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KRISTIN DAHL

• Born and raised in Juneau, Alaska; live in Hood River, Oregon

• Started career in tourism as a glacier guide on the Juneau Icefield for a helicopter 
sightseeing company; guided whitewater rivers for a decade

• Masters in Urban + Regional Planning (MURP) from Portland State University 

• Forged a discipline in community-based, sustainable tourism development 
serving rural communities in the Pacific Northwest 

• Led the formation of the Destination Development Department at Travel Oregon 
(2007-2015); VP of Destination Development (2015-2020)

CROSSCURRENT COLLECTIVE



DESTINATIONS
LET’S TALK TERMINOLOGY



WHAT IS A DESTINATION?
Explained

Destination: a place where people want to go
There are no definitive standards to what defines a 
“destination,” other than thinking about how travelers 
from far away might describe your place and what 
motivates them to come.

Destinations are sometimes defined by jurisdictional boundaries (city, 
county, province, state), but not always. In some cases destinations must 
be considered and crafted by looking at the geography of a place and how 
it interconnects, as well as how the communities are networked.
For example: You may run a business in a small town adjacent to a 
National Wild and Scenic River, but that small town might not be the 
destination in and of itself. The destination is more likely the river – so 
you might be operating within a destination more aptly named the “John 
Day River Territory” or “the Rio Grande” – both destinations.

Explanation by Crosscurrent Collective, 2021



A FEW KEY TERMS
Defined

Definitions by Crosscurrent Collective, 2022

You’ll hear me use a few terms that may sound like industry 
jargon.  Here they’re defined using the simplest of 
definitions.  

Destination management is the act of coordinating activities 
across multiple agencies and organizations to manage visitor 
impacts and improve livability. 

Destination development is the act of improving the experience 
within a destination for visitors and residents. 

Destination marketing is the act of raising awareness, attracting 
visitors and building long-term relationships through branding, 
communications, and promotion.

Destination stewardship is the act of protecting ecosystems, 
landscapes and cultures that define a place.  



DESTINATION 
DEVELOPMENT

DESTINATION 
MARKETING

DESTINATION 
STEWARDSHIP

DESTINATION MANAGEMENT

• Community engagement
• Resident communications
• Experience development
• Visitor management 

• Domestic + international
• Earned + paid media
• Visitor communications
• Sales

• Giving back 
• Protecting nature
• Protecting culture
• Investing in innovation

• Leadership provided through a collaboration of diverse organizations
• Responsible for creating and implementing a destination strategy
• Focus is on communication, coordination + collaboration

How the 
terms work 
together. 



A DESTINATION STRATEGY
THE ROAD MAP
Managing for sustainable tourism in a destination is a complex 
activity. A road map is necessary in order to get diverse stakeholders 
to align for impact. A destination strategy is exactly that – a vision 
and a road map that clarifies where a community wants to go, and 
how they’re going to get there. A strategy may contain direction on 
management, development, marketing and stewardship activities. 



OPPORTUNITY
TO GO FROM THIS

Source: Future iQ



OPPORTUNITY
TO THIS

VISION

Source: Future iQ



DESTINATION 
LEADERSHIP 

TEAM

VISIONING + 
SCENARIO PLANNING

WORKSHOP

2 MONTHS

PLAN CREATION + 
ACTION TEAM 
MOBILIZATION

PHASE 1: BUILD 
FOUNDATION
Dec. 2021-Mar. 2022

PHASE 2: ENGAGE COMMUNITY
Mar. – May 2022

PHASE 3: MOVE INTO ACTION
May-July 2022

3.5 MONTHS

DIVERSE 
STEERING COMMITTEE DIVERSE STAKEHOLDERS

KRISTIN + CATHY

DESTINATION SCAN 
+ PREPARATION

ACTION 
TEAM

ACTION 
TEAM

ACTION 
TEAM

CONTENT 
WORKSHOP

1

CONTENT 
WORKSHOP

1

CONTENT 
WORKSHOP 

2

CONTENT 
WORKSHOP 

3

SC + STAKEHOLDERS

2.5 MONTHS Inspired by Oregon Tourism Studio by Travel Oregon

COMMUNITY-CENTERED DESTINATION DEV. PROCESS
SAMPLE PROGRAM TIMELINE



PLAUSIBLE SCENARIO MATRIX
Northeast Washington
2030

Intentional collaboration
Strong focus on building regional 

collaboration and connectivity across the 
region, especially between groups and 

communities. 

Unguided ‘hands-off’ 
growth 

Overall priority is on growing the 
tourism industry value, while 

recreation amenities and products 
are allowed to develop in an 

unrestrained manner. 

Planning to 
Succeed

Northeast
Washington:

Opportunity Lost

“Hold My Beer” Unfulfilled
Expectations

Intentional proactive 
growth focus 

Focus is primarily on tightly 
managing destination impact, 

ensuring tourism is meeting broader 
sustainability metrics and 

community outcomes. 

Visitation management focus 

Ad-hoc collaboration 
The primary focus is on driving local benefit 

and meeting individual community objectives. 
Collaboration is local and ‘ad hoc,’ as needs 

arise.
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THE ‘WHAT’ OF SUSTAINABLE TOURISM
PRINCIPLES IN ACTION



“Tourism that takes full account of its current 
and future economic, social and environmental 
impacts, addressing the needs of visitors, the 
industry, the environment, and host 
communities.”  

- U.N. World Tourism Organization, 2002

Definition of Sustainable Tourism



Our Economy
Sustainable tourism …
• Ensures visitor-spending contributes to the local 

economy directly and through taxes
• Encourages visitors to “buy local” 
• Supports local food systems directly and 

indirectly
• Supports local suppliers directly and indirectly
• Means local businesses in a destination are 

working collaboratively to provide complete 
experiences 

• Enhances local economic prosperity Image source: Kristin Dahl



Our Environment
Sustainable tourism …
• Requires reducing climate impacts 
• Puts a high value on conservation and protection 

of natural assets
• Requires visitor management systems to ensure

protection of natural resources
• Encourages visitors to respect and protect natural 

areas themselves 
• Encourages visitors to ‘give back’ to destinations
• Means businesses adopt green practices -- green 

design, waste reduction, energy efficiencyImage source: Russ Roca



Our Communities, Our Cultures
Sustainable tourism …
• Improves lives / community livability 
• Increases local prosperity
• Improves social justice through diversity, equity 

and inclusion
• Promotes the sharing of values between cultures 
• Creates opportunities for visitors to understand 

and uplift local values
• Celebrates and preserves culture 
• Facilitates learning and sharing of best 

practices Image source: Aaron Marineau



Regenerative Travel
• Considering the “whole” in design
• Creating a vision of a future state
• Following nature’s lead – its patterns
• Tapping into indigenous / local wisdom
• Maximizing benefits to all stakeholders, not just a 

few (residents, visitors, industry)
• Measuring differently – well-being of hosts and

visitors 
• Leaving a place better than we found it
• Evolving our consciousness



WHY IS THIS IMPORTANT NOW?
VISITOR TRENDS



Tourism as a Global Force
2019 by the Numbers

• Tourism direct GDP = $3.5 Trillion

• Tourism contributed 4% to global GDP

• 12 years of sustained growth 

• 1.5 B international tourists arrivals globally

• 330 million people employed around the 
world – that’s 1 in 11 jobs!





Image credit: World Travel Tourism Council

The Great Pause



Tourism as a Global Force
Crushed by the Pandemic in 2020

• Worst year on record for global tourism
• International arrivals dropped by 74%
• Represents a loss of USD 1.3 trillion in 

export revenues
• Put 100-120 million direct tourism jobs at 

risk, mostly small + med-sized enterprises







Photograph: Venezia Autentica/Sebastian Fagarazzi



2020
The Pandemic

Dawn of Time

Outdoor 
Recreation 

Participation 
Rates

Public funding 
for outdoor 
recreation 

infrastructure 
in the US

The $$ Gap



What Can This Look Like?

• Overwhelm at high use destinations 
around the globe
o Particularly iconic locations - “overtourism”

• Visitor infrastructure stressed
• Environmental degradation
• Local values threatened 

Image source: The Oregonian



What Can This Look Like?

• Uneven distribution 
• Quieter rural, off-the-beaten-path locations
• Communities hungry for a slice of the pie
• Poised and ready for growth

Image source: Kristin Dahl



Sustainability as a Baseline

81% of global travelers confirm that 
sustainable travel is important to them, with 
50% saying that recent news about climate 
change has influenced them to make more 
sustainable travel choices.

59% want to leave the places they visit 
better than when they arrived.

Source: Booking.com
Sustainable Travel Report 2022

Image source: Gabe Tiller







Traveler Awareness Is Shifting
Better | Richer | Deeper

• Give back to the destination
• Make positive contributions to natural 

landscapes and communities
• Learn about the local culture
• Connect with others 
• Travel for health and wellness
• Seek personal transformation

Image source: Kristin Dahl



DESTINATION MANAGEMENT STRATEGIES



DESTINATION MANAGEMENT STRATEGIES

CREATE INCLUSIVE COMMUNITY-BASED VISIONS
DIVERSIFY + DEEPEN EXPERIENCES
SHIFT TO REGENERATIVE MINDSET

ENLIGHTEN VISITORS
CREATE MANAGEMENT SYSTEMS

FORM DESTINATION IMPACT NETWORKS



DESTINATION MANAGEMENT STRATEGY #1
CREATE INCLUSIVE COMMUNITY-BASED VISIONS



OPPORTUNITY
TO GO FROM THIS

Source: Future iQ



OPPORTUNITY
TO THIS

VISION

Source: Future iQ







DESTINATION MANAGEMENT STRATEGY #2
DIVERSIFY + DEEPEN EXPERIENCES









Communities on the north coast of Oregon share their culinary delights.



OREGON TIMBER TRAIL
• 670 Miles (51% single track)
• Runs border to border north to south 
• Aspirational trail conceptualized for 

mountain bikers
• Four distinct tiers
• Links 9 gateway rural communities



















DESTINATION MANAGEMENT STRATEGY #3
SHIFT TO REGENERATIVE MINDSET





Build Trails & Shelters
Plant Trees
Remove Noxious Weeds
Distribute Goods



FOSTER STEWARDSHIP & CONNECTION TO NATURE
THROUGH VISITOR EXPERIENCES



NON-PROFIT PARTNERSHIP



IDENTIFY NEED 

LISTEN TO COMMUNITY

ENGAGE WITH KEY STAKEHOLDERS

COLLABORATE TO BUILD PRODUCT



RELATIONSHIP BUILDER



IMPACT MULTIPLIER



DESTINATION MANAGEMENT STRATEGY #4
ENLIGHTEN VISITORS









• Ready, Set, GOrge! is a campaign launched in 
2016 aimed at improving the visitor 
experience in the Columbia River Gorge 
National Scenic Area

• The messaging targets behavior changes to 
aid in alleviating congestion and improving 
public safety

• The program contains a breadth of 
communication assets for partners to 
distribute 

READY, SET, GORGE!

ReadySetGorge.com





DESTINATION MANAGEMENT STRATEGY #5
CREATE MANAGEMENT SYSTEMS



• Great Smokey Mountains (North Carolina) 
• Four loop trail system
• Long-time equestrian use trails 
• Now popular with hikers and mountain 

bikers
• Instituted a system of alternating use 

days for horseback riders and mountain 
bikers

• Have a modernized schedule that allows 
for equal opportunity and prevents user 
conflicts

TSALI RECREATION AREA
Alternating User Groups





• Columbia River Gorge
• Multi-sectoral action team:

• State transportation orgs 
• Regional economic dev org
• Transit providers
• Bike/ped advocates
• State park orgs 

• Identified options for car-free travel
• Developed itineraries
• Promoted options through local, regional 

and state DMOs

DEVELOP CAR-FREE
Transportation Options







TRAILHEAD AMBASSADOR PROGRAM
Columbia River Gorge National Scenic Area



DESTINATION MANAGEMENT STRATEGY #6
FORM DESTINATION IMPACT NETWORKS



CURRENT:
• Oregon South Coast Regional 

Tourism Network

• North Coast Tourism 
Management Network

• Columbia Gorge Tourism 
Alliance

EMERGING:
• Polk County Tourism Alliance

• John Day River Territory 

• Klamath Basin 

DESTINATION
NETWORKS



ECONOMIC DEVELOPMENT 
• Regional + state economic dev orgs
• Chambers 

NGOs | COMMUNITY ORGs
• Watershed enhancements orgs
• Trail collaboratives
• Outdoor rec clubs
• Arts + culture orgs  

EDUCATION
• State extension service
• Community colleges 

TOURISM INDUSTRY
• Business leaders – lodging, restaurants, tour 

operators, guides + outfitters, farmers
• Attractions – museums, art galleries
• DMOs / Chambers 
• Regional DMOs

LAND MANAGERS
• U.S. Forest Service
• U.S. Bureau of Land Management
• State Parks and Recreation Dept.
• State Dept. of Transportation 
• State Dept. of Fish and Wildlife
• Land trusts 

DESTINATION MANAGEMENT NETWOR KS
COMPOSTION





MEET NETWORK
Mediterranean Experience 
of Ecotourism

• Mediterranean
• Network consists of 40 protected areas, 

conservation organizations and the 
tourism experience providers across 10 
countries

• Work together to create high-quality 
ecotourism experiences that minimize 
visitor impacts across the entire region

• Formalized in 2018 
• Project has received over €6M from EU 

programs



OPPORTUNITY
TO THIS

VISION

Source: Future iQ



THANK YOU

Kristin Dahl, Founder/CEO
Crosscurrent Collective
Kristin@CrosscurrentCollective.com
(503) 784-1072

mailto:Kristin@CrosscurrentCollective.com
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