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BIO: Ryan George is the founder and 

Chief Executive Officer of Simpleview, 

an interactive marketing software and 

services company. His leadership has 

guided the company for more than a 

decade, helping it become the fore-

most provider of technology-based 

solutions for destination marketing or-

ganizations (DMOs). His previous ex-

perience includes Director of Infor-

mation Technology at a leading Tuc-

son accounting firm, and his passion 

for technology keeps him involved 

with the creation, development and 

marketing of Simpleview products and 

services.  

 

George received bachelor degrees in 

Accounting and also in Management 

Information Systems from the Univer-

sity of Arizona's Eller College of Man-

agement. He regularly speaks as an 

expert on tourism, technology and 

entrepreneurship for business schools 

and professional organizations world-

wide. 

 

About Simpleview: 

Simpleview develops tools and strate-

gies for every aspect of a destination 

marketing organization (DMO), from 

convention sales to tourism marketing 

and day-to-day operations. The com-

pany offers integrated products and 

services, including social media inte-

grations, powerful forecasting and re-

porting tools, dynamic websites, sites 

for mobile web, search engine optimi-

zation, interactive marketing and the 

industry’s most advanced CRM and 

CMS platforms. Simpleview employs 

120+ people and represents 250+ 

DMOs around the world. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. George, what was the 

vision when you started the company 

and how has that developed? 

Mr. George: When we started the 

company in 2001, we were a-we-will-

do-anything-for-money internet-

development company. We built web-

sites and online content management 

tools for non-profit entities, for-profit 

entities, and startups. As we grew as 

a company, we found a niche in the 

DMO space and have actively nar-

rowed our offerings to specifically ad-

dress their needs. Today, we focus 

extensively on helping drive travel 

spending to local area businesses by 

providing web solutions and definition 

management system, or customer re-

lationship management (CRM) system, 

that help DMOs promote to both lei-

sure and business travelers. We also 

offer search engine marketing services 

and a distributed advertising network 

to help monetize DMO web traffic. 

 

CEOCFO: Did that develop opportun-

istically or did you decide to go after 

the market? 

Mr. George: As this niche developed, 

and as we continued to recognize the 

power of travel on the Internet, we 

changed our strategy and focused 

increasingly on this market. We shift-

ed our entire customer base to the 

DMO market within the past eight or 

so years. 

 

CEOCFO: What are some of the chal-

lenges unique to that industry that you 

can help with? 

Mr. George: In the beginning, I think 

customers were handcuffed with client 

server based solutions that tended to 

be behind the technology curve. As 

we worked with more DMOs, we 

helped standardize technology prac-

tices while also helping drive the in-

dustry forward. Now, most DMOs are 

very technically adept and are leading 

other industries, like hotels, restau-

rants and attractions, by using tech-

nology to influence travel to their des-

tinations. As technologies continue to 

change, our customers continue to 

grow right alongside us. 

 

CEOCFO: What are some of the more 

common areas you help with specifi-

cally and some of the areas where 

you can make the difference where 

people might be surprised? 

Mr. George: One area we help make 

a difference in is by creating websites 

that are beautiful and inspirational, as 

well as user-friendly and provide a 

potential visitor with quick access to 

local resources. We have built web-

sites for large cities like Lasvegas.com 

in partnership with R&R Partners, who 

is the ad agency of record for the Las 

Vegas Convention and Visitors Au-
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thority, to small destinations like 

Paducah, KY or Lake Chelan, WA or 

Mesa, AZ. These entities all have the 

same sole purpose, to connect travel-

ers to their local area resources. The-

se websites have helped small busi-

nesses get better online exposure to 

potential tourists and/or to those who 

might spend money in their market. 

 

CEOCFO: You mentioned visually at-

tractive; how do you ensure against 

sites becoming cookie cutter in their 

presentation? 

Mr. George: We take great pride and 

put forth a tremendous effort to make 

sure each destination is represented 

uniquely. When possible, we send our 

creative teams to a destination so 

they can experience it firsthand. They 

take pictures, as well as meet with 

local area businesses and then use 

that information to help differentiate 

the destination’s de-

sign/website. There are cer-

tain core elements that make 

one destination different from 

another. Working with a des-

tination to define their truly 

unique strength is all part and 

parcel of the Simpleview experience. 

For example, many coastal destina-

tions rightfully hang their hat on show-

casing their beautiful beaches. So we 

work with them to identify what makes 

their beautiful beach different from a 

beautiful beach that might be two 

hundred miles to the north or south. 

 

CEOCFO: Most everyone claims their 

site is user-friendly. When you are 

working on a site it becomes intuitive 

and you know what links where. How 

do you overcome that for the person 

is new to the site? 

Mr. George: In many instances, we 

work with a DMOs existing website 

and provide a thorough analysis to 

show how users are currently using it. 

We will do things like heat mapping 

research and in some instances, pull 

in a user groups to perform a given 

set functions - like finding a restaurant 

near a hotel, booking a hotel room or 

finding tickets to a show. We then 

record how that person interacts with 

the existing website, including vide-

otaping their facial expressions and 

how they move the mouse around the 

site. We then use that data to direct 

our design decisions for a new web-

site. At another point during the de-

sign processes, we have a new user 

group conduct similar tasks to see if 

we have found improvements over the 

percentage of people who previously 

completed the same tasks. The next 

most important step is taking a look at 

the content on a destinations website. 

We focus on what users are searching 

for most and then narrow down the 

website content. There is also much 

to be said for designing a mobile web-

site. Generally speaking, mobile sites 

are smaller versions of a website, with 

much less content than on a desktop. 

So in designing a mobile site, we have 

to determine what the key areas and 

bring them to the forefront. 

CEOCFO: Would you tell us more 

about the CRM aspect and some of 

the other services you offer? 

Mr. George: Many people might not 

be familiar with their local DMO, often 

known as a convention & visitors bu-

reau. DMOs exist in almost every city 

in the world. They are tasked with at-

tracting leisure travel visitors and book-

ing meetings or groups to their city. 

Our CRM system allows a DMO to 

track all website interactions, from 

requested visitor’s guides to booked 

hotel rooms to newsletter sign ups. 

Then, with permission, the DMO mar-

kets their local destination. Marketing 

efforts include email marketing, social 

media marketing or even serving dy-

namic content based on what other 

websites the visitor has been to in the 

past, their demographic information 

and psychographic profiles. Our CRM 

platform stores all that information in 

one place. In some instances, and 

maybe even more importantly, our 

CRM platform allows a DMO to track 

every group/meeting and send busi-

ness leads to local merchants. In ad-

dition to measuring the local economic 

impact, in terms of dollars, our CRM 

also measures the individual impact 

for a single mom-and-pop business in 

terms of the exposure they receive on 

a DMO website, as well as the amount 

of service leads provided. The CRM 

rolls that information up in a way that 

shows the local merchant the value of 

their DMO and what the DMO is 

providing locally. At its core, our CRM 

is really a membership management 

system with the members & partners 

being local area businesses. 

 

CEOCFO: Do many of your clients 

take advantage of both sides of the 

equation? 

Mr. George: Yes, by and large, cus-

tomers use us as a one stop shop for 

all of their needs digitally. We have 

customers including New York 

City and Los Angeles who just 

use us for CRM and handle 

their web work either internally 

or with the help of another 

agency. We also have in-

stances where we are the 

website frontend and marketing part-

ner, but use a different back office 

system to manage their CRM needs. 

 

CEOCFO: How is business? 

Mr. George: Business is good. The 

growth of the internet has helped our 

business to grow and also stay resili-

ent during the down economy. As a 

company, we have been profitable 

every quarter since we first began with 

the loan from my father, who was a 

UPS driver. Travel has helped our 

economy to recover and travelling is 

something that will almost never go 

away. People will always have a pas-

sion to explore. In many cases, we will 

make other sacrifices to ensure we 

take vacations - whether it is going 

camping in the mountains or taking a 

trip of a lifetime. We have been both 

smart and lucky so far, and we hope 

to have that continue. 

 

 

 

 

“There are certain core elements that make 

one destination different from another. 

Working with a destination to define their 

truly unique strength is all part and parcel of 

the Simpleview experience.” – Ryan George 


