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General Overview - Visitor Spend 

Visitor spending in CTO-member 
countries totaled $27.5 billion in 
2012, a 3.6 percent increase over 
2011 and the third consecutive year 
of growth. 

Sixty percent of the hotels within the 
CHTA membership are "small" hotels 
(75 rooms or less), which indicates 
the importance of the economic 
vitality of these enterprises to the 
well being of the region 

 

 

However, given the ongoing 

global economic challenges, 

on a destination level, 

economic sustainability will 

depend on the ability to 

manage costs and generate 

revenue even outside the 

peak visitor arrival periods. 



General Overview -Visitor Spend contõd 

As a result Caribbean destinations 
have employed various strategies to 
do so including: 

üthe creation of festivals and other 
events,  

üprovision of financial and other 
incentives for tourism-related 
businesses 

üand òStaycationó programmes that 
seek to encourage domestic and 
intra-regional tourism 

 

In employing such strategies:  

üpartnerships;  

üproduct and market diversification;  

üinnovation and creativity in the 

products and services being offered, 

packaged and marketed; 

ü as well as high levels of customer 

service is being encouraged to 

stimulate higher visitor spend. 

  



Caribbean Tourism is Rallying 

 In her State of the Industry 
Report the CTO Chairman stated 
that in 2012 the Caribbean 
welcomed nearly 25 million 
tourists, a 5.4 per cent more than 
in 2011 - the largest number of 
stay-over visitors in five years.  

 This rate of growth outpaced the 
rest of the world which saw 
arrivals increase by four per 
cent.  

 

CTO Chairman's State of the Industry,February,14, 2013 

http://www.hotelmockingbirdhill.com/massage-gazebo.shtml


Caribbean Tourism is Rallying -CARICOM 

ü Our statistics show that tourism 
within the Caribbean Community 
(CARICOM) countries is bouncing 
back, but has not kept pace with 
the wider region.  

ü Overall the CARICOM countries 
recorded a modest 1.9 per cent 
rise for the year. This was 
influenced by a 0.4 per cent 
decline in the OECS countries 
struggling with falling British and 
intra-regional travel 

CTO Chairman's State of the Industry,February,14, 2013 
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Caribbean Tourism is Rallying ð Dutch 

Caribbean 

 The group of Dutch Caribbean 
countries recovered moderately 
well in 2012, performing slightly 
above the wider Caribbean. The 
grouping recorded a 5.6 per 
cent increase over 2011 due to 
rising activity in all the reporting 
countries. This was largely 
determined by the return of much 
of the business from the South 
American market, a strong one 
for Curacao and Aruba, two 
major players in this group.  

CTO Chairman's State of the Industry,February,14, 2013 
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Caribbean Tourism is Rallying ð Spanish 

Speaking Caribbean 

Ã The performance of the Spanish 
speaking Caribbean can be 
described as buoyant. This group 
sustained the positive growth in 
arrivals experience over the last five 
years, recording a 6 per cent 
increase last year.  

Ã Mexicoõs Caribbean region was the 
chief contributor to this multi-year 
performance, having climbed by 
double digits in 2010, thereby 
regaining much of the ground lost in 
the wake of swine flu a year earlier 

CTO Chairman's State of the Industry,February,14, 2013 
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Caribbean Tourism is Rallying ð Hotels 

seem to be recovering 

 Hotel performance 
continues to show good 
progress as it moves in a 
positive direction and has 
quickened a bit on 
previous years. For the 
second time in four years 
all four key hotel 
performance indicators 
were positive.  

ü The overall occupancy for the 
Caribbean increased by 7.1 per 
cent; 

ü Average daily rate went up 4.8 
per cent 

ü Total room revenues by 8.9 per 
cent.  

ü Revenue per available room also 
rose by 12.4 per cent. Should 
these trends continue, it certainly 
augurs well for 2013 

CTO Chairman's State of the Industry,February,14, 2013 



North America Markets Looking Positive 

 All indications are that 
Americans are coming back to 
the Caribbean in their 
customary numbers. US 
arrivals went up 4.1 per cent 
in 2012 when compared to 
2011, holding steady with the 
pre-recession levels of five 
years earlier. US numbers 
increased in all of the 
reporting countries 

 Of all the Caribbeanõs major 
markets, Canadian arrivals 
showed the greatest buoyancy 
throughout the challenges of the 
recessionary period. In fact, 
arrivals from Canada have 
continued to move upward over 
the past five years. Arrivals went 
up by 5.9 per cent in this market 
in 2012. There was also no 
evidence of falling average 
visitor spending on the part of 
the Canadians 

CTO Chairman's State of the Industry,February,14, 2013 



Caribbean Tourism is Rallying 

 However, amidst these positive 
signs some of our member 
countries are still hard pressed to 
recover, particularly those that 
rely heavily on the British market.  

 This is because the UKõs travelling 
population continues to be 
daunted by an ailing economy 
and further applications of the 
onerous Air Passenger Duty. 

 

CTO Chairman's State of the Industry,February,14, 2013 



Caribbean Tourism is Rallying 

 At the same time, cruise 
tourism has been flat region-
wide for each of the last 
three years.  

 Intra-regional shifting of 
cruise schedules resulted in 
fairly significant increases in 
the northern Caribbean 
activity offset by reductions in 
that of the south  

CTO Chairman's State of the Industry,February,14, 2013 
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What Does this Mean?? 

The 
Caribbean 
Region 
must 
continue 
improving 
this 
trendé.. 

ü The Region cannot afford to be complacent 

ü The Region has to find ways and means of 

increasing profitability 

ü Profitability however does not only mean 

increasing visitor arrivals ð It is (a) 

Increasing visitor spending coupled with (b) 

Reducing operating costs  



Creativity and Innovation through Strategic 

Partnerships 

GOING FORWARDé.. 

http://gerardbest.files.wordpress.com/2010/11/caricom-jigsaw.jpg


Partnerships 

ü With other Tourism 
entities 

ü With Government 
Agencies 

ü With Private Sector 

ü With Trade Associations 

ü With International Donor 
Agencies 

 

ü With Communities 

ü With Suppliers 

ü With NGOõs 

ü With Universities and 

Educational Institutions 

 



ü Experiences ð Partners of the Canadian Tourism Commission (CTC) 

ü Austrian Farm Holidays 

ü Jamaica Conservation Development Trust (JCDT) 

ü Ambassabeth Eco Cabins (Jamaica) 

ü Network of Rural Women Producers (Trinidad and Tobago) 

Partnerships at Work 



Experiences - Canadian Tourism 

Commission (CTC) 



Experiences - Canadian Tourism 

Commission (CTC) 

ü The Canadian Tourism 
Commission (CTC) is Canadaõs 
national tourism marketing 
organization whose vision is to 
inspire the world to explore 
Canada.  

ü With their tourism industry 
partners and the governments of 
Canada, the provinces, and the 
territories, they market Canada 
in 11 countries around the world. 

 

ü The CTCõs international marketing 
programs increase the potential of 
every tourism business in Canada, 
large and small.  

ü Directly and indirectly, they extend 
the international reach for businesses 
and destination marketing 
organizations in their collective 
interest to attract more visitors to 
Canada.  

ü Working together, industry and 
government have an opportunity to 
change traveller perceptions of 
Canada. 
 



CTC and Experiential Travel 

ü Experiential travel engages visitors 
in a series of memorable travel 
activities that are inherently 
personal.  

ü It involves all senses, and makes 
connections on a physical, emotional, 
spiritual, social or intellectual level.  

ü It is travel designed to engage 
visitors with the locals, set the stage 
for conversations, tap the senses and 
celebrate what is unique in Canada. 

 

ü Experiential travel represents an 

opportunity for the tourism industry to 

inspire visitation by creating authentic 

experiences designed to connect 

travellers to the special places, people 

and cultures within communities across 

Canada. 

ü Businesses may develop and deliver 

programs directly to the market or, 

alternately, create the experience, then 

partner with an operator creating 

experiential packages who will take it to 

the market.  



CTC and Experiential Travel 

ü Whether a business sells an 

individual program or a travel 

package of multiple experiences, 

each must be designed to 

celebrate a unique aspect of the 

people, culture, geography or 

community of Canada 

 



Austrian Farm Holidays 



Austrian Farm Holidays 

ü Austrian Farm Holidays is, without 
doubt, the most effective, the 
most innovative, and the best 
funded, farm holiday/agri-
tourism marketing and 
development group in Europe 
perhaps worldwide.  

ü It was founded in 1991 to 
consolidate a number of regional 
groups, one dating back to 
1971. The consolidation created 
a more professional and 
powerful national organization.  
 

ü It was, and still is, supported in part 
by the Ministry of Agriculture and 
the Ministry of Economy, Family and 
Youth: the latter Ministry is 
responsible for Tourism Policy in 
Austria. 

ü It aims to support farm based 
tourism enterprises, support 
agricultural areas and to create 
attractive vacations. It is important to 
note the high rate of enterprise 
contraction in Austrian agriculture, 
with 13 farms closing every day. 

 



Austrian Farm Holidays 

Ã Austrian Farm Holidays is a private 
association, effectively a non-profit. 
It employs 22 full time equivalents. 
Governance is by a President and 
four board members, who are 
elected by representatives of the 
regional groups and key 
stakeholders.  

Ã The organization is funded in part by 
the two ministries (50%) and in part 
(50%) by its 2,750 members, who 
pay a basic fee with additional 
charges for specific marketing 
services chosen.  

 

 

Ã Basic fees are currently û35 per bed per 
year (+VAT), plus extra fees according to 
the brochures that members choose to be 
featured in. Total income is û1.25 million; 
û842,000 of that sum is spent on 
marketing and related projects.  

Ã Austrian Farm Holidaysõ members have 
around 36,000 beds, approximately 1 in 
7 of all guest beds in Austria. There are 
2 million users of farm holidays each 
year, with a total gross spend of û1-1.2 
billion. Approximately 50% of bookings 
are repeat business.  

 



Austrian Farm Holidays 

Austrian Farm Holidays provide a very full 
range of services including:  

ü Two web sites, plus a range of social 
media and Web 2 activities;  

ü A regional advice and discussion system, 
as well as a national organization;  

ü Quarterly newsletters and statistics about 
individual membersõ performance;  

ü Representation at trade and tourism fairs 
in Austria, Czech Republic, Hungary, the 
Netherlands and Germany;  

ü Market Research 

ü Media work, including press and TV, 
including editorial and paid spots on 
prime-time TV, and for 2012, two 
named express trains running 
between Vienna and Bregenz, and 
between Salzburg and Klagenfurt;  

ü Joint marketing with other 
organizations, and event 
sponsorship;  

ü Training courses held in conjunction 
with Chambers of Agriculture;  

ü Lobbying government 



Ambassabeth Eco Cabins (Jamaica) 



Ambassabeth Eco Cabins 

ü The Ambassabeth Eco-Cabins (AEC) 
situated in the Upper Rio Grande 
Valley, in St. Thomas, Jamaica is 
being implemented and managed by 
the Bowden Pen Farmers Association 
(BPFA), operating as a community 
non-governmental organization 
(NGO).  

ü The BPFA consists of approximately 
28 committed community residents 
working to preserve and develop the 
Upper Rio Grande Valley.  

 

 



Ambassabeth Eco Cabins 

ü The BPFA is engaged in several 
broad areas of activities: 
environmental management, 
heritage protection and 
preservation, land use planning 
and management, and education 
and training.  

ü AEC is an important component 
of the eco-tourism and natural 
resources management 
programme operated by the 
BPFA.  

 



Ambassabeth Eco Cabins 

ü AEC and the Cunha Cunha Pass 
Heritage Trail are the primary 
income generating activities of the 
Association, supporting the work 
carried out by the organization and 
assisting in improving the livelihood 
of members and the residents as a 
whole 

ü Multiplicity of Partners ð 
Government, Private Sector, Donor 
Agencies, Trade Associations 

 



Jamaica Conservation Development Trust (JCDT) 

The Blue and John Crow Mountain National Park 


