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FOUNDATION FOR PUERTO RICO
Our organization seeks to discover, link, unleash the 

island’s full potential as an active participant in the 

world economy. We dream of benefitting from a pros-

perous Puerto Rico; an island able to harness its po-

tential by maximizing its talent, creativity, tenacity, 

commitment, and the passion of its people. Our mis-

sion is to transform Puerto Rico into a world destina-

tion, encouraging sustainable strategies for social and 

economic development. At the Foundation, we believe 

that a strong Visitor economy is the most precise strat-

egy for the short term development of Puerto Rico. 
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As easy as 2 plus 2.

Since 2011, Foundation for Puerto Rico has established a vision of what it 
would mean for the island to have a complete integration into the oppor-
tunities of the world market. In order for our economy to grow, it needs to 

generate new income from sources outside of our geographic space; otherwise, 
the economy will continue shrinking. 

But where will these new incomes come from, within the needed time, and at a 
scale large enough to save us from the crisis? Our proposal is as simple as 2 plus 
2: bring more visitors from all around the world, and prolong their visits. If we 
increase the amount of visitors by two million, and the length of their visits by 
2 days, during a period of five years; we can bring an additional 7 billion dollars 
to our economy. Likewise, we could create thousands of jobs and entrepreneur-
ship opportunities. It’s as simple as 2 plus 2!1

There is no question that Puerto Rico is dealing with a crisis that is depriving it from its capacity to survive eco-
nomically. The entire economic sector is bleeding out. The government is bankrupt. Emigration has reached un-
sustainable levels. Our local companies —both business and social— are struggling, and some of them are closing. 
The bottom line is that we are living the worst crisis in our recent history. But there are alternatives. 

The Foundation is proposing economic development strategies of impact and sustainability, that connect us with 
a diversity of opportunities the world has to offer. Thus transforming us into a destination for the world to live in, 
invest, export, study, work, and visit. With our proposals, we can create economic value that will benefit all sec-
tors, and geographies of our socio-economy. 

In this document not only have we tried to depict a wide strategic vision for economic development through 
the visitor economy, but we have also outlined what are the key strategies to achieving this goal. Our aim is to 
integrate input from different organizations, and associates who are visionaries in order to define the main roles, 
responsibilities, and actions corresponding to economic and geographic sectors comprising our great Puerto Rican 
community. 

These pages integrate knowledge with unequivocal examples, which we have drawn from researching similar 
efforts throughout the world, and which we have applied to our local circumstances. Moreover, this document 
contains ideas, strategies, and examples from local organizations and visionaries. These shed light on important 
initiatives we are already developing, and which we need to emulate and expand. Let us seize this opportunity to 
work together to transform Puerto Rico into the island we deserve.

JON BORSCHOW
President of  the Board of  Directors
Foundation for Puerto Rico

1) Methodology used by the Foundation: 
A) An increase of 2 million visitors adds up to $1.7 billion in direct tourist expenditures. Using the visitor’s average expenditures in the Travel Survey for PR ($862), an increase of two million visitors would add up to an 
additional expenditure of $1.7 billion.
B) Extending the stays by two nights adds up to $1.9 billion in tourist expenditures. According to the Travel Survey, the average expenditure per day for people staying in hotels is $547. If we increase the amount of night 
stays by two for the 1.7 million visitors who stayed in hotels during 2015, there would be an increase of $1.9 billion in tourist expenditures. 
This sums up to $3.6 billion, nearing the $3.8 billion necessary for duplicating 2015 totals. Assuming an increase in night/days for other economic sectors and for extra visitors in hotels, there is no doubt that the $3.8 
billion the Foundation is projecting will be exceeded. 

MESSAGE FROM THE PRESIDENT OF 
THE BOARD OF DIRECTORS
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FOUNDATION FOR PUERTO RICO’S PERSPECTIVE 
ON ECONOMIC DEVELOPMENT

As a foundation, part of our mission is to pro-
mote economic-development strategies that 
completely insert us in the global economy. We 

believe that by connecting or tapping into the differ-
ent opportunities the world offers us; we can lure new, 
significant income that will benefit all the sectors of 
our socio-economy. 

During the past century, Puerto Rico transitioned from 
poverty to prosperity by harnessing its human capital 
through manufacturing, and exporting physical goods. 
The government grew by developing a sophisticated 
infrastructure to foster economic development. Glo-
balization, a reduction in the privileged access to the 
American market, high marine-transport costs, and 
the elimination of federal incentives like Section 936 
of the US Internal Revenue Code are reducing oppor-
tunities in traditional manufacturing even more. 

The size of the local service economy and local con-
sumption decreases with emigration, and the local 
added-value component has been gradually disappear-

ing with the arrival of multinational corporations, and 
their powerful supply chains. Construction has been 
paralyzed due to a shrinking general economy, and the 
island’s depopulation: there is already a surplus in in-
frastructure in almost all categories. 

The government is reduced in its size and budget, but 
does not increase in productivity. And with the imple-
mentation of the PROMESA Act, it will be reduced 
even more. Several categories in federal funding are 
at risk of depletion since they depend on a population 
census. 

Business associations and labor guilds are struggling to 
keep a nonexistent status quo, and their intent is that 
others suffer the economic collapse. Legislators pro-
mote bills in order to protect fostered interests with-
out pondering fiscal consequences and how it affects 
the national treasury of the economy in general. In the 
meantime, a web of contradictory laws and regulations 
that thwart the economy continue to grow each day.

A country’s economic development must significantly benefit its population, and creates value throughout its 
geography. It must also align itself to current tendencies, and global opportunities. 



8

In absence of a wide consensus or agreement regard-
ing a strategic vision for economic development; ac-
knowledged and supported by the government, and 
non-governmental sectors, as well as in Washington, 
D.C., which changes the dynamics of our economy; the 
economic reduction we are experiencing may double 
by the next decade. Fortunately, an agreement is be-
ing reached regarding subjects that require vision and 
strength. We have to get more sectors interested, in 
joining the agreement. We have to reach a full agree-
ment where we become a single voice speaking out on 
the issue, here and in Washington D.C. 
 
At Foundation for Puerto Rico, we have identified sev-
eral strategies for developing a solvent and thriving 
economy: 

Twenty-first Century Exports:  The term not only re-
fers to exporting high added-value (physical) goods—a 
manufacturing niche that is still active and that we can 
continue to develop—but also applies to the concept 
of other services ranging from finances to engineering 
to consulting; developing and marketing technology, 
software, and applications to generating digital con-
text; from music to movies. These economic aspects 
reflect social tendencies, and constitute the largest 
component of the twenty-first century economy. For-
tunately, these do not require importing large volumes 
of raw materials; nor expensive, bilateral transporta-
tion. On the contrary, they harness the human talent 
we already have in Puerto Rico, along with the entre-
preneurship, innovation, research, and capacities for 
exchanging knowledge. We believe that in a timeframe 
of 10 to 20 years, this type of non-physical exporta-
tion will potentially produce more than $20 billion in 

economic activity, and hundreds of thousands of jobs.  

Replacing Our Imports:  In an economy that imports 
nearly $40 billion per year in goods and services, 
which requires an exterior expenditure of an equiva-
lent amount that we no longer have, reducing imports 
and/or replacing them with locally produced goods or 
services becomes an important and inevitable adjust-
ment for our new economic situation. For example, 
developing a sophisticated agriculture becomes an op-
portunity for reducing our food imports—which add up 
to $8 billion per year—as well as for generating income 
from abroad by exporting agricultural goods.

The Visitor Economy:  The visitor economy is one of 
the largest-growing industries in the world. Accord-
ing to the World Travel and Tourism Council (WTTC), 
every year there are 1.2 billion trips from one coun-
try to another. The economic activity associated with 
tourists worldwide amounts to more than $7 billion. 
Tourism is already an important element of our local 
economy. This report shows that economic activity 
associated with this sector exceeds $7 billion, and is 
the only part of the economy that is actually growing. 
If we prioritize to our economic strategy, the Visitor 
economy could support an accelerated expansion that 
may double such activity to $14 billion in five years3;  
provided that such an increase in the Visitor economy 
be large enough and takes place in a period of time 
short enough to counter the economic contraction we 
are facing, and creates job opportunities for tens of 
thousands of people throughout our geography, and in 
all of our economic sectors. 

2) Source: World Bank, information updated on June 2, 2016; data on Puerto Rico comes from reports from the Institute of Statistics of Puerto Rico. 
3) As the result of a successful implementation of our 2 plus 2 proposal. 

Economic Development Perspective
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WHY THE VISITOR ECONOMY?

The Foundation for Puerto Rico has decided to 
focus our economic efforts in promoting our 
island as a destination for the world by boost-

ing the expansion of the visitor economy due to its 
short-term economic impact. Properly executed, this 
development offers important benefits beyond eco-
nomic impact. The resources spent by visitors in our 
economy help maintain and strengthen our physical 
infrastructure, as well as the government and private 
sector’s essential services affected by recession. This 
favorably influences the quality of life for all of us 
residing on the island, including if one considers the 
loss of human capital as a result of emigration. Due 
to a positive experience during their visit, each visi-
tor becomes an ambassador of Puerto Rico, restoring 
and strengthening our image to the world, favoring all 
dimensions of our economy. Giving priority to mak-
ing Puerto Rico a desired destination gives us more 
visibility before the world in all our strategies and 
negotiations.  At Foundation for Puerto Rico, we are 

convinced that implementing this strategy as a spear-
head for our economic development will produce 
more immediate and accessible economic benefits.

This document helps us understand the concept of the 
visitor economy, and why its important to develop, to 
the largest scale possible, which is crucial for Puer-
to Rico’s economic recovery. This document includes 
an evaluation of the sector’s scenario, and its global 
and regional tendencies. It establishes comparisons 
with other countries in order to understand these dy-
namics throughout the world, and how implementing 
them may affect our growth opportunities. Likewise, 
we try to understand and document our current ca-
pacities and activities, our functional strategies, and 
our successful practices in order to propose a way for 
uniting efforts with such a knowledge, and therefore 
build a visitor economy large enough to have the re-
sults we need and deserve.
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WHAT IS VISITOR ECONOMY?

The term tourism is common knowledge, as it is 
also known that in Puerto Rico it is a sector that 
has maintained a constant growth pattern even 

during the last years of recession. The Visitor economy 
is a concept much broader than tourism. The WTTC4 
defines it as any direct, indirect, and induced economic 
activity resulting from visitors’ interactions with their 

destination. This activity includes direct consump-
tion of goods and services paid by people who visit a 
destination, activity generated indirectly from supply 
chains and services to the industry, construction, etc., 
and additional induced activity from what people who 
work, directly or indirectly, serving visitors spend in 
the local economy.  

4) According to the annual publication by the WTTC, tourism’s direct contribution to Puerto Rico in 2014 was $2.4 billion, while its indirect contribution amounted to an additional $5 billion for a total of $7.4 billion in 
economic activity. 
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In other words, when the number of visitors increases, 
not only does their direct consumption increase (in ho-
tels, restaurants, transportation, attractions, etc.), but 
the economic benefit of businesses and providers sup-
porting the tourism industry throughout the entire sup-
ply chain such as food, products, maintenance services, 
equipment, fuel, general services, etc. also increases. 
Similarly, the economic activity generated by all the 
employees working in the industry, directly or indirect-
ly, increases when they spend earned money back into 
the economy by acquiring goods and services. 

The economic activity generated by the visitor econo-
my contributes to many different sectors of the econo-
my, beyond tourism. Its impact has a multiplying effect, 
with a large scale potential, prompted by the visitor, 
that is distributed throughout the entire economy, and 

thus supports the creation of jobs, infrastructure de-
velopment, and community development. It also offers 
an important platform for individuals, family groups, 
small businesses, and even communities; while em-
barking on different business activities such as cuisine, 
technology, lodging, etc.—located in different regions 
of the island, and implemented according to an eco-
nomic strategy that creates a large ecosystem. 

When analyzing the visitor economy’s ecosystem, we 
identified public and private organizations, and the in-
dividuals who play a key role in bringing about changes 
and defining strategies. We also identified those who 
interact with visitors on a daily basis, as well as those 
who offer services or products that make it possible for 
the visitor to enjoy our assets.  

How does a visitor’s arrival benefits the country’s economy?

What is the Visitor Economy?

Direct Contribution

Indirect Contribution

General Services Tourism and supply chain employees

Services and consumption (by employees)Raw Materials

The visitor pays 
directly at: 

Taxi

Car Rental

Cruiseship

Airplane

Bus

Theater
Travel
Agency
Shopping

Entertainment

Gas

Hotel

Bank

Which pays for wages,
salaries, taxes, profits:

Chef

Driver
Hostess

Waitress
Tourist guide

Services
Pilot

Trader
Builder and
Contractor

Other

Induced Contribution
Which subsequently pays for:

Banks

Real Estate
Communications

Hospitals

Infraestructure

Other

WHAT IS VISITOR ECONOMY?
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According to data from the United Nations World 
Tourism Organization (UNWTO), in 2015, 1.2 
billion people travelled internationally (outside 

their home countries). At the top of the list of visitors 
are those from the United States, Germany, and the 
United Kingdom. These are followed by those who 
are probably motivated by the economic boom of 
other countries, such as China and India. Less popular 
countries whose economies have improved, allowing 
their citizens to travel at a significant scale, would also 
be included. 

The postindustrial era’s globalization of wealth and 
cultural tendencies have resulted in many changes 
to the travel industry. Since 1995, billions of people 
have globally joined the middle class, with a mobility 
that is constantly rising. 

It is important we stay current with the way the world 
is changing. Not only do we have to know which 
countries generate the most travelers worldwide, but 
we must also consider travelers’ diversity in nation-
alities, ethnicities, and generational gaps, as well as 

A Developing Global Industry

their likes and preferences. Today, travelers are show-
ing a marked trend of seeking new experiences that 
would allow them to immerse into the environment, 
and culture of their selected destination. Similarly, 
technology plays a more fundamental role in their de-
cision-making process on a daily basis. Travelers seek 
tools that allow them to have a smooth experience, 
thus promoting the development of more innovative 
strategies. 

 

China - 100m

Canada - 32m

Saudit Arabia - 19m

Mexico - 15m

Romania - 11m

Finland - 9mGermany - 75m

Russia - 30m

Japan - 18m

South Korea - 15m

Austria - 11m

Denmark - 8mUnited States - 60m

Italy - 30m

Netherlands - 18m

Suecia - 15m

Belgium - 10m

Singapore - 8mU.K. - 60m

France - 25m

India - 17m

Switzerland - 12m

Turkey - 10m

Brazil - 8mPoland - 43m

Ukraine - 21m

Hungary - 16m

Spain - 12m

Kazakhstan - 9m

Argentina - 7m

Travelers’ Main Countries of Origin (outgoing)

Occidental Region

Oriental Region
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The table above shows data from source countries that 
includes departures of visitors and excursionists (who 
don’t stay overnight) by air, land, and sea. For example, 
out of the 43 million registered departures in Poland, 
only 6.3 million correspond to visitors that stayed at 
least one night. 

In order to understand the magnitude of these chang-
es, let’s take a specific look at China. One third of its 
middle class now has a college degree, and the pur-
chasing power of turning this country into the top trav-
eler originator in the world. Today, China constitutes 
almost 100 million international trips per year. 

According to UNWTO projections, by 2016 interna-
tional trips should increase by approximately 4%. And 
according to the WTTC the number of international 
travelers may reach 1.8 billion by 2025. Similarly, the 
travel industry makes up 10% of the Gross Domestic 
Product (GDP) at a global level, and generates one out 
of every eleven jobs, which proves the high economic 
impact this industry represents.

The Visitor economy is not an industry to be under-
estimated. Today, large cities such as New York, Paris, 
Hong Kong, London, and Rome; and some of the most 
important economies in the world like China, Spain, 
Japan, Mexico, Brazil, or Australia; consider the visitor 
economy a priority. They have developed sophisticated 

strategies to lure more visitors and prolong their visits. 
It is important to examine other destinations that are 
comparable to Puerto Rico; in terms of population, geo-
graphical area, and what is offered. In this document, 
we will try, to the extent possible, to provide examples 
of the Visitor economy of such destinations. We will 
also try to identify valuable strategies or practices from 
other destinations, regardless of whether or not they 
are comparable in size or population to Puerto Rico.
 
An important fact that we have identified while re-
searching these destinations is that, despite the value 
of their assets, no destination has materially advanced 
in terms of their Visitor economy by accident. On the 
contrary, these destinations dedicate themselves to 
add value to their assets, by organizing themselves as 
a society in order to take advantage of them. In these 
countries, they clearly focus on the continuity of such 
efforts. The way they meticulously measure their activ-
ity, and the great transparency with which they visu-
alize and monitor progress, recalibrate their strategies 
and actions based on their findings; is quite evident. 

Furthermore, more countries that have historically 
based their economies on exporting natural resources, 
manufacturing, technology, and their services are shift-
ing focus to try and reach success with their respective 
visitor’s economies. 

Every day, the adoption of the terminology and concept 
of the Visitor economy is growing. English-speaking 
countries; from the United Kingdom, Ireland, Austra-
lia, New Zealand, Canada, Singapore, and many parts 
of the US; have taken this to a point where every re-
gion, state, province or urban destination is organizing 
itself based on this concept. Regardless of the extent 
of the terminology adoption, reformulating tourism in 
a broader economic context is almost a universal prac-
tice. 

Our greatest opportunity is precisely the magnitude of 
the global industry; the great diversity of the countries 
from which travelers originate from, and the small por-
tion of this market that Puerto Rico actually captures. 
We can grow to the point where we can change our 
economic course without being seen as a great com-
petition or threat by other destinations. We simply 
have to organize ourselves adequately, become better 
known throughout the world, and we will get the re-
sults. 

Category Country

France Europe

Europe

83.7 million 83.6 million 0.1 2

International 
tourists arrival

(2014)

International 
tourists arrival

(2013)

Change %
(2013

to
2014)

Change %
(2012

to
2013)

UNWTO
Region

01

02

03

04

05

06

07

08

09

10

United
States

Norte
America

74.8 million 70 million 6.8 5

Spain 65 million 60.7 million 7.1 5.6

EuropeItaly 48.6 million 47.7 million 1.8 2.9

EuropeTurkey 39.8 million 37.8 million 5.3 5.9

EuropeGermany 33 million 31.5 million 4.6 3.7

EuropeUK 32.6 million 31.1 million 5 6.1

EuropeRussia 29.8 million 28.4 million 5.3 10.2

North
AmericaMexico 29.1 million 24.2 million 20.5 3.2

AsiaChina 55.6 million 55.5 million 0.1 3.5

Source: UNWTO

WHAT IS VISITOR ECONOMY?
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¿QUÉ ES LA ECONOMÍA DEL VISITANTE?

STRATEGIC
VISION
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Every year, Puerto Rico receives a little over 3 mil-
lion visitors staying on the island, plus 1.4 million 
that arrive in cruise ships, which only represents 

0.3% of global activity. According to WTTC data, 
during 2014 the tourism industry represented $7 bil-
lion in yearly economic value for our economy, near-
ly 10% of our GDP. This generated more than 60,000 
jobs, directly and indirectly, which constitutes 6% of 
the actual labor force. 

A study done by Foundation for Puerto Rico (“The Vis-
itor economy: from Knowledge to Action”) (FPR F. f., 
2016), states that in 2014 the Caribbean was visited by 
a total of 22,446,000 non-residents, visitors. From this 
total, Puerto Rico received 14%, versus 23% in Domin-
ican Republic, 13% in Cuba, and 9% in Jamaica. Desti-
nations like Cuba and Jamaica are experiencing an in-
crease in visitors. An article published in a digital news 
platform, Sin Comillas (Pelatti, 2015), notes that the 
percentage of visitors to the Caribbean who choose to 
visit Puerto Rico has dropped from 26% in 1980 to only 
15% in 2015. If Puerto Rico would have maintained its 
26% of visitors to the Caribbean, it would have 5.6 mil-
lion visitors per year or double its current number.

It is important to highlight that Puerto Rico is among 
the top four destinations for visitors travelling from the 
United States. This is partly due to the great amount 

Puerto Rico’s Visitor Economy

1980

19%

16%
14%

14%
13%

1990 2000 2010 2015

26%
23% 21%

17% 15%

Puerto Rico’s declining role in the Caribbean
PR as a % of the Caribbean

Cuando el turismo de sol y playa no es suficiente, Sin Comillas. (2015)

Tourist # Revenues (USD)

of those belonging to the Puerto Rican diaspora that 
come back home to visit family members or to redis-
cover their heritage. These visitors, along with a com-
parable number of island residents that visit the USA 
regularly, represent the largest segment of travelers 
that arrive at our airports. The fact that there are so 
many Puerto Ricans coming and going is one of our 
greatest strengths, since this ensures that the island 
receives a base amount of tourism activity and flights. 

Currently, most visitors come to Puerto Rico not nec-
essarily because the island has been able to spark an 
interest in them because of the different things we 
offer, but because of other factors and circumstances.  
Our visitors comprise several groups, in order of eco-
nomic impact (FPR F. f., 2016) are: 

• Puerto Ricans who have migrated, and others visiting 
relatives and friends residing on the island, motivated by 
their personal ties to the island. 

• Travelers from the East Coast of the US looking for a 
sunny haven with warm beaches; mostly during the win-
ter. They are motivated by convenience, proximity to the 
destination, or economic accessibility. 

• Cruise-ship travelers who stay overnight in order to 
board the vessel. They are mainly driven by a Caribbean 

Cuando el sol y el turismo no es suficiente. Sin Comillas (2015)

5)  According to the Planning Board’s official data, Puerto Rico received 3,246,000 non-resident visitors in 2014. 



16

itinerary in which Puerto Rico is the starting point.

• Individual business travelers, who are mainly driven 
by the commercial activity they will partake on the is-
land. 

• Business trips for groups or conventions, motivated by 
advertising, convenience, and price. 

If we consider that most of these travelers tend to 
choose us as a destination based on factors such as 
convenience, proximity or economical accessibility, we 
can clearly see the size of the opportunity that lies in 
front of us. We should work towards not letting this 
be pure luck, to be discovered as a destination in an 
arbitrary manner due to family ties or due to the con-
venience of an accessible flight or because of a cheaper 
travel package. We should strive for travelers to choose 
us due to the enticement of our stories and the desire 
to explore Puerto Rico even more.   

According to the Puerto Rico Tourism Company, in 
2014 the average visit to Puerto Rico lasted 2.6 days 
(IEPR, 2016). The average visit for international tour-
ists at our neighbors from the Dominican Republic was 
over 8 days. Similar destinations like Hawaii and New 
Zealand average around 9 days. This clearly indicates 

that our visitors are planning stays which do not con-
sider the diversity of experiences they can enjoy in our 
island. If we were to increase the length of the stay by 
just two days, the potential impact this would repre-
sent for our economy would be billions of extra dollars. 

Establishing a visitor economy as a main priority for 
economic development by engaging in innovative strat-
egies would surely translate to a significant increase in 
the number of visitors and in the length of their stays. 
This in turn would produce a positive impact on indica-
tors associated with sources of income and economic 
growth. 

Keeping new global tendencies in mind, it is necessary 
that we consolidate and visualize our varied offer to the 
visitor. We must also maximize and highlight our as-
sets to the world, particularly focusing on those which 
provide travelers a unique experience at our destina-
tion. Therefore, we suggest developing a strategic vi-
sion that promotes Puerto Rico as much more than an 
escape destination with beautiful beaches, where the 
traveler can flee from winter weather. We must also 
develop tools that would advertise the variety of pos-
sible experiences that our history, architecture, and au-
thentic culture have to offer. It’s a complete package of 
everything we can offer. From fine cuisine to fine arts, 
our cities and towns, our rural environment to our nat-
ural landscapes, is what will make our island a favored 
destination to the world. 

Total room nights vs. Average length of stay per visitor
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A Large Market that Doesn´t Know about Puerto Rico

Many of the favored tourist destinations in the world 
such as Hawaii, Paris, Venice; are well-known all over 
the planet. Their visitors are proof of such diversity in 
terms of point of origin. 

As we have previously mentioned, over 90% of Puer-
to Rico’s current visitors come from traditional mar-
kets, such as the East Coast of the US. A large portion 
of the rest of the planet does not know about us as 
a destination. This is a great opportunity for Puerto 
Rico. By making ourselves known, we can attract a 
significant number of travelers from non-tradition-
al points of origin which do not normally see us as a 
destination. 

Without a doubt, we have great potential for devel-
oping our Visitor economy by integrating everything 
we have to offer. We can maximize our unique assets’ 
potential, and redirect new and innovative advertis-
ing efforts in non-traditional markets. This way, not 

only will we increase the number of visitors, but also 
dramatically augment the economic impact generated 
by the Visitor economy by offering more diverse ex-
periences to remote markets, and extended stays, in 
comparison to our current averages. 

Although it may seem contradictory, our economic 
crisis has placed us before the eyes of the world. Many 
Europeans who used to confuse Puerto Rico with 
Costa Rica are now clear. People from Asia who had 
never heard of us, now know our name. Even South 
Americans know us a little better. Strangely enough, 
dozens of millions of people within the continental US 
are paying attention to Puerto Rico. This is our mo-
ment. It is time to capitalizing on all the publicity this 
recent interest has provoked from the international 
media. We can stop being the island that wavers in 
juggling a crisis, and become a destination that pro-
vides a chance for physical and spiritual renovation to 
all those who come and visit. 

STRATEGIC VISION
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According to WTTC projections, strictly based 
on tendencies and adjustments due to infla-
tion; Puerto Rico’s Visitor economy should 

increase from 7 billion dollars to 10 billion in 2025, 
provided that the island maintains its historic growth 
pattern of only 2.5% (WTTC, 2015). But if we consid-
er for a moment that the island’s participation in the 
global market is a mere 0.3%, it is clear that there is 
large room for improvement. With precise strategies, 
that sell our experiences and connect them with our 
visitors’ interests, motivations, and aspirations; we 
can certainly say that Puerto Rico will capture a small, 
additional portion of such a large market, and we will 
grow fast. 

At Foundation for Puerto Rico we propose that in five 
years there be an increase in the number of visitors 
staying overnight from 3 to 5 million; as well as an 
augment in the length of their stay from 2.6 to 4.8 
days. We have presented our case with the phrase, 
“as simple as 2 + 2.” In other words, add the number 
of visitors by 2 million plus the length of their stays 

An Economic Opportunity for Puerto Rico

by 2 days. To achieve this, it is necessary to design 
specific, intertwined strategies, that go hand in hand 
with the level of global tendencies, and the preferenc-
es of future visitors. These have to be kept up to date, 
and quickly adjusted to guarantee the project’s suc-
cess. It is also necessary that these strategies make 
use of the technology that facilitate advertising ex-
periences that promote exploring every corner of our 
geography, and maximize this benefit and its impact; 
until the economic path of our country changes. If we 
reach our goal, the value of our Visitor economy may 
raise to $14 billion per year. 

If we maintain this growth pattern until 2025, we may 
receive 8.5 million visitors per year. Extending the 
length of their stay to an average of 4.8 days may re-
sult in a Visitor economy of nearly 20 billion dollars. 
This is not an easy task. But it is achievable if we max-
imize our capabilities; which will result in a successful 
and prosperous Puerto Rico. Even if we fall short, the 
transforming effect of the achieved growth will be 
crucial for stabilizing the island. 
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An Accessible and Desired Destination

Puerto Rico's Actives and Resources

Some of the resources and assets that make Puerto Rico a complete destination

Our vision is that Puerto Rico become a unique, 
desired, and accessible destination; inspiring 
millions of people from all over the world to 

visit. And for those who already have, to share their 
extraordinary experiences with their friends and loved 
ones, and come back. 

By desired destination we mean a place that the po-
tential visitor would love to go to; there is an emotion-
al preference that doesn’t consider expenses. The vis-
itor feels part of a combination of unique experiences 
that inspire, thrill, and fill him or her with satisfaction. 
Also, once at the destination, the traveler feels that 
the actual experiences exceed his or her expectations. 

The island has assets and resources that allow us 
to create a wide network of authentic experiences. 
These range from our national resources (that go way 

beyond sun and beaches), to our history, arts, culture, 
and fine cuisine. They are all available in a compact, 
convenient, and accessible destination; both in size 
and moneywise, equipped with state-of-the-art digital 
and physical infrastructure, among other advantages. 

For us to become a desired destination, that at the 
same time is accessible and convenient, requires the 
integration and mobilization of these assets to create 
synergies and unique comparative advantages, which 
would result in a complete and diverse offering. This 
would clearly differentiate us from other destinations. 
This requires us to strategically interconnect the ad-
vantages, opportunities and available assets through 
the creation of networks and collaborations that gen-
erate the necessary conditions to ensure the quality 
of a vast portfolio of visitor experiences.  
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The Greatest, Diverse, and Economically Important Choice

Developing a Visitor economy is a strategy that brings 
the best opportunities for triggering and transforming 
Puerto Rico’s development during the next five to ten 
years. The economic activity generated by the arrival of 
more visitors, the increase in the length of their stays, 
the money that comes with it, and the development of 
a variety of offers fosters the creation of tens of thou-
sands of additional jobs6 in the economy by 2025. Such 
an injection of economic activity may bring the neces-
sary resources to end the recession, while allowing us 
to continue updating our services and physical and dig-
ital infrastructure, and improving our people’s quality of 
life. This strategy is not subtractive but complementary, 
and even synergic with other strategies our Foundation 

has for integrating Puerto Rico into the global economy. 

It is a historical fact that in the past Puerto Rico has 
marketed itself as a sunny destination with beaches. 
This depiction was logical at a time when there were 
less alternatives for travelers. But today, in the twen-
ty-first century, we are forced to compete with multi-
ple destinations that have similar attractions, and most 
of the market prefers the lowest cost possible. Now 
Puerto Rico can, and must position itself as a unique, 
desired global destination; increasing its growth and 
participation in the global travel industry, in order to 
boost the economic benefit these visitors generate due 
to their interactions.
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6)  Jobs generated within the next ten years may potentially amount up to 100,000 in all sectors of the economy. 
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Global Tourism Industry
$3.2 Trillion

Wellness
Tourism

$439 billion
Cultural Tourism

$800 billion - 
$1.1 trillion

Culinary 
Tourism

$350 - $550 
billion

Medical Tourism
$50 - $60 billion

Agritourism
$60 - $160 billion

Spiritual Tourism
$37 - $47 billion

Volunturismo
$10 - $20 billion

Adventure
Tourism

$115 - $150
billion

Eco/Sustainable
 Tourism

$325 -$480
billion

Sports Tourism
$250 - $375

 billion

© Global Wellness Institute. Originally published in “The Global Wellness Tourism Economy”, 2013.

According to data from SRI International (Institute, 
2014), out of the total world economic activity, which 
amounts to over $7 billion, associated with the Visitor 
economy; more than half derives from non-traditional 
tourism niches. Out of these, cultural tourism, gastro-
nomic tourism, ecological tourism, and wellness tour-
ism comprise more than half of the activity. Some of 
these niches or segments include:

The Visitor economy represents opportunities for Puer-
to Rico that go beyond the traditional tourism of visit-
ing the beach, "garita" or sentry box, and hotel pools. 
We have to broaden our perspective of the Visitor 
economy, so that it considers our strategic advantages 
and our key assets; in order to develop new compo-
nents of tourist activity. We are referring to other cat-
egories of tourism such as medical tourism, wellness, 

academic, business, artistic and cultural, gastronomic, 
agricultural, religious, ecotourism etc. Let’s lure people 
who are participating in professional, literary, music, 
and artistic events, or those who just want to spend 
the entire winter here or retire. 

By not visualizing our diversified offer; we underuse 
our national resources, specifically the cultural ones, 
and at the same time disregard the extraordinary po-
tential from local and community offers and initiatives 
throughout the island. Giving visitors a wide range of 
things to do encourages them to extend the length of 
their stays, taking them to different regions, and in-
creasing their participation in local activities; improv-
ing their experience and augmenting their economic 
contribution. 

In a world where technology access is growing in great 
strides, it is crucial to incorporate technological strate-
gies to position the destination and improve the qual-
ity of experience; so that our message is placed at an 
inspiration point within the traveler’s cycle that stays 
with potential and actual travelers throughout their 
journey. This would be from selecting their destina-
tion, planning, arrival, and experience, to the trip back 
home. This requires a combination of several factors 
which range from improving the visibility of our experi-
ences, to ensuring an excellent service which inspires a 
great number of visitors to explore Puerto Rico. 

New Zealand started its “NZ Tourism 2025” in early 2014. This 
addresses all sectors of their Visitor economy, and stands 
out because of its emphasis on the visitor’s experience, col-
laboration between organizations and regions, and because 
of the meticulous figures they keep. This country developed 
strategies with precise goals; taking advantage of, and even 
improving, all data available. They used collaborations as a 
tool for maximizing opportunities. Their goal is to add value by 
offering an unparalleled experience. They increase economic 
impact by identifying opportunities for generating off season 
demand, by promoting that visitors disperse throughout the 
entire geographical area, by improving physical and digital 
connections in their destinations and regions. In a single year 
they have been able to extend their visitors’ stays and aug-
ment the number of visitors, resulting in an additional 17% in 
direct visitor spending.

STRATEGIC VISION

Tourism
 Niches

Cultural
Tourism

Gastronomic 
Tourism

Wellness and
Health Tourism

Academic
Tourism

Sports 
Tourism

Religious
Tourism AgriTourism EcoTourism

Adventure
Tourism

Business
Tourism

Shopping
Tourism

Service
Tourism

Recreational
Tourism

Group and 
Festival 
Tourism

Entertainment
Tourism

Cinematographic
Tourism



22

The Visitor’s Experience

7) Regarding the topic of visibility of our offers, in 2015 Public Law No. 7 was passed, establishing and expanding the duties of the Puerto Rico Tourism Company for marketing the island and expanding strategies and 
initiatives toward promoting Puerto Rico as a gastronomic, sports, recreation, and cultural destination. the law’s explanatory memorandum was based on an El Nuevo Día article citing the Huffington Post, saying that 
the island is “the best travel option for travel to the Caribbean for food lovers, because of its broad and varied gastronomic offer.” The amendment provides that the agency may enter into collaboration agreements with 
restaurant owners, as well as sports, recreational, and cultural entities and associations, etc. related to promoting, creating, and celebrating events related to these sectors. 

Puerto Rico needs to maximize the impact of the 
Visitor economy by designing an authentic, geo-
graphically diverse experience for the visitor. This 

dynamic creates ample opportunities of participation 
for Puerto Ricans from all sectors and with all skills, 
by developing offers with multiple cultural and recre-
ational dimensions, etc. 

Our assets, available throughout the entire island, 
provide an excellent opportunity to create an encom-
passing package that attracts visitors from all over the 
world. Our natural, cultural, and geographical diversity 
allow for Puerto Rico to become a destination capable 
of hosting people and organizations that are looking 
for particular experiences and conditions; ranging from 
adventures, and extreme sports; to infrastructure for 
hosting conventions and international events.

The world market associated with the visitor economy 
has been experiencing new significant tendencies. Vis-
itors no longer limit themselves to looking for beauti-

ful landscapes and comfortable facilities alone. The 
search for and gathering of experiences has become 
a determining factor, and an essential element when 
it comes to choosing a destination and planning a vis-
it. Getting involved in what is happening locally; such 
as fine cuisine, cultural exchange, traditions; as well as 
also visiting less popular places, that are more unique 
locations, comes across in a desire that surpasses tra-
ditional offers of most destinations. This is what the 
actual market demands. 

To reach our highest potential, it’s essential that we 
leverage innovation in technological advances to de-
velop strategies that bring together these experiences 
and showcase them to the world. We need to become 
the destination that takes advantage of all of its assets 
and strategically positions them to inspire travelers with 
unique and memorable experiences across all of our ge-
ography, taking advantage of innovative tools that bene-
fit all communities in Puerto Rico. 
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OPPORTUNITIES 
AND PRIORITIES
 



24

In the economic situation we are living in, we cannot 
afford to wait. It is necessary that we immediately 
begin to benefit from the opportunities that the Vis-

itor economy provides as an economic development 
strategy. At the Foundation for Puerto Rico, we have 
identified five main areas which we must work on col-
lectively in order to achieve an accelerated develop-
ment of the visitor economy. Among these are timely 
strategies that may be carried out, and non-existent 
initiatives than can be both enhanced and expanded:

Creating Networks and Alliances:  working together—
with public and private institutions to providers and 
communities—to develop alliances that allow us to 
build a strong ecosystem, and present an integrated 
offer to the world. 

Marketing Ourselves to the World: attracting visitors 
and extending their stays by using the most advanced 
digital strategies; visualizing and projecting to the 
world a wide range of unique experiences that visi-
tors may experience in every corner of our island and 

that attract the attention of visitors with the most di-
verse preferences. 

Maximizing the Experience: developing innovative 
tools, and the necessary capability as a society and 
industry to tend to visitors, and consistently ensure 
excellent experiences. 

Measuring to Improve: measuring and evaluating re-
sults; making sure that we do not lose our way; keep-
ing high standards on every level, and swiftly carrying 
out the necessary adjustments, according to condi-
tions or tendencies. 

Changing Mentalities: understanding our opportuni-
ties and roles, to get everyone to commit to trans-
forming into proactive agents, and transforming 
Puerto Rico into a desired destination; generating 
economic activity to all our geography by optimizing 
our assets and innovation.

Opportunities and Priorities for developing Puerto Rico’s visitor economy

OPPORTUNITIES AND PRIORITIES

Changing 
Mentalities

Measuring
to Improve

Creating Networks      
and Alliances

Maximizing the 
Experience

Marketing Ourselves 
to the World
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In order to maximize and enhance these opportuni-
ties and priorities, we have to visualize them in con-
tinuous interaction. It is imperative that they all come 
together harmoniously in order to develop and imple-
ment a successful economic strategy. By integrating 
them, we will build a strong ecosystem; that will al-
low us to offer complete, sophisticated, and special-
ized experiences. This will turn us into a different 
and memorable destination, attracting the maximum 
number of visitors with a maximum length of stay. 

In the second part of this document, we will begin 
with a presentation of the knowledge we have ac-
quired from our research. We will include examples 
from around the world, and our own surroundings 
that are relevant to designing our strategies. We will 
include ideas and proposals originating from Foun-
dation for Puerto Rico’s research, and from input by 
organizations and visionaries committed to Puerto 
Rico’s economic development. This is a dynamic doc-
ument that aims to include more strategies and ideas, 
as they emerge or are identified. Likewise, it will re-
quire updates to keep up with the changes and ten-
dencies of our environment and in the world.
 

We do not intend for this document to become a com-
prehensive inventory of each and every one of Puer-
to Rico’s actual tourism sectors or areas. Instead we 
will highlight the key elements that we believe should 
be developed or strengthened in order to strategical-
ly position ourselves. These elements, which we have 
identified in order to enhance the impact of the vis-
itor economy, seek to open a dialogue, and generate 
ideas and initiatives that lead us to the full develop-
ment that we at Foundation for Puerto Rico strongly 
believe can be achieved. But we need to work togeth-
er in order to reach this goal. 

Finally, in order to reap the fruits of these initiatives, 
every economic strategy must be carried out rigor-
ously, consistently, and coherently if they are to be 
successful. This cannot be achieved by a single orga-
nization. This is why we propose to convene every 
organization and visionary leader to work collectively 
to define and take the necessary steps. Together we 
should define strategic actions, available resources, 
roles and responsibilities, as well as the tools we will 
use for measuring progress. 

OPPORTUNITIES AND PRIORITIES
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We must think and act differently in order to 
transform Puerto Rico into a destination for 
the world, in order to change our economic 

path and restore prosperity to our island. It also de-
mands for us to understand the opportunity the Vis-
itor economy gives us. We should give priority to it, 
and develop a new perspective that forces us to work 
together in order to make of Puerto Rico a destination 
that many want to visit. 

This responsibility requires the integration of many 
sources’ efforts. Individualist dynamics of those who 
insist on developing particular visions will only serve in 

maintaining the status quo. In order to reach the goals 
that benefit everyone, it is essential to align and inte-
grate all of the country’s resources. 

Creating networks and alliances, following a strate-
gic framework is necessary to position Puerto Rico 
as a destination capable of offering a set of unique, 
integrated experiences. We need to involve all the 
stakeholders that play a role or participate, directly or 
indirectly, in the chain of activities and services that 
originate from the moment the visitor arrives to his or 
her departure. This collective effort results in a shared 
mission, and materializes into a common benefit. 

Creating Networks and Alliances

United to Take Action
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Knowing our Surroundings
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In addition to the natural and privileged cultural re-
sources, and an excellent physical and digital infra-
structure; Puerto Rico has a number of important 

organizations that are part of the tourism industry. It 
is crucial to identify the components of the ecosys-
tem of our visitor economy. This is not limited to those 
who comprise the tourism industry. But it also includes 
those who provide support. We have to understand 
their actual roles, and the market segment or catego-
ries in which they are involved. We have to accurately 
identify, according to strategic and functional criteria, 
the key stakeholders, public and private organizations, 
and individuals that have a substantial role in the eco-
system; and have the power to bring about change and 
define strategies. These leading organizations can mo-
bilize the ecosystem so that it works as an integrated 
engine, propelling and accelerating economic develop-
ment by following the same vision. 

Moreover, this process requires identifying, training, 
and eventually visualizing individual providers that 
offer or support unique, competitive, and satisfying 
experiences that project us to the world market; and 

that with their joint contribution bolster a significant 
increase in the number of visitors. The integration of 
all of these elements in a strong ecosystem promotes a 
more complete and geographically comprehensive of-
fer. It also allows for overcoming challenges and obsta-
cles within the chain of opportunities, products, and 
services associated with the visitor economy. These 
links, alliances, and networks allow us to effectively 
develop and integrate our offer. 

This set of strategic stakeholders and service provid-
ers have significant capabilities and strengths that 
may be harnessed into a new strategic framework 
that organizes them into an integrated ecosystem 
with well defined, and aligned roles and responsibil-
ities. Strategically visualizing all components as part 
of a comprehensive and coherent entity enables a 
better alignment of their capabilities to design strat-
egies, and carry out initiatives. This element is the 
key to offering visitors an excellent experience, that 
begins before their arrival to the island, continues 
throughout their stay, and ends with their return 
home; full of memorable experiences. 
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Let’s Work Together

Our current financial situation requires that we 
take critical actions that change our path. Re-
sources are increasingly limited, affecting our 

individual performance ability. Obtaining the results 
our economy needs requires we act differently, com-
bine efforts and resources for a common goal, and 
share a vision that sets aside past differences that have 
prevented us from reaching our highest potential. 

Alliance for reaching our 
maximum potential
These combined efforts must be arranged and direct-
ed towards actions that clearly define and communi-
cate their functions and expectations. Calling upon 
this coalition enables us to design a joint agenda with 
defined objectives, goals, and actions.

Strategic Agreements: The expertise, competence, and 
functions of the different members of the coalition give 
way to envision the different perspectives, resources, 
opportunities, and challenges that the Visitor economy 
represents. The coalition must reach consensus, and 
define clear and achievable plans. It should communi-
cate a single vision, and strategies shared to achieve 
goals. These strategies must define the responsibilities 
and resources that are necessary for their effective ex-
ecution. 

Differentiating Roles: Integrating strategic stakehold-
ers helps define their corresponding roles; according 
to their area of expertise. It also helps take into ac-
count our current and future necessities, which avoids 
duplicating efforts, and maintains the necessary focus 
to reach our goals. 

Defining Collaborative Projects: It is fundamental that 
actions, proposals, and collaborative projects emerge 
through which concrete objectives are achieved. Join-
ing efforts, and working in coordination allows us the 
necessary human and economic resources to achieve 
our common goals. 

Communicating our Actions to the Community:  The 
success of this strategy also depends on the levels of 
inclusion, transparency, and accountability. Common 
agendas and concrete actions must be made public.  
Communication channels between civil and commer-
cial communities must be kept permanently open8.

Integrating Public-Private Efforts: The coalition must 
move beyond traditional concepts that divide public 
and private actions. It is crucial to achieve a joint effort 
among the several government agencies associated 
with the industry, these agencies and private organiza-
tions, and amongst private organizations.

In England, transversal task forces were created; comprised 
of leaders from all dimensions of the visitor economy to de-
velop action plans that would be implemented throughout the 
industry in order to reach outlined goals. These plans include 
prioritized areas, agreed upon by all, and they give details of 
the actions and responsibilities of every stakeholder involved. 
The initial topics of strategic marketing, rural tourism, modern-
ization, meet and greet, business tourism, market intelligence, 
destination management, etc.; were integrated with other topics 
from groups that harnessed their strengths and experiences in 
every area. These plans composed dynamic documents, which 
were subject to constant revision and monitoring in order to as-
sess their progress. These task-force contributions were made 
available throughout the entire industry. 

England, 2011

One of the main factors contributing to Australia’s Strategic 
Tourism Plan in 2011 was the strategic integration of govern-
ment, regional, and private industry leaders; by establishing 
roles and responsibilities that seek to advance established 
strategies, and the development of task forces for specific top-
ics with the mission of finding a solution to the challenges that 
have been identified. One of their mayor successes was achiev-
ing the integration of all their regions into one single, common 
strategy and vision, both in writing and in actions, resulting in a 
union of economic resources for designing and launching im-
portant projects, such as their digital data base that facilitates 
their offer’s visibility and improve their measuring and monitor-
ing systems, among others. 

8)  In 2002, Act 213-2002 was adopted with the objective of establishing that the agency, in collaboration with the municipality, municipal and regional tourism committees, make the community a part of the process of 
planning and developing tourism under a plan agreed upon by the Planning Board. The goal is to generate joint strategies for advancing the tourism industry in the island’s municipalities. The act describes in detail a high 
growth of tourism facilities mostly located in the metropolitan region. This has thwarted the potential development of tourism resources in different municipal regions. These regions “have all the necessary elements to 
become centers of tourist interest internationally known.” In addition, it also highlights that “it is essential to promote several areas of the island, integrating communities to development efforts and marketing tourism by 
diversifying our offer since this will result in more benefits for the towns, attract new markets to Puerto Rico.”
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OPPORTUNITIES AND PRIORITIES

Network Providers Integrating the Offer

The creation of networks and collaborations allows us 
to present visitors with an integrated offer that facil-
itates and promotes a unique, successful experience. 
In order to achieve this, it is necessary to integrate all 
the services that visitors may need during their stay; 
including lodging, fine cuisine, transportation, attrac-
tions, etc.

Identifying and Linking the Local Offer: It is essential 
to highlight and visualize the assets that allow us to 
offer unique experiences which enhance local offers, 
and develop niches with specific offers for visitors’ 
preferences. By identifying, visualizing, and specializ-
ing our offer we can develop new businesses, sustain 
and maximize  the existing ones, and offer a variety of 
agents the opportunity of becoming a part of the chain 
of goods and services. 

Promoting Dynamic Integration: Creating networks 
among providers, by integrating multiple roles and 
functions, generates a cohesion that allows them to 
stop looking at themselves as competition. Instead 
they support each other, and create experiences that 
would otherwise divide and weaken the offer. It is nec-
essary to foster a permanent educational campaign 
that highlights the opportunities generated by collabo-
rating efforts. For example, experiences that combine 
lodging, local restaurants, attractions, transportation 
and digital tools.

Specialized Networks: Presenting an attractive, and ef-
ficient offer may require that providers organize them-
selves in specialized networks that facilitate particular 
experiences that go beyond those they can develop in-
dividually; such as culinary, cultural, and artistic offers; 
networks of non-hotel accommodations, etc. These 
networks can also provide support services to such 
providers or their clients by allowing them to access 
or share resources such as knowledge, tools, visibility 
platforms, and other services.

The Ruta de la Longaniza or “Sausage Route” is a culinary 
offer that allows visitors to enjoy both our flavor, and natu-
ral beauty. In this example, 15 restaurants came together, 
offering different dishes that feature sausage. These restau-
rants joined efforts to create a different, fun concept which, 
if marketed properly, has the potential to attract visitors to 
the central area of the island. Let’s imagine visitors enjoying 
this route, integrating to their journey other tourist offers be-
yond the cuisine. In order to make this route’s integrated offer 
known, a website was created. This allows visitors to identify 
participating restaurants, and see images of dishes featuring 
sausage at the different locations. 

Paris developed innovative products to provide a vast offer to 
its visitors. These products include luggage storage in allied 
hotels (with different places of delivery) for travelers with only 
a few hours to see the city; thus having more time to enjoy the 
experience offers. Other complementary services are reducing 
fees at partner hotels and coordinating transportation services, 
among other. Other products are providing the tools through 
which residents living near lodgings meet and greet, and con-
nect visitors with the city. These partnerships allow multiple 
providers offering new, specialized services that tend to the 
needs of different visitors’ profiles to connect. 
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Fifty years ago, tourists typically took their vacation 
as a time for rest. If they took a trip, they would 
usually rest at another geographic location. Usu-

ally this was during winter; to enjoy a warmer climate. 
These tourists had more limited expectations. Their 
daily and nightly activities were comprised of beaches, 
pools, food, and musical entertainment; which would 
tend to focus on the hotels where they stayed. They 
would probably also go out on group tours to the loca-
tion’s historic or scenic sites. 

Many destinations organized themselves according to 
this model. This resulted in “all-inclusive” packages lo-
cated all throughout our region, and the world. Exam-
ples are Cancun, the Mayan Riviera in Mexico, Varade-
ro in Cuba, Montego Bay in Jamaica, and Punta Cana 
in the Dominican Republic, Costa del Sol in Spain, the 
Red Sea in Egypt, and Phuket in Thailand. The cruise-
ship industry is a mobile, aquatic version of this very 
concept. 

Today, tourists may choose from hundreds of beach-
and-sun options for a vacation. As long as Puerto Rico 
intends to continue competing as one more of the sim-

ilar destinations its industry revenue will hardly grow or 
improve. Today visitors seek destinations that satisfy 
them at many different levels. They want memorable 
experiences, the kind that are forever remembered, 
and spark interesting conversations. Choosing a desti-
nation goes beyond economic factors. It has to do with 
fulfilling visitors’ expectations, and inviting them to 
dream about all the things they can experience there. 

Hawaii invites potential visitors to firstly dream, and 
then arrive there to fulfill their dreams. Some desti-
nations rely on the distinction of being identified as 
a destination which people dream of visiting at some 
point in their lives. These places are famous for being 
filled with stories and narratives that trigger a powerful 
anticipation and point to unique experiences. 

Some of these privileged destinations that most peo-
ple dream of visiting like Paris, London, Machu Picchu, 
Hawaii, etc., have a mystical aura about them, a ro-
mantic nuance that defines them. This is why they are 
known for their culture, history, architecture  and nat-
ural beauty… In a nutshell, a set of characteristics that 
sets them apart from other destinations. 

The fresh, floral air energizes you. The warm, tranquil waters refresh you. The breathtaking, natural beauty renews you. Look around. 
There’s no place on earth like Hawaii. Whether you’re a new visitor or returning, our six unique islands offer distinct experiences that 
will entice any traveler. We warmly invite you to explore our islands and discover your ideal travel experience. 

Welcome message, Hawaii Tourism Authority publicity page: gohawaii.com

Becoming a Desired Destination
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Let’s look at Paris, a destination that many dream of 
visiting. What makes Paris different from other cities 
in Europe that also have art, museums, cafes, music, 
and historic and colorful streets? Most of its attraction 
has a mysticism about it. The romantic aura appeals to 
our emotions, and creates an interest of knowing and 
living this experience first-hand. 

Like Paris, Puerto Rico has all the ingredients for be-
coming a desired destination. Puerto Rico has the 
perfect climate, natural beauty, history, architecture, 
music, fine cuisine; an authentic, vibrant, and bilin-
gual culture. The island has easy access because it has 
an optimal geographic location, and excellent air and 
maritime routes. Its physical and digital infrastructure, 
along with its sophisticated and potential services, al-
low the island to tend to a large volume of visitors; 
without affecting their experience or that of its res-
idents. Puerto Rico needs to combine these diverse 
ingredients into a single offer that appeals to the po-

tential visitors’ emotions; so that they dream of visit-
ing us and coming back. 

In order to increase the number of visitors that come 
to Puerto Rico, people need to feel an excitement for 
visiting us; let themselves be captivated by romance, 
adventure, and an emotional appetite which they can 
experience in our land. It´s all about placing Puerto 
Rico and its experiences on a list of places that peo-
ple want to visit at least once in their lifetime. This is 
clearly a goal that will not be reached overnight, but 
we have all the necessary tools to achieve it. 

San Juan,  Puerto Rico Paris, France

“A destination may pass from being a potential tourist 
destination to becoming an aspirational destination 
when the potential traveler not only knows what it has 
to offer and believes or is persuaded into believing that 
it is worth visiting, but also when that place becomes 
emotionally attractive.“

-Howie, 2003

MARKETING OURSELVES TO THE WORLD
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Appealing to Travelers with Different Preferences

The global tourism industry is highly competitive, 
which is why inspiring potential visitors requires us to 
present ourselves as a destination that integrates ex-
periences appealing to personal and particular needs. 

Sunny beaches will never cease to attract a wide 
range of visitors. But it no longer differentiates us 
from other destinations that rely on similar offers. In 
order to stand out in such a competitive market, and 
guarantee that we become an attractive destination 
for travelers from around the world, we must appeal 
to their different preferences by creatively and inno-
vatively communicating our diversity of experiences. 
This combination of offers must be varied, and moti-
vate exploring geographically remote areas. We must 
also appeal to the interests of groups and very diverse 
types of travelers by customizing their preferences.

When we talk about an offer that appeals to diverse 
experiences we are referring to a combination of as-
pects that range from natural resources, fine cuisine, 
culture, arts, history, sports, adventures and festivals, 
among others. The unique characteristics of our and-
people, and our great cultural diversity maximize such 
experiences. We have to spark an arousal in the mind 
of potential visitors so that they can visualize them-
selves within this set of experiences; as they clearly 
understand that all these experiences are readily ac-
cessible in a compact destination.

We must take full advantage of our different and 
unique offer not only to increase the number of vis-
itors, but also, and even more important; extending 
the length of their stay. It is important to point out 
that people prolong their visits when they explore 
more of our geography! Our island cannot be ex-
plored in less than a week. The combination of all of 
these elements will attract the economic benefits we 
want. 

Sun and beach

Ecotourism

Nature

Running

Poetry

Film Festivals

Cafes

Latin Music

Salsa

Fishing

Yachts

Health and
 wellness

Agrotourism

Architecture

Sports Tourism

Literature

Arts and Crafts

Memorabilia

Rap/Hip Hop

Latin Dance

Diving

Cruise Ships

Education

Fine cuisine

Foodies

Religious
 Tourism

Fine Arts

History

Art Galleries

Jazz

Modern Dance

Mountain 
Climbing

Winter Sojourn

Achievement

Hiking

Dancing

Science

Technology

Culture

Music Stores

Classical Music

Ballet

Zip lines

Spring Break
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Travelers’ types of preference

Water Sports Car Racing Bike Riding Motorcycling
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Inspiring Potential Visitors

      The traveler’s cycle is a set of activities that are 
associated with a trip. It begins when the potential 
visitors consider taking a trip. They take into account 
several information sources that spark a yearning or 
desire to visit a place. This motivates them to look for 
more information about possible destinations. Once a 
potential visitor chooses a place to go to, he or she 
plans and considers the economic resources for com-
pleting their reservation, traveling to the destination, 
and exploring it. The cycle ends when visitors share 
their experience with others, and possibly inspire them 
to live the same experience. 

In the past, potential travelers depended on printed 
material in magazines and catalogues, and on the per-
sonal assistance of travel agents, and other interme-
diaries in order to start the cycle. Today, the travel-
er’s cycle has been significantly affected by the lack 
of intermediaries which has been brought on by tech-
nological advances. Users find the most updated infor-
mation on the internet; where they can research, com-
pare places, evaluate other travelers’ opinions, design 
itineraries, and complete their reservations. During 
the trip, mobile devices guide them and help identify 
the best routes, and how to get there. Travelers also 
save their pictures in these devices, and share them in 
real time with relatives and friends who follow them 
on social media, on their day by day trip; without hav-
ing to wait for the visitors to return home. 

For Puerto Rico, the key lies in incorporating the stories 
and marketing efforts during the inspiration point of the 
traveler’s cycle, that very moment that precedes the de-
cision-making process. To achieve this, we must use tech-
nological tools that allow us to know in advance the in-
terest of potential visitors; helping us to customize their 
experience. 

Furthermore, we must place our authentic, creative 
content by using digital strategies that make it visi-
ble to millions. We have to make sure that our offer 
is available in several principal languages, in all travel 
platforms used by potential visitors for planning and 
reserving. 

In recent years, search engines like Google have modified 
their algorithms to focus on users’ preference and search in-
tentions, instead of on words alone. Today, people use com-
plicated phrases or sentences while searching on the internet, 
and add qualitative elements in order to define their prefer-
ence. These key words serve as a starting point for a more 
sophisticated process. Applying these algorithms to tourism 
advertising is essential. These have become so sophisticated 
to the point of analyzing semantics and search history to in-
terpret and design profiles. These analytical processes must 
consider not just potential travelers’ key words, and what they 
choose, but also their preferred media (articles, images, vid-
eo) in order to clearly understand the communication chan-
nels that inspire them most.
   

- José Truchado, 2016
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Social media users have become one of the most important resources for positioning a destination. The content obtained from users 
allow us to reach more people, without paying for it. A popular strategy is creating contests and prizes for a destination’s published and 
shared content using Instagram, Twitter, Facebook, etc. Depending on the market, we may increase brand exposure without investing 
large amounts of money in marketing. For example, in Hawaii’s case, their Instagram campaign, #LetHawaiihappen takes advantage 
of influential people, ambassadors, and general users sharing their experiences on the different islands, with a price of $5,000 at the 
end of the campaign. They managed to generate over 100 thousand posts, and reach over 54% of US travelers. This resulted in 65% of 
the people who saw the campaign said they would visit Hawaii within the next two years. The content generated by the campaign will 
be shown on the different channels of their Tourism Agency to inspire visitors to live their own experience. 
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Meeting Potential Visitors

Inspiring our potential visitors requires us knowing 
where they come from, what are their tastes and pref-
erences, keeping up with global trends, and consider-
ing them in all of our strategies. It is important to high-
light the large diversity of visitor-originating points and 
their countries’ culture. Considering all these aspects, 
we must develop the resources and tools that facilitate 
visitors knowing, aspiring, and visiting our destination. 
And that during their visit we provide all the necessary 
assistance that enables them to explore the island; 
feeling free, confident, and taken care of. 

Let’s begin with where visitors come from. According 
to the World Bank, the leading countries in travelling 
abroad are China, the US, Germany, and the United 
Kingdom. According to the UNWTO, in addition to 
these are Russia, France, and Canada; as countries with 
the highest travel expenditures (UNWTO, 2015). It is 
important to establish marketing strategies addressing 
those countries that can provide a large growth poten-
tial for our destination. 

Range

2013 2014* 13/12 14*/13 2014* 2014 2014*

13.2 1,368 121

8.9 319 347

7.4 81 1,137

4.6 65 893

4 144 351

3.8 64 747

2.7 35 951

2.3 60 481

2.1 24 1,114

2.1 203 126

International Tourism
Expenditure
(US$ Billion)

Local Currencies
Change (%)

Market
Share (%) 

Population
(million)

Expenditure
per capita

 (USD)

China 128.6 164.9

104.1 110.8

91.4 92.2

52.7 57.6

53.5 50.4

United States

Germany

United Kingdom

Russian Federation

France

Canada

Italy

Australia

Brazil

42.9 47.8

35.2 33.8

27 28.8

28.6 26.3

25 25.6

23.8 27.1

3.8 6.4

5.7 0.9

3.5 3.8

28.9 13.7

3.9 11.3

3.2 3.3

-1 6.9

9.4 -1.7

24.1 11.7

MARKETING OURSELVES TO THE WORLD

Source: World Tourism Organization, 2015
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With the goal of learning more about travelers from countries that most visit the US, the organization Brand USA created profiles of 
what they considered to be key markets or countries, such as Australia, Canada, China, Brazil, Germany, France, Russia, Japan, the 
United Kingdom, among others. The profiles gathered information on what are these markets’ motivations, impressions, interests, 
sources of inspiration, preferred travel seasons, average travel expenditure, why they choose the US, etc. The gathered information 
allows them to have an insight on potential travelers’ behaviors, and preferences upon travelling. This helps define key strategies for 
increasing the number of visitors originating from particular destinations. 

Given that Puerto Rico does not currently have direct 
flights originating in all of these countries, we must 
strategically take advantage of the access points we 
already have.

We currently have direct routes from several cities in 
the US, the Caribbean, Bogota, Panama, and Madrid. 
We also have seasonal itineraries from Canada, Can-
cun, London, Frankfurt, Oslo, Stockholm, among oth-
ers. However, these direct-flight accesses, although 
significant and desirable, do not have to limit our tar-
get markets. 

In those countries where we cannot count on a direct 
flight, but result in a significant number of international 
travelers, it is imperative to stimulate marketing strat-
egies that motivate them to visit us by designing con-

Direct flights from San Juan to America and Europe

Important airports that originates passangers from Asia

ceptual bridges which make use of the access points 
we already have. For example, we can take advantage 
of the millions of Asian international visitors who visit 
the East Coast of the US. 

We must have promotional efforts directed at inducing 
potential travelers to include Puerto Rico in their itin-
eraries when planning to visit destinations that have 
direct access to the island. We must let them know 
that they can come to Puerto Rico by taking advan-
tage of a short domestic flight, and without having to 
go through customs. They can enjoy a more diversi-
fied, even exotic experience. It’s like travelling to Latin 
America without leaving the US. 

As we develop large volumes of visitors from these population 
centers by using these strategies, we must grow an airline in-
dustry capable of opening direct flights to San Juan. Boston 
did not receive direct flights from Asia until the Massachusetts 
government, under Deval Patrick’s leadership, organized a 
coalition to promote it. These efforts must be planned at long 
term because most of the times airlines tend to request ade-
quate aircraft that can take years to put in circulation.

MARKETING OURSELVES TO THE WORLD
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Maximizing all strategic opportunities requires an un-
derstanding of the world’s trend movements in order 
to plan and position Puerto Rico’s destination market-
ing. Preferences are as diverse as human beings. They 
relate to our experiences, culture, and the access we 
have to information. In the digital world, the way 
people receive information and make decisions has 
changed, making it possible to individually market 
to every potential visitor. The most important digital 
companies in the world, like Google and Facebook, 
have marketing strategies that seek to individualize 
promotional offers. Likewise, Puerto Rico should fo-
cus on these new technologies, in order to stand out 
in a world saturated with promotional information.

Trends show us that in today’s industry, travelers are 
not only using more available information, but also the 
providers are taking advantage of the information to 
understand behavior patterns, preferences, accessing 
potential visitors, providing a more personalized expe-
rience, and improving the quality of services they offer.  
Technology and data intelligence enable the custom-
ization of these communications, using a minimum of 
previous visitor information. By using technologies 
and tools to understand patterns and preferences; 
hotels are sending visitors information of places of in-
terest before boarding a plane. This increases brand 
loyalty. Others are using technologies such as iBea-

con to leave a welcome message for guests upon de-
tecting their arrival. 

By 2016, Skift (Skift, www.skift.com, 2016) a market 
intelligence platform in the travel industry, published 
a trend report showing changes in consumers’ habits, 
marketing, and the use of data to understand travelers. 
A main trend topic is customizing trips by using available 
technology and information. The report highlights the 
importance of integrating technologies without losing 
the human element, and underlines changes in reserva-
tion dynamics, among other things. 

In another publication, Yahoo travel editors (Piazza, 
2016) stated that 2016 would see a significant rise in 
travelers who prefer social networks, and other mes-
sage platforms to interact with their destination. Some 
examples included the fact that travelers preferred to 
request room service by using an emoji, and receive rec-
ommendations of places of interest via text messaging. 
They also presented a rising trend of integrating algo-
rithms to predict individual preferences, that would help 
travelers create their itinerary with travel platforms. 
The potential visitors may create personalized itinerary 
by answering a few, simple questions. Editors also point 
out that the concept of sharing economy (Uber, Airbnb) 
will continue to grow, and include new competitors, re-
duce costs, and increase their product innovation.

In 2011, Scotland launched the Smart Tourism program. It began by mainly focusing on accessing mobile apps that would im-
prove multimedia-content experience, personalized use, and geo-localized experiences. More recently, considering rapid chang-
es in technology, Scotland is emphasizing on the need for improving big-data use for analyzing in real time visitors’ behaviors and 
trends; and for providing customized solutions. They are also experimenting with virtual reality, videogames, and enhanced reality. 

Some of these projects propose turning Edinburgh’s streets into a videogame or adding new dimensions to attractions to create 
more customized experiences. “It’s important to understand that tourists want to relax, have fun, learn new things, and expand 
their horizons. But most importantly, the visitor’s experience must feel authentic,” according to professor Aroon Quigley, from the 
University of St Andrews, one of the leaders of the smart tourism initiative. This concept has to do with a mobile experience com-
prising four aspects: customization (knowing where visitors are), communication (knowing there are others nearby), interaction, 
and enhanced reality (how was the destination in the past). In this product development process one must consider not only the 
problem at hand, but also the fact that technologies change swiftly. Therefore, even though enhanced reality seems far away 
today, soon it will not be.

- SICSA T. S., 2014

MARKETING OURSELVES TO THE WORLD

10)  The concept covers all types of shared or exchanged goods and services among consumers, typically using technology to generate money from an underused asset. 
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In order to position ourselves as a desired desti-
nation, we should aim to have our visitors become 
our ambassadors; by actively sharing their real ex-
periences and stories with their loved ones, circle 
of acquaintances, and with those who share their 
preferences. By getting and spreading comments, 
anecdotes, and narratives from these ambassadors; 
we provide our destination with a privileged access 
to a pool of potential travelers. According to Niel-
sen, the most trustworthy sources are recommen-
dations by acquaintances, renowned websites, and 
feedback from other online consumers. It is crucial to 
have our visitors proactively share their experiences 
with their acquaintances (via text messaging, email), 
and through social media; any people in contact with 
their acquaintances (i.e., Facebook), and third parties; 

through relevant internet platforms (i.e., Trip Advisor). 

Every traveler is a potential ambassador for our desti-
nation. Their particular features and preferences, their 
comments and recommendations on their experienc-
es; will help us capture the attention of a variety of 
segments and markets. It is important to identify these 
travelers’ descriptive features, and their environment: 
civil status, their family composition, occupation, pro-
fession, age, interests, preferences (arts, music, danc-
ing, cuisine, surfing, diving, etc.)— to not only provide 
different information and content, but also capture and 
visualize their experiences at the destination, during 
and after their visit; inspiring other potential visitors 
with similar features and preferences. 

Privileged Access for Potential Visitors

Recommendations from people I know

% of global online consumers, indicating that they 
completely or somewhat trust each form

Branded websites

Consumer opinions posted online

Editorial content such as newspaper articles

Ads on TV

Brand sponsorship

Ads in newspapers

Ads in magazine

Emails I signed up for

Ads before movies

TV program product placements

Ads served in search engine results

Online video ads

Ads on social networks

Display ads on mobile devices

Online banner ads

Text ads on mobile phones

6%

9%

7%

N/A

6%

4%

N/A

3%

7%

18%

N/A

14%

N/A

N/A

N/A

16%

19%

84%

69%

68%

67%

62%

60%

57%

57%

56%

56%

55%

48%

48%

48%

45%

42%

37%

September 2013 % point change fo 2007

Trust in Advertising11
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11) Adapted and reproduced from Nielsen, originally from marketingcharts.com
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Our visitors will definitely tell their friends and relatives 
that they came to Puerto Rico. But if we make the experi-
ence an unforgettable one, they will not stop talking about 
how they yearn to come back. In order to take full advan-
tage of this privileged influence access, we need to: 

• have a support process for visitors during their stay; that 
they know is available, and easy to use; and helps them 
solve unexpected difficulties at the destination;

• motivate visitors to let us know how they feel about their 
individual experiences before leaving the island;

• ensure this feedback reaches providers and excellence 
centers to improve the visitor’s experience; 

• make sure our providers are aware of the importance of 
answering visitors’ comments assertively, and making the 
necessary adjustments to improve their experience; 

• ensure that the visitors’ voices are heard, and motivate 
them to share their stories;

In Seoul, an initiative called Global Seoul Mate was launched; inviting foreigners who live or have visited the city to share images, 
video, and write blogs about their experience at the destination, as a tool for producing promotional content highlighting the different 
experiences and offers that make Seoul a unique destination. Today, the platform has users from over 26 countries. All of its content 
is shared on the official website and the government’s social media; turning visitors into destination ambassadors. 

• guarantee that there is proactive communication among 
each service provider, individual destination, and excel-
lence centers. 

(For example: A communication that allows visitors to 
know we are thankful for their visit, and which encour-
ages them to share their memorable experience and 
their thoughts on a travel platform. Or a communica-
tion which encourages visitors at the airport, just be-
fore departing, to share their positive experiences, and 
help us bring more visitors, reactivate our economy, 
and improve our communities’ quality of life). 

It is necessary to have the precise mobile tools and 
strategies for managing comments during visitors’ stay, 
allowing for assertive interaction between the provid-
er and visitor. Creating new platforms that support 
travelers in real time, through which they can share 
their experience, will help us maximize the idea of our 
visitors becoming ambassadors for Puerto Rico. 

MARKETING OURSELVES TO THE WORLD
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We can capitalize on specific categories of visitors in 
order to carry our message to others. For example:

The Puerto Rican Diaspora:  Comprising over five million 
Puerto Ricans, and their descendants, living in differ-
ent parts around the world. They are a key component 
(if not the majority) of the visitors we receive annu-
ally. A characteristic of our migration is that, regard-
less of the time living abroad, and even generations 
later, they still identify themselves as Puerto Ricans. 
And many still feel a special affection for the island.  
Through several strategies, they have the potential of 
becoming our island’s permanent ambassadors. For 
example, Ireland invited those belonging to its exodus 
to “come home” to explore its offers and experiences. 
We can encourage those Puerto Ricans who have mi-
grated to share the diversity of our culture, and our dif-
ferent activities with their friends and acquaintances. 
Promote non-traditional tours, discovering all Puerto 
Rico has to offer beyond a crisis. Our people who’ve 
migrated can help us change our economic path by 

Ireland’s initiative, “The Gathering”, is one of the world’s most 
important examples; famous for its successful economic strat-
egy. In 2013, they celebrated over 5,000 events throughout the 
country; organized mostly by families, communities, and sev-
eral groups as part of a platform for welcoming all visitors, but 
especially those who had migrated. This project urged one out 
of three Irish citizens to invite relatives and friends abroad to 
“come home.” In addition to the economic value, this initiative 
produced a large social impact and revived the spirit of the 
community. They used models of the community’s participa-
tion and activity, supported by local authorities. They relied 
on strategic alliances, volunteers, and the creation of an in-
tegrated offer with new and existing events, thus maximizing 
economic benefit. 

Philadelphia launched a campaign to educate residents 
about the economic impact of tourists. It exhorted residents 
to invite their friends, and to draw meetings and events that 
take advantage of the large number of the city’s professional 
associations and sports franchises. Philadelphia pointed out 
that half of its visitors come to the city to visit friends or rela-
tive. This is why it’s imperative its residents become the city’s 
“evangelists;” inviting their friends to come over, stay a while 
longer, to go out and enjoy the city. Another initiative trained 
providers to improve their treatment of others. For example, 
taxi drivers, the most visible ambassadors, were trained on the 
importance of knowing the city’s main attractions. 

becoming the island’s permanent ambassadors. The 
Puerto Rican Exodus represents a great opportunity if 
we can take advantage of their wish to help the island, 
and turn them into our ambassadors to the world.

The Puerto Rian Voices: Celebrities, artists, and indi-
viduals who are followed by thousands, whether they 
live on the island or are part of our exodus, must be 
inspired to promote the experiences Puerto Rico has 
to offer. Today, many of them visit the island and share 
the beautiful sunsets of their native land’s beaches. 
These personalities can become high-impact ambassa-
dors. It’s not about promoting businesses or products. 
It’s about inviting the world to explore, learn about, 
and live the experiences their Puerto Rico has, a desti-
nation with a lot to offer. Regardless of their influence 
level, the voices of Puerto Ricans showing off the is-
land; what we like to do, places to visit, and how to 
have fun inspires other travelers. Canada did this; they 
showed the world how they explore their own country.

High-Impact Ambassadors

MARKETING OURSELVES TO THE WORLD
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International Voices: Renowned travel or destination 
experts must be persuaded to visit our island, enjoy 
its charm, and become friends of Puerto Rico. This 
would encourage millions to share their stories and 
images with followers and potential visitors. This cat-
egory includes travel service providers such as travel 
agencies, airline-ticket sellers or other intermediaries, 
editors and writers of general or travel media. It also 
includes new twenty-first century influencers, such 
as bloggers, and other important influencers with 
thousands of followers on the internet and social me-
dia enjoying and appreciating the images they upload. 
We can also take advantage of the arrival of writers, 
television or film directors or producers, and others 
that can tell their own stories about our destination, 
from a different perspective and that consider the is-
land a muse or as a source of inspiration. 

International Students: International students coming 
to Puerto Rico, whether for a long or a short stay, are 
an important source of economic activity for our uni-
versities and communities. These visitors represent an-

Groups and Conventions:  This segment of visitors, arriv-
ing as part of organized groups participating in a meet-
ing or in an event; motivated by work, academia, or 
leisure, is a source of multiple opportunities. Although 
these visitors arrive for a very specific purpose, nothing 
prevents them from extending their stays and explor-
ing other experiences. They usually come with family 
or friends, and as their experience exceeds their expec-
tations, they will want to come back on a personal trip. 
These travelers bring the additional benefit of sharing 
information with their family and close friends, and with 
a larger group of work colleagues from their respective 
industries. They spark the arrival of new groups, as well 
as the interest of other potential travelers. 

Australia created a cell-phone application to motivate travel-
ers from China to plan their trip to Vivid Sydney, a lights and 
music festival. The app used enhanced-reality technology 
transforming city images into impressive light images. The 
campaign was supported by a series of images shared by so-
cial networks such as Weibo and WeChat (China’s Facebook 
and Whatsapp) and urged users into scanning their images 
with the app so that they could see them come to life in 3D. By 
using a similar app in 2012 more than 4,000 Chinese visitors 
made reservations for the festival. In 2014, the number rose 
to 9,700 

- NSW, 2015

In 2015, for the second year in a row, the Foundation con-
ducted a survey to learn about international student’s pro-
file, and their experience in Puerto Rico; thus contributing 
to the island’s development as an academic destination. 
A point that stands out throughout the survey is the role of 
friends, because students learned from them about the op-
portunity of studying in Puerto Rico. We also learned from 
this survey that a large part of these students received visits 
from their relatives or friends back home. During the last 12 
months, 38% of these students received between 2 to 4 visits 
from relatives or friends, and the average visit was between 
5 to 7 days. This is an interesting fact because the number 
more than doubles our average of days per stay.

other great opportunity as ambassadors because they 
share their experiences with relatives and friends back 
home. They invite them to come and visit the island 
that has become their home now. They open a door to 
a world of opportunities by carrying our message as a 
destination in the visitor’s native language, and even 
more important, appealing to their culture’s particular 
interests. It is easier for international students to iden-
tify and highlight points of interests according to the 
time of year, which can appeal to the emotions, and 
create interest in visiting us. 

MARKETING OURSELVES TO THE WORLD
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Extending The Length of Their Stay

“This is a common refrain, but I needed much more than the ten days allotted to explore Croatia. Even with this gener-

ous amount of time, I was only able to skim the best parts of the nation, not even visiting entire regions. The trip though 

was a great introduction, a travel first date as it were and left me with a deep desire to return. I’m not alone either, most 

people I talk to who have visited share a similar sentiment, there’s just something about Croatia that grabs on dearly 

and refuses to let go.”
- Landlopers (Blog)

The average visitor currently stays an average 
of 2.6 nights in Puerto Rico, compared to an 
average of 7.5 nights in Croatia. While talking 

to visitors, a common comment was, “if I had only 
known beforehand of all the things I could see and 
do here, I would’ve planned a longer trip.” Just like 
Croatia, the ample range of experiences we offer 
throughout our geography, a compact destination, 
rich in nuances; allows us to convincingly show po-
tential visitors the opportunity of choosing a longer 
visit. But they must see this in all its diversity. 

We must identify, catalog, and make our entire range 
of offers, experiences, and attractions visible to the 
world. We must connect visitors with non-tradition-
al itineraries; integrating them to our culture, fine 
cuisine, traditions, and our people in order to maxi-
mize their enjoyment and extending their stay12.  

In order to make this conglomerate of sensations visible 
to the world, it is necessary to first acknowledge the 
value of the assets we have around us. 

Currently, one of our main challenges is that our wide 
range of offers is almost non-visible to the world. 
If we explore travel platforms we will see that the 
offers or places of interests that are presented for 
Puerto Rico are mainly located in places identified as 
tourist areas. And depending on the platform, many 
individual destinations barely have any information. 
See Puerto Rico, an important digital tool used by 
the Puerto Rico Tourism Company, gives visibility, in-
formation, and other important resources to visitors; 
including suggested itineraries. The tool promotes 
destinations and offers by providers that are en-
dorsed by the Tourism Company. This approval gives 

visitors a certain guarantee that the destination has 
been rigorously inspected and regulated. However, 
this means that hundreds of other destinations and 
experiences that are smaller or more remote, but po-
tentially more authentic, do not get visibility through 
these tools. In addition, some small businesses do 
not have the technological skills to directly create 
and maintain their own access and presence in so-
cial media, which makes them non-visible to visitors. 
Many of these businesses are located outside tra-
ditional tourist areas, and their lack of visibility lim-
its their opportunity to attract a sufficient number 
of visitors so that they, and their communities may 
prosper.

In 2009, Australia was faced with the challenge that only a 
third of their tourism operators had the capacity to make res-
ervations and payments online, limiting their ability to serve 
potential clients directly. They established strategies with the 
industry to guarantee that tourist businesses were capable 
of taking advantage of having digital presence. One of these 
strategies was developing a multichannel distribution plat-
form for exhibiting products and facilitating reservations.  
Although they acknowledge that they have not currently 
achieved their goal of providing all of their providers with 
internet access, limiting visitor exposure to more diverse re-
gional and local experiences.

- TXA, 2016

12) Last August, Act No. 125-2016 or “Act for Puerto Rico’s Tourist Regionalization” was passed. This act unifies the different tourist regions created up to date by executive orders: Porta Caribe, Porta Atlantico, Porta Este, 
and the Metro Area. Excluding Porta del Sol, and the Mountain Region Special Tourist District (Porta Cordillera), since these regions were created by individual legislation, and are operating pursuant to their active boards. 
This new law creates an Executive Board (16 members) with several powers. Another reason for the legislation is that it orders municipalities that makeup the aforementioned regions, to prepare and present before the 
Board a detailed inventory of the entire ecosystem, appealing to tourism within municipalities. This information must be submitted to the Puerto Rico Tourism Company, before or in 90 days, after the Act has been passed. 
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The Visitor economy opens a door of benefits for all of 
Puerto Rico’s geography because it includes and inter-
twines products and experiences. This is where we can 
stand out, and create the largest impact. We are a small 
destination where -visitors can enjoy a diversity of at-
tractive flavors and environments within a few miles. 
Some visitors have commented on how they arrived 
at Puerto Rico looking to spend the weekend on the 
beach, and thanks to the recommendations of others 
or a little research, they discovered experiences they 
never thought possible. This sparks a desire to come 
back, planning ahead the routes that will take them to 
explore other areas of the island. 

Let’s remember the Ruta de la Longaniza. Let’s apply 
this concept to our communities and municipalities 
where we have authentic native cuisine, which com-
bined with festivals, music, lodging, historic sites—in 
a nutshell a wide range of diverse and attractive of-
fers— the only thing left is to show the world. Telling 
and sharing our visitors’ stories in several languag-
es, with visual content, in key platforms around the 
world; invites others to live the experience. This will 
spark an arrival of visitors that will generate economic 
activity allowing a strong development of many areas. 
This is possible in many places of our island!

The Puerto Rico Tourism Company launched the “Salsa Route,” 
designed to expose landmarks where many of the genre’s expo-
nents lived and played their music. The route will offer musical tour 
guides that will bring visibility to important places in the history 
of salsa. From historic places in Santurce and Old San Juan, fre-
quented by salsa stars, to tours designed to admire murals related 
to the history of salsa, and visits to record stores for collectors, the 
route has it all. Puerto Rico, a key salsa destination, influenced by 
important Puerto Rican salsa exponents, has a great opportunity 
to attract visitors from all over the world interested in this music. 

- CTPR, 2016

Puerto Rico has several agrotourism 
projects to offer that bring in local as 
well as foreign visitors for daily out-
ings, workshops, gastronomic events, 
and stays. Tourists enjoy visiting a 
farm by combining a rural environ-
ment with fine cuisine, and some-
times even music from different parts 
of the island. An example is Plenitud 
Iniciativas Comunitarias a farm in Las 
Marias which every year receives stu-
dents from Northeastern University. 
Students stay over an average of two 
weeks in spaces designed for camp-
ing, they take intensive permaculture 
workshops, and become involved in 
community volunteering designed by 
the farm. 

Imagine if potential visitors could spend a year in 
Puerto Rico and were still unable to know about all 
the festivals, gastronomic offers, adventures, sporting 
events, artistic and natural experiences, and all the 
other things we have to offer. 

Puerto Rico’s offer stands out because it provides a 
wide range of options. From the more typical offers like 
fine cuisine and natural attractions, to less tradition-
al ones. We have the opportunity to show the world 
non-conventional experiences like living the life of one 
of our farmers; from the moment they wake up early 
to cultivate the land, to having lunch with their family; 
enjoying the fruits of the land. 

These types of experiences are what travelers are cur-
rently and eagerly looking for all over the world, and 
we already have it. This also creates business opportu-
nities for our rural areas, communities, and sectors that 
are being affected by the economic crisis today.

It is an opportunity to reinvent ourselves and to con-
nect with the rest of the world. The key lies in being 
able to showcase all of our offerings to the world.

Del Cacao al Chocolate
(FROM CACAO TO CHOCOLATE)
Jeanmarie Chocolat
AGUADA

Aquaculture 
Caribe Fisheries
LAJAS

FOOD PRESERVES
Montemar
Julitza Nieves

FARM AND FOREST EXPERIENCE
Farming for Everyone
UTUADO

LEARN HOW TO MAKE AN
ACTIVE CHARCOAL FILTER
TO PURIFY WATER
Fincas 5 Elementos
NARANJITO

EQUINE-THERAPY  -- A DAY IN
THE LIFE OF A HORSEPERSON
Hacienda Pomarrosa
NARANJITO

HOW TO MAKE YOUR OWN 
FOOD GARDEN AND DAY TOUR
Finca Río Patillas
PATILLAS

SAIL THE BAY AND LUNCH THE CATCH
OF THE DAY
Casa Pura Ecológica
GUAYANILLA

HOMA FIRE THERAPY AND CABINS
Casa Picaflores
NAGUABO

TREE HOUSE - CARITE LAKE VIEW
El Granadillo
GUAYAMA

ECO CABINS, MEDITATION 
AND MUSIC
Caminos y Morados
PEÑUELAS

PolyCulture IN THE SOUTH
(Volunteer work and lunch at 
the farm)
La Siembra Natural
GUAYANILLA

ANTILLEAN BOTANICAL
WISDOM AND MEDICINAL 
PLANTS
Botanical Culture
AGUAS BUENAS

YOGA AND MUD BATHS 
Samnyasin La Finca
UTUADO

TOUR AND LUNCH
Compost Workshop and Harvest
AIBONITO

RAIN WATER HARVESTING AND MANAGEMENT
Permaculture
Plenitud 
LAS MARÍAS

ECO-ORGANIC COFFEE
Finca Gripiñas
Jayuya

TEAS AND HERBS AND MEDICINAL PLANTS
Saluan Farm
MARICAO

Pasadía

Camping

Simple Stay - Room and shared bathroom

Comfort Stay - Room, lodge, own bathroom
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Every business tending to visitors should be present 
in the main sources and media platform of the digital 
world. Specifically, travel search platforms like TripAd-
visor, Fodors, TimeOut, Expedia, Travelocity, Tripomat-
ic, among others. This information should always be 
available in several languages, or at least in English and 
Spanish. 

Today, even in tourist areas, not much of our offer is 
visible. Not to mention areas with the potential to 
bring visitors that have no visibility in these media. 
Even when they are found on the internet, there are 
challenges such as:

• Many social and internet websites are not up to date. 
They have incorrect, incomplete or outdated information. 

Others are diligently updated, highlighting their attractive 
content on a daily basis, but the information, available 
only in Spanish, is mostly addressed to local clients, fail-
ing to attract non-Spanish speakers to the island (FPR F.f. 
2016).

• There are businesses that have been registered in a plat-
form as a result of a comment or complaint by a client. 
But these accounts without an owner, will leave the client 
lacking an assertive answer, and without the opportunity 
of interacting to improve the experience.

Visibility in a Digital World

Counties like Australia have identified the challenge of not having a digitally visible offer for potential visitors. This has been the main 
reason why entire geographic areas are disconnected from the visible offer to visitors. This has impacted the economy, job creation, 
and the quality of life of entire communities and regions with a high potential for becoming privileged destinations. Aware of such 
a challenge, Australia’s tourism agency developed training tools so that businesses could have more digital presence, and interact 
with the client assertively. With time, these tools became a source of support that were offered to the world through the Tourismtribe 
platform 

- Australia, 2015
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Digital marketing is a valuable tool for making our des-
tination’s memorable experiences visible. We have to 
take advantage of this media in order to disseminate 
narratives, and creative content that inspire potential 
visitors. We can take advantage of digital platforms 
with payed advertising. But if we develop an attractive, 
valuable content we can place it in influential media, 
and strategic markets; without draining our financial 
resources. 

By incorporating data analysis provided by the markets, 
we can design new strategies; positioning our content 
and making it visible. 

Some very simple examples of positioning content in 
social media are trending topics designed for a specific 
market or profiles we want to reach, and associate our 
content with these popular topics. 

Integrating creative content (Richards, 2016) with 
tourism strategies adds value because it reaches new 
potential groups of visitors, improves the destination’s 
image and competitiveness, as it supports the develop-
ment and growth of creative industries.

Content must be multilingual, and adapted to the par-
ticular needs and interests of multiple countries and 
cultures. You do not use the same techniques when 
reaching out to the US as with China, since they have 
different cultures and expectations. A country’s idio-
syncrasies and culture must be taken into account 
when designing our strategies. 

Making Our Narratives Visible – 
Digital Content

The Expedia Pioneer Project, launched by Expedia, sought to 
create an inspiring content from their own users, focusing on 
all things users find interesting, useful, and spark an emotion-
al action or response. This requires that we listen to, and un-
derstand what travelers are looking for. For the project, Expe-
dia selected two users to travel throughout their own country 
for a year, and would develop visual content, and write articles 
of every place they visited. This was the case of Albacete, in 
Spain, a destination with a reputation for being boring. But 
due to the content developed by its pioneer user, the boring 
destination showed another side to it, inspiring visitors to learn 
more about Albacete 

- José Truchado, 2016 

There are countless local efforts and stories known only by 
our communities, which, if made available to visitors, allows 
them to integrate to our culture, and generates a larger in-
terest and rapport with the destination. One of these efforts 
is Santurce Sonoro, a research project looking to present a 
signature sound for Santurce by designing a digital map, 
that expresses the sounds of the barrio (its surroundings, its 
residents, etc.), and “what is said” about the barrio (visitors, 
specialists, the media)

- Noticias, 2015

Queensland, Australia uses another tool for inspiration, a blog 
for attracting potential visitors, that educates, accompanies, 
and assists them while touring the region. This blog highlights 
brief visual content that invites further reading, and is relevant 
because the readers focus on topics that they find interest-
ing, and that are related to frequently asked questions like “20 
things to do with children” in one of its towns. Who would have 
thought that “street art” would become an attraction? Or “our 
7 best sunrises,” “how to enjoy a destination in one day,” or “six-
day itineraries,” among others. Making our experiences visible 
by using creative content allows interacting with a much more 
diverse universe of potential visitors. New technologies enable 
us to live a virtual experience, stimulate exploration, and gen-
erate a different attraction to the destination

- Queensland A. , 2016

MARKETING OURSELVES TO THE WORLD



46

There are several sources of inspiration for this con-
tent that provide a sea of information that, if handled 
correctly, will create interests, and inspire those who 
receive it. Some of these sources are: 

Our Communities: Stories that pass from one gener-
ation to another. For example, stories that describe 
when, and how our renowned heroes or artists, known 
across the globe, lived. Stories regarding that place at 
the wall of La Princesa Prison where families would 
bring food to inmates. Or the tales behind the street 
art. 
 
Our Culture: The product of the creativity of our writ-
ers, musicians, historians, and traditional or urban art-
ists that submerge us into a captivating narrative. 

Our Experiences: The design of stories and fiction 
tailored to personalized experiences and connected 
to the particular circumstances of a specific market. 
For example, the Tourism Company’s campaign that 
paired salt extracted from the beaches of Puerto 
Rico with a travel offer targeting Chicago residents 
to motivate them to visit Puerto Rico in the middle 

of the harsh winter season. 

Our Visitors: Their own stories and visual content, ap-
pealing to wider audiences and contributes with their 
skills, and distribution networks.

Such creative content, which can be in narratives, and 
also in more technological and visual immersions, en-
ables people to frame places, events, and experiences 
connected to a destination, and use them to present 
information differently. It also allows us to connect 
with the visitor by using new technologies, and cre-
ative marketing campaigns. 

It is essential to create awareness about the impor-
tance of digital presence, and the value that visitors 
bring to our economy. It’s also crucial to include civil 
and commercial communities to identify assets and the 
offers around them, train business owners in the pro-
cess of maintaining and maximizing digital tools, create 
support systems to facilitate the process for them, and 
to execute strategies that allow us to include our offer 
in search platforms used and trusted by travelers. 

Canada developed the strategy, Canada Shared by Canadians -Keep Exploring, to motivate its residents to share their experi-
ences on social media, and Canada’s official website. As a result, over 7,000 entries were obtained, with thousands of images, 
and more than 65 hours of footage. This is kept in a storage area that is accessible to all users, to be used as promotional con-
tent to show the world the opportunity of exploring their experiences. A two-minute video was prepared with these visuals, with 
over two million views in just the first month.
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Designing and Customizing Itineraries

Way before the digital era came around, routes 
and itineraries were used for planning trips. They are 
a way of segmenting a destination, taking into account 
travelers’ preferences. St. James’s Trail in Spain is an 
example of an itinerary that has attracted millions of 
visitors for over a thousand years. Specialized routes in 
gastronomy, agriculture, wine, religion, ecotourism or 
architecture, among others, make up the essential offer 
of many destinations. 

The availability of interactive technology allows us to 
know potential visitors’ individual profiles, presenting 
the offer of a diverse destination, already adapted to 
specific preferences. Profile data can become proposed 
itineraries (things visitors can do in a day or in a week) 
that can be sequenced taking into consideration ge-
ography, distance, destination business hours, events, 
etc. Personalized itineraries may be scheduled, adapt-
ed to specific dates according to visitors’ plans, and in-
dividual events may be reserved on line if needed. 

Designing routes, coordinating reservations, and in-
teractively accessing them at the destination may be 
a powerful tool for improving visitors’ experience be-
cause it eliminates unwelcome surprises and unexpect-
ed difficulties. There are tools that already allow visitors 
to interactively participate in configuring customized 
itineraries by simply answering a few questions about 
their profile, and choosing activities. These tools pro-
vide suggested itineraries based on preferences (Utrip, 
TripHobo, Tripomatic); they even allow changing and 
sharing itineraries. Some of these platforms allow the 
visitors to make events reservations by following the 
link to the individual provider, while others join travel 

platforms where the user may book and pay for attrac-
tions beforehand. Soon they will be capable of building 
an itinerary, completing and paying for all reservations 
at a single site. 

The evolution of the capabilities of digital platform that 
are available throughout the world (from establishing 
preferences for selecting a destination, identifying in-
dividual experiences, materializing them into an itiner-
ary and scheduling them, to the necessary increase in 
its use) makes it vital for Puerto Rico to make sure that 
all of its offers are visible (Facebook or TripAdvisor), 
and interactively accessible through these new tools. 

Puerto Rico must make sure that every one of its thou-
sands of service providers (restaurants, stores, galler-
ies, museums, music destinations, guides, artists, etc.), 
as well as its sports and recreational activities, are not 
only available, but also visible, to visitors. Existing expe-
riences should be found or included in visitors’ sched-
uled itineraries, until the transaction is completed. 

Simply put, designing customized itineraries allows us 
to strategically connect with travelers from other coun-
tries, at the perfect point of the visitor’s cycle, with the 
information that appeals to their needs. Considering 
the different things we have to offer, it is important to 
develop the capacity to create customized itineraries 
for visitors by focusing on their interests. This way we 
can let the world know what we offer, spark an interest 
in our destination, and open up a world of opportuni-
ties to learn and incorporate a different set of experi-
ences, planning a longer stay, and more likely enjoying 
their visits. 

La plataforma digital VisittheUSA provee información para explorar los estados y territorios para planificar la visita, un proyecto 
que integra a todas las agencias encargadas del mercadeo de destinos por toda la nación.  Buscan mercadear a los Estados Uni-
dos como un destino más completo e integrado, donde el visitante puede explorar múltiples experiencias. Se proveen herramientas 
con particularidades interesantes para organizar recorridos por carretera, conocer el país desde la cinematografía y un afinador de 
viajes o “triptuner” que permite adaptar la oferta a las preferencias del visitante.  Como nota interesante, Puerto Rico recientemente 
fue incorporado como destino en esa plataforma digital.
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Consistency in our Brand

In a highly competitive world, where customers have 
access to a sea of information, it is important that Puer-
to Rico defines itself as a destination, and what sets it 
apart from others. Consistently developing a brand and 
a strong image that is renowned, is crucial for promot-
ing our destination. A national brand should reflect the 
destination’s values, and show what makes it different, 
unique and attractive. 

This brand proposal should be understood and sup-
ported by a wide range of stakeholders that represent 
the destinations diversity in order to develop a direct, 
coherent, and consistent advertising campaign. The se-
lected brand must appeal to emotions, focus on poten-
tial visitors’ preferences, and be consistent. A strong 
brand helps to reduce the choices potential visitors 
consider. 

In Columbia, the national brand is a strategy freely used for 
citizens and foreigners. It is a platform that openly invites indi-
viduals, organizations, and businesses to generate and share 
positive content about Colombia. This includes the website 
www.colombia.co, social media (Facebook, Twitter, Google+), 
and using hashtag #LaRespuestaEsColombia [the answer 
is Colombia]13. This effort was combined with an education 
campaign called “We are all part of the answer,” a local cam-
paign exhorting all Colombians to upload positive content 
about Colombia, and to share and comment their website’s 
articles, thus showing their will to work for Colombia.

The initiative invited Colombians to create a profile on the 
website, in the section “I am part of the answer”14, and to 
post what they wanted. Every individual earns points for 
posting, and is upgraded to a better category as they ac-
cumulate points, until becoming the best ambassador. The 
categories are as follows: wanderer (0-200 points), adven-
turer (201-999 points), explorer (1000-1999 points), expedi-
tioner (2000-2999 points), and traveler (3000+ points). Users 
with the most points, who reach the highest category, are 
highlighted on the main page as ambassadors of the Co-
lombia brand. 

Another initiative of the Colombia Brand is “100 Colombians,”15 

a project by the FusionArte Association which is sponsored 
by the Colombia Brand, and pays tribute to the 100 most 
notable Colombians living abroad. The goal is to show that, 
besides its professionalism and the education of its people, 
Colombia is also an investment option. The one hundred 
Colombians who were chosen are an example of excellence; 
representing a good example of Colombia’s talent. They 
also manage to pique the potential visitors’ curiosity, and 
create an interest for Colombia; inspiring people to want to 
get to know the destination, by means of a positive associ-
ation between its renowned personalities living abroad and 
Colombia as a destination. 

Consumer’s minds need to associate a destination with a 
particular topic that helps them to understand its essence, 
easily remember, and provoke an emotional response. This 
is why Puerto Rico need to define what makes it stand out. 
Its nation branding must be consistent. Even when strate-
gies and campaigns are different, they must be aligned 
with the brand, not subject to changes in government due 
to elections nor advertising agencies. This consistency will 
allow us to be present in the mind of potential visitors. 

13) Colombia Brand, (n.s.). ¿Qué es la marca Colombia? From: http://www.colombia.co/asi-es-colombia/que-es-la-marca-pais-colombia.html
14) Colombia Co. (2013). We are all part of the answer. From: http://www.colombia.co/participa/mecanica 
15) Colombia Brand. (n.d.). The book 100 Colombianos will be published in December. From: http://www.colombia.co/talento/el-5-de-diciembre-se-presenta-el-libro-100-colombianos.html. 
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Oregon’s example shows us the importance of com-
mitment and alliances. Developing a brand that reflects 
the destination’s values means representing the com-
munity’s values (Pike, 2012, p. Chapter 4). We cannot 
sell what does not exist. And we cannot force an entire 
community to present itself as something it is not. This 
is why it is crucial that during the process of brand iden-
tity development we include several stakeholders that 
analyze what makes us unique, and what would be the 
natural way we can offer it. It is also necessary to define 
an identity that shows the essence of the visitor’s expe-
rience. It must also provide a vision that guides and mo-
tivates the ecosystem’s stakeholders, communities, the 
supply chain, and general population into a long-term 
commitment. 

A group of students from Universidad del Este (FPR/
UNE, 2016) suggested that Puerto Rico has the natu-
ral resources to develop a national brand, and logo that 
helps create confidence, pride, diversity, and position 
the country at a national and international level, with a 
favorable image. Some of these students’ recommenda-
tions for Puerto Rico include establishing a consistent 
and permanent national brand, and that advertising 
campaigns specialize and focus on the opportunities at 
hand, without affecting the brand. 

The Puerto Rico brand must showcase what differen-
tiates us, and implement a consistent strategy with a 
long-term commitment that ensures that both the gov-
ernment, and industry will protect, and use the brand. 

Oregon, USA example: In the 1980s, the state of Oregon in the 
US, in response to the economic recession, began positioning 
itself as a tourist destination, and launched a campaign with 
a new brand: “Oregon: Things Look Different Here.” This differ-
ent brand was used for over 15 years, and consisted of high-
lighting businesses and products, and visitors were attracted 
to it. According to Curtis (2012), the Oregon experience gives 
us four learning points. First, a brand cannot be imposed. 
It has to be understood, shared, and accepted. Second, a 
brand must integrate strengths, and bring a new image or 
perspective about the destination. Third, the brand’s effec-
tiveness must be constantly evaluated. Fourth, there must be 
a long-term commitment with the selected strategy.

- Pike, 2012, p. Apx10.1

Let’s take a look at Costa Rica, the third most visited country 
in Central America, a nation known for its natural resources. 
After maintaining a brand for 16 consecutive years that made 
Costa Rica stand out, and that brought great results; they 
defined new goals to position themselves as the first desti-
nation in Latin America. To reach this goal a new, permanent 
national brand was created, that focused on expressing who 
they are, and the quality of services and products they can 
offer the world, Essentially Costa Rica. Even with an evident 
change in brand or slogan, the essence of what defines Costa 
Rica as a brand has not changed. A focus on their natural 
resources, the quality of their products, and the essence of 
its people, the Pura Vida slogan, are points which they have 
consistently kept, defining how they see themselves, and how 
they want to be remembered.

Act No. 70 of 2013, Act for the Development of a 
Country Brand, created a multisectoral committee that 
would be in charge of defining, and looking after these 
elements. However, this committee has not been set up; 
and has received some opposition within the industry. 
The act presents several key elements for brand success, 
such as its continuity, and commitment to it outside the 
election cycle. This is why it is necessary to evaluate the 
committee’s composition in order to guarantee a fair, 
and impartial representation of the ecosystem. 

Developing a solid Visitor economy requires that we 
differentiate ourselves as a destination. We must show 
unique experiences that appeal to potential travelers, 
and motivates them to visit us. In evaluating our strat-
egies of positioning in the travel market, we must be 
aware of the trends and technologies that allow us to 
pinpoint visitors’ preferences. This will give us the op-
portunity to present our destination through creative 
content, and narratives that adapt to their profiles; 
through the platforms they use to research and plan 
their trips. What distinguishes us, our identity, our es-
sence, our values should be consistent in the long run. 
We must work together for a common goal. We have 
to project these features to the world, and inspire more 
people to come to Puerto Rico and explore its ample, 
compact geography. 

MARKETING OURSELVES TO THE WORLD
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Improving the visitor’s experience will require a 
change in our mentality. We need to appreciate and 
take advantage of our welcoming nature. This means 

being more open and receptive with visitors, making 
them feel welcome and connected to the destination. 
This will bring a larger number of visitors and inspire 
them to extend the length of their stay, thus allowing 
them to learn more about our culture and geography  
thus become ambassadors for Puerto Rico. 

Developing a local Visitor economy must focus on en-
suring a quality experience for visitors. This approach 
demands a commitment from all of us; citizens, service 
providers, academia, transport operators, and many 
others who directly or indirectly interact with visitors. 
Improving the visitor’s experience requires that we 

improve elements such as a digital infrastructure with 
good coverage and a robust visitor access. It also re-
quires developing new technological tools, and digital 
platforms that assist the visitor while travelling, thus 
improving the quality of the visitor’s experience. Fur-
thermore, it requires that every Puerto Rican under-
stands the great value that visitors represent for our 
economic recovery. 

By improving our visitors' experience, we increase the 
chances of visitors extending the length of their stay 
not only in time, but also geographically. This translates 
into a potentially larger economic impact,  distributed 
throughout the entire island. This is how we expand 
the economic benefit of the visitor economy. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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A welcoming culture is indispensable for a success-
ful economy based on visitors. The effect of human 
warmth on visitors is extraordinary, almost magical. 
One of the things that visitors look for is to share and 
connect with other human beings in their travel desti-
nations. This completely changes their perspective on 
the experience. 

Fortunately, Puerto Ricans are known for being hos-
pitable and friendly. This characteristic is highlighted 
by many people who visit the island. It is important 
that every Puerto Rican and resident acknowledge the 
great value visitors bring; understand that visitors are 
a priority; that visitors represent an opportunity for 
improving our economic situation, so we should make 
them feel welcome and appreciated. 

We cannot see our relationship with visitors as a mere 
transaction. Nor should we look to get something out 
of them or sell them something all the time. It is crucial 
to engage in conversations with visitors. We have to 

show our interest in getting to know them. Be willing 
to share personal stories and favorite places, our most 
profound experiences, and our vision for our children. 
Let’s befriend our visitors so they feel as if they were 
at their second home, filled with experiences, creating 
memories.

Travelers want to live an authentic, spiritually trans-
forming experience. Interacting with local residents at 
has become an important part of what they want to 
experience. Visitors want to know how we live, where 
we work, what are our customs and traditions, and 
what we do in our free time. This makes us a key asset 
and distinguishes us from other potential destinations. 

Guaranteeing the Quality of the Experience

Reaching the level of excellence that we aspire to, as a destination will require that we guarantee the quality 
of the experience for all visitors in their satisfaction with products and also with the services they receive 
from interacting with every one of us. This begins with a commitment from all Puerto Ricans to guarantee 

that visitors feel welcome, like loved ones coming to visit. 

Creating a Welcoming Culture

“Céad míle fáilte”, a hundred thousand welcomes, is one of Ire-
land’s most beloved idioms, and one of the most renowned. 
The Irish are very proud of how they extend their welcome to 
visitors. It has to do with an informal conversation, a friendly 
gesture, respectful curiosity. Flying back to the US, I met a lady 
who told me, “Ireland feels like an old friend.” Mairead Geary, 
Irish Central.

- Mairead Geary, Irish Central

In Sweden, the Tourism Association created The Swedish 
Number. This is an experimental platform for ambassadors 
that allows any Swedish citizen to register, and be available 
to receive phone calls to talk about or respond to questions 
from potential visitors from all over the world. In less than 
three months, they made over 180,000 interactions; receiving 
phone calls from people from over 180 countries. This effort is 
an example of the wide range of possibilities for boosting di-
rect interactions between locals and potential visitors. Mairead 
Geary, Irish Central

 - Mairead Geary, Irish Central
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We have to be ambassadors and even friends of our visitors. We have to talk to them about our culture, and about 
what makes us special and unique. We have to connect visitors with our multiple destinations and experiences 
that otherwise remain invisible or inaccessible to them. To achieve a better interaction between visitors and resi-
dents, it is essential to create gathering places (digital and physical) that facilitate communication and interaction. 

The Puerto Rico Tourism Company recently developed a campaign directed at improving the quality of services offered to 
visitors called “Nos toca brillar” [It’s Our Time to Shine]. According to its official website, its three main goals are: increasing 
tourism’s contribution to the gross domestic product, differentiating Puerto Rico’s tourism offer from its regional and world 
competitors, and stressing the importance of the tourism industry for economic development to Puerto Ricans. Main strate-
gies to achieve these goals include educating the general community on the importance of offering excellent service, training 
strudents, tourism businesses, and government entities on good-service strategies and techniques, and acknowledging which 
tourism industry components stand out due to their service quality. The website includes examples on cultural topics such as  
our fine cuisine, like the “chinchorro,” it focusses on citizens’ role in helping visitors, and on tips for sharing with visitors. In order 
to get the community involved, a campaign was designed for television, radio, and social media; showing simple examples of 
how to bring good quality service to visitors, with the slogan, “Nos toca brillar.”

A group of young Puerto Rican, entrepreneurs have created a platform called Lokal Buddy. Its goal is for locals to post several 
experiences they are willing to share with visitors, hosting the latter in tours and activities at their local homes. Activities range 
from traditional dinners, to cooking lessons, night outings, road trips, etc. This kind of interaction allows visitors to experience 
the multiple dimensions of our culture, which often connect visitors on an emotional level with the destination, and promote 
the development of cultural tourism. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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Cultural Differences and Service Expectations

As we receive visitors from different cultures, it is 
important to focus on learning other languages as part 
of an education process for all (students, profession-
als, entrepreneurs, etc.). We must incorporate courses 
into our school curricula, especially in tourism schools, 
that increase our knowledge about different world 
cultures. This will provide us with the human talent 

with knowledge in different languages and cultures. 
In addition, this approach will require physical signage 
and digital explanatory material available in several 
languages, adapted to different cultures, especially in 
places where providers directly interact with visitors at 
airports, lodgings, restaurants, tour operators, and taxi 
drivers, among others16.

Paris focuses on improving the impression visitors receive about the way in which they are treated, and on educating citizens about 
the importance of providing good service; the importance of giving a good welcome, and understanding differences in treatment of 
several types of tourist. France has generally had a reputation of being rude to visitors, especially those who do not speak French. 
Understanding the importance of tourists’ contribution, the government has defined among their proposals for increasing the num-
ber of visitors by 2020 the urgency for working on turning a true welcome culture into an immediate priority shared by citizens and 
professionals. Among the tools they have developed, there is an alliance between their Chamber of Commerce, and regional tourism 
committees, which created a manual on addressing visitors along with a campaign called “Do You Speak Touriste?”. The purpose 
of the tool is to focus on the quality of the welcome, and for tourism professionals to understand the cultural differences among 
tourists. For example, a British tourist will prefer having breakfast and lunch early, and an American will expect restaurant service to 
be quick and excellent

- MacGuill, 2013

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY

16   Regarding signage, Act No. 185 of August 16, 2003 established that the Tourism Company, in coordination with the Department of Transportation and Public Works, and the Highways and Transportation Authority 
shall put signs on roads and on cultural, historic, and tourism sites, using international symbols pursuant to tourism signing guidelines established by the World Tourism Organization and the US Federal Government. It 
shall also prepare hardcopies and electronic information publications, such as maps and brochures, including websites in English and Spanish, and any other languages that the Tourism Company deems necessary after 
doing a market study. There was previous legislation, Act No. 187-2002, with the same purpose, but it included French as a publication language. Act 185-2003 amended this law adding that, “Considering that it would 
be onerous to prepare maps, brochures, and signage in more than the two official languages commonly used in Puerto Rico, considering a possible conflict with Federal legislation regarding the matter, it is necessary to 
enable legislation defining the range of Act No. 187 of August 17th, 2002. This way, the Tourism Company, after carrying out market studies regarding the language of potential visitors, will be better prepared to decide 
if tourism publications should be made in other languages.” 



55

Incorporating Academia

The role of academia is critical for achieving a change 
in mentality that gives priority to visitors. Academic 
curricula will need to be updated in tourism schools, 
and in academic departments of other disciplines 
that directly or indirectly affect different dimensions 
of the visitor economy will need to be updated.

As we mentioned before, the human factor is key for 
the visitor’s general experience, particularly when re-
ferring to those who work directly with visitors such 
as taxi drivers, tour operators, and hotel staff. To do 
this, local tourism schools must update their academ-
ic curricula to focus on the need for service quality. 
They must research on global trends in the tourism 
industry, and its impact on the local visitors’ economy, 
as part of the learning process17. Academic programs 

must include compulsory courses in several languag-
es, other than English, and different cultures; that pre-
pare and train our human talent for providing services 
to visitors in different cultural contexts. 

Academia must dedicate more time to practical as-
pects, larger opportunities for internships and stu-
dent exchange: work programs that give students the 
opportunity to practice what they have learned. Stu-
dents will also be able to acquire the skills required for 
the visitor economy, and industries adapted to global  
trends. This translates into developing a highly quali-
fied human capital, elevating the visitor’s experience.

As part of the learning process, universities must 
focus on practical, education models (the “learn by 

An example of how academia may integrate itself into the visitor economy is Sant Pol Hotel-School in the province of Barcelona, a 
school specializing on Hotel Management and Tourism, that combines theory with practice as part of the learning process. Students 
are exposed to real situations they might encounter during the daily operation of a hotel. The curricula incorporates courses in several 
languages, courses on the different economic dimensions of the tourism industry, and specialized courses on the different aspects of 
hotel management. The school has also focused on establishing strong bonds with the leading local and international hotel chains in 
Spain, in order to offer their students different alternatives in internships before joining the work market 

- stpol, 2016
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17 It is worth noting that during 2003, Act No. 63 was passed; and it provides the establishment of a vocational and technical, hospitality and tourism school by the Tourism Company in coordination with the Department 
of Education. It also provides for the training and retraining of tourism industry’s human resources, and for creating an Advisory Board that will recommend curricular content and programs to the Department of Education 
pursuant with industry needs. 
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A collaborative effort between Foundation for Puerto Rico and Universidad del Este, in which students researched service provid-
ers for the Visitor economy, emphasized that one of the main factors limiting visitors’ access to most of our available offers is a 
low visibility in digital media. Other factors include a businesses’ lack of sophistication, that extends to poor emphasis on quality, 
and a limited use of technological tools. The results motivated organizing events that promote exchanges between industry 
leaders and service providers, community workshops focused on training providers on how to take advantage of digital media 
in order to make their businesses more visible, and accessible to visitors, who have the potential of becoming new clients and 
represent more income.

doing” methodology) in which students can apply 
learned knowledge, and skills. 

Given the extensive effect of the visitor economy to 
other sectors of the general economy, it is important 
to integrate this topic into the academic curricula of 
other courses; especially those that can indirectly 
influence the visitor experience, such as entrepre-
neurship, information technology, programming and 
engineering. An example would be programming and 
coding, which can encourage students to develop 
technological and digital tools to benefit the Visitor 

economy, and enhance the visitor experience. Basi-
cally, all courses can be redefined according to how 
they relate to the visitor economy. 

There is no doubt that the academic sector has a vital 
role in developing the visitor economy, in training the 
necessary human talent to design, build, and support 
the efforts that guarantee an extraordinary experi-
ence for visitors. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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      We can carefully analyze, acquire knowledge, and 
change priorities. In a world where innovation prevails 
as a means for progress, we will not be able to change 
our path by doing more of the same. We transform 
ourselves by reinventing ourselves. 

For many years, our service and consumer economy 
grew and fortified itself when local businesses emu-
lated businesses models from US companies. Local 
enterprises even acquired information systems, pro-
grams, packages, and development processes made 
by US companies, allowing local businesses to oper-
ate more productively than their competitors. This 
process entailed a sort of time arbitration: they were 
not creating. Instead they were relying on innova-
tions of others who had never even visited our island.

In the twenty-first century, the arbitration of time has 
practically disappeared as an economic opportunity. 
We can no longer copy off the scripts of others and 
expect to be successful. What’s even worst is we 
keep trying this failed formula. Today, as we try to 
emulate others by copying yesterday’s innovation, 
we remain in the past as someone else is developing 
tomorrow’s ideas. During the 1980s, no one would 
have ever thought that our lives today would depend 
on mobile devices, and that programs would only be 

developed in this format. In Scotland, the SICSA, an 
organization that applies technology to tourism, ex-
plained that developers must look past current inno-
vations. For example, an enhanced reality technology 
may seem too modern now, but soon it will become 
outdated (SICSA T. S., 2014).   

Over a decade ago, the great academic and business 
knowledge centers, such as Harvard and Stanford, 
began documenting fundamental ways in which busi-
nesses and entire industries competed, and trans-
formed themselves based on innovation. Innovations 
were catalogued as increasing, disruptive, or catalytic 
and they showed how these practices had become 
dominant, even in projects of social-impact (Sadtler, 
2006).

Rescuing Puerto Rico from its crisis will require us to 
change our socio-cultural “chip” of imitating to inno-
vating. We have to use the knowledge that we have 
developed by exploring a changing world, not for re-
cycling the past (ours nor others), but for inventing 
a new future. We will have to rethink what we are, 
taking into consideration that only a few aspects of 
what worked for us earlier will be relevant for what 
we will become.

Innovating for Change

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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The goods and services that we offer to visitors  
should be of the highest quality. This would guarantee 
that visitors live a complete experience, with consis-
tent quality, regardless of the activities in which they 
are involved in or their experiences during their visit.  
The range of visitors’ activities is ample. They may ac-
quire goods such as arts and crafts, clothes, and food; 
different services such as tours, lodging, restaurants, 
medical services, educational services. Service pro-
viders in these contexts do not always have the same 
education or training nor the same emphasis on qual-
ity as a distinctive element.

In order to address the quality and consistency in ser-
vice we suggest establishing centers for excellence, 
where academia, the private sector, individual entre-
preneurs, and business owners work together. These 
can also serve as practice centers so that providers 
and students may learn the different profiles of the 
travel market, and know the different ways to guar-
antee diversity and quality in products and services. 
These centers should provide entrepreneurs with the 
tools that enable developing new products and ser-
vices (physical and digital). They should focus on im-
proving experiences and complying with the highest 
standards of quality. 

These centers can also tend to visitors by offering a 
place for immersion and interaction, allowing them to 
have a variety of experiences within a specific small 
area. This would also enable providers, scholars, and 
students to observe and understand how the offer 
satisfies the visitor’s expectations. It would also of-
fer a continuous opportunity for improvement. Fur-
thermore, these centers successfully implemented 
in Puerto Rico could serve as a model for other cen-
ters located  in key areas visited by tourists from all 
over the world. Some tourist destinations and main 
consumer brands (like the Apple Store) are currently 
practicing this initiative, allowing potential visitors to 
learn, and even practice from afar some dimensions of 
their products or their destination experience.

We suggest creating a center for excellence special-
izing on the visitor economy. It would endow exist-
ing, and new businesses that offer innovative services 
and products to visitors, and develop different tech-
nological and digital tools that help improve visitors’ 
experience. This center should have direct ties to aca-
demia in order to encourage continuous research and 
the training of human talent needed for the constant 
development and future evolution of the local Visitor 
economy, following new trends.

Besides ensuring the quality, it is important to iden-
tify ways of measuring and providing incentives so 
that this remains constant and continuous in both 
creating and the evolution of products and services 
offered to visitors. We recommend creating methods 
to acknowledge service providers: awards and certi-
fications that encourage them to comply with stan-
dards established for quality, and to continuously 
improve, thus ensuring excellence in several types of 
visitors’ experiences, and in the services and products 
that visitors acquire.

Centers for Excellence

Looking to improve the competitiveness of the businesses of 
its region, the Spanish government of Castilla-La Mancha, in 
conjunction with the local Industrial Organization School de-
veloped an initiative called Factoría de Innovación [Innovation 
Factory]. They established a series of centers for excellence 
located throughout several zones of the community, to pro-
vide free services to small and midsize businesses throughout 
the Castilian region, provide them with the tools for develop-
ing and enabling projects that would integrate elements of 
innovation in their production and management processes. 
Each center for excellence specializes on the industries within 
its area, among them the agri-food industry, creative indus-
tries, the logistic sector, and others.

 - CDE, 2016 
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Creating Support Structures

Travelers today, more than ever, seek to identify and 
choose the types of experiences and activities they 
want at any given destination. These trends have re-
sulted in the creation of new tools, mostly digital, that 
help improve visitors’ experience. These include cre-
ating websites, digital platforms, and applications. To-
day’s traveler prefers local and individualized nuances, 
and is greatly influenced by technological and digital 
factors, these tools offer potential visitors access to 
the content that allows them to learn about the des-
tination and participate in designing their own experi-
ences, and choosing and organizing different activities 
during the trip. 

Queensland, a state located in northeastern Australia, is an example of places that have created support structures to improve the 
visitor’s experience. To satisfy the needs of the Chinese market, their main and fastest-growing market, the state government creat-
ed a guide directed at tour operators, providing information about Chinese travel trends. These guides include information regarding 
their taste in food, their travel expectations, descriptions of activities they tend to like, and tips on how to offer and provide Chinese 
visitors with different types of services

- Queensland T. , 2012

Considering the digital aspects, it is important to create 
digital support structures that help keep the informa-
tion and content available in different websites, plat-
forms, and mobile apps up to date for visitors. These 
support structures should also ensure that the content 
is always updated and complete, that it fulfills the ex-
pectations and needs of different travelers’ profiles, 
and ensures easy interaction for the visitor. It is neces-
sary to have the capacity for service providers to keep 
business information updated and for them to be able 
to edit and update from a single source that is automat-
ically updated to several digital platforms. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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In 2015, the city government of Tokyo announced (as part of the preparations for hosting the 2020 Olympic Games, and facing an 
increase in the arrival of international visitors) the opening of a multilingual call center. This focused on free translation and interpret-
ing services in English, Mandarin, and Korean for hotel and lodgings representatives throughout the city. In January 2016, the service 
was extended to small and midsize restaurants and taxi operators, who do not have the available resources to hire interpreters or 
to offer their employees courses or training. Opening this center is an example of support structures that can be created for helping 
providers improve the experience they offer visitors

- MASUI, 2016

The need to build these support structures that would 
increase the amount of information and knowledge lo-
cated in digital platforms also represents a great op-
portunity for entrepreneurs. It also encourages the de-
velopment of products and innovative, technological 
tools that take into account the constant technological 
evolution which we live in, and even the continuous 
changes in travel trends. 

The human touch is essential for the visitor’s experi-
ence. We should develop the means of providing ac-
cess to a support center capable of connecting visitors 
to skillful service personnel, equipped for interacting 
with visitors at any moment. This intervention must be 
facilitated by phone or by digital interactions integrat-
ed to tools that visitors use during their stay, and that 

would be mainly used in situations when digital tools 
do not provide a solution. Service staff should have vis-
itors’ information at hand as a component of the digital 
tool in order to know details of the visitor’s activities at 
the time of interaction. 

Support structures that are developed should be inte-
grated to digital platforms, and should include updated 
content to address current and future visitor needs. 
Several providers should have access to these struc-
tures to have updated information regarding visitors’ 
behavior. These structures should also efficiently facil-
itate interaction with visitors before, during, and after 
their visit; in order to obtain comments and feedback 
that allow service providers to monitor and adapt their 
offer, thus improving the quality of the visit. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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Making it Easy for the Visitor to Dive into the Experience

The Importance of Local Digital 
Connectivity to Visitors

In destinations like Mexico, as soon as the visitors arrive they 
are offered a SIM card that allows them to use their phone 
at the destination without incurring in expensive international 
roaming charges. Australia created alliances with several en-
tities, and provides visitors with international SIM cards at re-
duced rates. In addition, main cities throughout the globe have 
digital infrastructure, providing free Wi-Fi connection in public 
places such as plazas or squares, airports, shopping malls, 
and other places. For example, Paris has over 300 free-access 
points, while Malaysia, in alliance with a telecommunications 
company, provides over 1,500 access points in commercial, 
tourist, residential, and public areas

- Mexico, 2016

Insidr, a Parisian startup, provides an alternative to foreign-
ers who cannot use their phones due to high international 
data rates. With a fixed rate, they provide users with access 
to calls while at the destination; as well as access to maps 
and recommendations for exploring the city. This service also 
provides access to essential mobile apps for today’s travelers, 
such as social networks, currency converters, and local apps 
for food delivery, babysitting, etc. It also provides visitors direct 
access to locals through a chat for asking questions about 
places to visit, giving recommendations, help during the stay.

In a world characterized by constant technological 
evolution, dominated by digital and mobile technol-
ogy, it is imperative to facilitate the visitor’s connec-

tion to digital networks and infrastructure. This would 
allow them to use existing local platforms that provide 
information about destinations and events throughout 
the island, access to transportation platforms, and ac-
cess to important tools such as digital maps, that allow 
the visitor to move about the entire destination. If we 
facilitate the visitor’s access to digital infrastructure, 
not only will we help give visibility to the information 
on the islands micro-offer, and the different destina-
tions available throughout the island; but also connect 
visitors to them. Visitors can use their mobile apps, and 
search online to find available micro-offers outside of 
San Juan, all across the island.

Providing visitors with access to digital networks and 
infrastructure requires giving them connectivity offers, 
at a reduced rate, to our cellular network so that they 
can stay connected; enjoying their itineraries without 
consuming or spending a large amount of money in 
data. 

A minimum requirement of any solution must allow vis-
itors to interactively explore events and activities, have 
a description, and details of the logistics and transpor-
tation that will make their visit easier. 
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Strengthening Our Digital Presence

In 2001, a collaboration between the state Ministry of Tourism, 
and several regional tourism offices created the Australian 
Tourism Data Warehouse, whose main goal was to help tour-
ism operators maximize their opportunities in the digital world. 
In addition to having an educational function, this entity gath-
ers information from offers, stores it, and distributes the infor-
mation to be used by other online platforms, and reservation 
systems. It helps providers increase their digital exposure by 
registering them only once, and gives them access to a statis-
tics platform. The data warehouse currently has over 40,000 
products and 150,000 images distributed in over 11 categories 
- ATDW, 2016 

An analysis conducted by volunteers from Foundation 
for Puerto Rico found that, in an area adjacent to tourist 
spots, 33% of service providers did not have any exposure 
on main travel platforms. Only 27% of the businesses were 
on TripAdvisor, and 86% received unanswered, negative 
reviews, which adversely affects its ranking on the plat-
form. Most businesses do have presence on social net-
works. Facebook is their preferred choice. It is worth men-
tioning that these platforms are mostly directed at the 
local market. And even though these platforms are used 
by visitors in their home countries, they find it difficult 
to find places and attractions at the visited destination. 
Based on the obtained results, although most businesses 
have digital exposure, most of it is focused on the local 
market, and are still poorly accessible to visitors.

Integrating visitors to digital infrastructures and 
new technologies will make our offer visible, and 
will give us the opportunity to interact immediately 
with visitors. The new technology gives visitors the 
tools for visualizing, and designing customized expe-
riences. They would also be able to digitally sched-
ule, make reservations, and create itineraries of their 
visit.  This would be a great benefit for local service 
providers because they can make their offer visible to 
the world, and dramatically increase support for their 
services with the help of other providers. 

According to a research conducted by Foundation 
for Puerto Rico, in collaboration with Universidad del 
Este’s Hospitality and Culinary Arts School, few ser-
vice providers have some digital presence that focus-
es on local tourism, instead of on visitors. This is a 

great opportunity to help service providers and event 
organizers increase their presence in digital media. 
Digital presence also gives an opportunity to create 
networks and links with other service providers so 
that together they can design the content, multilin-
gual narratives, and even come up with trip itineraries 
that classify and illustrate several experiences visitors 
may have. These combine natural sites, historical, cul-
tural, and gastronomical sites with festivals, artistic 
or musical events. Combining the digital offer, local 
providers will also have the opportunity to interact 
with visitors more directly.

Taking this trend into consideration, we suggest cre-
ating a digital platform that allows combining large 
amounts of content, from several sources of informa-
tion, developed by service providers, communities, 
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Thailand gives us another example of tools for incorporating 
innovation to tourism, in this particular case with development 
too. The Ministry of Sports and Tourism developed a digital 
platform providing travelers with everything they need to plan 
their trip, and during their visit; in a single location. They hope 
to launch the platform in late 2016. Visitors will be able to plan 
their trip, coordinate reservations, schedule events, have ac-
cess to digital guides, and concentrate on tourist sites. The 
platform aims to motivate visitors to stay for a longer period, 
generating more income for Thailand, by increasing the expo-
sure of their diverse offer, facilitating travel planning, providing 
a centralized space for service providers to make their offer 
visible, and making it all more accessible to visitors.

 - Correspondent, 2016 

Another example of the importance and benefit of strengthen-
ing digital exposure is Tahiti, in French Polynesia, in the Pacific 
Ocean. As part of their smart tourism, the local government 
implemented a strategy that seeks to improve, and expand 
free internet access as a tool for increasing local providers’ 
presence in digital media. This would make them more visible 
to visitors, and travelers can take them into consideration as 
part of the destination experience. In addition, it is an effort 
to promote digitalizing the visitor’s experience, and making 
it easier for them to move throughout the destination. This in 
turn allows them to connect to a wide range of experiences, 
and destinations located throughout the archipelago, by using 
technology and a 24/7 support network in several languages 

- Greg Oates, 2015

14 ) Marca Colombia. (s.f.). ¿Qué es la marca país Colombia? Recuperado de: http://www.colombia.co/asi-es-colombia/que-es-la-marca-pais-colombia.html 
15) Colombia Co. (2013). Todos somos parte de la respuesta. Recuperado de: http://www.colombia.co/participa/mecanica 
16) Marca Colombia. (s.f). El 5 de diciembre se presentará el libro “100 Colombianos”. Recuperado de: http://www.colombia.co/talento/el-5-de-diciembre-se-presentara-el-libro-100-colombianos.html

current visitors, and individuals. The platform will of-
fer visitors a series of suggested itineraries comprising 
unique activities, and events throughout the island. It 
will also give the opportunity to customize experiences 
according to the visitor’s interests and needs, and will 
allow them to digitally schedule, make reservations, 
and create trip itineraries. This platform will also allow 
providers the opportunity to respond, and address vis-
itors’ needs in a more direct, easy way. 

In other words, in order to connect visitors with our 
entire offer, it is necessary to bring visibility to the 
different destinations and experiences that are avail-
able by designing varied content, available in several 
languages and easily accessible to visitors. This would 
have a positive result for everyone, especially small 
businesses and other entrepreneurships throughout 
our geography. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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Expanding Experiences and Making Them Visible

Historically, most experiences accessed by our 
visitors are limited to certain important activities, and 
offers in traditional tourist areas. The Tourism Com-
pany currently makes them visible (on their website, 
and with marketing and advertising efforts), or hotels 
and tour operators facilitate them. Tourists have no 
problem in knowing or arriving at El Yunque Rainfor-
est, the city of Old San Juan, the Bacardi Rum Factory 
or Toro Verde. However, Puerto Rico is a destination 

that provides other countless experiences, main-
ly known by the residents themselves, and are not 
easily visible or accessible to visitors. By exposing or 
making these experiences visible to visitors, we dra-
matically expand the economic impact of the visitor 
economy, and distribute its effect to different regions 
of the island, especially those that are not currently 
visible or accessible to visitors. 

Skift- Free Report: The Rise of Food Tourism. According to Skift, trends show that today’s travelers prefer culinary and gastronomic 
experiences they can experience at the destination. This publication also establishes that visitors attracted by fine cuisine have a larger 
interest in getting to know the different cultural attractions, and exploring the region. Countries like Ireland are taking advantage of 
their gastronomic offer to give visibility to other attractions like cultural events and festivities, helping to expand and let visitors know 
what they offer. Similarly, Nashville, Tennessee, famous for its music industry; designed strategies to promote its growing culinary offer. 
It takes advantage of the visitor’s interest in music, and uses platforms like Spotify, and provides playlists selected by chefs from re-
nowned restaurants in the city. The growth of the culinary industry has brought a boom of new restaurants opening throughout the city, 
and the celebration of new events that are helping to expand the offers that visitors can now experience in the city 

 - ATDW, 2016 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY



65

Air Access
Puerto Rico has to connect with the world, physically 
and metaphorically, in order to develop its visitor econ-
omy. Approximately 4.6 million people (FPR, F.f., 2016) 
arrive at our International Airport in Isla Verde every 
year, barely 50% of its actual capacity of 9 million pas-
sengers. Many other destinations would envy these 
numbers. This means that we can accommodate many 
more fights, and that we can increase the number of 
visitors to the island by 4 million; without expanding 
the airport. This is without mentioning the other air-
ports in Puerto Rico that receive foreign flights. 

Puerto Rico has good air access from several US cities. 
This large two-way flow of Puerto Ricans to the US, is 
precisely what guarantees the capacity of these flight 
routes. They are also the means through which most 
visiting tourists arrive. The island also has short direct 
flights between several Caribbean islands; and cities 
like Panama, Bogota, Madrid, and more recently, Mer-
ida (Cancun), London, and some Nordic capitals. There 
is no question that as the number of direct flights from 
important population centers in the world to San Juan 
increases, so does the access to new markets. Thus in-
creasing the number of visitors from around the world 
to the island. Pursuing these markets must be a strate-
gic priority. International destinations, require bilateral 
treaties to establish routes, and closely working with 
the federal government for their implementation18.

Another priority should be obtaining authorization 
from the federal government to open the interna-
tional transit lounge. This allows passengers arriving 
from international flights to continue on to another 
international destination, without passing through an 
immigration process. This would largely facilitate the 
effort to obtain direct flights to San Juan from key in-
ternational points. For example, it would be more con-
venient for a flight operator to have a flight originating 
from São Paulo, Brazil, to include passengers moving 
on to other Caribbean islands, or even Oslo or Stock-
holm; without having to go through the immigration 
process that involves entering and leaving the United 
States.

The long-term goal would be turning Luis Muñoz 
Marin International Airport into an international and 
intercontinental hub, expanding the number of airlines 

and cities served with direct flights, from and toward 
different continents. This expansion of direct air con-
nections would attract a larger number of visitors to 
the island. It would also enable strategic alliances with 
airlines, and facilitate international commerce of local 
companies with the world.

While the international hub is developed, a large num-
ber of flights between San Juan and all six airports from 
New York, Orlando, and Miami are an opportunity for 
increasing the number of visitors to Puerto Rico. Each 
year, dozens of thousands of travelers from important 
cities in the world (example: Paris, Rome, Warsaw, To-
kyo, Beijing, or Bombay) arrive at these airports, and 
do not have direct service to San Juan. These travel-
ers, without having to plan a trip to Puerto Rico, could 
combine an add-on visit to the island in their itineraries. 
They would only have to board a short domestic flight, 
without having to clear immigration and customs.

PIn order to become a globally renowned destination, Singa-
pore promoted the development of its international airport as 
a global hub for connecting their country to important cities 
and countries around the world. By turning their airport into 
a global hub, Singapore harnessed one of its major strategic 
advantages: its good geographic location. As a strategy to 
increase the number of international flights, the government 
signed open-air agreements with over 90 countries, thus facil-
itating access for international travelers. Signing these agree-
ments resulted in a 21% passenger increase. In order to make 
these travelers spend a few days at their destination, Singa-
pore’s Tourism Board created a series of incentives to attract 
local and international investment. These focused on hotels, 
resorts, and the transportation industry to help increase the 
destination’s capacity, and the number of offers and attrac-
tions. Also, a large part of public spending focused on devel-
oping cultural and tourist attractions to motivate visitors into 
extending the length of their stays. 

- Airport, 2016 

Increasing the Capacity

18    It is worth mentioning that the Puerto Rico Tourism Company has developed a series of incentives to promote new air routes, and keeping existing ones. Efforts have been made to create a new incentive law for airlines, 
but it has not been successful in the first two tries (H.B. 4048 and H.B. 0128). These incentives are awarded via four Resolutions (13-081, 13-086, 13-087, and 13-088) approved by the Tourism Company’s Board of 
Directors. See Act No. 67 of May 22, 2008; for more information regarding incentives for charter flights. 
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Sea Access

Cruise ships – Today over 1.4 million visitors arrive 
at San Juan aboard cruise ships. This represents a 5% 
of the global cruise-ship market, with a recent annual 
growth of about 10%. The San Juan port has the capac-
ity to drastically increase the number of passengers. In 
comparison, the Nassau port in the Bahamas receives 
about 3.5 million visitors each year. 

Adding the potential for cruise ships to stop at the 
different ports in Puerto Rico, such as Ponce, May-
agüez, and Ceiba; the island could become one of the 
most important cruise destinations in the world. In 
order to achieve this, it is vital to have the necessary 
infrastructure cruise ships need at a small and large 

scale. We also need to have the attractions to offer the 
experiences that visitors look for. Vieques and Culebra 
could also become an important destination for small 
cruise ships. Our archipelago can create a recreation 
circuit similar to the Virgin Islands. Or an educational 
and ecological one similar to the Galapagos Islands for 
boat tourism or charter rentals; by developing moor-
ings infrastructure. Small cruise ships and vessels can 
depart from Puerto del Rey Marina in Fajardo, and trav-
el to Culebra, Vieques, Icacos, Palomino, Culebrita, etc. 
The southwest part of the Island can have a similar cir-
cuit from Mayaguez, Ponce, Cabo Rojo, Guanica, and 
Salinas. All of these natural assets in Puerto Rico are 
underused, and undervalued. 

As a strategy for boosting the growth of the cruise industry in Costa Rica, the government is betting on small cruise-ship attractions 
that can provide tours from several harbors and regions, even when there is no place to dock. This has resulted in an increase of 
cruise ships visiting small destinations all over the territory, thus helping to expand the economic impact throughout the industry. 
Also, these small cruise ships are an attraction for travelers from non-traditional markets who want to enjoy more authentic expe-
riences, diversifying visitor’s profiles even more.

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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Transportation Networks

The most successful destinations around the world 
have integrated transportation networks that offer a 
variety of alternatives and solutions. The key is that 
visitors have their individual needs, and preferences 
satisfied within this set of transportation choices. 

Today, our transportation network limits visitors’ ac-
cess to mainly tourist areas; those areas where you 
can find most large hotels such as Condado and Isla 
Verde; or areas with specific attractions like El Yunque 
or Toro Verde. There is no available transportation to 
many other destinations, making other areas of the 
island practically inaccessible. In order to accommo-
date a larger number of visitors, and remain a sustain-
able destination; Puerto Rico needs to have an agile, 
flexible, and diverse transportation network available 
to facilitate the visitor’s travel. 

Our priority is to develop a transportation network 
that combines the different alternatives (mobile plat-
forms, public transportation, ground and sea, taxis, 
rentals) that efficiently connect our visitors and res-
idents with a set of alternatives that allows them to 
come and go to all the places they need or want to 
visit. This in turn would connect them to a diverse, 
geographically dispersed offer, with extended hours 
or at all hours. This network should be supported by 

a digital infrastructure, and technological tools that 
allow visitors to obtain information, both for learn-
ing about the different alternatives that are available, 
and for using the network and its components in an 
integrated manner. This would connect our visitors to 
offers and experiences throughout the island, and ad-
dress their individual needs and preferences. 

The following is an analysis of the components of 
transportation in Puerto Rico, and discussion of their 
potential for strengthening and integrating this sys-
tem into the Visitor economy: 

Taxis: Taxi services are currently focused on visi-
tors arriving at our main entrance points, such as 
the international airports and ports, and connect-
ing them to the traditional hotel and tourist areas, 
such as Condado, Isla Verde, Old San Juan, Miramar, 
Santurce, and other highly frequented destinations. 
Other than these destinations, taxi availability is 
very limited, even non-existent, since these are not 
accessible through digital media, and radio dispatch 
services have few available units. In order for taxis to 
overcome their accessibility limitations, outside these 
main tourist points, they must integrate more modern 
technologies to their processes, like mobile platforms. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY



68

Considering the importance of taxi service, especially 
in areas with a high volume of tourist activity, it is 
necessary to know the rates in advance. We should 
also offer the technological tools that provide visitors 
the capacity to calculate rates, and easily identify 
where to take a taxi. 

Mobile Transportation Platforms - A large part of 
our diverse experiences and destinations are found 
outside the main tourist areas or oven outside the 
metropolitan area. Visitors do not have alternatives 
for transportation, except maybe private car rent-
als or tours, to easily and quickly access the offers 
in other places of the island. Mobile platforms, like 
Uber and Lyft, are a key element for developing the 
Visitor economy. They ensure that visitors and resi-
dents easily reach and access points of interest and 
experiences (gastronomical, cultural, ecological, his-
torical, or social) both in San Juan, and outside the 
metro area. Mobile platforms give visitors the oppor-
tunity to reach places that are currently not easily ac-
cessible without a personal car, which translates into 
expanding economic activity generated by the Visitor 
economy.  

Car Rental Services - Given the lack of integration 
between the different transportation alternatives 
available, and a culture of car dependence that dom-
inates Puerto Rico; car rentals are a critical element 
for facilitating visitors’ movement throughout the is-
land. With this option, most visitors can explore dif-
ferent destinations throughout the island, and enjoy 
the countless experiences offered by our geography. 
For this, road and physical signage must be improved 
in order to guide visitors with relative ease to desti-
nations, attractions, and to essential local services.19 

In digital map systems used in navigation (like Goo-
gle Maps), any lack of information regarding road 
infrastructure, and physical, updated directions to 
destinations and businesses must be addressed. It is 
necessary for the safety and convenience of the visi-
tor, regardless of the limitations caused by cell-phone 

provider contracts, that they are able to access cell-
phone data at least for essential services.

Ground public transportation - The main destinations 
in the world have adapted their public transportation 
systems for visitors’ use because they understand its 
importance as part of the visitor’s experience at the 
destination.

An example of this is London where they have made infor-
mation regarding the different components that makeup 
the public transportation system more easily available. It 
also provides information on its routes, in several languag-
es, designed a centralized website, and mobile app allow-
ing visitors to obtain information, and even plan their trip 
in advance form a single place by identifying the different 
transportation alternatives they can use to reach their des-
tination

- Transportation, 2016

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY

19  See footnote 11 regarding Act No. 185 of August 16th, 2003 for more information regarding signage.
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Puerto Rico’s public transportation system consists of 
the Tren Urbano or subway system located in the met-
ropolitan area, the Metropolitan Bus Authority (AMA, 
by its Spanish acronym), Metro Bus, public microbus-
es (known for the local term of pisicorre), and other 
services offered by municipalities such as trolleys, and 
others. Unfortunately, the system does not intercon-
nect nor work dependably, at the expense of all of its 
users, and it definitely doesn’t take into account visi-
tors’ needs. There are several factors that limit the use 
of public transportation alternatives by visitors such as 
limited hours, lack of accessible information on routes 
and itineraries, the lack of appropriate signage, and the 
fact that the information is not bilingual. 

In order to adapt our public transportation system for 
visitor use, it is essential to digitally make visible the 
public transportation alternatives that we have available 
in the metro area, and the rest of the island. We have to 
provide correct and updated information on routes and 
itineraries. Considering that the system is currently inef-
ficient for residents, and only provides access to limited 
areas, not necessarily of interest to visitors, we have to 
focus on transportation alternatives that integrate into 
the public transportation system. 

In addition, it is important to improve service reliability 
by guaranteeing that it complies with the established 
frequency, improve the lighting in terminals, stations 
and stops; so that visitors and residents feel safe and 
confident in using the service. A transportation system 
adequately prepared to tend to visitors by facilitating 
mobility, particularly for those who travel with a limited 
budget, represents a key alternative for expanding the 

number of visitors. It would also improve the quality of 
life of our residents who are currently obligated to de-
pend on deficient public transportation. 

Public Sea Transport - Sea transportation is another key 
element of the transportation network that strengthens 
the Visitor economy. It mainly serves both visitors and 
residents traveling to Vieques and Culebra, island-mu-
nicipalities; important destinations that attract thou-
sands of visitors from all over the world. This service 
is notorious for its inconsistency, deterioration, and 
deficiencies that affect its stability, frequency, and de-
pendability; despite its importance to these islands’ 
economy, and the importance of these municipalities 
for strengthening Puerto Rico as a destination for the 
world.  There is also insufficient information accessible 
about available tickets, and there are service interrup-
tions at any given moment. 

It is necessary to give priority to maintenance services 
for ferries, and develop trustworthy tools that allow vis-
itors and residents to obtain general information about 
the service (such as trip frequency, service problems, 
among others). The tools should also allow visitors and 
residents to acquire tickets electronically, and access 
any other information that is necessary for the service 
to run smoothly. Considering the government’s current 
fiscal situation, in order to improve the quality and effi-
ciency of the service, it is urgent to privatize the service, 
and guarantee its quality and efficiency. Let’s improve 
the accessibility of the information on this service, not 
only for our visitors, but also for our citizens; let’s make 
it easier for everyone to purchase a ticket with a trust-
worthy service. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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Lodging for Visitors

Increasing the capacity of visitors requires relying 
on sufficient lodging options to accommodate them. 
Puerto Rico currently has various options, approx-
imately 15,000 rooms endorsed by the Puerto Rico 
Tourism Company. Among these are resorts, hotels, 
inns, lodgings, condo hotels, bed & breakfasts, and 
others. There is also a significant amount of rooms 
that are not endorsed by the Tourism Company; most-
ly private properties available for rent (like Airbnb), 
which offer a tremendous opportunity for increasing 
accommodations for visitors, without needing to in-
vest large amounts of capital. 

With the 2008 real estate crisis, there are a large 
number of properties that are available that should 
be singled out as lodging for visitors. For example, in 
Miramar there are housing complexes that, after the 
crisis, have become lodgings for visitors. This helps 
visitors connect to local experiences, and provides an 
opportunity for additional income for owners of un-

New York is an example of the impact that collaborative platforms like Airbnb offer for increasing the availability of accommo-
dations, and economic benefit in the Visitor economy. In a single year, the company generated $632 million in economic activity. 
Eighty-two percent of registered properties are located in communities outside Manhattan, expanding the direct and indirect 
effect of the Visitor economy to traditionally non-tourist areas; and increases lodging alternatives using existing infrastructure, 
without the need of large investments. 

- Airbnb, 2016

used properties. In the long run, it also increases our 
lodging capacity. 

With the development of what is known as a collab-
orative economy, today, travelers are increasingly 
looking for non-traditional lodging available through 
platforms such as Airbnb or Join a Join. These allow 
owners to rent their properties to local and interna-
tional visitors, increasing the lodging capacity in dif-
ferent cities all over the world. This type of lodging 
appeals to markets with different budgets, and travel-
ers who seek to enjoy local experiences at their des-
tinations. 

As emigration and available properties increase 
throughout the island, we should refocus many avail-
able properties to serve visitors. This would increase 
and diversify our lodging offer without requiring large 
capital investment from the public or private sectors.

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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Project Financing 

The visitor economy is a platform that provides many 
opportunities for sparking entrepreneurship in a variety 
of activities and specialties. This can range from restau-
rants, accommodations, to technology startups that 
develop digital platforms and tools that help improve 
the visitor’s experience (in all of its dimensions). These 
types of business projects and initiatives can help ex-
pand the offer throughout the island, creating countless 
of new, authentic experiences available to visitors. To-
day, there are only a few financing alternatives available 
that support or promote the establishment and growth 
of projects, microbusinesses, and small businesses that 
develop innovative products that improve the visitor’s 

In order to promote innovation and entrepreneurship in tour-
ism, Spain’s Ministry of Industry, Energy, and Tourism creat-
ed a financing program called Emprendetur. This program 
assigns approximately 50 million euros each year to finance 
businesses projects that introduce innovation in the tourism 
industry. The goal is to support research, development, and 
innovation applied to products and services in the tourism 
industry; in order to help improve competitiveness and prof-
itability in Spain’s tourism industry; as well as to help nurture 
the business ecosystem of young entrepreneurs.

In 2014, as part of the different financial alternatives 
emerging in Puerto Rico to support self-manage-
ment and entrepreneurship, the Kiva Zip platform was 
launched. Kiva provides loans at 0% interest for entre-
preneurs with projects that positively impact the econo-
my. During its first year, Kiva Zip granted over 22 loans to 
entrepreneurs offering products, and services related to 
the Visitor economy, for a total value of $107,800. Avail-
able financing alternatives for entrepreneurs with busi-
ness projects or initiatives related to tourism help create 
a range of unique offers and experiences that promote 
our development as a desired and attractive destination. 

experience; and that directly or indirectly impact the 
Visitor economy or help increase its capacity. 

In order to promote the creation of projects, microbusi-
nesses, and small businesses in the visitor economy, it is 
necessary to increase the availability of capital sources, 
and financing alternatives that support these types of 
projects. These sources can range from crowd lending 
platforms (like Kiva Zip), and crowdfunding; to the arriv-
al of investors and other alternatives that help increase 
the availability of capital; whether local or international, 
for projects that benefit the visitor economy, and in-
clude elements of innovation. 

IMPROVING THE EXPERIENCE AND INCREASING CAPACITY
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MEASURING AND 
IMPROVING
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Information itself does not provide solutions. It only 
allows us to begin a process of comparing and visu-
alizing; that eventually will lead to obtaining relevant 

data that has shaped the concepts we want to under-
stand. The way we design these, is by using available 
data. This will allow us to interpret and evaluate the 
information to build the structures that will take us to 
the necessary knowledge, and deep understanding to 
find answers and take action. 

Our organization is convinced of the need to improve 
statistic measurement systems of our entire tourism 
industry. Furthermore, in the broader concept of the 
Visitor economy. As we described in our publication, 

The Visitor Economy: From Knowledge to Action, there is 
a series of challenges or limitations in the type of data, 
and the frequency with which we gather information 
today. 

Even though these challenges should not be an obsta-
cle to implement strategies for the development of the 
Visitor economy, we have to face them in order to eval-
uate our progress, compare ourselves with the world, 
and timely identify the adjustments that are needed. 
We specifically refer to documenting the sector’s his-
toric data, monitoring the progress of initiatives, eval-
uating changes, and making adjustments in due time. 

MEASURING AND IMPROVING
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Monitoring the Strategy

Collaborative efforts from all stakeholders within 
the industry’s ecosystem are the fundamental 
basis for a common agenda, and its action plan. 

A key element for the success of any strategy is to 
maintain a clear, follow-up system, and constant eval-
uation that allows the measuring of levels of progress, 
and success for every proposed action.

Defining strategies, roles, responsibilities, and resourc-
es that are available to articulate a shared vision does 
not mean we have reached our goal. It only means 
we’ve begun. In order to reach our goal, we must make 
sure that strategies are carried out. We have to estab-
lish the monitoring controls that are required to review 
our progress compared to the strategies, and keep the 
country informed. 

Continuous monitoring allows us to work in real time 
with the behavior of each and every component of the 
Visitor economy. We would then be prepared to iden-
tify and act against observed deviations, and to dis-
card or modify those that are not effective. We must 
observe factors that produce positive or negative ef-
fects on the execution of the strategies designed by 
stakeholders of the ecosystem. 

The monitoring system should include, besides pro-
posed actions, specific mechanism for following up in 
terms of progress and success. To do this, it is import-
ant to create a series of specific indicators and goals, 
determine the time of execution, and analyze the ex-
pected results. 

Following up on the progress of indicators and goals 
gives way to immediately making all the necessary ad-
justments, which reduces the probability of obtaining 
results that are different from projected ones. This 
system should be available to the public as a perma-
nent reference tool for those who have an interest in 
verifying the industry’s development and progress. 
But above all, it should be available as an effective tool 
for those who are responsible for formulating and ap-
proving public policies. 

A progress measurement system is an optimal and nec-
essary management tool. It also makes for a transpar-
ency mechanism, allowing for accountability regarding 
the effectiveness of actions and invested resources. 
Today’s society demands precise data, and results of 
the activities that affect or benefit them. 
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The development of a NSTS is closely intertwined with 
developing a tourism satellite account (TSA), which 
Puerto Rico does not currently have. While developing 
a TSA is an exercise integrated into a country’s nation-
al account system, a NSTS is a more comprehensive 
exercise that serves as a platform for the planning and 
collaboration among all important stakeholders of the 
tourism ecosystem; from the government to service 
providers. A NSTS is the ecosystem’s guide for measur-
ing progress. 

In addition to sector statistics, a NSTS includes defi-
nitions, concepts, and socioeconomic impacts associ-
ated to tourism activity. Let’s look at the NSTS as a 
centralized and accessible data platform that serves as 
a tool for everyone. It is important to point out that 
the NSTS is much more than tourism statistics on a 
website, it also includes mechanisms and processes 
for managing data quality. We are specifically referring 
to two components: quality control processes in data 
production, and documenting processes and method-
ologies to obtain them. These elements are essential 
for establishing, and maintaining a National System of 
Tourism Statistics. According to the World Tourism Or-
ganization, some characteristics of a good NSTS are:

• Data Relevance: It is important that the information 
be useful for multiple stakeholders within the ecosys-
tem (not just the government). It would be unaccept-
able for the government to be producing information 
regarding tourism that is unavailable to the sector for 
planning and decision making. 

In 1997, the Philippines’ National Statistics Board created an Interagency Statistics Committee with the purpose of serving as a guide 
in developing statistics for the sector. The committee is co-directed by the National Statistics Board and the Department of Tour-
ism. The committee has other members including other government agencies and private sector organizations. The committee first 
reached agreements on methodology, information gathering, data publishing, coordination, and information systems development. 
After these first agreements, a series of interagency agreements and commitments were created to form a NSTS and a TSA. As a 
result of this effort, the Philippines was able to develop their tourism satellite account.

The visitor economy is an economic development 
strategy in which individuals, private organiza-
tions, and the public sector interact throughout 

our entire geography. Its positive impact on the econ-
omy can be significant. This is why we have to keep 
a public monitoring and follow-up system, that allows 
for the transparency required by economic develop-
ment and public finances. 

These evaluation and strategy processes require trans-
parency to ensure that all the stakeholders of the 
ecosystem participate in the public debate regarding 
the sector’s future. It is not enough that government 
administrators and guild leaders be broadly informed 
about the sectors development. If we want an ecosys-
tem development we need every stakeholder, espe-
cially service providers, to be aware of the industry’s 
current status, tourism progress, and changes in global 
trends. This level of linkage will allow these stakehold-
ers to integrate into development plans, and comple-
ment initiatives at a macro level. 

Our definitions and terminology must be clear in order 
to have a common language that allows us the capabil-
ity of reaching fine conclusions about tourist dynamics. 
It is necessary to develop a National System of Tourism 
Statistics (NSTS) that allow us to provide trustworthy, 
and consistent statistic data regarding all socioeco-
nomic aspects of tourism. This should include statis-
tics, validation sources, gathering processes; as well as 
the definition of concepts that are internationally ac-
cepted, and applicable to Puerto Rico. 

Transparency in Results
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Puerto Rico recently created an alliance between different government agencies in order to carry out a Visitor’s Survey. In addi-
tion to the Planning Board, the Tourism Company, the Port Authority, and the Puerto Rico Institute of Statistics (all government 
agencies); Foundation for Puerto Rico joined in the effort. The Foundation plays a key role in looking after the continuity of 
this effort; in case of a change in government administration. Likewise, the Foundation has the commitment to integrate input 
from different interest groups within the sector in order to keep them connected to this initiative. This alliance represents a new 
multisector approach that can serve as an example for carrying out other initiatives in which the government requires active 
collaboration, and participation from civil society, such as the National System of Tourism Statistics.

• Precise and Trustworthy Data: To do this, we have to 
evaluate the source of information, and the methodol-
ogy used. For example, in Puerto Rico’s case, data on 
lodging published by the Tourism Company does not 
include unendorsed hotels, nor information on private 
rental lodging, such as Airbnb. Another example was 
published in our latest study (FPR, F. f., 2016) in which 
we identified challenges with the Planning Board’s 
methodology for calculating the visitor’s expenditures. 

• Data Frequency and Timeliness: It is important for the 
system to determine a reasonable frequency, and for 
it to comply with set dates for making the information 
available. The last visitor’s survey in Puerto Rico was 
done in 2012, and the results were published in 2015. 
For information to be useful, it has to be published on 
time, and in more frequent intervals for decision mak-
ing. That is, the reference period cannot be every three 
years, but at least every quarter.

• Clarity and Accessibility: It is necessary to facilitate 
access to information produced by the government. 
For starters, all information on tourism should be avail-
able at a single site; not scattered throughout different 
agencies. In addition, the information should be in us-
er-friendly formats. This is why we suggest consulting 
different stakeholders of the ecosystem regarding their 
format preferences, and about visualizations to be used.

• Coherence and Comparability: Published information 
should be standardized and pursuant to statistics 
regulations, and national accounts. Government data 
bases should also be coherent. That is, we cannot 
have an agency saying one thing, and different agency 
saying another. 

In order to create a NSTS with these characteristics it is 
important to have adequate governance. There are sev-
eral agencies in Puerto Rico that are currently in charge 
of gathering and disclosing data. However, there is no 
centralized governance for handling processes, meth-
odologies, and information systems regarding sector 
data. Before engaging in interagency agreements, that 
already exist, we must first establish a structure that 
can operate, and maintain the NSTS. 

This structure should assign roles and responsibilities 
to different agencies, and if necessary, non-govern-
ment organizations. After designing the structure, we 
would have to consider the need for adapting existing 
legislation, and if necessary, creating new legislation 
in order to provide a legal framework pursuant to the 
proposed structure. In order to operate the NSTS, it is 
crucial to assign an agency or organization in charge 
of system monitoring and coordination. This provides a 
single point of reference for all the stakeholders of the 
ecosystem; regarding tourism official statistics. 

United States 91,1%

Other countries, 3.7%

Canada, 1.5%

Domincan Republic, 1.1%

England, 0.5%
Mexico, 0.8%

Venezuela, 0.3%
Colombia, 0.3%
Argentina, 0.3%
British Virgin Islands, 0.3%
Spain, 0.2%

Percentage distribution of visitors
 by place of origin

Encuesta sobre información del Viajero, año fiscal 2012
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In Puerto Rico there are three (3) agencies that can 
take on this managing role. Let’s begin with the 
Tourism Company since it establishes the public policy 
on tourism in Puerto Rico. Despite its role in carrying 
out public policies, the Company currently does not 
have sufficient resources in the statistics sector to 
comply with the demand to coordinate and monitor 
all NSTS process (this is due to the fact that a large 
part of these functions are under the Planning Board). 
Then realistically speaking, the Planning Board could 
lead this effort, since they are already in charge of 
the government’s effort to update national accounts. 
The third agency that would be able to assume a 
managing role is the Puerto Rico Institute of Statistics. 
The Institute lacks specialized knowledge in tourism, 
and has limited resources. But it’s the agency that 
establishes the standards for statistics for the entire 
government. Any of these three agencies can serve as 
the coordinating entity. But of course all of them would 
have to make personnel and budget adjustments. A 
non-conventional alternative would be to assign the 
necessary resources and responsibilities to a non-
profit, non-governmental organization to be in charge 
of system coordination and management. This entity 
could count on the resources and knowledge from 

different government agencies. Even though the 
coordinating  non-governmental organization would 
not have the power to establish public policy; it would 
have some sort of authority to ensure compliance with 
NSTS objectives. 

In addition to compliance with designing and compiling 
general statistics; it is necessary to measure impact 
segments, niches, and trends.20 When relevant, this 
information should reflect and adapt itself to our 
particular circumstances. For example, differentiating 
US travelers from foreign travelers, as well as Puerto 
Ricans who migrate, and travel back home; because 
each category has different behavior patterns and 
consumption.21

Transparency in all of these processes, and integration 
of non-government stakeholders is fundamental for any 
initiative, including this one because it helps identify 
resources, monitor progress, and make continuous 
improvements in methodology. 

With a growth of over 20% in two years, New Zealand has 
particularly payed attention to the importance of measuring 
and accounting for its results. The government developed a 
work plan for economic growth that takes into account all the 
dimensions of the Visitor economy which is noted for its metic-
ulous statistics that help us understand the macroeconomic 
forces that shape the global tourism market. New Zealand 
has detailed information regarding satellite accounts, visitors’ 
expenditures, passenger arrival, and growth projections that 
help monitor their goals. 

Mexico, who had a 20% increase of visitors in 2015, stated 
the importance of focusing on developing diversified strat-
egies for its destinations; not just on the traditional sun and 
beaches. Among their transversal objectives, they proposed 
democratizing productivity and gender equality. They de-
veloped eleven project indicators, measuring the econom-
ic-growth gap between Mexico and the world, productivity, 
quality, increase in financing sources, increase in non-Amer-
ican visitors, participation in the US market, index compared 
to the base year, and finally satisfaction among citizens 
regarding visitors. These indicators help them assertively 
monitor their progress toward established goals.

20 In 2002 Act No. 228 was passed; allowing the Tourism Company to request from all businesses endorsed by the agency the necessary statistic data, with the purpose of developing a data base that allows more effec-
tiveness in marketing and planning.
21 Law No. 7-2016 was passed to improve research, analysis, and use of tourism statistics for the industry’s adequate planning. The explanatory memorandum states that the Tourism Company currently limits its studies 
and research to passenger movement, room inventory, average rates, demographic origin for check-ins at hotels and inns, and monthly fluctuations of check-ins. Furthermore, these records do not reflect any information 
for developing and implementing marketing strategies, such as percentage of returning visitors, main reason for visiting, expenditure amounts, factors contributing to selecting Puerto Rico as a destination, evaluation, and 
recommendations for improving our tourist offer. The law stresses that the University of Puerto Rico, in collaboration with the Tourism Company, may assume a key role in promoting, developing, and improving tourism in 
Puerto Rico under a research context. A report by the Senates Tourism Committee details the type of research that the Tourism Company shall be in charge of, and the result of all research shall be published at least once 
a year, on or before June 30.

MEASURING AND IMPROVING
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Transparency and continuous evaluation go hand in 
hand. We have already covered the need for indicators 
and goals to measure the sector’s performance, and the 
need to create a national system of tourism statistics. 
We believe that all these elements should be included 
within a single platform. Furthermore, we recommend 
a leading entity to coordinate and monitor NSTS, and 
this very same entity should lead the efforts for moni-
toring strategy and evaluating results. 

The first thing that should be done at a short and mid-
term is a plan for tourism development. We recommend 
that the coalition proposed in previous pages elabo-
rate this plan. That said, the plan should be founded 
on measurable and useful results for all stakeholders 
of the ecosystem. The plan should have the following 
elements:

• a detailed description of the situation analysis for each 
strategic objective, established for each area; 

• a description of the strategies, projects, and initiatives 
for objective compliance; 

• a description of external factors, independent from the 
coalition’s control, that could affect reaching the objec-
tives;

• a description of the level of collaboration with other gov-
ernment agencies, and with the private sector for maxi-
mizing resources and achieving the goals established in 
this plan.

The NSTS’ leading entity must also be responsible for 
coordinating the elaboration of the plan, and evaluat-

England and Australia both made arrangements for defin-
ing their measurement strategies and indicators in order to 
effectively communicate results to the people. Australia de-
signed a model to measure indicators, goals, and respon-
sibilities, as well as presenting a periodic progress report of 
the necessary projects, and investments for ensuring strate-
gy success. England, on the other hand, detailed necessary 
indicators and methodologies for measuring.

ing the goals and indicators associated with it. In addi-
tion to having the plan and indicators available in a dig-
ital platform (as in the NSTS), we recommend that the 
coalition carry out public sessions to evaluate the plan 
and performance indicators. During these sessions, as 
part of its plan, the coalition should present a progress 
report of strategies and indicators carried out during 
the past year.

The progress report should identify the unachieved 
goals of the desired objectives. These public sessions 
will give all the ecosystem’s stakeholders the opportu-
nity of participating, and contributing to the continu-
ous evaluation and monitoring of it all. 

Once the public session process ends, the coalition 
should present a report on them that includes the in-
put from all the participants: 

•	 an analysis of reports submitted by coalition entities; 

•	 an analysis of evaluation system results; 

•	 recommendations for improving the plan results for 
the following year.

By establishing an NSTS, a transparent and continu-
ous evaluation, and monitoring structure accessible 
to all in the ecosystem, we can adapt and integrate 
the entire ecosystem into a common goal which is 
developing the Visitor economy, and turning it into a 
true national priority. 

MEASURING AND IMPROVING
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Continuous Evaluation

There are many variables that can affect the sec-
tor’s growth. Establishing rigorous, continuous 
evaluation and improvement processes helps us 

understand existing tourism projects, as well as mar-
keting and advertising strategies, which help make bet-
ter decisions for the future. The evaluation process is 
highly important in developing a coherent and sustain-
able public policy. 

This monitoring and follow-up system is fundamental 
in making decisions concerning key industry elements, 
such as investing on infrastructure projects, govern-
ment incentives, advertising campaigns, academic and 
training programs, among others. 

destination strategies for development and commer-
cialization. Understanding real and potential trends 
in social and economic areas, as well as changes in 
individuals’ behavior, is important when it comes to 
implementing an adequate strategic approach. Evalu-
ating industry trends may be achieved by conducting 
visitor surveys, statistical research, and global trend 
analysis. Knowing and being up-to-date with what is 
happening throughout the world is important in or-
der to be able to take advantage of the opportunities 
brought by the Visitor economy.

Canada’s tourism industry created an alliance with Visa 
Canada to provide information on travelers’ expenditures in 
order to better understand travelers’ behavior, where they 
come from, where they are going, what do they spend money 
on, and how this varies by country. They also analyzed the 
expenditure behavior of Canadians who travel abroad. This 
analysis showed dramatic contrast between the two factors. 
During the summer of 2015 international visitors travelling to 
Canada spent $3.6 billion, while Canadians spent $5.3 billion 
while traveling abroad. These numbers prompted a strategy 
to exhort Canadians to explore their own country or destina-
tion called Keep Exploring. This took advantage of the pur-
chasing power that would otherwise leave the country.

- TIAC/VISA, 2015

In 2008 the Department of Energy, Resources, and Tourism 
in Australia used the statistics derived from their visitors’ 
survey to evaluate the efficiency of their marketing cam-
paigns in some destinations. The study determined that 
even though there was a statistically significant relation-
ship between marketing spending, and the number of visi-
tors, it was not as critical as the government thought. This 
led the government to probe into other factors influencing 
tourists’ visiting the country

 - TRA, 2016

Indicators and goals are a clear base for understand-
ing the trends of several industry components. In 
turn, trends become a very useful tool for evaluating 
proposed actions, and final adjustments. The tourism 
industry is constantly changing, therefore, it is indis-
pensable that those who comprise it continuously 
adapt to its context, both in daily operations, and in 

This is an example of the complexity of visitors’ motiva-
tions, and the need to understand the different factors 
that influence travel. If marketing campaigns have little 
influence, then we have to evaluate the budget that 
was spent, and refocus the campaign. This is why we 
insist on using complete evaluation models that allow 
us to identify the campaign’s actual impact compared 
to the invested capital.
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Using complete statistic models is highly important. 
But we can also progress by using less rigorous efforts 
(statistically speaking). 

At Foundation for Puerto Rico we believe in using dif-
ferent mechanisms to obtain information about visi-
tors. And not all of these have to necessarily comply 
with a statistical accuracy. We believe in the need for 
a representative survey, such as the Planning Board’s 
travelers survey. But we also believe in carrying out 
efforts such as Canada’s to obtain information regard-
ing visitors’ motivations. We recommend conducting 
a survey at the airport; visitors would have access to 
it as they connect to the airport’s Wi-Fi. This would 
require little investment, and could provide us with a 

In 2007 Canada’s Ministry of Tourism sent letters to 85,000 visitors living in the United States. Seventy-one percent of participants 
sent a reply. Although this exercise did not constitute a representative sample (due to the replies’ bias), it did reveal a large amount of 
useful information for the government to validate other studies regarding the US market. For example, 76% of participants revealed 
that they used the internet to plan their trip, and 46% went on the advice of friends and relatives.

large amount of information that we do not have. This 
does not substitute the travelers’ survey, but it would 
serve as its counterpart. 

On the other hand, the evaluation of metrics and fol-
low-up process give an insight to those matters that 
require special attention and consideration. They are a 
key guide for developing research and studies that will 
strengthen the strategies. In addition, these processes 
allow us to study our strengths and  weaknesses, and 
to promote the creation of centers of excellence that 
contribute to fortifying the entire ecosystem. This in-
formation also helps us to transform our weaknesses 
into opportunities so we can concentrate on, and keep 
increasing our potential in a sustainable manner. 

MEASURING AND IMPROVING
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MENTALITIES
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Albert Einstein transformed the world by using 
only his imagination. Sitting at an office desk at 
a government agency in Switzerland, he devised 

an innovative and profound explanation about how the 
universe behaves; changing the path of civilization. If 
not for Einstein’s way of thinking television, laser, GPS, 
the digital world, and nuclear bombs would not exist. 

In Puerto Rico, we can and have the power to change 
our way of thinking in order to transform ourselves, 
and thus change our economic trajectory, and create 
an impact sufficient for us to return our island to 
prosperity. 

Our ways of thinking affect our society at every level. 
Many times they become shared beliefs that numb us, 
and become an obstacle for transformative change. 
Our leaders, entrepreneurs, social leaders, and the 
entire population have to acknowledge that we cannot 

Changing our Way of Thinking

“We cannot solve our problems with the same thinking 

we used when we created them.”

-Albert Einstein

Right in our backyard we have the example of Colombia. Garcia Marquez described Colombia’s lethargic inertia, and horrifying 
violence in One Hundred Years of Solitude. During the first decade of the twenty-first century, its society came together to face these 
evils, and become a model for transformation and progress. Every one of its citizens made it a point to turn the country’s reputation 
around, and have the world focus on its beauty and other assets.
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simply conform to surviving, and complain about our 
island’s current unsustainable models. In order to be 
prosperous we have to take the risk of changing the 
model. We must unite in order to face the crisis, and 
wake up not only to the dangers of sustainable inertia, 
but also to the opportunity that transformative change 
brings. 

Changing our way of thinking requires that we open 
ourselves to new possibilities and horizons. Throughout 
the globe, nations and societies with long, well-
established traditions and behaviors have reexamined 
their models, triggering transformative initiatives, and 
even radical ones; to pursue new opportunities. 

Our proposal is simple – Let’s develop Puerto Rico into 
a Global Destination. To achieve this, it is necessary that 
all residents, communities, economic sectors, business, 
social and government organizations and their leaders 
develop new perspectives and dramatically elevate the 
priority of this project, not just in terms of what we 
think but also of what we do. It is also necessary to 
appeal to our collective psyche - all of Puerto Rico has 
to commit to this issue, think big and convey to the 
world that we believe and attest that Puerto Rico is the 
destination they want to visit.
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One of the most powerful tools human beings 
have is our ability to create mental models that 
use the information that is available in order 

to immediately understand and react to a situation. 
This allows us to avoid dangers, and seize immediate 
opportunities. Our instincts, impulses, and hunches 
are the manifestations of this great gift of our specie’s 
evolution. 

We evaluate any situation with the available 
information, and we safely and confidently advance 
on the path dictated by our mental model. But this 
same confidence, and assurance that allows us to react 
quickly—which were essential during prehistoric times 
for running away from a lion or for hunting a rabbit—
many times makes us forget that our known universe 
always lacks information.

This becomes a problem for individuals, and more 

“Thinking profoundly about the root of social problems, and 

critically examining how to respond to important daily is-

sues is a requirement for conceptualizing change..”   

- Project Innovation

so, for societies when the situations that we want to 
solve are more complex, and require more information, 
analysis, and evaluation. The discipline of researching, 
and acquiring a vast, and valid knowledge before 
building our mental model is fundamental for achieving 
transformational change. We must start with—against 
all of our instincts—the assumption that the solution 
lies in what we do not know; and that we have to 
explore an unknown world to discover it. 

Peter Drucker once pointed out that making good 
decisions depends on the dialogue of several points 
of view, and choosing from different judgements. 
Thinking profoundly means that we must challenge 
all the premises that make us feel safe. This allows us 
to actively search for alternate models that are the 
opposite to our current ones, because within these 
new models lies our future’s undiscovered solutions. 

Now more than ever it is important for Puerto Rico 
to ponder the things we know, and be aware of the 
things we do not know. This will allow us to critically 
analyze, and identify strategies and alternatives that 
will help us overcome the crisis. What we know about 
tourism today is not necessarily what will take us to 
the next level. 

Thinking Profoundly
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Ending Inertia

Inertia lies in our habits, in our daily lives, and in the 
stories we tell ourselves to define what we can or 
cannot be or do. Ending inertia means separating our-
selves from the stories or myths that we consciously 
or subconsciously create to describe in simple terms 
the world that surrounds us. Since these models are 
based on the premise that the world is more constant 
than changing (a concept with which our prehistoric 
ancestors relied on), they limit us in times of acceler-
ated change because they impede us from assimilating 
new knowledge and information. They also deprive us 
from opening ourselves to new opportunities and from 
achieving transformation. 

In order for Puerto Rico to become a destination for 
the world, it is necessary to examine historic percep-
tions of tourism that make up our common policies, 
and break, through evidence and logic, with fallacies 
or myths that have denied us of our potential in the 
tourism industry, and limited its development as an 
important economic strategy. 

Taking this first step requires that we understand the 
importance of the Visitor economy, beyond the con-
cept of traditional tourism. We have to end the pre-
conceptions which we have created over the years. We 

have to visualize new models that transform the way in 
which we act. This will be the only way we will be able 
to see new ideas as possibilities, and not as impossi-
ble dreams. This will allow us to stop for a moment, 
and evaluate our known surroundings, and ponder new 
ideas that will make us advance in the path to our eco-
nomic recovery. 

It is necessary to put the visitors' economy as a top pri-
ority and start working as allies developing all the ele-
ments necessary to inspire potential visitors to choose 
our destination, explore our entire geography and par-
ticipate in a variety of memorable experiences. This will 
multiply in quantity and prolong their stays, which will 
generate the economic impact we need so much.

In order to succeed in this project we must all adopt 
a welcoming mentality or culture through which we 
can understand and commit to the importance of 
achieving that every visitor’s stay consist of unique 
and memorable experiences; greeting them with the 
warmth and kindness that sets us apart. These visi-
tors, immersed in our hospitable culture and human-
ity, moved by their experiences and by the personal 
bonds developed during their visit, long to return to 
Puerto Rico, transforming them into our ambassadors. 
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We have identified several myths and assumptions regarding tourism. In each box we present a brief explana-
tion of the realities and opportunities that, from our perspective, contradict these perceptions about the Visitor 
economy. They must be taken into account in order to take any call to action. 

Globally, the Visitor economy represents 10% of total economic activity, and also 10% of Puerto Rico’s economy. It is 
also the only sector that is still growing. Its size can be doubled in five years, thus stabilizing the economy. There is no other 
sector that can offer such a growth within this timeframe. 

Important countries like Japan, the UK, and France (the world’s 3rd, 5th, and 6th largest economies) strategically priori-
tize their Visitor economy and receive approximately 22, 34, and 83 million international visitors every year. Puerto Rico is a 
privileged destination, very well established for tourism, and has much more to offer than other Caribbean islands that limit 
themselves to offering sun and beaches. 

Tourism is a second-rate economic activity that will never have an impact large enough to change our 
economic path. 

Tourism is a high-price market. Puerto Rico is an expensive destination, and therefore not competitive. The Do-
minican Republic, and now Cuba “are completely beating us.”

Tourism is rather applicable to underdeveloped countries, like other Caribbean islands. But it doesn’t apply to 
large and sophisticated economies like Puerto Rico’s. 

The world tourism market is enormous (1.2 billion visitors per year), and has several niches and opportunities for very di-
verse offers. The Dominican Republic has achieved growth with a low cost, “all-inclusive” offer suited for Europeans. And now 
Cuba is pursuing a similar model, and will become a more direct competitor for the Dominican Republic. However, Puerto Rico 
has many advantages that these two countries do not have in infrastructure, internal accessibility, bilingualism, security, and 
the freedom to move individually that make our island stand out very favorably, and that ensure us a very exploitable niche. 

There are many other destinations with more tourist attractions such as beaches, climate, casinos, etc.; and 
Puerto Rico’s offer is not competitive with these destinations. 

The precise advantage Puerto Rico has is not that its beaches are beautiful (there are plenty of Caribbean destinations 
that rely on their coasts) or that its climate is better (it is the same as the rest of the Caribbean’s), but the diversity of our offer, 
and the combination of many advantages at the destination. This all separate us from different Caribbean destinations. Puerto 
Rico is a combination of different offers like climate, natural beauty, fine cuisine, cultural, and historic offer; convenient air, 
land, and sea accessibility; the fact that it is a domestic destination for US residents, under federal protection; and a sophis-
ticated physical and digital infrastructure with a compact and accessible geography. 

There are no excuses for not cleaning or maintaining our island for the benefit of everyone. Doing this makes us a better 
destination. We cannot think that visitors look for a cosmetic replica of their home. They seek authentic experiences, even 
adventure. Many times they explore places with worse reputations than Puerto Rico’s, with much larger security risks. In 
many parts of the Dominican Republic, and in some parts of Mexico, visitors are recommended not to leave their immediate 
tourist areas for security reasons. Puerto Rico is a very safe place. With all the things that have to be improved, it is important 
to know that visitors’ reaction to their experiences in Puerto Rico is highly positive. 

Our budget for tourist promotion is comparable to Hawaii’s and California’s, although smaller than Florida’s, France’s, the 
UK’s, or Mexico’s. The challenge we face is not so much the size of the budget allocation for tourism, but rather what it is 
spent on, and how market strategies change due to changes brought by election cycles or changes in government adminis-
tration. Puerto Rico cannot compete in the global market as long as it keeps projecting itself as a sun and beach destination. 
There are enough of these already. The island must differentiate itself with a set of unique qualities and experiences that any 
potential visitor can aspire to enjoy during an extended stay. 

Tourism advertising is expensive, and Puerto Rico, with limited economic resources, will never achieve media 
presence that other better endowed destinations have. 

Puerto Rico is in “very bad shape” to be successful in tourism. This affects tourists’ experience. Before tending to 
visitors, we must fix all of our problems. 

Myths and Assumptions
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Tourism jobs are of low wage, poor quality, and are only available during specific seasons. 

The Zika virus will eliminate every opportunity for expanding tourism, and in any case, reduce visits.

Historically, these intermediaries have been an important source of visitors. But as commission agents with many desti-
nations to offer, they tend to not give a priority to what Puerto Rico offers. Instead they make it compete with other destina-
tions. In a digital age, we must move toward an increasingly more direct interaction with potential visitors. Have them visu-
alize the destination in detail, develop an appetite for the experiences we offer, and even directly plan their own itineraries 
by using the available technology. 

Tourism grows due to international wholesale intermediaries, such as travel agencies and wholesalers, hotel 
chains, and airlines or cruise lines.  

The visitor’s economic benefit involves direct expenditures in hotels, transportation, and other services for visitors such 
as retail shopping, fine dining, and tickets to cultural events and activities. In addition, the visitor’s economic activity indirectly 
impacts all the businesses that support direct providers, suppliers, wholesalers, service providers (including the government), 
banks, builders, farmers, etc. Finally, all the salaries earned by individuals working for the industry, directly or indirectly, are 
spent on the local economy for yet another extremely important impact. According to the WTTC, the sum of these three 
economic activity components almost triples the Visitor economy. Without tourism, Puerto Rico’s economy would decrease 
by more than 10%. 

Tourism’s economic benefit is limited to direct providers like hotels, transportation operators, and, in the case of 
cruise ships, tourist stores in Old San Juan. 

Puerto Rico can easily double the activity of its Visitor economy in 5 years by using strategic promotion that not only 
increases the number of visitors staying in the island by two million, but also extending the length of their stay by two days. 
Current hotel capacity includes not only hotels, but also over 10,000 available short-term accommodations. Emigration by 
hundreds of thousands of Puerto Ricans during the past decade ensures an almost endless amount of accommodations that 
can be developed with low capital investment. 

Jobs generated by the Visitor economy are not limited to hotels or taxi drivers. They include multiple dimensions of di-
rect, indirect, and induced economic activity; resulting not only in the creation of jobs throughout the economy, but also in 
creating many more opportunities for self-management, family owned businesses, and generating revenue in communities. 
By changing from a sun-and-beach destination to a destination with a diverse offer with events and attractions distributed 
throughout the year, Puerto Rico’s tourist activity will extend throughout the entire year, and so will jobs. 

Reactions to the Center for Disease Control’s (CDC, by its acronym) warning of neurological abnormalities caused to a 
fetus during pregnancy by this virus (and we must acknowledge that just one child being affected is a tragedy) is having a 
negative effect on tourism. It is also affecting the entire Caribbean region, including Cuba, the Dominican Republic, Brazil, 
and the southern US. We cannot let this be an obstacle. It is very important to assertively, and timely address the fears of 
potential visitors, and tourists. Provide them with updated information, and clearly advise them about preventive measures, 
and precise recommendations for high-risk groups. For example, at the recent Olympic Games in Brazil, women who planned 
to become pregnant were advised to avoid getting pregnant at least 8 weeks after departing the country. Visitors were also 
insistently advised about using repellant to avoid mosquito bites.

Tourism does not grow as much because the island is already receiving the maximum number of visitors pos-
sible, and there is no more hotel capacity for significant growth. There is no capital to invest in its growth either. 

CHANGING MENTALITIES
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We must end the inertia caused by decades-old ways of thinking that are not suitable in today’s evolving 
world. It is necessary to change common narratives occurring in our economic context, and limit us; in order to 
create alternative narratives that empower us, thus building a new future for Puerto Rico, founded on the op-
portunity of turning us into a destination for the world. Hereafter, we include examples of narratives and beliefs 
about our economy. We also include alternative narrative suggestions that take into consideration the opportu-
nities that the twenty-first century offers us, in tourism and other areas, helping us promote this great economic 
transformation project. 

Alternative narrative — Promote the research, commercialization, and exportation of innovation. In order to strengthen 
the Visitor economy, we must prioritize novelties that strengthen us as a destination, and that differentiate our capacities for 
tending to potential and actual visitors. This would include those who come for recreation, for an education, improve their 
health or retire, to those who come to undertake, innovate, and export. 

Maintaining agriculture of traditional products with subsidies to achieve food safety. 

Expanding the manufacture and exports of physical goods with an emphasis on the pharmaceutical industry. 

Alternative narrative – Promote sustainable agricultural development with the technology, and twenty-fist century 
knowledge. This should be for both local consumption (which means relief from the impact of imports), and for exportation, 
thus generating new income, and economic growth from well-developed niches in the world market. Turning Puerto Rico into 
a destination, and a center to exchange knowledge for agricultural experts, investors, and researchers from all over the world. 

Boosting economic activity by promoting imported consumer goods, and the propagation of supply chains 
and multinational wholesalers. 

Alternative narrative – Focusing on local production and businesses by refocusing the offer of consumer and service 
businesses, from restaurants to literature, arts, and music destinations, retail sellers, and banks, toward tourism and exports. 

Alternative narrative – Profoundly study, redesign, and reorganize the government and its agencies in order to provide 
the services that are needed in the twenty-first century, so that Puerto Rico can compete with the world, and advance 
its development strategies. Train and mobilize employees in order to assume new responsibilities, and the skills needed. 
Transformation should begin with the entities and services that impact our capacity as a destination, and interact with a 
diverse visitor profile. This redesign urgently includes institutions that are a part of the public education system. 

Alternative narrative – Understanding that construction is not an economic development sector, but a tool used for 
creating the infrastructure needed for supporting sustainable strategies for economic growth, and that the accelerated growth 
provided by the Visitor economy will create demand for infrastructures. 

Alternative narrative – Understanding that the world capital market is large and diverse, and that any private project 
with a chance of success must obtain financing in this market. Promoting and facilitating the creation of multiple investment 
vessels, beyond the government, for several niches of the Visitor economy, and that they are adequate for all the phases of 
the organizations which they intermediate. 

Alternative narrative – Expanding the private sector with local production, innovation exports, and the growth of our 
tourist destination in order to create more jobs and thinning down fixed costs. The Visitor economy is the most powerful 
instrument for short and mid-term growth because it creates values that translate into genuine productivity. 

Reducing work costs and benefits to increase “productivity” of a shrinking private sector. 

Keeping jobs within the government as a social obligation, and a budget priority for the executive. 

Increasing federal and local government capital projects to strengthen construction; stimulating the economy. 

Using government capital to provide financing or guarantees for private sector projects, such as hotel 
development or other private businesses. 

Changing Narratives



88

Visitors from Asia, and important countries like 
China will not influence our tourism industry because 
these travelers would have to cross long distances to 
come to Puerto Rico. Besides, they can go to Thailand, 
the Philippines, the US West Coast, and Hawaii, be-
cause these are affordable destinations with a large 
number of accessible short, daily flights; saving hun-
dreds of dollars and flight hours. Also, it is important 
to mention that granting visas to Chinese visitors, for 
example, is not in our hands, and is extremely regulat-
ed by the US. 

It is true that the lack of sufficient direct flights, and 
the long relative distance of some destinations may re-

duce the number of potential visitors. But it is important 
to remember that these are markets are so large— with 
hundreds of millions of international travelers—that 
capturing a million or two is not unreasonable. Every 
direct flight translates into more than 70,000 visitors 
per year. If we could add 12 daily flights from these Eu-
ropean and Asian origin points, we could generate over 
one million additional visitors. Nevertheless, the alter-
native that we propose until we increase the number of 
direct flights—which must be a priority—is promoting 
Puerto Rico as an “add-on” destination or an extension 
package to trips that millions of people already make 
from Europe and Asia to the US East Coast.

During the past five or six years, it is clear that China has become the top traveler-originating destination in the world. Six years ago 
it was Germany. China has not only established itself as the leading tourist originator. But it has done it by a large margin: In 2015, 
130 million Chinese people travelled. This is a 30% growth compared to the previous year. Let’s stop and think about this. In 2000, 
China barely originated 10 million international visitors. In 16 years, this figure increased from 10 to 130 million. These 130 million peo-
ple spend $290 million dollars, an expenditure rate of $2000 per passenger, per year. This is mora than 80% of the average public 
spending per tourist in the world. 

When the Chinese travel, they spend their own money, their friends’ money, and their creditor’s money. They go shopping, buy things, 
and take them home. Their impact on the economy is incredible. Regarding global tourism, he said, “Just last year we had a 4.5% 
growth, an additional $15 million from 2014 figures, for a total of 1.2 billion international travelers crossing borders every year. It’s 
fantastic. Think about it for a moment. In 1950, after World War II, there were only 22 million international travelers. This number has 
increased to 118 billion. There is no industry in the world, no other human activity that has grown more exponentially than the travel 
industry. It has become part of our daily life, a part of our culture.”

Taleb Rifai, OMT Secretario-General
Extractos de entrevista por Skift: 
Sobre el poder transformador mundial del viaje

CHANGING MENTALITIES
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Parador Combate Beach Resort started its operations on 
December 2010 in Cabo Rojo, Puerto Rico; when the fam-
ily group acquired a small 17-room inn that had closed for 
business. Today, after four expansion phases, the parador 
or inn has 48 rooms in 10 different models, and commodi-
ties to cater to the different needs of visiting families. 

At the time of purchase, a master plan (with established 
goals and metrics) was already in motion for expanding 
the property in five years. Besides concentrating on the 
physical plant, the plan also included a marketing strat-
egy to increase the product reach, at a local and interna-
tional level, and to contribute to the development of the 
Combate community. The goal was to turn Combate into 
a world-renowned tourist destination since the region al-
ready had cultural, ecotourism, and gastronomic attrac-
tions to offer.

The new owner’s vision was rooted on the idea that sur-
passed having a profitable business for himself. He want-
ed to develop opportunities for his community by placing 
Combate as a destination in Puerto Rico, promoting a lo-
cal quality experience. From the very first day his actions 
were guided by the motto: “think local, live local, buy local, 
and hire local.” The staff that was hired was mainly from 
the local area. Over 2 million additional dollars were in-
vested in renovations and expansions. Skilled profession-
als, contractors, and technicians from the local area were 
also hired. 

A significant amount of the materials, furniture, and 
equipment purchased was from local hardware stores, dis-
tributors, and contractors. Two Puerto Rican cabinetmak-
ers made the entire hotel’s furnishings. Over 80% of em-

ployees working on the hotel’s operations and supervision 
are residents of El Combate, and El Corozo. This created 
26 direct jobs, and an annual injection of over $300,000 
in payroll to the communities’ economy. Furthermore, over 
$80,000 are invested annually in maintenance, renova-
tions, construction, and technical professional services; 
using resources from nearby communities. This is an im-
portant contribution to the economy of Cabo Rojo, a mu-
nicipality with a population of 50,917; of which 45.5% 
are individuals over 18 years of age living below the pov-
erty level, and an unemployment rate of 17.1. 

Today, over 18,000 new guests and visitors from all over 
the world arrive at the inn and the Combate communi-
ty every year. Until July 2016, 65% of guests were local 
and 35% were non-residents, this figure includes Puerto 
Ricans living in the United States. There has been a not-
ed increase in visitors from the US coming to the region 
from places like Alaska, and also in foreigners from places 
as far away as China, Japan, Russia, Australia, Argentina, 
Africa, Canada, Iran, Norway, Sweden, among others. The 
owner says that in order to encourage visitors’ consump-
tion in businesses outside the property, Combate Beach 
offers food service during limited hours and promotes its 
guests visiting local restaurants that have fine cuisine, an 
excellent gastronomic offer. Conservatively, it is estimated 
that these visitors annually invest over 1.4 million dollars 
in restaurants, kiosks, pharmacies, bakeries, gas stations, 
and other businesses and tourist operators in the region. 
Several economists estimate that every direct job at a ho-
tel or parador can generate up to an additional five indi-
rectly related jobs. 

The parador’s management team also collaborates with 

TOMÁS RAMÍREZ
President,
Combate Beach Parador

ASSOCIATES POINT OF VIEW
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vision. Here are their initial conttributions.
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The Visitor economy would open the market to a vast va-
riety of business projects carried out today in Puerto Rico. 
The boom of community-based entrepreneurship rooted 
on empowerment and self-management principles entails 
a new offer for visitors with unique qualities because it is 
culturally rich and connects with our traditions. 

Many of the emerging businesses that have become part 
of this boom are based on a local gastronomy, traditional 
Puerto Rican history. Together with owners of new, small-
er, customized paradores or inns, they are offering a new 
experience to our visitors. Other projects are developed by 
artisans offering new choices for visitors, an example of 
Puerto Rico’s artistic and creative richness. 

This revitalized entrepreneurship, on many occasions led 
by women, brings a variety of offers that go beyond tradi-
tional products. These offer services that were once found 
solely in commercial centers or specialized places, today 
are found throughout the country. This stimulates eco-
nomic development, and a reinvestment in the communi-
ties from which they serve. 

If the island opens its doors to visitors, community entre-
preneurship will be there to serve as a support system, and 
also grow along such an important element of Puerto Ri-
co’s economic development.

the Municipal staff of Cabo Rojo, the Tourism Company, 
and several government agencies in order to ensure clean-
ing and décor, lighting, signage, and security in the area. 
The municipality, regional state and federal agencies have 
implemented several large-scale projects for tourism de-
velopment of El Combate. The result is that now tourists 
are arriving throughout the entire year. During the past 
three years there has been a substantial, and constant in-
crease in the number of tourists arriving at El Combate 
during the summer’s high season.  

Without a doubt, these planned and coordinated efforts 
have sparked a rebirth of El Combate as a destination. 
There has been an increase in investment and renova-
tions in existing businesses, and new tourist operators and 
businesses have opened. The parador’s management is 
currently working with the municipality’s tourism office, 
and the Puerto Rico Tourism Company to turn the El Com-
bate beach area, and the Los Morrillos lighthouse into a 
renowned wedding destination.  

DENNIS R. ROMÁN ROA
President, 
Centro para Puerto Rico/Fundación Sila María Calderón

“THE VISITOR ECONOMY AND COMMUNITY ENTREPRENEURSHIPS”

ASSOCIATES POINT OF VIEW
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The two main assets that Puerto Rico has for strengthen-
ing The Visitor economy are its geography and cultural dif-
ferences. Our beaches, ecosystems, and cultural heritage 
feeds off and is complemented by our vast cultural offer 
when it comes to gastronomy, music, literature, art, dance, 
sports, medicine, and agriculture. Until now, we have fo-
cused our tourist offers in the northern area—the capital—
and we have ignored the large, almost unexplored possibil-
ity of cultural offers throughout the rest of the island that 
can easily enrich any visitor’s experience at a global level. 

This is why our vision of the Visitor economy gives priority to 
Puerto Rico’s arts and indigenous culture, turning it into a 
valuable tool for the economy’s program and development. 

It is very important to develop means of transportation, or 
mechanisms that are technological and visual, that make it 
easy for international visitors to have access to and enjoy 
all kinds of festivals. There are music festivals (like Día Na-
cional de la Salsa, Loiza Patron-Saint Festivities, etc.), food 
festivals (SOFO, Maricao’s Coffee Crop Festival, Rum Fes-
tival, etc.), literary festivals (Festival de la Palabra, Salinas 
Used Book Fair, International Children’s Reading Day, etc.), 
film festivals (Horror Film Fest, Queer Film Festival, San 
Juan Cinema Fest, etc.). This way visitors will extend the 
length of their stay in Puerto Rico in order to enjoy the wide 
range of cultural and ecological experiences that already 
take place on the island, but have remained invisible and 
inaccessible to them. 

MAYRA SANTOS-FEBRES

RAMÓN DAUBON

Writer/Poet

Collaborator

“A CITIZEN'S ECONOMY”

“CULTURA Y ECONOMIA DEL VISITANTE ”

The challenge we must consider is working together to 
look for a way in which multisector agreements spark 
practices that help identify a shared, single direction to-
ward action. They would also lead to positive economic 
measures from citizens, both for their immediate commu-
nities and the entire country. Puerto Rico already has a 
number of networks, and agreements that cover several 
sectors. But these tend to work separately, and often op-
posing one another. Every sector presents its own particu-
lar vision that seeks to superimpose similar efforts over the 
other; instead of thinking as citizens—that is, each sector 
keeping its own particular vision of the world, but commit-
ting first to the common goal of building a stronger local 
economy. This challenge requires we take a better look at 
which individual, community, and institutional practices 
may spark—or otherwise discourage—this citizen’s econo-
my. It should particularly focus on the role the agreements 
and their networks play in consistently building relation-
ships, establishing connections, and generate processes 
that can now support these productive civic interactions, 
locally and nationally.  

The most necessary and fundamental change of men-
tality is acknowledging, at an individual and collective 
level, that the base of any economy is civic commitment 
to a collective success. The best formulated public pol-
icy is destined to fail without a citizenry that feels they 
are an essential component for protecting its execution. 
“It’s up to me” is perhaps the best attitude for anyone in-
terested in the economic health of his or her immediate 
environment, city, or country. Any entrepreneur clearly 
understands that his or her business’ success depends on 
having commercially-capable clients and suppliers. But 
perhaps the fact that they also depend on a trustworthy, 
predictable institutional and legal order that guarantees 
that the performance standards and protection of the 
business are reliable and transparent; is not that obvious. 
It is the responsibility of the citizens, as economic stake-
holders that connect and work along with his/her neigh-
bor, to protect this setting. The Visitor economy is espe-
cially suitable for “binding together” all of Puerto Rico in 
this shared effort. 

ASSOCIATES POINT OF VIEW
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LUZIRENE MENDOZA
Partner & CEO, 
TBWA San Juan

In 2014 Foundation for Puerto Rico (FPR) began developing 
an innovative concept that would allow the world to see 
Puerto Rico’s attributes, and think of it as a destination. 
In the past years, TBWA \ San Juan became an important 
collaborator of FPR in designing this innovative concept. 
The project focused on developing a digital platform with 
unique features that would awaken the potential visitors’ 
curiosity and interest of living an authentic experience in 
our island. 

TBWA \ San Juan is part of TBWA Worldwide, an 
international network of digital strategies with offices in 
97 countries. The agency collaborated by incorporating all 
its resources during the stages of research and carrying 
out the digital platform to promote the Visitor economy 
in Puerto Rico. The challenge: creating a digital marketing 
program that would position Puerto Rico as a unique 
destination, in an extremely competitive global market, by 
designing a plan that would not be perceived as advertising, 
whether paid or traditional, and which would connect 
the island with other audiences such as the US, Canada, 
Western Europe, Latin America, China, India, and other 
emerging markets. TBWA used their global colleagues to 
carry out an online survey in 21 countries. The gathered 
information revealed that the main obstacle in promoting 
Puerto Rico as a unique destination is a lack of awareness, 
and not having a distinctive brand in the global market. The 
survey also pointed out other opportunities for attracting 
visitors such as increasing projection of the diversity and 
attractions we already have, communicating the benefit of 
being part of the US (passport and currency), highlighting 
anecdotes of positive experiences visitors have had, and 
effectively becoming part of the digital world. 

As part of the platform design, the team developed a series 
of digital marketing key initiatives that would present 
every service, attraction, or experience that has to do with 

Puerto Rico’s Visitor economy. One was providing inspiring 
content that would capture potential visitors’ interest so 
that they would want to read, comment, and share it. This 
content would have the potential of turning visitors into 
ambassadors of Puerto Rico; without being perceived as 
advertising. Another method would be recruiting local staff 
who are already avid promoters of the island in platforms 
like Instagram and Twitter to disseminate content. One 
example is the hashtag #ILiveWhereYouVacation; and 
another is creating a story in “Amazing 100”, where the best 
100 successful stories of Puerto Rico are acknowledged for 
a given year. These stories can cover different fields such 
as the economy, sports, innovation or personal growth.

The digital platform has 3 main areas or functions: 

1. Content development: focused on stories that spark 
potential visitors’ curiosity from the very moment they 
start looking for inspiration for their trip. The stories will 
focus on attractions, personalities, and topics of interest 
regarding Puerto Rico. The work group will be composed 
by a varied team of reporters, special collaborators, and 
others who will send the content to the media, and those 
who have special influence in identified markets.

2. Ambassador conversion systems, ACS: An ACS system 
will have a tracking system to identify the patterns of use 
of our visitors, the frequency and their interests; in order 
to ensure that users find and receive the content they 
want and what they are searching for as fast as possible. 
This system will have the capability of serving the user or 
visitor from his/her arrival to departure. The intent is to be 
able to welcome our visitors, provide them the necessary 
assistance during their visit, and make sure that their 
experience is so good that they want to come back; thus 
becoming ambassadors for Puerto Rico.

ASSOCIAZZ
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While studying abroad in Argentina, I had the opportunity of living a full Argentinian student life thanks to BAIS (Bue-
nos Aires International Students). Upon returning to Puerto Rico I discovered, with the help of Denisse Rodriguez, local 
co-founder, Campus Puerto Rico; even though they limited their academic offer. We found an opportunity to improve 
international students’ stay in the island while boosting the Visitor economy. Today, we have served over one hundred 
international students by means of tourist activities, and nightlife; as their expenditures exceed thousands of dollars in 
local businesses and Puerto Rico’s university systems. BAIS PR has become an extended family for international students 
on the island.

The role of academia is crucial in changing mentalities to give priorities to visitors. We should also be consistent, and 
not discard what has worked just because someone else thought of it. For example, we must retake, expand, and upgrade 
some programs that worked in the past; like “Hello Tourist”, which promoted the development of tourist guide programs 
in the Department of Education’s vocational schools. We should also integrate into our primary education a sense of 
appreciation, pride, and satisfaction for service. We should also strengthen historic and cultural knowledge of our island 
so that we can all become good hosts.

ALAN TAVERAS SEPÚLVEDA

TERESTELLA GÓNZALEZ
DENTÓN

Co-founder,
BAIS Puerto Rico

Dean
International School of Hospitality and Culinary Arts
Universidad del Este
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The Non-profit organization Para la Naturaleza protects high-value ecosystems as well as historical heritage sites. It re-
ceives over 70,000 local and foreign visitors annually that participate in tours in rivers, forests, caves, historical places or 
carry out some sort of volunteer work. 
 
As part of their mission to inspire visitors to also be guardians of Puerto Rico’s ecosystems, their offerings are educational. 
Hence, besides enjoying the best our islands have to offer, visitors learn and do their part to protect them. This includes 
planting native trees, threatened species reintroduction projects, archeological research, and citizen science initiatives.
 
Para la Naturaleza demonstrates the potential of promoting sustainable tourism practices. Tourism development is aligned 
with the protection of our most valuable resources. Each visitor has the capacity of driving our local economy while at the 
same time contributing to the conservation of what distinguishes Puerto Rico: its natural beauty and historical legacy

I think that we should develop tools of references that are easy to access (podcasts, digital maps with audio-narrated 
routes, etc.) so that service providers such as taxis, can share historic facts, curiosities, and information about Puerto 
Rico with visitors while they are on their way to their lodging accommodation; from the moment they leave the airport. 
Other helpful tools would be calendars of festivals and activities so that our service providers can let visitors know about 
cultural events occurring during their stay.                                                                                                                                                                      

FERNANDO LLOVERAS
SAN MIGUEL

ISABEL RULLÁN

President,
Para La Naturaleza

Co-founder,
ConPRmetidos
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LET'S BEGIN...
A CALL TO ACTION!
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Foundation for Puerto Rico has undertaken the task of 
researching, analyzing and developing knowledge on 
the visitors’ economy. This effort gains value by openly 
sharing this knowledge through the creation, publish-
ing and distribution of studies, articles, dialogues, fo-
rums, and alliances with private and public entities and 
persons within the tourism sector and other sectors, as 
well as the general public. Our main purpose for sharing 
this knowledge is to increase it, address it, enrich it with 
new perspectives, and transform, it through exchanges, 
into the development of joint strategies and coherent 
collective actions.

In this strategic vision document, we have repeated 
once and again that we are convinced of the potential 
the development of the visitors’ economy represents 
to revert the economic recession Puerto Rico has been 
under for more than a decade. The new travel markets 
that have opened in Asia, Africa, and Latin America 
have made the tourism and global travel industry into 
the fastest growing economic segment. The opportu-
nity is immense, all destinations, even emerging ones, 
are growing. Puerto Rico cannot stay behind; we are an 
amazing destination for the world.  

The First step in Going Forward in this direction is to 
incite a change of mindset and take a new look at our 
environment and peel away that veil of pessimism that 
today blurs our vision. The #yonomequito (#idon’tgive-
up) attitude is essential. It is important to begin from 
admiration and to value the richness there is in the di-
versity of the many natural, cultural, recreational, sport-
ing, gastronomical, and human resources we have, all 
connected by a world-class infrastructure that puts us 
at everyone’s reach. They are there……waiting for us to 
pay attention to them and give them the opportunity to 
become our best calling card.  

Our indifference towards all of our abundance is shock-
ing to those that visit us, and to many locals as well. The 
challenge IS NOT what is lacking, but what can we do 
with the assets we have to generate the economic ac-
tivity that would result in essential services and oppor-
tunities for all. Let’s set aside our disdain, let’s change 
our attitude and share with the world how passionate 
we are about our island and its treasures. Let’s make 
visitors fall in love with us, let us plant in them the seeds 
of curiosity of coming closer, the desire to get to know 

us, and once they are here let’s make sure to captivate 
them by experiencing our essence in such a way that 
they will tell others and will want to come back.  

To achieve the 2+2 goal, 2 million additional annual vis-
itors that extend their stay in Puerto Rico by 2 days, it 
is imperative to truly believe, from the deepest in our 
souls, that WE ARE that great global destination. And 
then, proud of what distinguishes us, skillfully insert 
ourselves in the media game and project everything we 
have to offer through all the means possible in order to 
be found through any search method they desire. 

Let’s develop a digital data clearinghouse where will 
store relevant and interesting information for the vis-
itor of all the places there are to visit, the interesting 
stories to be told, the curiosities, cultural, artistic, recre-
ational and sporting events, and much more, that exist 
in all the corners of our islands and are the essence of 
the Puerto Rico we want the world to know.  Let’s have 
universities, hotels and inns, rural and urban commu-
nities, and municipalities work collaboratively in order 
to fine comb the whole island and gather the complete 
offer of authentic experiences. Then, let’s place that in-
formation in the hundreds of existing online platforms 
where potential visitors from all over the world look for 
inspiration at the moment of choosing their next desti-
nation. In the XXI century, we must use technology to 
reach them and communicate with them in their own 
language.  

It is necessary to work with discipline and agree to com-
mit to a Citizen’s Agenda that focuses primarily in driv-
ing Puerto Rico’s transformation as a global destination 
and a unique place to live, work, study, visit, invest, 
launch new ventures and export.  This strategic vision 
framed in the visitors’ economy is inclusive and sustain-
able, provides a space for all, incorporates the diverse 
dimensions of our development and ties together all 
sectors in one same frequency and in One Single Voice: 
education, transportation, technology, safety, Health, 
art and culture, environment, agriculture, business, etc.  

We will reach 2 + 2 and much more when we are will-
ing to think big and long term, with hard and consis-
tent work to create the conditions that will consolidate 
Puerto Rico as a global destination. When we Hit the 
Ground Running and schools and universities teach 

LETS BEGIN... A CALL TO ACTION!
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various languages to our students so they can learn to 
communicate with the world. Let’s imagine that Puerto 
Rico decides to do an immersion program in Mandarin 
and German, being China and Germany two of the main 
tourism travel exporters, and that it would also certify 
1,000 people at a competent level in each one of these 
languages in the commercial, health and academia 
fields among others in the next 3 years.  Let’s project 
that those property owners whose properties are losing 
value, many of them retired elderly and whose children 
and family have left the country, condition and convert 
those rooms and empty structures into rooms, hostels 
and guesthouses to rent them to visitors, which would 
increase and diversify our lodging capacity in a sustain-
able manner.  

Let’s visualize all those Puerto Ricans with cooking, bak-
ing, carving and dancing skills, teaching or demonstrat-
ing to our visitors how to prepare pasteles, alcapurrias, 
tembleque, or how to carve a Saint or dance Salsa; ac-
tivities they could plan, schedule, and pay online with 
a direct deposit to the local providers’ account. All of 
this before even setting foot in Puerto Rico.  How many 
days could we add to their travel itinerary and fill them 
with experiences, products and coordinated routes that 
take them all over the island?  

Let us think of our youth, who are so savvy with digital 
technology that focus their creativity in the develop-
ment of apps that visitors can access from their cell-
phones and find audiovisual recordings in the voice of 
our people telling them stories of the places they visit, 
offering tour and companion services, in this way mak-
ing visible other places they could visit. Let’s look at 
the farmer that invites the visitor to spend their night 
in their farm and the next day takes them to milk the 
cow, pick coffee, cacao, and to prepare the dinner they 
will eat that night. Let’s make our theater shows with 
subtitles or audio descriptions in other languages so our 
non-Spanish speaking visitors can also appreciate and 
enjoy the talent of our artists.    

Let’s become experts in the profiles, tastes and customs 
of visitors from countries like Great Britain, India, and 
Korea so we can understand their idiosyncrasies, pref-
erences, expectations on service hours so that we can 
entice them and serve them better. Let’s propose to im-

prove our competency in the English language, which is 
the universal business language, and attract to Puerto 
Rico the establishment of multinational companies that 
would create good employment opportunities and the 
export of the local products. Let us include local prod-
ucts in our hotel and restaurant menus, to consume 
what is Made in Puerto Rico and start to reduce imports.  
Let’s agree on a common starting point, let’s establish 
the goals to be pursued in regards to the number of vis-
itors, new access routes, contributions from the eco-
nomic sector, employment generation, etc. Let’s trace 
the road map to follow, let’s be rigorous, consistent, and 
transparent in the execution of strategies to achieve 
them and to measure progress.   

The tourist or visitor that comes to Puerto Rico rep-
resents jobs, additional resources to the treasury for 
essential services, entrepreneur opportunities and sus-
tainability for existing businesses and services. Accord-
ing to Oxford Economics, “statistical studies in the past 
two decades have indicated that countries with a robust 
and growing visitors’ economy have had a superior eco-
nomic performance in comparison to their peers” and 
increasingly, statistics of emerging destinations in de-
veloping countries show a positive correlation between 
tourism’s growth and the improvement of the general 
economy and quality of local life. The new demand for 
services and amenities created by the visitor bring new 
resources that help improve transportation, lighting, 
parks, public safety, etc. When looking at the tourist, 
let’s look at an opportunity and take advantage of each 
interaction to treat them with dedication, respect and 
sensitivity and show them that more than just being a 
marvelous destination, the best thing Puerto Rico has 
is its people.  Let’s change the individualistic approach 
which is the result of scarcity and let’s go out to the 
world Together for Puerto Rico and snatch the big price. 
This is the project that could unite us, in which we can 
all come together to work.  

At Foundation for Puerto Rico we are convinced that to 
reach the potential that the visitors’ economy promises 
it is not enough for our political leaders to declare or 
legislate in favor of tourism from up above. We invite all 
those that find a resonance with this message and that 
believe in this proposal to become part of the equation 
by joining the 2+2, we all are Puerto Rico. 

LETS BEGIN... A CALL TO ACTION!
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