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Introduction
During May-July of 2009, a group of consultants representing The George Washington
University, Pontificia Universidad Católica Madre y Maestra, Universidad Dominicana
Organización & Método (O & M), Universidad Autónoma de Santo Domingo and Universidad
Tecnológica de Santiago worked with the Puerto Plata Tourism and Cultural Cluster (the
Cluster) in conjunction with the United States Agency for International Development’s (USAID)
Global Sustainable Tourism Alliance (GSTA).
The GSTA is a partnership of leading organizations in the sustainable tourism field
working together with USAID Missions to apply a holistic and market-driven approach to
sustainable tourism development. This alliance enables its members (including leading tourism
development institutions, conservation organizations, the private sector, and USAID) to
combine resources, expertise and reach in exciting and innovative ways. The GSTA has been
managing the Dominican Sustainable Tourism Alliance (DSTA) since early 2008 to increase
sustainable tourism and integrate local economies with mass tourism in the Dominican
Republic.
The Cluster has been working with USAID through the DSTA to develop the region of
Puerto Plata into a competitive and sustainable tourism destination that highlights the region’s
culture, history, gastronomy, art, folklore and customs.. This development aims to reactivate
the Puerto Plata region economically and generate needed employment and commercial
opportunities. In order to assist in reaching this goal, the team of consultants identified three
tasks: (1) Develop a strong destination brand through tourism marketing and an implementation
plan for the official tourism and cultural website; (2) Strengthen the Cluster’s services and tools
in order to provide members with centralized access to local industry resources; and (3)
Develop a preliminary plan for new tourism products and experiences around Puerto Plata to
encourage tourist participation in activities outside of the all-inclusive resorts. These three tasks
are addressed through the creation of an official Visitor Website, Visitor Information and
Interpretation Center and a trail experience on la Loma Isabel de Torres.
Based on preliminary research and extensive discussions with stakeholders the
consultant team identified realistic opportunities to enhance local sustainable tourism within the
region. The present report focuses on providing an overall framework of the consultancy. Four
additional reports include specific steps that can be taken in pursuit of the three activities
outlined previously. These improvements will help the Cluster reach its ultimate goal of
supporting economic development, poverty reduction and community/environmental resource
conservation.
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Consulting Team
The consulting team was comprised of 16 consultants from The George Washington
University, Washington, D.C. and nine consultants representing four universities in the
Dominican Republic including: Pontificia Universidad Católica Madre y Maestra, Universidad
Dominicana O & M, Universidad Autónoma de Santo Domingo and Universidad Tecnológica
de Santiago.
The consultants’ backgrounds are diverse including: business administration, civil
engineering, environmental policy and science, hospitality management, international
development, public administration, public policy, sustainable destination management and
tourism.
The team was under the guidance of Dr. Don Hawkins, Dr. Kristin Lamoureux,
Professor Juan Luna-Kelser and Professor Maria Luisa Vazquez.

The George Washington University School of Business
Master of Tourism Administration, Sustainable Destination Management
Courtney Mann Cacatian is concentrating on sustainable destination management with a
particular focus on environmental issues. Ms. Cacatian’s area of study is new development in
coastal zones in the Caribbean. She is currently an intern at the World Wildlife Fund.
Carla G. Campos is focusing on sustainable destination management in Latin America and the
Caribbean. Ms. Campos is interested in public-private partnerships and community involvement.
She was selected as a Graduate Assistant for the 2008-2009 academic year in the Department
of Tourism and Hospitality Management at The George Washington University School of
Business. Ms. Campos recently consulted for the World Bank Group, where she performed an
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assessment of potential for community-based tourism in Garifuna communities along the North
Coast of Honduras.
Christina Dzingala is a results-oriented professional with diverse marketing, communications,
training and project management experience serving international, business, government and
non-profit organizations. Ms. Dzingala was a senior associate with the American Red Cross,
and has recently transitioned into independent consulting utilizing her background in
information technology, tourism development, and strategic marketing.
Marija Micuda has extensive experience in marine animal behavior and marine environmental
research. Currently, Ms. Micuda is working as a project assistant for Solimar International in
Montenegro. Prior to that, she was a research intern for the United States Travel Association.
Jessie McComb has a background in artisan development with a regional expertise in South
and Central Asia. She worked with Aid to Artisans, an international artisan development firm,
for over four years and gained experience in small and medium sized enterprise development,
retail business start up, new business development and linking artisans with tourist markets.
Currently, Ms. McComb is an independent consultant and Research Assistant at The George
Washington University.
Master of Tourism Administration, Individualized Studies
Christian Hailer is concentrating in sustainable destination management and hospitality
management. Mr. Hailer has an extensive consulting background and an interest in tourism
investment. Recently Mr. Hailer was employed by Accenture.
Tomas Ramirez is concentrating in cultural heritage tourism. Mr. Ramirez is currently
employed at the Association of American Colleges and Universities.
Master of Tourism Administration, Hospitality Management
Nita Sharma graduated in May 2009 with a Bachelor of Business Administration and a Master
of Tourism Administration. Ms. Sharma is currently a sales coordinator for The Churchill
Hotel, Washington, D.C.
Paul Totah has been in the hospitality and tourism industry for nearly 13 years. In 2003, he
earned a Master of Public Administration from Northeastern University and worked for several
non-profit organizations, including Public Broadcasting Service. In September 2008, he
returned to graduate school and in December 2009, will earn a Master of Tourism
Administration from The George Washington University. Mr. Totah is a sales manager for One
Washington Circle Hotel and The George Washington University Inn.
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Master of Business Administration
Andrew Courtney is a multi-disciplined professional with experience in community
development and natural resources management. Mr. Courtney was a Peace Corps Volunteer
in Tanzania. He also has extensive expertise designing and developing websites for socially
responsible organizations. Currently, Mr. Courtney manages the development of interactive
projects at Public Broadcasting Service.
Edward J. Shea is a Senior Civil Engineer working for an architectural and engineering design
firm in Alexandria, Virginia. He has ten years of experience in the design and management of
building, site and utility design projects. Mr. Shea is concentrating in finance and is currently
employed with Wiley|Wilson, Inc.
Brian W. Smith has extensive experience as a certified project manager and is pursuing a
Master of Business Administration at The George Washington University. Mr. Smith currently
is employed with Marriott International.

The Elliott School of International Affairs at The George Washington
University
Master of International Development Studies
Elizabeth Weber is concentrating in community-based tourism and is a program
development assistant at Pact, Inc where she supports proposal writing and identifies new
funding opportunities for Pact's capacity-building, natural resource management, democracy and
governance and HIV/AIDS activities. Ms. Weber specializes in participatory and sustainable
tourism development with the goal of improving livelihoods and overall quality of life.

The Trachtenberg School of Public Policy and Public Administration at
The George Washington University
Master of Public Administration
Anne Bettesworth graduated in July 2009 with a concentration in public-private policy and
management. Ms. Bettesworth has over six years of experience in public policy and federal
government relations. She is currently a government affairs associate at the American
Psychological Association’s (APA). Before joining APA, Ms. Bettesworth was a congressional
staff member for a United States Representative.
Heather Sumpter is concentrating in international development management with the public
policy program at George Washington University. Ms. Sumpter is currently working at the
American Bar Association’s Rule of Law Initiative in the Middle East & North Africa.
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The George Washington University Graduate School of Education and
Human Development
Master of Arts, Education and Human Development
Kate Manolakas is concentrating in study abroad management and is currently employed by
The George Washington University as the Senior Associate Director of MBA and MS in Project
Management Admissions. She has over ten years of non-governmental organization, university
and association experience in the higher education arena.

Pontificia Universidad Católica Madre y Maestra
Jorge Emilio Lulo Victor is a graduate student, concentrating in hotel administration with a
concentration in marketing. Mr. Lulo has experience in marketing services, project
management and event planning. His most recent employer was Salvipharma S.A.
Frances Grullon Madera graduated in 2008 with a degree in hotel administration and a
concentration in marketing. Her work experience includes Front Desk Clerk at the
Pommarine hotel in Barbados, Housekeeping Supervisor at the Bougainvillea Hotel in Barbados,
Event Management Trainee at the Hilton in Barbados, Reservations Manager in Azzurro Clubs
Cabarete Puerto Plata, and Administrative Assistant Hotel Luperon Beach Resort.

Universidad Dominicana O & M
Liliana Rodriguez is a student at Universidad Dominicana O & M and is a candidate for a
degree in Business Administration, Tourism. Ms. Rodriguez plans on attending graduate school
and concentrating on International Business, once her thesis is complete. She is interested in
contributing to the development of the Dominican Republic. Ms. Rodriguez worked as an
administrative maintenance assistant at Ocean World Adventure Park.
Manuel De Jesus Ventura Diaz is a candidate for a degree in Business Administration,
Tourism.
Odalissa Gonzalez Sanchez has experience in marketing and is majoring in tourism and
hospitality business administration. She was a marketing manager at Ocean Sand Casino.
Enmanuel Payero is majoring in tourism and hospitality business administration.
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Universidad Autónoma de Santo Domingo
Daisy Arelis Guzmán is majoring in tourism management services and is concentrating in
tourism operations. Ms. Guzmán is expected to work in project administration, specifically in
the hotel industry.
Cesar Leandro Alcalde is majoring in tourism management services and is concentrating in
tourism operations. Mr. Alcalde is expected to work in project development as a tour guide.

Universidad Tecnológica de Santiago
Daliza A. González is majoring in tourism business administration and has experience in
events and public relations.

Academic Advisory Team
Donald E. Hawkins, Ed.D., is currently the Eisenhower Professor of Tourism Policy in the
Department of Tourism and Hospitality at The George Washington University. Dr. Hawkins is
the founder of the Tourism and Hospitality Management Program, which began in 1971. He is
the author or editor of more than 95 articles and books including: Tourism in Contemporary
Society, Ecotourism Planning and Management and Turismo Venezuela. He is also the founding
Editor of the Journal of Leisure Research, serves on the editorial boards for the Journal of
Travel Research and Tourism Management and is a joint Editor-in-Chief of the World Travel
and Tourism Review. Dr. Hawkins is internationally recognized for his leadership role and
research in tourism development and planning, particularly in recent years in Honduras,
Morocco, Bulgaria, Egypt, Jamaica, Venezuela, Argentina, Bermuda, Panama, Philippines and
Miami-Dade County, Florida. In 2003, he received the first World Tourism Organization
(WTO) Ulysses Prize for individual accomplishment in research and dissemination of
knowledge in the area of tourism policy and management.
Kristin Lamoureux is the Director of the International Institute of Tourism Studies at the
George Washington University, as well as an adjunct faculty member of the Department of
Tourism and Hospitality Management, specializing in the volunteer tourism, sustainable and
niche tourism development. Currently, her duties include the oversight of all of the Institute’s
activities including the Career Education Program and all grants/contracts such as the Global
Sustainable Tourism Alliance. Additionally, she is involved in several projects focusing on
tourism in developing countries including Mali, Dominican Republic, Ecuador, Ethiopia, Bulgaria
and Jordan. Dr,Lamoureux has served as a consultant for USAID, the World Bank, the UN
World Tourism Organization, the US Environmental Protection Agency, the Ecotourism
Society, and Conservation International, among others. She primarily focuses on tourism
development as an economic generator, sustainable tourism and volunteer tourism. She has
recently been quoted in several articles pertaining to her work in volunteer tourism including

6

Time Magazine, Conde Nast Traveler the Globe and Mail Newspaper and the Washington
Times. Ms. Lamoureux began her education in Ecuador where she lived for several years. She
has an A.S. from La Universidad Catolica del Ecuador, a B.S. from Johnson and Wales University
in Rhode Island and a M.T.A. (Master of Tourism Administration) and a Ph.D. in Business
Administration from The George Washington University in Washington, DC.
Juan Luna-Kelser is an adjunct professor in the Department of Tourism and Hospitality
Management at the George Washington University. Professor Luna has far reaching
international experience in preparing and managing large-scale projects as a result of thirty
years at the Inter-American Development Bank, with special emphasis in tourism policy,
planning and development and related issues to build capacity and improve the competitiveness
of the tourism sector in several countries of Latin America and the Caribbean. Professor Luna
is currently responsible for the implementation of the education and tourism workforce
development plan for the GSTA/USAID Dominican Sustainable Tourism Alliance. Specifically
Mr. Luna oversees tourism workforce assessment, education and training activities and works
closely with key governmental and private workforce development and training stakeholders to
support the timely delivery of services and products for the education and tourism workforce
development thematic program areas.
Maria Luisa Vazquez is current a consultant on the Dominican Sustainable Tourism Alliance
Program focusing on Workforce Development. She supported the GW Consulting Practicum in
pre-trip logistics and client communication as well as assisted with crucial networking during
the consultancy. She has consulted on past USAID projects in the Dominican Republic with a
focus on sustainable tourism and education. Ms. Vazquez has a long career in public relations,
event management and tourism development. Originally from Mexico, Ms. Vasquez holds a BA
in Tourism and an MA in Administration from the Universidad Autónoma de Santo Domingo.

Methodology
The consulting project for the Puerto Plata Cultural Tourism Cluster in the Dominican
Republic followed a strategic and well-planned, multi-step process:

Team Formation
The consulting team, led by Dr. Don Hawkins, Dr. Kristin Lamoureux, Professor Juan
Luna-Kelser and Professor Maria Luisa Vasquez was comprised of consultants from both the
United States and the Dominican Republic as noted above.
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Background Research
The consultants conducted more than 1,250 hours of background research on Puerto
Plata, sustainable tourism best practices, website design and marketing strategies.

Field Surveys
With the purpose of understanding stakeholder positions better, two field surveys were
carried out in the Puerto Plata region. A visitor exit survey was implemented at the
Aeropuerto Internacional Gregorio Luperón with 118 responses from tourists. Additionally, a
demand analysis survey was implemented at the summit of Mount Isabel with 131 responses in
order to gauge perceptions and interest in a hiking trail as part of the team’s product
development recommendations.

Field Interviews
During the consulting process, the team organized 48 interviews with stakeholders to
understand current actions and potential opportunities for advancing sustainable tourism in
Puerto Plata.

Strategic Formulation and Planning
To consolidate the relevant research, surveys, interviews and action plans into final
recommendations, the consultant team engaged in an in-depth strategic planning process.

Strategic Presentation
These recommendations were delivered to the leaders and stakeholders of Puerto Plata
as well as to stakeholders in the Dominican tourism industry in both Puerto Plata and Santo
Domingo. The presentation will also be shared with stakeholders in the United States in the fall
of 2009 in order to strengthen the awareness and recognition of sustainable tourism.

Implementation and Evaluation
An ongoing implementation and evaluation of the final recommendations is currently
underway, in order to monitor the effects and outcomes of the consulting project.

Situational Analysis
In order to fully understand the context in which Puerto Plata must compete and grow,
the consulting team conducted a situational analysis to review global trends in the tourism and
travel industry and appraise the local situation in Puerto Plata. This preliminary research also
used a destination life cycle model to further analyze the past experiences and potential growth
for Puerto Plata as a destination. Based on this review of the local context in the destination,
the team conducted a benchmarking review to examine the actions that other destinations have
taken when faced with the same challenges as Puerto Plata. Finally, the consulting team
examined current and potential roles for a destination management organization in Puerto Plata
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and linked this to the Cluster’s recent efforts to develop a destination management
organization, the Centro de Gestión Conjunta del Destino Turístico (CGC)

Global Tourism Trends
Market MegaTrends
Despite the current world-wide financial crisis affecting travel and spending, global
tourism market mega-trends predicted by the World Tourism Organization through 2020
remain strong in several key areas. These mega-trends are important to consider for any
revitalization of Puerto Plata’s tourism industry because they reflect a tourism situation that is
quite opposite from Puerto Plata’s current state focused primarily on budget, mass-market and
sun and sea tourism.
International Tourist Arrivals
With generous amounts of vacation and holiday time for workers, Europe produces
almost half (46.7%) of all international tourist arrivals. Germany the is top producer of
international tourist arrivals at 153 million visitors annually. The East Asia and Pacific region
produces a quarter (25%) of international tourist arrivals. Japan is the top producer of
international tourist arrivals at 142 million annually with China as a quickly growing market at
100 million international arrivals annually. The Americas produce 14.9% of international tourist
arrivals, with 123 million visitors from the United States.1
LongHaul Arrivals
Long-haul arrivals are predicted to remain strong as travelers seek more distant and
exotic locations. It is increasingly fashionable to visit, be seen in and share the travel
experiences of certain destinations in which celebrities visit. Media exposure for destinations
such as those profiled on popular travel television shows including “Anthony Bourdain’s No
Reservations” or in travel magazines and newspapers such as “National Geographic” and “The
New York Times” also contribute to the steady flow of long-haul arrivals. Expansion in the
long-haul market is greatest in South Asia and Pacific (85%) and Middle East regions (63%).2
ShortHaul Arrivals
Changing work patterns, less vacation time and now the slow economy have also
created a demand within the North American market for shorter trips to closer destinations.
Workers are less likely to take extended vacations, but may take multiple short vacations
throughout the year. At the same time, technology has enabled telecommunication with the
office allowing travelers to blend business and leisure during their trip. As a result, business
travelers seek access to wireless internet, cellular phone networks and other business services.3

1

World Tourism Organization (2001). Global Forecasts and Profiles of Market Segments- Volume 7. Madrid.
Ibid.
3
World Tourism Organization (2001). Global Forecasts and Profiles of Market Segments- Volume 7. Madrid.
2
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Redefined Family Travel
Changes in demographics and family structure have redefined “family” and “solo”
travelers and have created a new set of needs. Divorce, remarriage, delayed marriage, single
parenthood and other factors have changed the definition of family.4 A typical family on vacation
can no longer be assumed as father, mother and two children. Families are can comprised of a
single-parent with children or a multi-generational family with grandparents, parents and
children all traveling together. As a result, there may be a greater demand for larger rooms,
family suites and kitchenettes where large families or families with small children can prepare
meals.
Redefined Single/Solo Travel
As a result of changing family structure and marriage patterns, the single population is
also growing.5 “Single” or “solo” can no longer be assumed to be just 18-24 year olds. Solo
could be any age from 18-80 years old, and therefore, have a wide range of interests in their
travel experience. They could travel alone, with a companion, or in a group, such as the
“girlfriend’s getaway.” As a result, there will be greater demand for single-occupancy, singlepriced accommodations, instead of paying a single-supplement. Women traveling alone will also
consider safety and security in a destination and accommodations.
Product Development
A destination’s image is increasingly important as travelers demand excitement,
entertainment and education from their travel experience. Product-development and marketing
are increasingly theme-based and targeted towards specific niches, and therefore, must mirror
each other. In addition, travelers increasingly demand sustainable and responsible tourism
development in destinations and will base booking decisions on a destination’s reputation.6
Niche Development
Today’s travelers want a personal, customized, unique trip experience built around their
individual tastes and interests. They prefer independent or small niche group travel to larger
generic, mass-market tours. Increasingly, there is a “polarization of tourist tastes” with demands
for various trip components moving in extreme directions. For example, a luxury, wilderness
adventure in which guests sleep in tents but also enjoy a gourmet meal.7 As a result, there is
potential for product development and marketing towards all niche markets.
Internet Technology
Travelers are also increasingly technology driven and use the internet to find
information, communicate and make purchases. Travelers want fast and convenient access to

4

Ibid.
Ibid.
6
Ibid.
7
World Tourism Organization (2001). Global Forecasts and Profiles of Market Segments- Volume 7. Madrid.
5
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destination information and booking and payment tools.8 They may seek a travel agent for
complex itineraries or where there is a language barrier, but the travel agent will typically end
up booking the trip online. The explosive growth in social media tools allows travelers to
research, book and share trip experiences through online communities such as
TripAdvisor.com, Expedia.com, Facebook.com and other sites that allow travelers to post their
own stories, reviews, photos and videos.

Puerto Plata Situation
In the face of these global trends, it is important to understand Puerto Plata’s position
within the global tourism framework. As a destination, Puerto Plata appeals to a mass-market
crowd that prefers a less expensive, financially predictable vacation, albeit one with sand, sun
and relaxation. This model was garnering considerable attention and a high number of tourist
arrivals through the 1980s and 90s. Recently, however, multiple factors have impacted the
tourism sector, resulting in a decline in arrivals since 2000. This can be attributed to various
issues, including the aging supply of all-inclusive resorts, gaps in strategic marketing, a general
lack of access to information, limited product diversity and minimal linkages between the allinclusive resort market and the local economy.
In terms of accommodations, over 90% of regional visitors stay in all-inclusive beach
resorts, and of those, a mere 23% leave the resort at least once for a trip to the city.9 Those
visitors generally express some interest in local history, culture, architecture, nature and/or
trying authentic food. However, because of a lack of complete, unbiased information, they are
unable to make informed decisions as to how to spend their time and money. This lack of
information not only limits the in-country experience, but may also deter potential visitors from
visiting to the destination. The result is a loss of revenue, employment, wages, taxes, and
investment.
International Tour Operators
There is a sizable market for eco- and nature based excursions in Puerto Plata.
However, it is important to note that this market is mainly controlled by international tour
operators that have access to visitors via their marketing representatives stationed at the
resorts. The marketing representatives generally mark up the excursion prices by 40-50% and
undermine local tour operators’ ability to market through other channels, particularly in the
domestic market, through price and advertizing restrictions.
Although the majority of local excursions have established exclusive contracts with
international tour operators, there are a few exceptions where non-exclusive relationships are
allowed, as well as visitation by independent tourists. The foremost among these products is
8

Ibid.
Inter-American Development Bank, Multilateral Investment Fund. 2008. Tourism Management Based on Cultural
Resources—Puerto Plata.
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the Damajagua 27 Waterfalls, a series of waterfalls through which visitors jump, slide and wade.
The waterfalls are located in a national park, and entrance requires a fee that includes a local
guide and safety equipment. Although the guide association that manages the park does not
have contracts with international tour operators, they allow these operators to bring tourists
to the park and experience the falls. The association only gains the admission fees to the park
and is not limited in its pricing or marketing options.

Destination Life Cycle
Understanding of the current situation in Puerto Plata is essential, however; it is also
important to identify Puerto Plata’s position within the destination life cycle. Similar to product
development, the Tourism Area Life Cycle (TALC) can be used to track the progress of a
destination. The TALC concept was first introduced by Butler in 1980 and updated in 2006 to
include its practical applications within the modern tourism industry context.10 It serves as a
tool to identify the stages where appropriate and timely action at the destination level can assist
in avoiding the decline of the destination.
The TALC model, illustrated in Figure 1 below, states that a destination begins as a
relatively unknown place. The Exploration phase is characterized by a process of discovery in
which visitors visit in small numbers and are often more adventurous tourists who will visit
despite the lack of infrastructure and ease of access. The Involvement and Development phases in
Puerto Plata can be identified as the period during the 1970’s and 1980’s marked by an increase
of interest in the destination. Puerto Plata had the opportunity to build its infrastructure
through significant foreign and national investment. All-inclusive packages became popular
during this phase as many hotels offered inclusive meals and entertainment. This offering
resulted in rapid tourism growth. As the destination began to consolidate and available offerings
lost their freshness and innovative appeal, Puerto Plata headed towards Stagnation. During
Stagnation tourism growth started to level, and eventually began to decline. By 2007 inbound
tourists numbers declined 40% from 2000. 11 This identifiable decline requires strategic
intervention to induce change.
At this point in the destination life cycle, policy and decision-makers have the power to
take actions in order to influence the destination’s future. The first and least desirable option
would be to take little or no action. This option would not reverse the anticipated decline and
eventually lead to a collapse of the local tourism industry. The second option, rejuvenation,
would foster a drastic change. Although the most desirable option, this is the most difficult to
achieve. Complete rejuvenation of the industry is usually accompanied by a catalytic change in
policy or an event that draws sufficient attention from a vast market to induce curiosity in the
10
Butler, Richard W. The Tourism Area Life Cycle v. 1 Applications and Modifications . Channel View Publications,
2006.
11
Banco Central de la Republica Dominicana. Estadisticas, Sector Turismo. 2009.
http://www.bancentral.gov.do/estadisticas.asp?a=Sector_Turismo (accessed 2009).
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destination’s current offerings. A third and more tangible approach would be to strengthen the
industry and maintain a more linear trajectory of the TALC curve. The purpose of this
approach would be to halt decline and lay the foundation for future stages of significant
rejuvenation. Puerto Plata is in the prime position to take advantage of a strengthening
approach. Taking this path would require strategic intervention by policy-makers such as the
municipality and SECTUR as well as local stakeholders such as the Puerto Plata Culture and
Tourism Cluster.

Figure 1: Destination Life Cycle Graph

Benchmarking
In order to address the issues outlined above, it is important to examine destinations
that have struggled with the same challenges before. This was done through a benchmarking
exercise. Benchmarking is an external process which aims to identify and learn from examples
of success that have been achieved before. It also allows opportunities to identify mistakes or
pitfalls that others have encountered so that they can be avoided in the future. In the case of
the Dominican Republic, it is important to identify examples of destinations that are reliant on
all-inclusive resorts for their main market but were able to successfully entice tourists out of
the resorts to participate in tourism activities that benefited the local communities. These
models include product development, marketing and management strategies which sought to
gain tourist participation in community-based, eco- and sustainable tourism.
Fish Fridays in St. Lucia and Grenada
Perhaps one of the most successful examples of a products ability to draw tourists out
of all-inclusive resorts to benefit local communities is the case of Fish Fridays. The concept was
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developed and implemented in both St. Lucia and Grenada in the Caribbean12 and is already
under consideration in Puerto Plata as a model for developing a weekly cultural festival in the
downtown area. However, investigating the development and implementation model in St. Lucia
can provide insight on the continued development and marketing of alternative products in
Puerto Plata.
Fish Fridays was first launched in July 2000 in St. Lucia and continues to run on a weekly
basis. The event, hosted in Anse La Raye each Friday evening, focuses on creating a festival
atmosphere with music, artisans, dance and food vendors. The event met great success when it
started and continues to be a main attraction for tourist each week. Additionally, local residents
also enjoy the festival as it offers an opportunity for tourists and residents to interact.14
13

The case of Fish Fridays can be examined to learn lessons for marketing linkages,
transportation access and logistics for other product development concepts. One interesting
point that fed into the success of Fish Fridays was that the event easily fit within existing
livelihood options of the residents. Many of the residents were already fishing, cooking and
creating artisan goods and thus the festival did not add additional work but rather an additional
market channel. This is important to note as many people in the Caribbean often have multiple
income streams, as such, the festival bolstered income rather than replacing it by leveraging
their existing livelihoods to supply the festival. This diversification of market options was also
built on a foundation of pre-existing small businesses that already supported the tourism sector.
Although the majority of these businesses functioned informally, the services they provide and
the entrepreneurship they display offered a solid foundation for developing the festival.15
The implementation and development process of the festival also has important lessons
to consider. First, the financial risk of establishing the event was shared by the project (through
project funding or government support) as well as by the association, providing them with
assistance but also encouraging commitment through an initial investment and fostering
ownership. To support this risk, the vendors and association members received capacity
building training in business administration and customer service. This was partially done
through exchanges and field visits to other successful business initiates to learn from them as
well as to provide encouragement for first time entrepreneurs. The case also contains
important points on administration including the need for collective management among

12

Saint Lucia Heritage Tourism Programme, 2005: Competing with the Best: Good Practices in Community-Based
Tourism in the Caribbean - Case Study #7 - Anse La Raye Seafood Friday (ALRSF), Saint Lucia. Saint Lucia
Heritage Tourism Programme. Ministry of Tourism, Government of St. Lucia.
13
Ibid.
14
Ibid.
15
Ibid.
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vendors and other festival stakeholders and the need for a policy framework which enables and
fosters this collective management.16
Lessons from St. Lucia Heritage Tourism Programme (SLHTP)
Although Fish Fridays is a concrete example of product development working to bring
tourists into communities, St. Lucia’s Heritage Tourism Programme (SLHTP) also offers an
opportunity to examine a more comprehensive approach to tourism development. St. Lucia’s
tourism industry has a similar make-up to the Dominican Republic with tourism growth
beginning in the 1960s and expanding to be one of the largest contributors to the nation’s
GDP.17 Additionally over 60% of accommodation in St. Lucia is through all-inclusive hotels and
resorts.18 The SLHTP was focused on creating tourism opportunities that would substantially
benefit the poor in the country with a focus on sustainability and equity. The program’s
objectives included policy and advocacy; product development through loans and technical
assistance; diversifying and decentralizing tourism; increasing markets through branding and
linkage creation and fostering sustainable management of cultural and natural resources. The
program also worked to build the capacity of national organizations as well as strengthen local
community organizations.19
One of the major lessons highlighted through the St. Lucia program is the need for
strong policy and programming. The SLHTP was implemented within a larger policy framework
that was aimed specifically at escalating pro-poor benefits within the tourism sector.20 The
program worked on initiatives such as conducting legal and regulatory studies, developing policy
recommendations and advocating for the support of pro-poor development in the tourism
sector. The results of these efforts underscored the need for strong leadership within the
national government through the creation of national level initiatives for pro-poor tourism with
clear visions and objectives. In addition to national level policy, the program also saw the need
to change the policy context at the local level in order to increase participatory planning and
collaboration among local organizations.21
Although the SLHTP’s final report emphasized the need to address policy concerns,
major findings also included lessons learned on marketing and product development. Marketing
in St. Lucia mainly focused on creating a new, complementary sub-sector with a matching niche-
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market marketing plan. In St. Lucia they chose heritage tourism and worked to increase both
the supply for and demand of heritage tourism markets. This included revisiting and reworking
the image of what St. Lucia has to offer and trying to rebrand the destination as one that offers
cultural, historical and heritage attractions. The national marketing plan also worked on
packaging products by linking new products to existing ones and leveraging products that are
well established in the marketplace. The final report also noted the need for strengthening
vertical linkages in the sector, primarily between hotels, tour operators, airlines and suppliers.
During the project there were limited opportunities for small scale operators to enter the
industry and these linkages were important to reduce market entry barriers.22
On the product development front, the program found that again leveraging existing
products was an important tactic. Tourists were more willing to participate in new products at
sites that were well known and already visited. Through a comprehensive approach to product
development, the program also worked with communities and entrepreneurs to create a
collective vision and design strategic plans for product development which included all
stakeholders. This process helped communities identify their desired scale of development for
the short and long terms. Overall, the participatory method assisted in mobilizing support for
new product development.23
Overall the St. Lucia case provides a good point of reference for a national level
program which aimed to increase pro-poor tourism. Although the above information highlights
specific challenges, barriers and successes of the program it is also important to note the case’s
overarching findings that relate to the Dominican situation. Foremost among these is the need
for pro-poor tourism strategies to include broad evaluation of social and economic issues since
many pro-poor tourism projects are dependent on the social capital of communities and are
not just economic initiatives. Additionally, all tourism initiatives need to consider an
interdisciplinary approach as well as ensure monitoring and evaluation systems are put in place.
Lessons from Jamaica’s Master Plan
Jamaica also offers a solid opportunity to review the success and challenges of a nearby
Caribbean island through analyzing their Sustainable Tourism Master Plan.24 Within this plan, the
Jamaica Tourism Agency laid out recommendations for the development and diversification of
the Jamaican tourism industry. Interestingly, many of their recommendations are in line with the
St. Lucia Heritage Tourism Programme’s efforts. For example the Jamaica Master Plan also
encouraged community involvement in deciding which tourism products are selected and
ownership and management structures for those products.25 The plan sought to develop more
ownership by members of the local community and increase their commitment to a high quality
22
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visitor experience. It also made recommendations on increasing vertical and horizontal linkages
within the sector with a focus on building the representation of local communities within
Resort Boards. Specific recommendations included developing committees to take the lead in
connecting with communities and establishing a Community Support Unit within the Tourism
Product Development Cooperative to bridge the gap between the Resort Boards and the
communities and ensure tourism planning is aligned with communities’ visions.26
The Master Plan also points to government as a major player in the industry and notes
that they must take on the perspective that tourism can be a vehicle for social upliftment. The
plan included an important role for the national government to play by requesting the
government to create clear objectives and a vision for the use of tourism as a tool for poverty
alleviation and community development.27
Perhaps the most specific lessons and information that can be analyzed is the new
marketing strategy for Jamaica as laid out in the plan. The Jamaica Tourism Agency outlines a
clear strategy to maintain the major US sun, sand and sea market but also diversify markets by
attracting other segments. Two specific markets segments identified within the plan are the
European and niche markets including visiting friends and relatives, couples, mature persons and
nature, adventure and sports markets. These latter niche markets will be pursued through
tactical advertizing and cooperation with travel operators and agencies and strengthening
vertical and horizontal linkages to increase access for small tourism suppliers. The marketing
strategy also notes the need for increased coordination within the sector by linking agencies
that are responsible for selling Jamaica’s tourism as well as increasing marketing distribution
channels by opening offices and a tourism booking hotlines in segment hotspots. The Master
Plan lays out a product development strategy to be able to capture and develop the niche
markets noted above including specific water and land-based cultural heritage attractions.28
Lessons for Puerto Plata
All of these projects and initiatives represent a wealth of resources from which the
Puerto Plata tourism sector may draw. In order to better analyze the practices and examples,
they can be organized into three overarching categories including marketing lessons, product
development practices and government/policy initiatives.
The benchmarked programs and destinations reviewed above provide a number of both
general and specific marketing lessons that can be highlighted. General lessons include ensuring
that there is coordination among all marketing stakeholders. This means that marketing must
incorporate all stakeholders within the destination value chain and create vertical linkages
between them so that information flows more fluidly from suppliers to customers. However,
26
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best practices have also highlighted the need for horizontal linkages in the tourism value chain
as well. This is especially important when there are a range of small suppliers that do not have
the individual resources for accessing regional or international markets. By grouping them
together these small suppliers can participate in collective marketing to better leverage their
resources. General marketing lessons have also emphasized the need for internal marketing and
awareness-raising about the importance of tourism to a destination. This is particularly valuable
in brand creation and implementation which requires the commitment of all stakeholders to
fulfill the promises that the destination brand broadcasts.
A specific area, emphasized by these cases is the decision to pursue tactical marketing,
as in the case of both Jamaica and St. Lucia. This required identifying target markets, which
mainly include European markets and nature and cultural niche markets, and focusing specific
advertizing campaigns on these market segments. Jamaica also highlighted the need to develop
the domestic market in order to ease new destinations into tourism and slowly raise the
customer service and quality levels.
In terms of product development most case studies illustrated the need for local
communities to be intimately involved in the development process including selecting the
products to be developed and leading the management of these new businesses. However,
most new initiatives had outside support from international programs or government
facilitation. This support led to comprehensive approaches in business development as well as a
shared financial risk between the government (or external implementing partner) and the new
business owner. Specific products that were developed also fell within certain categories that
helped with their success. Most importantly, the most successful products developed fit within
existing livelihood options meaning that communities and individuals did not need to completely
change their current income streams to benefit from tourism. Also, these successful products
were often created in places that were already receiving tourists in order to leverage existing
destinations and attractions.
Finally, policy decisions and government involvement were noted as crucial aspect to
tourism development in almost every case. Foremost among important government initiatives
was the need for the national government to have clear objectives and visions about pro-poor
tourism or strategies to address tourism’s impacts on the poor. This led to the government
having a broad range of strategic interventions across the tourism sector that were all aimed at
linking income generation opportunities in poor areas to national level tourism development.
On a local level, policy and government interaction were needed to ensure that participatory
planning was occurring in a systematic and inclusive manner.

Destination Management Organizations (DMO)
Another clear trend among destinations around the world is the need to holistically
manage destinations. This is particularly true as destinations with similar products and
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attractions compete for the same markets. Realizing this need for destination management,
destinations have started to create destination management organizations as mechanisms of
leadership, coordination and collective destination competitiveness.29
DMOs are used to increase tourism flows, develop a brand identity, provide
sustainability, spread the benefits of tourism to the entire community and establish competitive
advantages for the destination through positioning and the supply of high quality and valueadded to travel experiences.30
The public/private partnership structure of DMOs has politically, economically and
environmentally beneficial possibilities and incorporates a range of obligations, informal and
contractual duties. These duties include acting as a liaison between partners, coordination of
partnership procedures and policies to achieve common goals, coordination of temporary
projects and formal activities or arrangements, and the creation of a legal entity for the delivery
of clear continuous programming objectives. DMOs coordinate both internal and external
managerial and administrative tasks for members, including membership management,
community relations, marketing and research. Typical DMOs include managerial, administrative
and tactical functions as seen below in Table 1.

Table 1: Tasks to Ensure Effective DMO Operations31
Internal
• Definition of organizational by laws
• Determination of committee structures
• Determination of budget/budgeting process
• Publications
29
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External
• Visitor services/quality of services/
• Visitor Management
• Information/research
• Finance and venture capital management
• Resource stewardship
• Human resource management

Centro de Gestión Conjunta del Destino Turístico
Many of the key actors in Puerto Plata’s tourism industry work collaboratively to
advance their common interests through the Puerto Plata Cultural Tourism Cluster. The
Cluster is made up of a diverse membership of many complimentary organizations, including
representation from the private sector, non-governmental organizations, universities and
cultural institutions. While the Cluster is not a legal entity, the organization is publicly perceived
as a credible organization that provides a forum for the tourism industry and non-tourism
actors to work collaboratively in solving the current tourism dilemma. The Cluster however is
currently seeking to transform into a destination management organization to formalize its
status as the preeminent institution for advancing sustainable tourism interests in Puerto Plata.
In 2009, the Cluster developed a framework for the DMO which they refer to as the
Centro de Gestión Conjunta del Destino Turistico. The CGC will build on the Cluster’s current
membership, and will include members from local, provincial and national governments. Twelve
working “units” have been identified as follows:
1. Marketing
2. Virtual Destination Presence
3. Information and Interpretation
4. Geo-tourism and Environmental Management
5. Events, Groups and Conventions
6. Strategy for Destination Quality
7. Education and Workforce
8. Investment Promotion
9. Coordination with International Cooperatives
10. Coordination with Local and National Cooperatives
11. Coordination with FOMIN Project
12. Engage the Public Sector
The Cluster feels that the CGC will offer the destination quality services and be able to
leverage resources to enhance the overall sustainability and competitiveness of the destination.
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Market Analysis
To further understand the situation in Puerto Plata, the consultants conducted a
preliminary market analysis. The goal was to learn more about the market segments and
characteristics of visitors to Puerto Plata to be able to better reach them through effective
marketing and product development.

Background research
Prior to conducting an on-ground market analysis, background research was performed.
Research has shown that Puerto Plata has received 577,206 arrivals in 2008, up 2.5% over 2007
and representing 13.1% of all arrivals to the Dominican Republic in 2008. Of all Puerto Plata
arrivals, 50.4% are non-residents (tourists), showing a slight growth of 2.2% over 2007.
However, when compared to the first 3 months in 2009, arrivals to Puerto Plata are down 3%
over the same period in the previous year. 32
When analyzing arrivals by region it is evident the North American and European
markets hold the majority with 50.5% and 41.7% respectively. As illustrated in Figure 2 below,
the European market is in decline while the North American market is growing. American
tourists have shown an overall decline between 2001 and 2006, however arrivals of Americans
has recently increased in 2007 and 2008 with growth of 8.8% and 25.3% respectively. According
to the Office of Travel and Tourism U.S. travel data,33 The Dominican Republic is the third
most visited Caribbean destination after Jamaica and the Bahamas, illustrating a strong hold on
the American market. Canadians have steadily increased in arrivals to the Dominican Republic
since 2003, with the only decline evident in 2004. Canadian arrivals have had an overall increase
of 50.1% since 2000. They currently hold the highest market share, 30.3% of all Puerto Plata
arrivals and are expected to continue to grow. Together the Canadian and U.S markets account
for 51.6% of all arrivals to Puerto Plata.
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Figure 2: Puerto Plata Arrival by Nationality 2000-2008
Source: Calculated from the DR Central Bank Data

Visitor Exit Survey
To obtain data regarding visitors to Puerto Plata, the consulting team conducted an onsite survey of a target population of all visitors to Puerto Plata who were at least 18 years old
during the survey period. Utilizing Aeropuerto Internacional Gregorio Luperón, the consulting
team was able to collect data on a representative sample of all visitors to Puerto Plata during
the week June 16 – 22. The sampling unit was individual visitors to the airport who were at
least 18 years old.
The data collection method for this survey was drawn from a self-administered
questionnaire. The consultant team wanted to ascertain visitors’ perception of Puerto Plata as
well as demographic data. The survey instrument focused on various features of Puerto Plata
including purpose of trip, outdoor recreation activities, accommodations, perceptions, and
demographic information. The team developed a questionnaire designed to ascertain this
information which is included in Appendix A.
The team utilized a systematic random sampling technique and determined every 10th
visitor would need to be interviewed. The approach ensured that every member of the
population had an equal, known, non-zero chance of selection for the survey.
Upon the completion of the questionnaire, a pilot survey was conducted to reveal any
flaws with the questionnaire determine the effectiveness of the survey design and allow the
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surveyors to rehearse the delivery of the survey. In addition to the questionnaire, participants
were asked a series of follow-up questions to determine if the questionnaire needed altering.
After the pilot survey, the questionnaire was revised based on the respondents’ suggestions.
During the survey timeframe, June 16-22, the airport had scheduled flights between
10:30 am and 7:30 pm. The interview schedule was selected by dividing each day into three dayparts of three hours each. The group assigned numbers to the 21 day-parts and used a random
number generator to select the five day-parts that would constitute the interview schedule.
Appendix B illustrates the day-parts selected.
The team collected 124 questionnaires. Six questionnaires were discarded due to
incomplete/invalid responses. The team analyzed 118 completed self-administered
questionnaires. The team input the data into SPSS and used the program to analyze the data.
For a frequency distribution of each question on the survey instrument, please see Appendix
C.

Major Findings
The results of the exit survey revealed important information. Slightly more than twothirds of visitors were visiting Puerto Plata for the first time. Nearly half of all visitors
responded that Puerto Plata’s location (43%), value for money (42%) and local culture (56%)
were very important factors for booking their trip to the region. Interestingly only a quarter of
tourists visited the city center and fewer still (16%) visited an historic site.
Demographically, visitors to Puerto Plata are evenly split between male and female.
Most (61%) of visitors were between 18-34 years old. Slightly more than half of all visitors were
from the United States and a third were Canadian. Of all visitors, 78% utilized the internet to
collect data on the destination and 73% booked/reserved their trip online.
Overwhelmingly visitors associate Puerto Plata with relaxation (87%), sun and sand
(72%) and somewhat with culture (47%). Finally, and perhaps most importantly, 90% of those
surveyed responded they would return to Puerto Plata. For a frequency distribution of each
question on the survey instrument, please see Appendix C.

Conclusion
The above information provides the framework with which the consultants worked to
develop each of the three individual projects: website promotion and marketing; a preliminary
business plan for a visitors’ information and interpretation center and product development
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through a hiking trail on Mount Isabel. In order to provide useful and practical information for
the Cluster and other stakeholders, the consultants organized the final recommendations on
the three projects into four separate booklets. Within these booklets information on planning,
marketing and implementation are included in order to assist the Cluster in enacting the
recommendations and building Puerto Plata as a sustainable and competitive destination.
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Appendices
Appendix A  Puerto Plata Survey Instrument
Appendix B  Survey Interview Schedule
Appendix C  Puerto Plata Visitor Survey Responses
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Appendix A  Puerto Plata Survey Instrument

PUERTO PLATA VISITOR SURVEY
This survey is being administered on behalf of the Cultural Tourism Cluster of Puerto Plata. Your responses
will help us gain greater insight on tourist preferences. We appreciate your time.
1. Was this your first visit to Puerto Plata?

Yes

No

2. Your trip to Puerto Plata was:

The main destination of my stay while in the Dominican Republic
A stop on my trip (just passing through) (if so, from where________________)
3. How many nights in total were you away from home?

______ Nights (#)

4. How many of these nights in total were spent in Puerto Plata?

______ Nights (#)

5. Did you fly into Puerto Plata La Union International Airport?

Yes

No

If no, which airport did you fly into? __________________________
6. Which best describes the purpose of your trip (please choose one response).

Business or work (meetings, conferences, etc)
Both business and leisure

Leisure (vacation, events, visiting friends, etc)
Other

7. Please indicate which outdoor recreation activities you participated in while in Puerto Plata. Check all

that apply.
Scuba Diving
Snorkeling

Kayaking/Canoeing
Sailing

Hiking
Biking

Zip-lining
Golf

Tennis
Other

8. Please indicate which tourism attractions you visited during your stay in Puerto Plata. Check all that

apply.
Museums
Art Galleries
Beaches

Parks
Spa
Mt. Isabel

City Center
Local shops/artisans
Other

Historic Sites
Shopping

9. Please indicate which type(s) of food and beverage establishments you visited during your stay? Check

all that apply.
Fast Food
Vendor/Street Kiosk

Fine Dining
Nightclubs

Other (please specify) _____________________
10. What types of items did you purchase while in Puerto Plata? Check all that apply.
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Local Restaurants
All-inclusive resort/hotel

Clothing
Fine Art

Jewelry
Music

Local handicrafts
Tours

Alcohol
Other

11. While you were in Puerto Plata, did you participate in any organized tours?

If no, why not:
expensive

Did not have time
Concerned about safety

Yes

No

Did not know of any tours
Other

Was too

12. When you think of Puerto Plata, what comes to mind? Check all that apply.

Culture
Romance
Other

Nature
Relaxation

Adventure
Family-friendly

Nightlife
Globe-trekker

Budget
Sun/Sand

13. How important were each of the following features in your decision to take this visit to Puerto Plata? (Please

circle the number that best describes your response).
Features

Not Important
At All (1)

Not Too
Important (2)

Neutral (3)

Fairly
Important
(4)

Very Important
(5)

Scenic beauty/outdoor recreation opportunities

1

2

3

4

5

Easy destination to get to

1

2

3

4

5

Value for money, currency exchange

1

2

3

4

5

Number of attractions around Puerto Plata

1

2

3

4

5

Local culture (handicraft fairs, museums, etc)

1

2

3

4

5

Nature tourism, such as Mt. Isabel

1

2

3

4

5

Transportation

1

2

3

4

5

Accessibility of information online

1

2

3

4

5

Recommendations from friends, family

1

2

3

4

5

14. For each of the following, please circle your response:

Did you use the Internet to look for information on Puerto Plata before arriving? Yes
Did you book/reserve any part of your trip (airfare, hotel, tours) through the Internet? Yes
When you travel, do you go to visitor information centers at the destination?
Yes
During your stay, did you have trouble finding information on ways to spend your time? Yes
Based on your experiences while in Puerto Plata, would you come back?
Yes
15. **ONLY ANSWER IF YOU DID NOT STAY AT AN ALL-INCLUSIVE**

Where did you stay?

Family/Friends
Time share

Please tell us a little bit about yourself:
16. Sex

Male

Female
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Non-all inclusive resort/hotel
Other

No
No
No
No
No

17. Age

18 to 24

25 to 34

35 to 44

45 to 54

55 to 64

Over 65

18. Which of the following describe how you are traveling?

Alone
With organization or tour

With significant other
Other

With friend/family

19. Household Income (US Dollar)

$24,999 or less
Over $100,000

$25,000 - $49,999

$50,000 - $74,999

$75,000 - $99,999

20. Where do you live?

Australia
Italy
Other

Canada
Mexico

Caribbean
Spain
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France
United Kingdom

Germany
USA

Appendix B – Survey Interview Schedule

Interview Schedule
Tuesday

Wednesday

Thursday

Friday

Saturday

Sunday

Monday

June 16

June 17

June 18

June 19

June 20

June 21

June 22

10:30 am – 1:30
pm

10:30 am – 1:30
pm

10:30 am – 1:30
pm

10:30 am – 1:30
pm

10:30 am – 1:30
pm

10:30 am – 1:30
pm

10:30 am – 1:30
pm

1:30 pm – 4:30
pm

1:30 pm – 4:30
pm

1:30 pm – 4:30
pm

1:30 pm – 4:30
pm

1:30 pm – 4:30
pm

1:30 pm – 4:30
pm

1:30 pm – 4:30
pm

4:30 pm – 7:30
pm

4:30 pm – 7:30
pm

4:30 pm – 7:30
pm

4:30 pm – 7:30
pm

4:30 pm – 7:30
pm

4:30 pm – 7:30
pm

4:30 pm – 7:30
pm

Note: Red indicates selected day-parts
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Appendix B  Puerto Plata Visitor Survey Responses34
67.4% Yes 32.6% No

1. Was this your first visit to Puerto Plata?
2. Your trip to Puerto Plata was:

91.7%
8.3%

The main destination of my stay while in the Dominican Republic
A stop on my trip (just passing through) (if so, from where Cabarete, Sosua, Luperon)

3. How many nights in total were you away from home?

AVERAGE 8 Nights

4. How many of these nights in total were spent in Puerto Plata?

AVERAGE 7 Nights

5. Did you fly into Puerto Plata La Union International Airport? *

If no, which airport did you fly into?

95.5% Yes

2.2% No

Santo Domingo

6. Which best describes the purpose of your trip (please choose one response).

1.1% Business or work (meetings, conferences, etc)
96.5% Leisure (vacation, events, visiting friends)
1.1% Both business and leisure
2.2% Other

7. Please indicate which outdoor recreation activities you participated in while in Puerto Plata. Check all

that apply. **
11.8% Scuba Diving 34.2% Kayaking/Canoeing 7.9% Hiking
2.6% Zip-lining 0.0% Tennis
52.6% Snorkeling
10.5% Sailing
2.6% Biking
7.8% Golf
39.4%Other
8. Please indicate which tourism attractions you visited during your stay in Puerto Plata. Check all that

apply.

8.0% Museums
11.5% Parks 25.3% City Center
16.1% Historic Sites
8.0% Art Galleries 1.0% Spa
41.4% Local shops/artisans 33.3% Shopping
79.3% Beaches
5.7% Mt. Isabel
11.2% Other
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*
**

Results May Not Equal 100%
Results Will Not Equal 100% (Check All That Apply)
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9. Please indicate which type(s) of food and beverage establishments you visited during your stay? Check

all that apply.
1.0% Fast Food
22.9% Fine Dining
13.7% Vendor/Street Kiosk 24.1% Nightclubs
3.4% Other

33.3% Local Restaurants
77.0% All-inclusive resort/hotel

10. What types of items did you purchase while in Puerto Plata? Check all that apply.

27.7% Clothing
13.4% Fine Art

43.4% Jewelry
12.0% Music

34.9% Local handicrafts
43.3% Alcohol
19.3% Tours
16.8% Other

11. While you were in Puerto Plata, did you participate in any organized tours?

If no, why not:

36.7% Yes 62.3% No

41.6% Did not have time 1.0% Did not know of any tours
1.2% Was too expensive 8.1%Concerned about safety
24.4% Other

12. When you think of Puerto Plata, what comes to mind? Check all that apply.

47.2% Culture
33.7%Romance

34.8% Nature
86.5%Relaxation

33.7% Adventure 28.0% Nightlife
27.0% Budget
30.3%Family-friendly 2.2% Globe-trekker
71.9%

Sun/Sand
5.6%Other
13. How important were each of the following features in your decision to take this visit to Puerto Plata? (Please

circle the number that best describes your response).
Features

Not Important
At All (1)

Not Too
Important (2)

Neutral (3)

Fairly
Important
(4)

Very Important
(5)

Scenic beauty/outdoor recreation opportunities

1.2%

0.0%

5.8%

37.2%

55.8%

Easy destination to get to

2.3%

5.8%

14.0%

33.7%

44.2%

Value for money, currency exchange

4.7%

5.8%

12.8%

33.7%

43.0%

Number of attractions around Puerto Plata

8.4%

10.8%

19.3%

26.5%

34.9%

Local culture (handicraft fairs, museums, etc)

9.3%

7.0%

25.6%

26.7%

31.4%

Nature tourism, such as Mt. Isabel

7.0%

5.8%

32.6%

23.3%

31.4%

10.2%

2.3%

17.0%

29.5%

40.9%

Accessibility of information online

7.1%

3.5%

15.3%

21.2%

52.9%

Recommendations from friends, family

9.2%

4.6%

9.2%

28.7%

48.3%

Transportation
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14. For each of the following, please circle your response:

79.3% Yes
Did you book/reserve any part of your trip (airfare, hotel, tours) through the Internet? 74.7% Yes
When you travel, do you go to visitor information centers at the destination?
31.0% Yes
During your stay, did you have trouble finding information on ways to spend your time? 14.0% Yes
Based on your experiences while in Puerto Plata, would you come back?
93.0% Yes
Did you use the Internet to look for information on Puerto Plata before arriving?

15. **ONLY ANSWER IF YOU DID NOT STAY AT AN ALL-INCLUSIVE** 67.0%

Resort/Hotel
8.0% Family/Friends 6.8% Non-all inclusive resort/hotel
12.5% Time share
5.7% Other

Where did you stay?

Please tell us a little bit about yourself:
16. Sex

43.8% Male 56.2% Female

17. Age

32.9% 18 to 24

28.0% 25 to 34

1.2% 55 to 64

4.9% Over 65

17.1% 35 to 44

32

15.9% 45 to 54

20.7% No
25.3% No
69.0% No
86.0% No
7.0% No

All-Inclusive

