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‘Sister city’ partnerships help expand 
international outreach for each DMO

An innovative partnership between 
tourism marketers in New York City 
and Cape Town, South Africa, could 
be a model for other destination 
marketing organizations (DMOs).

NYC & Company and Cape Town 
Tourism hope the joint efforts will 
boost tourism between the two 
cities, both of which are capitals of 
culture, cuisine, and design in their 
respective countries.

The agreement evolved out of a 
long-standing dialogue between 
Fred Dixon, the CEO of NYC & 
Company and Enver Duminy, the 
CEO of Cape Town Tourism. 

The two-year alliance includes the 
exchange of marketing and 
advertising assets and the sharing of 
best tourism practices.

Continued on page 3

The USTA Travel 
Economic Impact 

Calculator:

https://travelcalculator.ustravel.org/

The calculator is an interactive tool that 

enables users to simulate the effects of 

changes in spending by travelers in each 

state.

Select a state and then select a change in 

traveler spending. The calculator then 

estimates statewide economic impact.

Note: Example 
shows data for 
New Hampshire
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National Civil Rights Trail launches in January in 14 states

The country’s first national Civil 
Rights Trail will let visitors walk in 
the footsteps of Dr. Martin Luther 
King Jr., Rosa Parks, and a number 
of other social justice heroes. 
Officially launching in January, the 
trail’s 100 stops includes museums, 
schools, churches, and more across 
the U.S.

The launch coincides with the 155th 
anniversary of Abraham Lincoln’s 
January 1, 1863 signing of the 
Emancipation Proclamation, and 
comes only a few months before the 
fiftieth anniversary of the April 4, 
1968, assassination of Dr. King.

The trail extends north to south 
from Wilmington, Delaware, to New 
Orleans, and east to west from 
Topeka, Kansas, to Richmond, 

Virginia. In total, the trail comprises 
destinations in 14 states, as well as 
the District of Columbia, including 
museums, schools, churches, 
courthouses, and other landmarks 
and monuments.

While none of the stops are in New 
Hampshire, it comes at a time when 
plans are being developed for a 
statewide trail.

“Black history in the state remains 

invisible and unheralded,” said 
JerriAnne Boggis, Executive Director 
of the Black Heritage Trail of New 
Hampshire and who hails from 
Milford. “It speaks to the invisibility 
of a culture and the importance that 
it plays. If we don’t recognize a 
culture, then we aren’t recognizing 
what it means to be American.”

Many sites, like D.C.’s Lincoln 
Memorial and National Museum of 
African American History and 
Culture, are well known. Others—
like the Old Courthouse in author 
Harper Lee’s hometown of 
Monroeville, Alabama—may be 
mostly recognizable to locals and 
historians.

Sources: Skift, AP, Conde Nast 
Traveler

Sites are spread from the Midwest 

to the deep South to the Northeast.

Access it here: 

https://civilrightstrail.com/
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Duminy points out that the U.S. is 
Cape Town’s third-largest source 
market (and South Africa’s second-
largest). South Africa is the largest 
African origin market for visitors to 
New York City, accounting for nearly 
30 percent of African visitors to New 
York City.

The main element of the partnership 
is the trading of marketing and 
advertising assets, which will be 
activated in early 2018. In Cape 
Town, New York City advertising will 
be featured through digital and out-
of-home media, and via a solar-
powered mobile visitor info center. 

New Yorkers, meantime, will see 
South Africa ads appearing on bus

stop shelters and LinkNYC kiosks. 
They will highlight the similarities 
between the two cities with taglines 
like “From Midtown to Cape Town” 
or “From Central Park to 
Kirstenbosch” or “From Hot Dogs to 
the Gatsby.” The Gatsby, by the way, 
is a massive submarine sandwich.

Duminy and Chris Heywood, NYC & 
Company’s senior vice president of 
global communications, concur that 
agreements like these are win-wins 
for DMOs. “We don’t have big

advertising budgets,” notes 
Heywood. “So, these partnerships 
allow us to generate interest in a 
creative and cost-effective way.”

That said, Heywood has advice for 
other DMOs that might be intrigued 
by the concept. “These partnerships 
take an extraordinary amount of 
work because each agreement has to 
be customized. It can take years to 
negotiate them.” 

But if a DMO sees an opportunity to 
cultivate opportunities based on 
shared business strategies and goals, 
the payoff is a greater international 
marketing presence, which can drive 
high-yielding international tourism 
visitation.

Source: Skift

Conferences often include local 
attractions in their schedules, but 
many business travelers want more 
and are extending their visits, a 
trend known as “bleisure.”

A recent study by Expedia Media 
Solutions and Luth Research finds 
that the length of stay for a business 
versus bleisure traveler jumps from 
2 nights to 6 nights or longer.

Today, about 43 percent of business 
trips in the U.S. can be classified as 
bleisure, and 70 percent of those 
bleisure travelers travel at least 
every 2 to 3 months.

Business trips from Monday-
Tuesday or Thursday-Friday are 
most likely to be extended to 
bleisure. 

Destination matters too; 66 percent 
of bleisure trips are planned 
because of the destination. Some 
cities may be more attractive to 
extending trips from business to 
leisure than others.

Destination features that may 
encourage bleisure bookings include 
(in order of importance) sightseeing 
locations (85%), beaches (57%), 
weather (52%) and museums or art 
scene (49%).

Cities and hotels can do more to 
position themselves as bleisure
options by coordinating with 
conferences and expos and putting 
together attractive packages.

Source: tnooz

Partnerships should be based on shared strategies and goals

Leisure Spending 

vs. Business Spending
• Direct spending on leisure 

travel by domestic and 

international travelers 

totaled $683.1 billion in 

2016.

• Direct spending on business 

travel by domestic and 

international travelers, 

including expenditures on 

meetings, events and 

incentive programs (ME&I), 

totaled $307.2 billion in 

2016.

Source: USTA

Business travelers likely to extend trips to add ‘bleisure’ options 

“These partnerships 
allow us to generate 
interest in a creative and 
cost-effective way.”


