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Beltast:
Integrated
Tourism
Strategy

2015 - 2020




IRELAND'S ANCIENT EAST

IRELAND’S ANCIE
GREAT STOR

Visitor Experience Development Plan

TALES OF TWO WORLDS




THE END
TOURISM

AS WE KNOW IT

TOWARDS A NEW BEGINNING OF

LOCALHOOD

WONDERFUL COPENHAGEN CONCLUDES
THE END OF THE ERA OF TOURISM, AS
WE KNOW IT.

We pay cur resperts to the tourisss of the pas, the

sure, city and countryside, culture and cyciing,

We bid farewell 1o an e1a of tourism as an salated i
Gustry bubble of cuure and lesure experts.

days of equating tourism marketing
picture perfect advertsirg,

tinn Marketing Organization (DMC)
consumer influen;
exclusiv right to promeee and shape.a destination,

WoNaERFUE

AS WE LEAVE BEHIND THE ERA OF TOURISM,
WE EMBARK ON A NEW BEGINNING,
TOWARDS 2020 AND BEYOND.

g,
3.9% gromth per annum over the ext 10 years.

We wekorne the arrivel of todsys traveller: the tem

shared exgerence based on interests, relstions &
authentiity.

Wein Wanderful Copenhagen refocus an Gur industry
5 60 of socetal impaet and value, ofbig business, of
‘growth and influence on almost every cther indusiry.

We embrace our partrers amorg the establishe in

upt and encourage the ds
which needs ta change.

As an offical Destination Management Ory jan
(MOl cur oficial destination recarmencudons are
s longer s
ers, we nesd
pate a task 1

¢ Rether than promoting to oth
promate through others. We antich

wéll share with mary, in which we
will Lake lead on developing and managing the dest;
ation by enabling others 16 bulkl experienes based
on thet one thirg that sets 1= apart and yet pulls us
tagether: our shared serse of locshon

i, e o v e i by e

With the launch of our 2020 strategy, we set our
course towards a future beyond tourlsm wih
something misch more interesting and personat 2 -
ture of hosts and guests and the shared experience
of localhoud. In 4 time of change and transition, this
strategy sets out an ambtious course, not a defin
sohition.

We will se=k out sclutions in colsboration with our
current and new partoess, working 1o ore
business to the Grester Copenhagen metropoltan
region and generating more valise From the business
atracted. We will enatle more people to engage in
the converzation abaut Copenhagen and develop the

vight stories. Based on

. we will cantins

s and our aglity ta

updated insig =
Yy chalienge our appraach,
adape.

Iocale - both the tempor ary sd the perrnsnent ones.

Mikkel Aars-Hansen
€E0, Wonderfil Copenhagen



THE WORLDS BIGGEST

Holiday in Australia Plan a Business Event
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AUSTRALIA S ) Placesto Go  Thin

Australia
Tourism Australia‘s official account
Dec 16, 2016 - 3 min read

#RestaurantAustralia: How to get involved
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