  i n  p r i o r i t i e s  m o r e  i m m e d i a t e l y  e v i d e n t  t h a n  i n  t r a v e l ,  a t  i t s
h e a r t  a n  i n d u s t r y  i n h e r e n t l y  b a s e d  o n  e x p e r i e n c e s .  B a b y  B o o m e r s  a r e  e n t e r i n g  a  s t a g e
w h e r e  “ l e s s  i s  m o r e , ”  w h i l e  y o u n g e r  g e n e r a t i o n s ,  p a r t i c u l a r l y  M i l l e n n i a l s ,  a r e
l e a d i n g  t h e  c h a r g e  i n  p l a c i n g  a  n e w f o u n d  v a l u e  o n  e x p e r i e n c e s ,
m o r e  t h a n  t h i n g s .  W h e n  i t  c o m e s  t o  w h e r e  A m e r i c a n s  a r e  s p e n d i n g  t h e i r  m o n e y ,
t r a v e l  i s  a  t o p  p r i o r i t y ,  p a r t i c u l a r l y  a m o n g  M i l l e n n i a l s .  I n  f a c t ,  T h e  n a t i o n a l  s t u d y
f o u n d  t h a t  5 7 %  o f  A m e r i c a n s  a r e  c u r r e n t l y  s a v i n g  m o n e y  s p e c i f i c a l l y  f o r  t r a v e l .  B u t ,
t h i s  i s  e v e n  h i g h e r  f o r  M i l l e n n i a l s ,  w h e r e  6 5 %  o f  w h i c h  w h o  s a y  t h e y  a r e  c u r r e n t l y
s a v i n g  f o r  t r a v e l .

74% of Americans
value experiences over
products/things.

A G E  &  I N C O M E  I N F L U E N C E  T R A V E L  P R I O R I T I E S

LESS
THAN 49K

50K-74K 75K+

CONNECTION TRAVEL TRADITIONAL TRAVEL RELAXATION TRAVEL
SPENDING TIME WITH

LOVED ONES
SITE SEEING, TOURISM,

ETC
UNWIND, DE STRESS,

SLEEP IN, ETC

T h e  n a t i o n a l  s t u d y  f o u n d  G e n  Z  t r a v e l e r s  v a l u e  a d v e n t u r e  e x p e r i e n c e s  s u c h  a s
e x p l o r i n g  a n d  t r y i n g  n e w  t h i n g s  m o r e  t h a n  a n y t h i n g  e l s e .  O n  t h e  o t h e r  h a n d ,  B a b y
B o o m e r s  s e e  t r a d i t i o n a l  t r a v e l  e x p e r i e n c e s  s u c h  a s  s i g h t s e e i n g  o r  t o u r i n g  a s  t h e
m o s t  i m p o r t a n t .  M i l l e n n i a l s  a n d  G e n  X  d e s i r e  r e l a x a t i o n ,  s u c h  a s  t h e  b e a c h  o r  s p a
t i m e ,  m o r e  t h a n  a n y t h i n g  e l s e .  A g e  i s  n o t  t h e  o n l y  f a c t o r  i n f l u e n c i n g  t h e  n a t u r e  o f
t r a v e l .  I n c o m e  b r a c k e t s  a l s o  c o m e  i n t o  t h e  m i x .  L o w e r  i n c o m e  t r a v e l e r s  p r i o r i t i z e
s p e n d i n g  t i m e  w i t h  l o v e d  o n e s  t h e  m o s t ,  w h i l e  m i d d l e  i n c o m e  t r a v e l e r s  p l a c e  a
p r i o r i t y  o n  s i g h t s e e i n g  o r  t o u r i s m .  H i g h e r  i n c o m e  t r a v e l e r s  j u s t  w a n t  t o  r e l a x .

t h e  n a t i o n a l  s t u d y  f o u n d  t h a t  t h e  l o n g  w e e k e n d  i s  t h e  m o s t  p r e f e r r e d  l e n g t h  o f  t i m e  f o r  a  l e i s u r e  t r i p
f o r  M i l l e n n i a l s ,  G e n  Z ,  a n d  G e n  X .  B a b y  B o o m e r s  a r e  m u c h  m o r e  l i k e l y  t o  t r a v e l  f o r  a  w e e k  o r  e v e n
l o n g e r .  T h e y  a r e  a l s o  m o r e  l i k e l y  t o  b o o k  t r i p s  f u r t h e r  i n  a d v a n c e ,  o f t e n  m o n t h s  p r i o r  t o  d e p a r t u r e ,
w h i l e  G e n  Z  i s  a p t  t o  b o o k  l e s s  t h a n  3 0  d a y s  o u t ,  o f t e n  w i t h i n  j u s t  a  w e e k  o r  t w o  o f  t r a v e l .



F O C U S  A R E A S
Partnerships

Tourism Product Development
A Shared Vision

Group Experiences
Money

Marketing



P A R T N E R S H I P S
D E V E L O P  P U B L I C / P R I V A T E  S E C T O R  P A R T N E R S H I P S  
B A S E D  O N  T R U S T

A C T I O N  I T E M S :

M a k e  a  l i s t  o f  c u r r e n t  a n d  p o t e n t i a l  p a r t n e r s
B u i l d  o n  c u r r e n t  r e l a t i o n s h i p s
C r e a t e  p a r t n e r s h i p s  w i t h  o t h e r  T e x o m a  c i t i e s  t o  c r e a t e
r e g i o n a l  m a r k e t i n g  p l a n

R a i l r o a d  M u s e u m
B u i l d  a  v o l u n t e e r  b a s e
C o n t i n u e d  p r e s e n c e  i n  t h e  K a t y  D e p o t

C o m m u n i c a t i o n
C o m m u n i c a t e  t h e  s t r a t e g i c  p l a n  g o a l s  w i t h  l i s t e d
p a r t n e r s
S h o w  h o w  t h e  p a r t n e r s h i p  w i l l  b e  m u t u a l l y  b e n e f i c i a l
B e  a  r e s o u r c e  f o r  p a r t n e r s
M a i n t a i n  c o m m u n i c a t i o n

C r e a t e  a  s t a k e h o l d e r  c o m m i t t e e  t h a t  m e e t s  q u a r t e r l y

1 .
a .
b .

2 .
a .
b .

3 .
a .

b .
c .
d .

4 .



T O U R I S M  P R O D U C T
D E V E L O P M E N T
I D E N T I F Y  T O U R I S M  P R O D U C T  N E E D S  A N D  C O M M U N I C A T E
T H O S E  T O  P A R T N E R S  F O R  R E C R U I T M E N T  A N D  D E V E L O P M E N T .

A C T I O N  I T E M S :

D e v e l o p  l i s t  o f  t o u r i s m  a s s e t s  ( p r i m a r y  a n d  s e c o n d a r y )
C r e a t e  l i s t  o f  r e s t a u r a n t s ,  b a r s ,  a n d  v e n u e s
C h o o s e  3  c i t i e s / d o w n t o w n s  w i t h  c l i m a t e  t h a t  w e  w o u l d  l i k e
a n d  i n t e r v i e w  o f f i c i a l s  a b o u t  h o w  t h e y  a c c o m p l i s h e d  t h i s
C r e a t e  f o c u s  g r o u p s  t h a t  h e l p  i n  i d e n t i f y i n g  n e e d s

C o m m u n i c a t e  t h o s e  n e e d s  t o  o u r  p a r t n e r s
S u p p o r t  c r e a t i o n  o f  t h e  V i s i t o r s  C e n t e r

1 .
2 .
3 .

4 .
a .

5 .



A  S H A R E D  V I S I O N
E D U C A T E ,  E N G A G E ,  A N D  A C T I V A T E  T H E  C O M M U N I T Y  O N  T H E
I M P O R T A N C E  O F  T O U R I S M

A C T I O N  I T E M S :
S t o r y  T e l l i n g

I n t e g r a t e  t o u r i s m  s t o r y  w i t h  t h e  v i s i o n  &  m i s s i o n  o f  t h e
c i t y  e s p e c i a l l y  a s  i t  r e l a t e s  t o  q u a l i t y  o f  l i f e
P a r t n e r  w i t h  M a i n  S t r e e t ,  T h e  C h a m b e r  o f  C o m m e r c e ,  P a r k s
&  R e c ,  a n d  C o m m u n i t y  E n g a g e m e n t  t o  d e v e l o p  a  c o h e s i v e
s t o r y
C r e a t e  a d d i t i o n a l  w a y s  t o  t e l l  t h e  s t o r y  u s i n g  l o c a l  m e d i a

E n g a g e m e n t  w i t h  C o m m u n i t y
H o l d  v i r t u a l  m e e t i n g s  o r  Q & A  s e s s i o n s  w i t h  c o m m u n i t y
m e m b e r s  t o  e d u c a t e  a n d  l e a r n  o f  a n y  p o s s i b l e  c o n c e r n s
P u b l i c  r e l a t i o n s  c a m p a i g n  a b o u t  p r o g r a m s  a n d  v a l u e s

C o m m i t  H o t e l  O c c u p a n c y  T a x  f u n d s  a n d  p u r s u e  a  C e r t i f i e d
L o c a l  G o v e r n m e n t  m a t c h  f r o m  t h e  s t a t e  t o  c o m m i s s i o n  a n
u p d a t e d  l i s t  o f  c o m m e r c i a l  b u i l d i n g s  c o n t r i b u t i n g  t o  t h e
D o w n t o w n  H i s t o r i c  D i s t r i c t
I d e n t i f y  r o l e s ,  r e s p o n s i b i l i t i e s ,  a n d  s o c i a l  m e d i a  r o l e s  f o r  a l l
t o u r i s m  r e l a t e d  o r g a n i z a t i o n s

1 .
a .

b .

c .
2 .

a .

b .
3 .

4 .



G R O U P  E X P E R I E N C E S
I N C R E A S E  O V E R N I G H T  G R O U P  B U S I N E S S

A C T I O N  I T E M S :

P a r t n e r s h i p s
C o n t i n u e  t o  w o r k  w i t h  P a r k s  a n d  R e c r e a t i o n  t o  p r o m o t e
t o u r n a m e n t s
S t r a t e g i z e  w i t h  M a i n  S t r e e t ,  t h e  D e n i s o n  A r t s  C o u n c i l ,
a n d  t h e  C h a m b e r  o f  C o m m e r c e  t o  m a r k e t  a n d  p a c k a g e
t h e i r  e v e n t s  i n t o  o v e r n i g h t  s t a y s

C r e a t e  p a c k a g e s  a n d  m e s s a g i n g  t h a t  c r e a t e s  t r a n s i t i o n s
b e t w e e n  m u l t i p l e  p r o f i t  c e n t e r s
H a v e  a n  a s s e s s m e n t  d o n e  f o r  p o t e n t i a l  o f  t h e  a r e a  f o r  o t h e r
e v e n t s  a n d  o p p o r t u n i t i e s
C a t e g o r i z e  t o u r i s m  o p p o r t u n i t i e s  b a s e d  o n  a  v a r i e t y  o f
c i r c u m s t a n c e s  ( i . e .  C O V I D - 1 9 ,  c o n v e n t i o n s ,  w e e k e n d  t r a v e l )

1 .
a .

b .

2 .

3 .

4 .



M O N E Y
M A I N T A I N  A N D  M A X I M I Z E  F I N A N C I A L  R E S O U R C E S

A C T I O N  I T E M S :

G r a n t s
D e s i g n a t e  a  B o a r d  r e p r e s e n t a t i v e  t o  p a r t i c i p a t e  i n  a
g r a n t  f u n d i n g  w o r k s h o p  o r  o t h e r  c r e a t i v e  f u n d i n g
t r a i n i n g s  r e l a t e d  t o  t o u r i s m
L o o k  a t  g r a n t - e l i g i b l e  p r o j e c t s ,  i n f r a s t r u c t u r e ,  a n d
a c t i v i t i e s  a n d  m a t c h  w i t h  p o t e n t i a l  f u n d i n g  s o u r c e s

F i n d  p a r t n e r s  t o  s h a r e  a d v e r t i s i n g  c o s t s  w i t h  t o u r i s m
 S e t  u p  n o n - p r o f i t  c o r p o r a t i o n  t o  r e c e i v e  f u n d i n g
 I d e n t i f y  h o w  t o  g r o w  C V B  b u d g e t  t h r o u g h  i n c r e a s e d
o c c u p a n c y
 C r e a t e  a n n u a l  r e p o r t  t o  s h a r e  w i t h  s t a k e h o l d e r s  a n d
r e s i d e n t s

1 .
a .

b .

2 .
3 .
4 .

5 .



M A R K E T I N G
S T R A T E G I Z E  A N D  M A N A G E  S T O R Y  T E L L I N G  E F F O R T S  
A N D  P L A T F O R M S

A C T I O N  I T E M S :
S t o r y  T e l l i n g

P a r t n e r  w i t h  M a i n  S t r e e t  a n d  C o m m u n i t y  E n g a g e m e n t  t o
c r e a t e  a  c o n s i s t e n t  s t o r y
C r e a t e  a  w e b s i t e  t h a t  i n c l u d e s  P a r k s  a n d  R e c r e a t i o n  a n d
M a i n  S t r e e t  t o  h e l p  s h a r e  t h e  s t o r y
C r e a t e  a  v i s i t o r  e x p e r i e n c e  c e n t e r  t h a t  t e l l s  o u r  s t o r y  b y
p u l l i n g  i n  o u r  m u s e u m s  a n d  a t t r a c t i o n s
R e l a t e  t h e  t o u r i s m  s t o r y  w i t h  t h e  V i s i o n  a n d  M i s s i o n  o f
t h e  C i t y  e s p e c i a l l y  a s  i t  r e l a t e s  t o  q u a l i t y  o f  l i f e
I d e n t i f y  t o u r i s m  a s s e t s  a n d  a s s i s t  w i t h  d e v e l o p i n g
s t o r i e s  f o r  e a c h

 F o c u s  o n  w h a t  m a k e s  D e n i s o n  u n i q u e  a n d  c a p i t a l i z e  o n  i t
 A d v o c a t e  f o r  a  p a r t - t i m e  p o s i t i o n  w i t h i n  t h e  M a r k e t i n g  a n d
t o u r i s m  D i v i s i o n
 C o n t i n u e  t o  b e  i n t e n t i o n a l  i n  d i v e r s i t y

R e s e a r c h  p l a c e s  w i t h  h i g h  d i v e r s i t y  a p p e a l
 D e t e r m i n e  h o w  t o  i n c o r p o r a t e  P r e s i d e n t  E i s e n h o w e r ' s  s t o r y
i n t o  d e s t i n a t i o n  p l a n s
G e t  f a m i l i a r  w i t h  D e n i s o n  c u s t o m e r s  a n d  r e s i d e n t s

 D e t e r m i n e  h o w  b e s t  t o  c o n n e c t  w i t h  t h e m

1 .
a .

b .

c .

d .

e .

2 .
3 .

4 .
a .

5 .

6 .
a .


