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Professional Experience

27 years of sales & marketing experience in 
travel & tourism:
8 years with Arizona Office of Tourism: 

Deputy Director (Marketing)
Director of Travel Industry Marketing 
International Marketing Manager

$7.5m annual marketing budget

http://azot.com/


Professional Experience

Advertising/Marketing services agencies 
specializing in travel & tourism



Professional Experience

Tourism Marketing Consultant
Sedona Chamber of Commerce 
Fountain Hills Chamber of Commerce
Puerto Peñasco CVB
Grupo Vidanta (resorts, real estate, airport)



Importance of Tourism to Prescott

NAU 2009 Study
$295 million in total economic impact
$23 million in taxes
3693 direct jobs / 4,761 induced



Latest Numbers:

Monthly Percent Change
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Latest Numbers



Structure of New Department

Tourism
Film Office/ED
Public Affairs
Special Events



Branding (Identity) Challenge

Multiple Identities
World’s Oldest Rodeo
Everybody’s Hometown
Mile High City
Arizona’s Christmas City
Where History Lives On!

Result: Fractured brand identity, 
No clear positioning against competition



Destination Branding

Basic questions to be answered during the 
branding process:
What do we want to be known for?
How can we stand out from the competition 
(positioning?)
What emotions are associated with our 
name?



Destination Branding

“In the 21st century cities will increasingly 
compete on the value that they provide in 
terms of their physical, service and 
experiential offer, their heritage, their 
ambitions, and their character. In short: they 
will compete on their brand and will develop 
in line with it.”

Malcolm Allan, “placebrands”



Destination Branding

What it is not:
Logo
Tagline
Theme for advertising

What it is:
Communicating and delivering a value 
proposition / promise



Our Challenge

Strong occupancy on summer weekends
Low occupancy mid-week and shoulder 
seasons
Creative packaging of tourism assets 

Sell the destination & the experience
Increase length of stay & spending
Address potentially negative perceptions



Solutions

Destination Branding
Direct Marketing / Direct Response
Websites
Social Media
Direct Sales
Greater cooperation between stakeholder 
groups
Identify & develop additional destination 
drivers







Seasonal advertising targeting Phoenix/Scottsdale 
residents & visitors



Focusing on 
Festivals and 
Events to drive 
shoulder season 
visitation:



Website

Rebranded existing (PACT) website
Increased Content
Images/Video showing people & action
Packages
Media Resources
Redesign website after branding process



Websites

City of Prescott website 
www.cityofprescott.net

8,000 - 12,000 unique visitors per week
City of Prescott Office of Tourism website 
www.visit-prescott.com

2,000-3,000 unique visitors per week
Total: 10,00 to 15,000 visitors per week!

http://www.cityofprescott.net/
http://www.visit-prescott.com/


Direct Sales

Groups (corporate retreats, small groups, 
team building, etc.)
Tour Operators: domestic & international

National Tour Association (NTA):  Nov. 2010
Go West Summit: February 2011
International Pow Wow:  May 2011





Media Outreach

Arizona Media Marketplace:  Oct. 28, Phoenix
Meetings with 30-40 travel writers

Media Resources on Website
Media Inquiries:  

AOT
Direct
Referrals





Tourism Advisory Council

Representation from:
Lodging (PALA)
Dining (PAI)
Arts (PAAHC)
Downtown (PDP)
Chamber of Commerce
Museums

Total:  7



Contact:

Don Prince
Director of Tourism
City of Prescott
201 S. Cortez St.
Prescott, AZ  86303
(928) 777-1221
Don.Prince@prescott-az.gov
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