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Your challenges  

1. How tourism providers can market responsible 
tourism products 

2. How do we screen our suppliers? 

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

4. Destination Partnerships  

5. Our recommendations for Caribbean destinations 
 

 

 

 

 

 

 
 

 

 

 



How can tourism providers 
market RT 

{ƻƳŜ ǘƘƛƴƎǎ ŘƻƴΩǘ ŎƘŀƴƎŜ 



Key decision factors 

Location 
Room types 

Service 

Food quality 
Price 

Availability 



The market 

10 things that are changing 



1. A dramatic shift of power from industry to the client   



 
 
 
 
 
 
 

Underlying the market is a growing polarisation 
in the holidaymaker mind-set between 
security, luxury and convenience on the 

one hand and freedom, independence 
and authenticity on the other 
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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 product - the 
ϦŜȄǇŜǊƛŜƴŎŜά 
 
A commodity business charges for undifferentiated products. 
 
A service business charges for the activities you perform. 
 
An experience business charges for the feeling customers get 
by engaging it. 
 

3. The experience economy 



Are you in the service industry 
or in the business of 

orchestrating memorable 
events? 
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3. We live in the experience economy 

Å   EFM is becoming as important than VFM 
Å  Experience for money vs. value for money 

 

Å   We are seeing experience inflation 
Å  What seemed a big experience 10 years ago is not now 
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4. Changing expectations of luxury 



Changing expectations of luxury 

Baby boomers 
For Boomers, it is enough that a 

ǇǊƻŘǳŎǘ ƛǎ ŜȄǇŜƴǎƛǾŜ ōŜŎŀǳǎŜ ƛǘΩǎ 

ƭǳȄǳǊƛƻǳǎ ŀƴŘ ŜȄŎƭǳǎƛǾŜΤ ŀƴŘ ƛǘΩǎ 

ƭǳȄǳǊƛƻǳǎ ŀƴŘ ŜȄŎƭǳǎƛǾŜ ōŜŎŀǳǎŜ ƛǘΩǎ 

expensive 

 

 

 

Generation Y ς 18-29 
Unlike Boomers, Gen Y demand 

to know the origin of luxury products 

τ where was it made, how, and by 

whom? 

Shoppers between 18 to 29 years old are the fastest-growing luxury consumer segment 
 
 
    
        Duke Greenhill, Founder and CEO of Greenhill + Partner 
 



ÅThe ΨōŀŎƪ-ǎǘƻǊȅΩ of products is becoming more important 

ïWho made it? 

ïWhen/how did they make it? 

ïWith what impact on the environment and local community? 

 

Å [ŜŀŘƛƴƎ ƳŀǊƪŜǘŜǊǎ ŀǊŜ ŜȄǇƭƻƛǘƛƴƎ ǘƘƛǎΧ 

 

ÅRe-connecting people who buy with people who make things.. 

 

 

¢ƘŜ ΨōŀŎƪ ǎǘƻǊȅΩ 



Back story ς Wholefoods NYC 



¢ŜƭƭƛƴƎ ǘƘŜ ΨōŀŎƪ ǎǘƻǊȅΩ 



5. Responsible tourism 



1950s to 1970s 

The circle of destruction 
 
-  Discover 
-  Develop 
-  Exploit 
-  aƻǾŜ ƻƴΧ 
 
 



Early ecotourism 



¢ƻǳǊƛǎƳ ŀƴŘ ǘƘŜ ǘǊŀǾŜƭ ƛƴŘǳǎǘǊȅ άƛǎ ŜǎǎŜƴǘƛŀƭƭȅ the renting 

out for short-ǘŜǊƳ ǊŜƴǘΣ ƻŦ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ŜƴǾƛǊƻƴƳŜƴǘǎΣ 

whether that is a coastline, a city, a mountain range 

 

                         Lord Marshall, British Airways 

 

  

Tourists must leave behind more than footprints 
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Responsible  

          Responsible tourism 
 

More authentic experiences 
that create better places 

to live in and to visit 
 



6. 



6. Financial crisis 

  ά¢ƘŜ Ǉƻǎǘ нnd World War atmosphere of selective 
austerity, deferred desire and earned pleasure, 
sustainability vs. waste, a yearning for connection and 
ŎƻƴǘŀŎǘΣ ƛǎ ǊŜŎƻƎƴƛǎŀōƭŜ ƻƴŎŜ ƳƻǊŜέ                                      

        
       
       Robert MacFarlane      
 
  



Truthful, Original, Genuine, 
Sincere, Authentic, Real  

7. Quest for authenticity 



Authentic vs. commodity 

ÅAuthentic 
ïGenuine 

ïReal 

ïHonest 

ïTruthful 

 

 

 

ÅCommoditised 
ïCulture changed for tourist 

consumption 

ïSometimes its original 
meaning can be lost 

 

Places that see themselves through 
the eyes of tourists are lost.. 



уΦ bŜǿ ŀǇǇǊƻŀŎƘŜǎ ǘƻ ΨǇǊƻŘǳŎǘΩ ŘŜǎƛƎƴ 



ÅActive firm - passive consumer market 

 

ÅActive firm ς passive local communities/stakeholders 

 

ÅA construct of the past 
 

 

 

 

 
 

 
 
 
 
 
 

Traditional model 



Designing authentic experiences 

ÅCo-create with local communities 
ï Examine ways of life 

ï Old ways and stories 

ï Old paths + routes 

ï Traditions and rituals 

ï Language and dance 

 

ÅCo-create with tourists 
ï Find willing pioneers, test it with two people 

ï Experiment and evolve with input from tourists 

ï Pick the winners 

ï A constant process.. 

 

 

 

 



9. Influencing the buying cycle... 



Marketers seeking earlier influence in buying cycle... 



Social media 

10. Stories are the new marketing 
currency 



Why social recommendation suits travel 

ÅThe consumer travels to the product 
 

ÅRather than the other way round 

 

 

See it then buy it Buy it then see it 



Social media 

Enables marketers to access to ideas/inspiration phase of buying cycle 

through family/friends   


