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. How tourism providers can market responsible
tourism products

. How do we screen our suppliers?

. How does responsibletravel.com help to promote
destination level sustainability

. Destination Partnerships
. Our recommendations for Caribbean destinations
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How can tourism providers

market RT
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Key decision factors

Location
Room types

Service
Price
Food quality

Availability



The market

10 things that are changing
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Underlying the market is a growimpmlarisation

In the holidaymaker mindet between
security, luxury and convenience on the

one hand andreedom, independence

&

andauthenticity on the other

Mintel Oxygen Reports July 2011/




‘We're seeing a generation of
travellers keen on exploration,
adventure and using their time

abroad to test goals that are physical,
emotional, spiritual and intellectual.

Tom Savigar, strategy and insight director at The Future Laboratory




the EXperience
Economy

Work Is Theatre €
Every Business a Stage

B. JOSEPH PINE II
JAMES H. GILMORE

The next economy following the agrarian economy, the
industrial economy, and the most recent service economy

Businesses must orchestrate memorable events for their
customers, and that memory itself becomes the produtte
bSELISNASYOSa

A commodity businesgharges for undifferentiated products.

A service businessharges for the activities you perform.

Anexperience businessharges for the feeling customers get
by engaging it.



Are you In the service Iindust
or In the business of

orchestrating memorable
events?




3. We live Iin the experience economy

A EFMis becoming as important thaviFM

A Experiencdor money vsvaluefor money

A We are seeingxperiencelnflation

AWhat seemed a big experience 10 years ago is not now
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4. Changing expectations of lux
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Baby boomers Generation Y¢ 18-29

For Boomers, it is enough that a Unlike Boomers, Gen Y demand
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expensive

Shoppers between 18 to 29 years old are the fastggiwing luxury consumer segment

Duke Greenhill, Founder and CEO of Greenhill + Partni



A TheW 6 |-aQ1120NaBdQcts is becoming more important
I Who made it?
I When/how did they make it?
I With what impact on the environment and local community?
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A Re-connectingpeople whobuy with people whomakethings..
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Surrey Hills self catering cabin, England

COUNTRY: England
LOCATION: Farley Green, in the Surrey Hills Area of Qutstanding Matural Beauty

See map here

From £300 - £375 perc

age per wee

(> [FCUICKHERE TO ENQUIRE OR BOOK

Surrey Hills self catering cabin, England
send || M Tweet | 0

] Email

Self-catering timber lodge set in woodland in the Surrey Hills. Ideally located for walking, biking, riding on
extensive heaths and woodland surrounding the farm. Close to Mational Trust properies (Polesden La
Park and Hatchlands) and RHS Wisley.

Rooms, food and facilities

Five Pines is a timber lodge setin woodland on the farm. The lodge has a kitchen/sitting roam, bathfoom (shower)
and bedroom, sleeping 2 in a double bed. Itis equipped and furnished in contemporary style, with the emphasis on
natural wood and stainless steel.

Kitchen is equipped with oven, microwave, ceramic hob, fridge / freezer, washing / dryer machine.

A door leads from the Kitchen onto west-facing decking where there are a table and chairs for outdoor kating in the
SUMMer.

Freesat LCD TV, DVD player, free Wi-fi.

us

Self catering accd
Tree house & cabin adgommodation

Story of the accomm

We bought Lockhurst Hatch FaNm aboout 20 years
ago, moving back to the area wh\zre we both grew
up, from London. We didnt mean to get involved in
holiday accommodation but we dlscovered a well
as the farm we had bought a tumiple-down in the
wood which we completely renovgted and moved
into ourselves while working on the restoration of
of quiet and calm
with deer on the doorstep! Haviryg moved back into
the house we decided to share/this special place
with others.

Accommodation provider no: 1008

tion provider




5. Responsible tourism




1950s to 1970s

The circle of destruction

Discover
Develop

Exploit
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(PLEASE DON'T PICK SHELLS, PLANTS, ETC.
and PUT LITTER IN ITS PROPER PLACE)




Tourists must leave behind more than footpri
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whether that is a coastline, a city, a mountain range

Lord Marshall, British Airways



Responsible tourism

More authentic experiences
that createbetter places
to live inandto visit
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FINANCIAL

CRISIS




G ¢ KS nEyoddiWarmatmosphere of selective
austerity, deferred desire and earned pleasure,
sustainability vs. waste, a yearning for connection and
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Robert MacFarlane



/. Quest for authenticity

Truthful, Original, Genuine,
Sincere, Authentic, Real




Authentic vs. commodity

A Authentic A Commoditised
I Genuine I Culture changed for tourist
i Real consumption
i Honest I Sometimes its original
i Truthful meaning can be lost

Places that see themselves through
the eyes of tourists are lost..
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A Active firm- passive consumer market
A Active firmg passive local communities/stakeholders

A A construct of the past




Designing authentic experience

A Cocreatewith local communities
I Examine ways of life
I Old ways and stories
i Old paths + routes
i Traditions and rituals
I Language and dance

Find willing pioneers, test it with two people
Experiment and evolve with input from tourists
Pick the winners

A Cocreatewith tourists
,
i
;
I A constant process..
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9. Influencing the buying cycle...

Ideas & Insights & Pricing Comparing

inspiration advice

Relationships & Trusted sources Diligent info Impartial Best deal
media gathering from aggregation

multiple sources

Family/friends Family/friends OTA OTA OTA

(52%) (54%) (56%) (51%) (41%)

Magazines Travel guides books Travel service operator  Internet search Travel service operator
(49%) (44%) sites (51%) websites (38%) sites (38%)

Television Internet search Internet search Travel service operator  Traditional travel

(48%) websites (38%) websites (37%) sites (35%) agents (23%)

Travel guides books Travel experts Multi brand website Multi brand Multi brand

(46%) (38%) (35%) Website (32%) Website (18%)

Travel brochures Destinations web sites  Destinations websites  Destinations websites  Destinations websites

(43%) (37%) (34%) (25%) (17%)



Marketers seekingarlier influencein buying cycle...

Ideas &
inspiration

Relationships &
media

Family/friends
(52%)

Magazines
(49%)

Television
(48%)

Travel guides books
(46%)

Travel brochure

Insights &
advice

Trusted sources

Family/friends
(54%)

Travel guides books
(44%)

Internet search
websites (38%)

Travel experts
(38%)

Destinations web sites
(37%)

Diligent info
gathering from
multiple sources

OTA
(56%)

Travel service operator
sites (51%)

Internet search
websites (37%)

Multi brand website
(35%)

Destinations websites
(34%)

Comparing

Impartial
aggregation

OTA
(51%)

Internet search
websites (38%)

Travel service operator
sites (35%)

Multi brand
Website (32%)

Destinations websites
(25%)

Buying

Best deal

OTA
(41%)

Travel service operator
sites (38%)

Traditional travel
agents (23%)

Multi brand
Website (18%)

Destinations websites
(17%)



Soclal media

10. Storiesare the new marketing
currency
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Why social recommendation suits travel

A The consumer travels to the product

A Rather than the other way round

See it then buy it Buy it then see it



Soclal media

Enables marketers to accessideas/inspiration phase of buying cycle
through family/friends



