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Executive Summary

Sustainable tourism certification programs, taurguality certification, and related certification
programs from other industries, as well as consiwsuereys, provided important lessons in marketing
that were studied and described in a seriges#arch documents genecby The International
Ecotourism Society (TIES), for Rainfest Alliance. The study constiess part of a larger research
project, funded by the Multilatdrinvestment Fund of the Interamerican Development Bank, to
determine how to make sustainable tourism cedtiibn and exemplary practices available to small
and medium businesses in Costa Rica, Ecydsloatemala, Belize, and Brazil (see project
components in Appendix 1). The objective of tthi€ument is to summarize the studies of these
certification programs and to propose a strategy for etauds certification to alkectors of the tourist
industry and consumers, but with special emphassmail businesses in thevé target countries.

In examining ways to increasedustry and consumer buy-in for cédation, this report has adopted
the following definitions:
I OTourism providersO is used for businesses aricesemg well as for products (such as tours)
that are certified or could be certified.
I OTraveler/consumer and tourism intermedi@riesused for those that can use certified
businesses, services, or products.

The research team consisted of fourteen exgeaitsed in Washington, D.C., Stanford University,
Costa Rica, Australia, South Ada, and Germany (see Appendix 4ndings were based on literature
and Internet searches, original research, interviewssfgmups, and field experience.

The principal study areas were:
1. Metasurvey of tourist prefereas for sustainable and ecotourism, responsible businesses,
ecolabels, and certification.
2. Consumer demand for sustainable andaatsm certification, consulting with:
a. consumer demand experts
b. consumer advocacy organizations in the U.S. and Europe
c. outbound operators
d. tourist media (press and guidebooks)
e. tourist marketing specialists
f. tourist bureaus of thigve target countries
g. marketing experts, including USTOA.
3. ldentify the current range of incentivelfeved to businesses in certification programs
4. What new incentives certification programs could governments offer?
5. Report on the constraints imposed by internatitaale rules and orgagations (GATS, TBT,
WTO, NAFTA, CAFTA, etc.).

3.1.4.5 Certification Marketing Strategy December 2004 ii



8.
9

Strengths and weaknesses of marketing strategies forazitifi in other industries and
lessons learned for tourism.

. Country by country report of commercialimat chain. Where can certification best be

marketed?
Possible marketing vehicles for certified products.
Plan for how to sell certified pducts to tour operators.

This document summarizes the principal findin§these nine studies and recommends overall
marketing strategies for tourism certification programs in the five target countries, with emphasis on
small and medium sustainable tourism businesses.

The principal findings of the ninewsties can be summarized briefly:

There is a latent interest gustainable tourism among tourists in North America and Europe,
but there is little active interest in punsgiit. All things beingequal, a tourist whose
requirements for safety, health, comfort, and igjpidlave been satisfied, would be pleased to
be able to engage in tourist activities ttlatnot damage the biologidaabitat or the local
culture, and that do nobntaminate. There is little evidemthat price premiums could or
should be charged for certified or exemplaryibesses, solely because of good environmental
and social stewardship.

There is good evidence, howeyespecially in Europe, that consumers will choose more
sustainable businesses if given a clear chantkthere is no price differential for the same
quality.

Tour operators, especially in Europe, haweved towards sustainability programs in their
operations, often without informing their clienteclhuse of hints of regulatory pressure in that
direction and because they might become vralole to the type of campaign that caused
severe problems in sales for companies énftlotwear and clothingusiness, when unfair

social practices were revedldn addition, the implementati@i sustainability programs
throughout the commercial chain has increaseddiiability of due diligence that is required

by the European Union of tour operatas,well as lowering operating costs.

Many United States tour operatdesrad many U.S. businessesiher sectors) remain opposed
to the concept of voluntary certification, bueamplementing sustainability policies. This
opposition has been based on the belief, not stggbbly the evidence, that the industry was
not taken into account in the developmenthefse programs, that the programs are not
practical to implement, and that they increagerating costs. As theedtibility and popularity

of programs grows, opposition has been decreasing.

The studies of certification programs in touriand other fields has shown that most programs
do not market directly to the consumer, at least until they have a well-known and widely used
brand and logo. Instead they have used rost-effective marketing mechanisms, such as
marketing to retailers, who turn market to consumers. Other programs have found that key
bulk purchasers, such as government angdarate travel offices, can cause the direct
implementation of certification by providerscsuas hotels, when certification becomes a
requirement for patronage.

The marketing incentives provided by mosignams to certified businesses are weak, and
often consist of no more tharetpromise of increased occupancy and listing on website and in
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a brochure. The more effectiugentives involve training thieusiness in marketing and other
business skills, which is especiaitgportant for small businesses.

Government incentives are constrained by int#&nal trade agreements, such as GATS, that
prohibit discriminatory treatment of foreign busgses. Local treatment in terms of incentives
or prohibitions must be applied equally to logedtional, and foreign businesses, if any foreign
business has been given this treatment or has been excluded in a discriminatory manner.
Voluntary certification programs that complytvinternational norms are generally exempt
from the application of these constraints|ag) as the programs are open to all qualified
businesses. Government involvement, howedieectly invokes GAB. Thus government
marketing incentives for certified businesses must follow the principles of international
standards and non-discriminatory treatmenttified businesses may still be differentiated,
but requirements for local purchagiand hiring could be constrained.

A fundamental marketing challenge for certificatiis that brand recognition comes with wide
application, and wide applicath comes with visible incentivesiych as increased occupancy
or sales. Since it has not bedemonstrated that certification directly increases tourism sales
(with three exceptions: GTBS, Blue Flag, andlBR), achieving a critial mass of certified
businesses requires other motivation. It hankshown that certification reduces operating
costs and dramatically increases operational qudlitis in turn tends to increase quality of
service, which usually redounds in increasedssai®l lower costs. Nevertheless, nearly all
successful certification progranis,all industries, have requiragp to ten years or more for
consumer recognition.

Successful certification programs have dlakaown logo and a clear message. Organic
agriculture, for example, usése implicit message that®tfood is healthy for youO.
Sustainable tourism certifitan has not yet found anocise, memorable message.

The proliferation of logos and brands in tisun certification has probably slowed the adoption
and recognition of certification brands. The proliferation continues, as each country seems set
on developing its own program. It seems cfeam studies, that without the credibility
associated with an accreditation program abdsgline standard, tourism certification will not
gain consumer support.

When certification programs aregigned with input and particigah from a diverse variety of
stakeholders, their buy-in is more assurasolving diverse staketiders during program
development facilitates buy-in and matrkg to both consumers and businesses.

Education, outreach, and marketing shoulgé of a programOs mission, as well as a
responsibility of program users (tiéed businesses and their users).

In terms of marketing strategy, the most focysledes for cost-effective meeting appear to be:

Buyers of great purchasing power or influence wan jumpstart certification: travel offices of
corporations, governments, multilateral agencies, NGOs.

Travel guidebooks, even the age of Internet.

The travel press, which can ampltfends, but seldom establishes them.

Word of mouth: Certificatioprograms should consider qualigafety, and security, not just
environmental and social criteria. Quality markets itself.

The Internet: Critical in todayOs tourisrmogercialization chain. Search engines, online
guidebooks, and portals netebe influenced.

Purchasing policies for large organizations.
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I Large established tourism companies hidnadr own brand recogtion. Bringing them on
board may enhance credibility of certification labels, as well as permitting subsidies for
certifying SMEs. Incentives for large companies principally image, if the certification is
credible and the company has an image probléms. can damage the ecolabel if not handled
well, however. Certification, especially EM&n dramatically reduce costs for large
companies.
I Tour operators, who can often btivated because certification:
o Offers solution to outside msure for large tour operators
o Good for image
o Allows preliminary due diligence screening, especially for new destinations, reducing
costs
0 When baseline standards are established, can substitute in-house guidelines for
sustainability
o Certified businesses tend tovieaoverall quality standards
0 (Re)lnsurance companies are now requiringad@nd environmental sustainability
criteria for large companies
0 Builds into Tour OperatorsO Initiative
o Increasingly required in Europe

The effective marketing of sustainable tourism certification depends heavily on the credibility of the
certification programs. This, in turn, can be gabsally enhanced by the establishment of an
international accreditation body, such as the gsep Sustainable Tourism Stewardship Council
(STSC) and its accompanying baseline standard. Any marketingygtreterefore, stuld, in parallel

with conventional marketing actties, promote the establishnieaf STSC or a similar organ.
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Introduction

Certification, a voluntary procedure that sets, sss&® monitors and gives written assurance that a
business, product, process, service, or managesyst@m conforms to requirements, is growing
rapidly throughout the world. It isommonly used in many professal sectors from academia and
nursing to financial investments. Tourism, oftendiés Othe largest indysin the world,O is no
stranger to certification prograniehe American Automobile AssociationOs Five Diamond Rating and
The Mobil Travel Guide for hotels and restausanere established over 40 years ago to rate
accommodations and restaurants primarily on criteléde® to quality, service, and price. Michelin
pioneered the travel guide andimg system movement when it puble its first Michelin Red Guide
in France in 1900. For the past 60 ywedirhas been inspecting anayiding quality ratings for hotels
and restaurants throughout Europe and around thelwiavlirism professionals, sl as travel agents,
can also be certified by ovedazen voluntary programs availabih the United States alohe.

On the other hand, Ogreen certificationO estabéisikesionitors sustainability using criteria and
standards measuring environmengégipnomic, and socio-cultural respdnbiy. It is likely one of the
fastest growing areas within the certification ardfixamples of sectors where green certification
programs are making inroads into the market ofadly and environmentally responsible producers
and consumers are: wood products, coffee, orgagriculture, energy effiency, green buildings,
seafood, and tourism. Tourism, in turn, can cowaaréety of sectors including beaches, parks, tour
operators, guides, attractions, deations, golf courses, and boaf$ie vast majority of programs,
however, are for accommodations, and serve thaisasie tourism and ecotourism markets. While
these programs are growing rapidlyey are still new, with only one the Blue Flag for beaches and
marinas - more than 20 years old; most much yoymgeing been formed in the wake of the UNOs
1992 Earth Summit in Rio de Janeiro.

To be successful in their sustainability goals, gresification programs must engage a wide range
of stakeholders, including producessippliers, distributors, retailetsade associations within their
profession, as well as non-governmental orgaranatigovernments, medend the general public.
Education, outreach, promotion, and marketing are@niytnecessary, but critical. However, many of
these programs have neglected to market theesdocusing instead ateveloping standards and
criteria and testing their programs on like-minded canngs, products, and services. As a result, they
generate a small supply of certified productsl services without sufficient demand for them.

Sustainable tourism certification is r&ception. In fact, as one ofetmewest Okids on the block,0 and
addressing a complex, international industrycessful marketing will require sustained and
dedicated support from a wide variety of €flaglders. This report pvides background and
recommendations for promoting and marketing @aosm and sustainable tourism programs with two
objectives: to increase consumer demand for eztibn and to increadbe supply of certified

tourism businesses.

In order to understand soroéthe underlying issues, challengesg apportunities, thérst section of
this report summarizes the need for marketing sfasnable tourism certificmin and some of the key

! Honey, Martha, 2002Ecotourism and Certification: Setting Standards in Practaand Press, Washington, DC.
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challenges. The second section provides a bviefview of the tourism industry structure. The
following three sections examine the primary elemme sustainable tourism marketing from the
perspective of the tourism indugtiSection 3 discusses elemeaoitsnarketing strategy that are
relevant to increasing both demand for and suppbertified products. Sectn 4 examines marketing
strategies aimed just at irasing demand for certifigoroducts. Section 5 examines marketing
strategies aimed just at increagithe supply of certified productSection 6 explores the role of
stakeholders outside of the tourism indusgguernments, NGOs, other certification programs,
financing entities) in promoting stainable tourism certification progranThe final section outlines a
marketing plan for sustainable tourism certifioatfor Small and Medium Enterprises (SMEs) and
Community-Based Enterprises (CBEOs) in fiveetarguntries of BelizeZosta Rica, Guatemala,
Brazil, and Ecuador.

Section 1: Need for Marketing of  Certification and Key Challenges

At the World Tourism Organizatiotonferences on Sustainability Gication of Tourism Activities,
held in late 2003 and 2004 in Brazil, Malayarad the Czech Republic, a declaration was made
saying, ODespite their recent pmiéftion, and partly because ofdértification systems have not
managed to establish themselves among the tourigrpeses in Europe, Asia or the Americas, or
among tourism consumers. There is also a ¢tdeaknanimity and homogeneity among the different
systems that exist, resulgj in confusion among users.0

Michael Conroy, an expert on greeertification programs, professortae Yale School of Forestry
and Program Officer with the Rockefeller Brath&und (formerly with Ford Foundation), adds
another important concern:

Probably the greatest chaillge right now for sustainable tounicertification is the lack of a
clearly defined product. Sustainable tourism certificatioppnents have not yet reached
consensus on internationally agreed-upon priesipind standards. Until these are developed
and are clearly articulated, there will be no défgiated product to advertise. That is, until
tourism certification program clearly defines standards it uses, it will not have consumer
appeal. The Sustainable Tourism Stewa§touncil (STSC) is being established to
overcome this challenge, but it has not yet succegded.

These statements encapsulate the current statéaok regarding sustainable tourism certification.
The issue of defining a clear sustainable tougentification product in ater to reduce confusion
among users is a paramount one thastbe addressed to carry ausuccessful marketing campaign.
This is a number one priority actiallenge. Secondly, in order to toely successful and effect a Osea
changeO within the industry B ite.improve industry-wide practicés the name of sustainability B
certification programs musingage a significant numbef service providers as well as consumers of
all types.

2 From WTO websitehttp://www.world-tourism.org/sustainable/
? Interview with Michael Conroy, Yale School of Forestry, June 2004.
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The first step is to work with suppliers. Cad#tion proponents must convince a critical mass of
hospitality providers that becoming certified is in tHegst interest: that it will reduce costs, increase
marketability of a product, reduce risks, and improempany image. They must go out and sell these
virtues to a variety of businesseghim the industry. While at first itOs not too difficult to find a few
Oinnovators,O i.e. businesshs share environmental and sociap@ssibility values, to step forward

to be the first to go through tlertification process, this is henough. Certification programs must
attract Ofence-sitters,O besses that are willing to consider dration but are notonvinced that it

will be worth their time and money to go througk firocess. Once they do so, a certain momentum
develops and the growth of certifipdoducts takes on a life of its own.

The second step is to generate enough demaothg consumers and intermediaries (retailers,
suppliers, distributors, etc.) toeate a market for growing numberfscertified products. Consumer
surveys indicate a latent interest the part of travelers in patramg sustainable tourism suppliers,
but to date, this latent intesieseldom translates into adtdemand for sustainable tourism

certification programs. The challenge, therefoegdmes a Ochicken and eggO issue. For producers to
go through the process of becoming certified, they wabe assured that there is consumer demand.
Large numbers of consumers, on the other haedj@likely to buy into agification, nor purchase
certified products and services less there is a sufficient supply and variety of options to choose
from. Therefore, new certifying bodies must maintipalancing act: convimg producers to sign

on and become certified even before an awarerdeested market exists, while also developing
awareness and promoting certified prodwsten before there are many available.

The trajectories of successful tication programs from other indugs such as energy efficient
appliances and construction, with Energy Star label, and orgaaigriculture, which in the United
States carries approval by the United States Depattof Agriculture, demonstrate that marketing
strategies for new certification programmust follow an evolutionary peess. At first, they will need
to work to encourage rapid buy-in by both sidethe market equation with messages that will
resonate with Ogreen believers,O i.e., propooiesisial and environméal responsibility, known by
various names includingCultural Creatives,®The World of Products with Sustainable Valdes,O
LOHAS (lifestyles of healthrad sustainability), and OHealtRyoducts, Healthy Planet (HP2).0
These audiences will need tleast convincing to rely on certifiion schemes in making purchasing
decisions. Later, once certificati programs have established akaapresence with these green
believers, it is time to expand thetwork. New messages and strategire needed to educate and
raise awareness among a broader public.

Another related challenge that n@green certificationO programs face is creating market linkages,
i.e., access to markets. While sheuccessful producers havesally developed and nurtured their
existing markets, certification dfieir products and servicesasild open up new markets for them.
Once companies have demonstrated their environmemdadocial responsibiit they can more easily
target their marketing strategiescapture the LOHAS and Cultli@reative consumers. And, as the
general traveling public become®mre aware of tourism sustainability issues, in part through
education and outreach promoted by certificafiozgrams, they will also embrace socially and
environmentally responsible purciag patronizing certified businesseéOn the demand side, Ogreen

4 Ray, Paul, 2000How 50\Mi|lion People are Changing the Worldew York: Harmony Bogks.
® Hartman Group, 2003. OThe Hartman Repdi€onsumer Perspective on Sustainability.O
® Environmental Business Journal, 2004.
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consumersO who want to live their values neée table to find out whicproducts and services are
Ogreen certifiedO and how to go about purchéséng They will need to be informed about the
existence of certification programasd certified products so thaethcan purchase them easily and
conveniently.

Another difficulty that many green certified prodsieind services facetisat the label of the
certification program is not welinderstood or easily recognized. MBG case in point. Its label
provides shoppers with little informtion about what it stands famnd without significant education
about what sustainable fisheries are and how evetmaversial fisheries such as Chilean sea bass can
become certified it will not be effage. Certified coffeewnhile receiving much nr&et recognition, is
also confusing to many consumerdlaere are at least three typdzair Trade, organic and shade
grown B which conform to diffem& and not always overlappingastiards. Sustainable tourism
certification, which incorporatesigironmental and social standargslikewise complicated. While
many environmental criteria can be assesgeaheasuring performance measures or through
development of environmental management systeotsal and cultural criteria and their assessment
are considered uncertain and unreligble.

In addition to the ambiguity about what sustaieablurism certification labels mean, consumers and
tourism providers are justifiably confused by geliferation of programs around the world. Each one
of the more than 60 sustainalbbeirism certification programs has wn standards and criteria, and
often overlapping markets. Without intensive exariameof the standards aquiocesses used by each
one to assess and certify tourism providers, consurnemsntly have little assurance that they will
receive the services they are looking for. A pargaponse to this will be the establishment of the
Sustainable Tourism Stewardship Council, @psed global accreditation body for sustainable
tourism and ecotourism certificatiggmnograms which will establish amdonitor international criteria,

as well as promoting awareness of sustadamtourism certificatin around the world.

On the other hand, even when greertification programs are able poovide a clear message that
products carrying their logo are erommentally and/or socially rpensible, they may not generate
broad support for other reasons. A primary, and atltidgmportant, one is that they may not address
consumersO primary concerns. Product or geguiality, price and conménce of purchase are
uppermost in consumersO minds, and unless centifi¢akiels can address and satisfy these priorities,
the appeal of certified products will be lindteAAAOs Five Diamond rating for hotels has been
extremely successful, in part because it providassigss with what theyOre looking for: assurance
that their need for value and camtf, as well as health and sgfewvill be met. It does this by

supplying its members with informati on the level of quality, range facilities and services offered

at each site.

Tourism providers may also be reluctant to enter afficial certificationprograms for a variety of
reasons. One that is uppermost for some succdesfism companies who have created their own
green image is a fear that cadgtion will dilute the worth otheir brand. They feel that the
uniqueness of their logo and theaige it conveys provides importanarketing value and that being
lumped in with other businesses and competitoder a common certification label may decrease

" Sasidharan et al., 2002 in Font, Xa\ded Catherine Harris, 2004. ORethinlGtandards from Green to Sustainable.O
Annals of Tourism Researc¥ol. 31, No. 4.
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their visibility in the socially and environmentally responsible marketplace. Companies such as
Fairmont Hotels and Resorts,wsll as Xanterra and Forever Resorts, both of which serve as
concessionaires in the United Staiegional Parks, have worked haoddevelop their own criteria

and processes for assuring the sustainability of greducts and services, and are proud that they can
be singled out as industry pioneerghe sustainable tourism movement.

On the other hand, small and medium enterpr{SMES), including commity-based enterprises
(CBEOs), and new producers typically have diffiesiithaking the necessary linkages to a concerned
marketplace because they have limited resowadsaccess to the large marketplace. They stand to
benefit if certified undewell-marketed certification progms because their niche market
characteristics will be promoted to audiences wivasges are in line witthe products and services
being offered. Of course, this expectation onlidhdrue if the certification label is considered
credible and is well-promoted. For the latter, broad and effective marketing is needed

Certification programs that encourage soaiad environmental responsibility also promote
inclusiveness and equity for aitoducers, including satl, medium and community enterprises.
However, while SMEs and CBEOs may have the tma@gtin by certification, they are generally less
likely to become certified than larger companies.

For example, a 2004 study assessing CST in CostafBind that the average size of those who knew
about and participate in the program is far greiditen those who are unaware or do not participate;
the majority of hotels with occupancies smallertii00 were not certified while the majority of
hotels with occupancies largéran 100 people were certifidAudubon Green Leaf Eco-Rating and
the Vermont Green Hotels in the Green Mountain Siedgrams also find thattis difficult to recruit
small hotels into their programs. Peter CrawfordhefVermont program, says that Osmall hotels lag
behind in areas of environmental accounting thedefore have been more reluctant to seek
membership, due to the extra amounivofk involved to become certified.On other words, they
often lack knowledge, informational or techniocadéources, financial resam@s and/or management
capacity to participate in thertéication processCertification programs, along with financial
institutions, governments, industpartners, and NGOs, will needdreate incentives, such as cost
reductions or subsidized entmyefs, technical assistanspgecialized marketg attention, and group
certification opportunities, ttacilitate the invévement of small businessesdartification initiatives.

Underlying all of these challengesthe fact that during their ebleshment, few sustainable tourism
certification programs have budgetdficiently for marketing. Govement programs, such as the
CST in Costa Rica, have limited budgets and, aswtrare little known evehy a large percentage
of the industry in this small, tourism-focused courttryPrograms run by national governments in

8 Newton, Tina et al., 2004, OAssessing the CertificatioBustainable Tourism (CST)dram in Costa Rica.0 School

for Field Studies repariAlajuela, Costa Rica

® Interview with Peter Crawford, Green Hoteighe Green MountaiState, July 2004.

1%1n order to assess the success andevess of Costa RicaOs government-rutifi€ation for Sustainable Tourism (CST)
program, a survey of hotels in four tourist regions of the country was conducted in the summer of 2004. Results indicated
that only 57% of the hotels interviewed knew about the prograththat this number is probably higher than the average

for the country as a whole because it includes San Jose, the major urban area of the country where CST is based and more
information is available. The study also showed that there was little correlation between the number of hotels aware of
CST and the amount of contact made lgydgency that runs the program, th&titnte of Costa Rican Tourism (ICT).

(Newton, Tina et al., 2004, OAssessing the CertificatidBustainable Tourism (CST) Progran Costa Rica.O School for

Field Studies reporflajuela, Costa Rica)
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Austria and Luxembourg have done little in tixy of marketing, outsalof printing brochures

listing certified hotels and restaurantlue to budgetary constraintsWhile some private programs

do market more, much of the budget for this comes from certified businesses themselves. The AAA
Diamond Rating charges a licensing feemarketing certified companié¢éas does Viabono in
Germany (which still needs to supplement its budget with government grants). Blue Swallow does
much of its marketing through a magazine distribu@tielain stations and tradairs, financed by the
advertising businessés. Until a sufficient number of tourism@vriders are convinced of the benefits
of becoming certified and can overune financial barriers to do smost certification programs are
reluctant to impose further financial burdengsloem for marketing. Anbier possible reason that

many certification programs have not budgeted fakketing relates to the type of people and
organizations involved in creating them. The or&gors of such programs are usually program people
b analysts, academics, theoreticians, - not netlgsmnarketing types, ahare not accustomed to
focusing on sales concerns.

In the meantime, in Europe there is some pressure on certification programs from their certified
businesses: they wish to have more marketimgpsrt and visible effects. For example, the Swiss
IBEX sustainability certificate exjpgeés such effects from the VISIT Assation; this is their reason for
membership. Other certificates, such as Ledganib Turismo, are not Wing to give marketing

support for their certified businesses. Legambientetlstconcentrates on isdvocacy role as an
environmental NGO. FEE, in addition to its Blakag beach certificain, recently relaunched the
OGreen KeyO certificate with a new approaclsiatigy. Green Key now cée developed in all
countries with FEE member organipas, though a structure similar to that of Blue Flag B member
NGOs in each country or region. Thus FEE, togethih its partner organizations, hopes to raise the
awareness and visibility of Gre&®y and thereby raise the demand. Regional brands, e.g. the Eifel
Regionalmarke in Germany (natural, rural area®utlsvest Germany) are developed (a) to market all
relevant products and servig@scluding tourism services) whiameet region based quality and
sustainability requirementsivw.eifel-qualitaet.de and (b) to become auBtinable destinationO.

Key Issues Determining Success

For an ecotourism and sustainable tourism certibogbrogram to be succeskfit must generate a
demand for its services among travelers and traveilnew@iaries (tour operat®and organizers, travel
agents, media, etc.) as well as among tourism provitletsls, tour operatorggstaurants, attractions
or destinations, guide services, et&¢veral key elements are necessary:

I Broad support from and involvement of intlys government, communities, non-governmental
organizations, and the media

I Credibility B with relevant, measurable aidgthat can assess environmental and social
dimensions in a variety of settings) evalubgdficiently and depsdably by professional,
unbiased practitioners

1 Communication from Herbert Hamele, Ecotrans, December 2004.
2 |nterview with Cheryl Bunker, AAA, July 2004.
13 Communication from Herbert tHgele, Ecotrans, December 2004
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I Satisfying key concerns of tourism businesBeincluding cost-savings, increased market
access, superior image, technical assigtapreferential treatment from buyers
(intermediaries) or destitians, and marketing support.

I Satisfying key concerns of consumers B assurances of quality, safety, security; value for price,
reliability; and environmentand social responsibility

I Diversity B providing consumersttva range of travel and tasm options on the destination
level as well as on service/quality/price levels

I An easily recognized brand thatu@ys a clear, attractive message

I Marketing program that includgmrtnerships with certified lsinesses as well as governments,
environmental, social and consumer organiratidcrade associations, media and others for
education, outreach and marketing support

Section 2: Key Players for Mar keting Certified Ecotourism and
Sustainable Tourism Products

Overview of Tourism Industry Structure

The tourism industry has ddeped a sophisticated didittion system to help linkavelers to the
local hospitality providers that supply destination accommdidas, attractions, food and retalil
services, and local guides. All of the participantthe distribution systemman influence the use of
certification systems. Many individuals link dirgcto the hospitality providers based their own
experience, word of mouth orggenal research through variduavel media (e.g., travel guides,
newspapers, travel magazines, TV, travel-relatdasites). The portion of tralers linking directly to
hospitality providers is increasimgpidly with the explasn of online information and ease of online
bookings.

Other travelers rely on professiorasistance to help them selecttdetions and seice suppliers.
Travel agentshave been the traditional source d¥i@e and assistance in making the important
bookings, but their role has been eroding becatiealine technologies. Travel agents often sell
packages (transportation, accommodationd,agctivities) that have been assembletoly
wholesalers Still other travelers want more personalizddration and prefer escorted tours. These are
usually arranged bgutbound tour operators in the travelerOs home country, who set up the basic
itineraries and typically also work withbound tour operators in the host couny, who provide the
on-the-ground support and local guideslividual travelers @ also often motivated to take particular
trips because of their membership in variaffaity groups (e.g., alumni assa&iions, conservation
organizations, church groups). These affinityugpr® promote the trips and market them to their
members. They typically work through tour operatordeliver the travel package being provided.
Business travelers represent a special market teegetent because theatel decisions are often
made or influenced biyavel departments and meeting planners

In addition to the various intermediaries who hievelers decide whabspitality providers to
patronize, a number of other indiysstakeholders play importardles in determining travelersO
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options.Industry associationsare both an important conduit fjagromoting certification ideas and a
mechanism for industry input into the desig anplementation of these programs. Similarly,

tourism boards and other promotion bodies can serve a®eales for certification and are important
sources of support for déication programsGovernment agenciesuch as tourism, commerce, and
environmental ministries, and regardevelopment authorities, are often prime movers behind setting
standards and promoting sustainableitmras an economic development activityade shows and

fairs provide venues for industto meet and learn about the Etdevelopments certification

programs and are often a convenient vehidefipporting dialog among various stakeholders.

Finally, consumer federations and vaious non-profit groups serve as important sources of
purchasing power, technical assistarmre advocacy for sustainable travel.

A complex and extensive distributiggstem has evolved to connect &kers to the various services at
their destinations. This means that decisions alvbether or not to patronize certified hospitality
providers are made or influenced by many peopladuttion to the ultimat&aveler. A number of
other stakeholders help to determine the conditimder which the industry will operate. Marketing
sustainable travel certificationggrams must, therefore, addreBshe relevant segments of the
industry in order to be successful.

Increasing the Supply of Certified Hosp itality Providers: Summary of Tourism
Industry Players and Interests

Most tourism businesses initially consider participating in certification programs in order to attract
more customers and increase price margins, as fie most direct way timcrease profitability and
improve long-term survival prospects. Convemdibbtourism quality certification programs (e.g., AAA
Diamond or Mobil star ratings) meet this objectbyehelping consumers easily and reliably determine
the general price and quality range of accommodatiodsservices. Sustainla tourism certification
programs are designed to attract customers by Walgithe environmental argbcial performance of
the tourism provider. The challenge for these gremretrcertification programs is that few travelers
appear to feel the need for this kind of sustaiiitg information when making travel decisions. As a
result, participating in sustainable tourismtifigation programs will seldom meet the primary
business objective of dictly increasing sales a@mpricing power, atdast in the near-term.

Marketing initiatives aimed at eaaraging tourism firms to become tged, therefore, have to focus
on other, less direct potential béite Fortunately, green certifidah programs promise a number of
potential benefits beyond just ditéy increasing sales or pricing pew These indirect benefits are
likely to be the primary reasons for businessgsatticipate in green certification schemes and will
provide the primary selling pois for getting tourism providers to become certified.

The most commonly cited potentialrwdit, after increased salestli® prospect of reducing operating
costs through green certification. This applies primarily to accommodatoiders, who typically

have a wide range of investment and managew@mins for dealing with energy, water use, and

solid waste disposal. Prospectsavings in electricity costs thmgh the use of compact fluorescent

light bulbs, room sensors and simple energy gameent protocols can oftde quite significant.
Similarly, water saving devices amgter management practices can result in significant reductions in
water usage. Some practices, sasloffering guests the option of maashing towels and sheets every
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day or using soap and shampoo dispensers (rdiaeproviding individual small plastic bottles)
provide a visible indicatioto guests of an establishmentOs enwental ethic, in addition to saving
money.

Adoption of these kinds of enanmental efficiencies often rdtifrom taking steps to meet
certification criteria, but also t#n results from initiatives to save money independently of
certification. In many cases, companies are censig these types of eco-investments anyway in
order to reduce costs, comply with environmerggulations, or to appeal to environmentally-
conscious travelers regardless of any pressuassistance from certification programs. One of the
challenges for green certification programs, trenesfis to demonstrate how they will help
participants identify and make cost effectiveagr investments that the participants would not
otherwise make in the normal course of business.

The new European initiative TourBenawvfw.tourbench.infdis to help accommodation businesses
from Finland to Portugal to reduce their reg@uconsumption and to save money. This online
monitoring and benchmarking toolfarms about certificates in Europ&d encourages businesses to
apply for certification.

In addition to possible energy, water and matesd&ings is the potealifor improving employee
morale and productivity through rtiéication programs. Several haitality providers and tour
operators (Report 3.1.3.3) indicated that certification programproated excellent vehicles for
communicating the firmOs commitment to sustaitybpitinciples to staff as well as guests. As a
result, the owners of these firms believed thatr employees better understood the companiesO
environmental and social objectives, were moghlyi motivated, and that this enthusiasm carried
over to guest relations. This resulted in high@dpictivity, better gust experiencesgnd the potential
for favorable word-of-mouth advtgsing and repeat business.

Several hospitality providers and tour opera{®sport 3.1.3.3) noted that participation in and
promotion of certification programs had been efulsvehicle for building longer-term consumer
loyalty. While this might not lead to an immeaiancrease in sales, the fact that word-of-mouth
advertising and repeat businessasimportant for most types tfurism businesses suggests that
certification can be an important component ifidig the foundation for future business growth and
profitability. With increasing ansumer awareness about enviremtal and social responsibility,
participation in sustainable travetrtification programs can alpotentially help counter adverse
customer reactions if they perceive practicesdioatot seem appropriate to them. Protecting market
reputation and position through adheremo certification principles cdre especially important, since
negative publicity tends to have a much greater impact than positive publicity.

For companies operating in countries with rigorous environmental éetgt segulationsparticipation

in certification programs can reduce the administeativirden of complyinwith these regulations.

For example, in the United States, the EnvironmdMatection Agency (EPA) has sold participation

in its Performance Track program partly on thsi®#hat it will reduce regulatory compliance burdens
for companies in the program. Compliance wi#tious performance and risk management
requirements in certification programs may also cedire likelihood of accidents. In some cases this
may result in lower insurance costs and avoid the kind of morale- and reputation-destroying events
that can threaten the very existence of a firm.

3.1.4.5 Certification Marketing Strategy December 2004 9


http://www.tourbench.info/

Some firms may be interestedtive possibility of reducing theumber of requests for information

about sustainability practices bgrticipating in widely recognizecertification programs. Firms
worldwide are increasingly being asked to providerimation about their sustainability practices to a
variety of intermediaries, NGOs, government agenamgsothers. Responding to these requests can be
a burden on management time. Participation in-detigned certification schemes can help reduce
this burden by providing most of tieformation sought by individual groups.

Finally, and most importantly, mg industry participants (Repds.1.3.3) recognized the importance
of Odoing the right thingO by their own actionscatidctively taking the necessary steps to protect
the natural and cultural resources that draw visitotkew destinations. Evahcertification does not
directly increase demand for their property or saryvthe participants feffood about their actions and
believed that they encouraged industry-wide prastibat avoid damaging the resource base. They
believed that once a significant number of firms eertified, participantsan bring greater peer
pressure on their colleagues to join the program and take steps to weed out the Obad actorsO.
Ultimately, however, it appears ththe primary motivation for most firms to join sustainable tourism
certification programs has beerettlesire to be a good corporaizen, even if there is no
demonstrable economic benefit to the business.

As with any marketing program it is importantdentify potential targets that have the greatest
OneedO for a product (in this casetification) and the ability to pafor it. For the tourism industry,
different players have widely diffing needs and abilities to payr fearticipating in certification
programs. In general, the primary focus of green tourism certification programs has been on
accommodation providers. Increasingly, however, figation programs are expanding to distinguish
between different types of accommodations (e.g.oegals versus conventional hotels) and to cover
other players in the industry.¢e, destination attractions, guides, tour operators, beaches, and even
whole communities).

Accommodation providers apeirrently the primary taets for sustainabletrism certification. They
are the segment of the industry with the mosgaliimpact on local environments, societies and
economies. They have the greatest incentivedtept their local natural and cultural resources
because they cannot easily pigk and move. Unfortunately, howesy many of the smaller niche
providers (e.g., ecolodges, histohiotels, B&B's, country cabins), which probably have the strongest
reasons to protect the resources, are often urgtatzed and not in a good position to incur the
costs and management time to participateenification programsThe bigger players (e.g.,
international hotel or restaurant chains) are genenadise susceptible to interest group pressure and
better able to pay the costs of certification. As notetiénprevious section, imest in certification is,
therefore, usually greatest among the larger accomtinadaoviders, even in those niches such as
ecotourism, where consumer andustry awareness is highest.

Given the general lack of direct consumemdad for accommodation providers to be certified,
marketing programs should normally emphasizenhay potential indiredbenefits summarized
above. These include possible cestings, improved employee morale and productivity, facilitating
regulatory and reporting compliance, protectingidatons, and the satesftion of doing the right
thing. The challenge is for green certification progsao actually deliver these benefits. This may
even be done in combination with some of the @adding activities that other travel intermediaries
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typically offer to hospitality providers (e.g., piding general informatin, contacting potential
customers, making reservations, preparing tg;keanaging frequent guest rewards programs).

Hospitality providers other thaaccommodations (e.g., destinatiotrattion managers, food service,
tour guides) have differg potential interests icertification. Some destation attractions have
possibilities for eco-efficiency costavings, but the diversity ofteactions makes them difficult to
certify. Restaurants and food services have a lostgryi of traditional healthequirements and quality
ratings (e.g., based on hygiene, ambiance, food, anigeerVhe sustainabilitagspects of restaurants,
however, are not generally of aggt an interest to customers dadd services have not been a high
priority for green travel ceffication programs. Many progranesist for certifying guides along
traditional lines (e.g., knowledge, safety skills)v&i the critical impact of guide quality on guest
experiences, many parties should haméanterest in encouraging gugit® participate in sustainable
tourism certification programs.

In Europe the Oorganic food ditieeO establishes the legal framefor the use and protection of
the terms ObioO and OorganicO. Therefore the bistaimdasm certificates iEurope do not set their
own standards for OsustainableO food in restausantsther they refer to existing ObioO labels for
food and recommend the purchase of sucheB@r@roducts; e.g. the Elbwer for Tourist
Accommodation or the Austrian &dabel for Tourism services.

Outbound and inbound tour operators have often been cited as good prospects for promoting
certification programs because of their customer béseis,role in selecting the hospitality providers,
and their clear business interespmotecting the natural and culturakources at their destinations.
Green travel programs could, therefore, focus on eagig tour operators to get certified in order to
help them sell their services to the travel masegiments that care about sustainability. The challenge
is that tour operator interest in getting ceetifiwill depend primarily on whether consumers will make
their choice of operator based, adein part, on whether or not thage certified. At the current time,
the consumer demand simply does not appear to be $eethe direct incentives for tour operators to
become certified are probably limited.

The German OForum Anders ReisenO (FAR) Astgmtihas ca. 80 specialized tour operators as
members, committed to sustainable tourism istasutes. The members fulfill a set of social and
economic and environmental requirements, butishi®t controlled by an independent third party.
Membership in FAR can be seen as Oself gamaO. As a special service in February 2005, FAR
launched a marketing website to promote its memipeasidcts. While this might appear to be very
attractive for motivating businesses to get certifirethe destinations offed by these 80 operators,

the manager of FAR has said tta offer of OsustainableO (not certified) businesses is far too large
for them to look at or accept many new products.

Despite the lack of direct bemsf outbound tour operators might juessured into getting certified by
advocacy organizations. They ars#o identify and generally located in the developed countries
where consumer and advocacy groups can more easily bring public opinion to bear on them.
Furthermore, they depend heavily on word-of-maadkiertising and repeat busss, so to the extent
that certification actually improwethe vacation experience of theieals, they would have a reason
to become certified themselves. This is likelyp&especially true of spialty tour operators who
focus on niche markets patronized by environta&r and socially-conscious travelers (e.g.,
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ecotourists, educational tours, culiui@urs) who at least potentially might be more inclined to travel
with tour operators thdtave been certified.

Despite the potential appeal of tigito get tour operators to become certified, it is important to note
that they cover a relatively smalbrtion of the overall travel artdurism market. For example, only
2% of all U.S. outbound travelers and 3% of U.Serimational ecotourists traveled with tour grodps
(WTO, 2002). As a result, evenitfis possible to sign up a signifidgmercentage of tour operators,
they will not influence a large share of the tourism market.

Travel agents present a different situation froor obperators in that they are still a relatively
important source of information for travelers, pubbably less motivatetd promote sustainable
travel certification. Despitthe rapidly declining role of travel agents, almost half of U.S. outbound
travelers still use travel agents as a source of informiatibtost travel agents have limited incentive
to promote certified providers because travelers lodkém primarily to help with travel logistics and
finding attractively priced packages. Specialty agevho serve the segments most likely to be
interested in sustainability (e.g., ¢@orism, educational and culturalrs) presumably have more of
a reason to get certified. Howeysome of the true specialists (e.g., Manaca, which focuses on
ecotourism destinations) make a pahtloing their own evaluations tfe sustainability practices of
the lodges and guides that thepnesent and might view certifisan programs as undercutting their
raison dOetre. Overall, it seems tiavel agents are somewhat less likely than tour operators to be
interested in getting certified.

Travel wholesalers, who purchase transport, acootations and activities in bulk, package them into
tours and offer them to travel agents (and sometdirestly to consumersre an important segment
of the travel industry. They arertgely behind the scenes, howeverttsey probably have little to be
gained by becoming certified. They might, however good vehicles for certified hospitality
providers to use in selling thredwn products, as discussed ie thext section on increasing the
demand for certified travel products.

The travel media (guidebooks, magazines, nepsa TV, Internet) arpotential providers of
information about certification arglistainability practices, which tate has largely been covered in
more academic literature. Their interests are in ingrgasrculation and readership, so the need is to
provide them with information and copy thatables them to present information in an
entertaining/informative way. In general, this me&anoman interest and timely newsworthy materials,
not technical information on ceriifation programs. Guidebooks are fieqtly cited as an important
target for marketing green certification programs, but they may often be reluctant to promote
certification since much of their added value cofmas the first-hand assessments that they provide
about individual properties and desitions. In short, the traveledia is a vehicle for promoting
certification, but not a candiate for getting certified.

Other major tourism businesses, especially the bliges, have a major stakethe sustainability of
the travel industry and have a large and obviousignpn the environment (especially in terms of
energy use and emissions). To datwvever, they have not beennpary targets for certification,
probably because there idatively little that they can do to redeienergy use in the near-term. Given

4 World Tourism Organization (WTO) (2002}he U.S. Ecotourism Market (Madrid, Spain)
15 Ibid.
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the growing worldwide concerrbaut global warming, however rlines and other long-distance
transportation companies are logical candidatepddicipation in climate change certification
programs and could become more significantgrisyn promoting suainable travel through
certification'®. For example, British Airways has been ader in publicizing best practices through its
Tourism for Tomorrow awards (which in late 200dre taken over by the World Travel and Tourism
Council or WTTC). They might be encouragedcenhance visibility and corporate image by
sponsoring or promoting carbon offséihrough green traveertification programs. This could lead to
certification for the airlines themselves at some pdiat they are probably nparticularly promising
near-term candidates.

In Europe, OForum Anders Rei€e(FAR) is a partner of thatosfai© carbon offset fund initiative
(www.atmosfair.deand also motivates their members and clients to participate.

So far there is no certificationrfthe complete Otourism supply ei@iincluding transport, lodging,

and other activities in desations. However in 2003, the Dutch public ecoldgileukeerstudied the
feasibility of certifying complete tour packages from the Netherlands to the Alps: in principle it is
feasible, but difficult for various reass (diversity of packages, verification costs, etc.). The principal
idea and solution is that each &0 of a package tasicertified by a @liableO ecolabel: the
transportation, the hotel, the restaurant, the sport ssnetc. There is also the experience of a Swiss
tour operator (SSR Reisen in the 900s) to sheautainability of theitour packages by Oself
declarationO, the most advanced experienced so far in Europe.

Increasing Demand for Certification:  Summary of Potential Consumers and
Their Interests

Decisions whether to patronize certified hodjpitgoroviders are madboth by the travelers
themselves and by the intermediaries who help timaike travel decisions. As a result, both the
travelers and the industigtermediaries should be considemgden designing marketing programs to
increase the demand for certified gréeavel. Tourists are primarily interested in a reliably safe and
enjoyable vacation. Travel companies are irsteek in improving their competitive position and
increasing profits. Accordingly, the marketingssages for each have to be quite different.

The so-called mass market (shopping, visiting frieanal$ family, business travel, etc.) is motivated
primarily by traditional price and quality consi@tions. Depending on the particular traveler,

different aspects of the expenice (activities, accommodationspdl, health, safety) may assume
priority in decision-making, but stainability seldom ranks high. Qne other hand, participants in
niche market (e.g., ecotourism, education, cultunatism) are more likely to be concerned with
sustainability issues. For many of thespecialty travelers, the inherémterest in sustainability will

be there. Most will still requirpersuading, however, to use greeriiteation programs in making

their travel choices rather than relying on less fdreources of information (e.g., personal experience,
word-of-mouth, company promotional materials).

18 Many intermediaries are springing up to facilitatéooaroffsets. See, for example, www.climateneutral.com.
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One of the major challenges in designing greenfation marketing programamed at travelers is
identifying which ones are likelp respond to which messages. Agklabody of researaoéxists that
indicates strong consumer interessustainability, at least in primgle (3.1.1.1). However, it is also
clear from industry comments and academic resdhgattthe types of consumer attitude surveys
normally used to collect this information are subjeca high degree of s@tiresponsibility bias

(3.1.1.2 and 3.1.3.3). In practice, it appetduat few programs have been successful in translating this
latent consumer interest into actual demand feciig information on sustainability practices, much
less into demand for déication programs.

In general, even socially conscious travelers &mdylito be most concerned about the costs and the
guality of the experiences that they will have. Assult, they will be most interested in information
that helps them determine those aspects of themtion experience. Most trelers will be interested
in sustainability rankings, if at all, only after thiegtve evaluated these more traditional factors. In
addition, the information needs of those travelers arfeanterested in sustaibility (many of whom
will be in niche markets) are likely to be heaviljlienced by their particular interests. For example,
birders will be especially caerned about getting informatiobaut the condition and protection of
bird habitat, scuba diversith the health of reefs, cultural traees with protection of heritage sites,
and so on.

Travel businesses have different reasons for ptiomgp sustainable tourisgertification programs and
purchasing certified products on b#ha their clients. For exampleéy addition to the motivation of
protecting the long-term viability dheir favorite destinations, tour operators may also be interested in
using certified hospitality provideksecause it could save them tianed effort in identifying inbound

tour operators, guides, accommodations and otheicegroviders. Most tour operators will conduct
their own thorough due diligence irstegations of potential vendorsfbee risking their reputations

using them whether they are certified or not. $&veur operators suggest, however, that they

would be more likely t@short-listO prospectivew vendors for further consideration if they were
certified, since that would be an indicationtlo¢ir professionalism (3.1.3.3). Over time, if tour
operators show a preference for considering certified hospitality providersur business, this will
translate into increased demand for them. For exanifJl Netherlands (thkargest tour operator)
collaborates with the Dutdfilieubarometerwhile ANVR (the Dutch tour operatorsO association) has
an initiative to establish sustainbtyi policies at their 200 members.

Travel agents and wholesalers #re other industryntermediaries primarily involved in arranging
purchases of travel products and, as a resulpasiéoned to directly ipact demand for certified
products. The consensus in the indugrthat travel agents are geriraot likely to steer clients to
certified properties unless the clients expressly redbasthey do so, which urrently not the case
(3.1.3.3). Like tour operators, tra\agents and wholesalers preferéesommend hospitality providers
that they have visited or have had good recommemtatibout, but the link less direct than with
tour operators, who usually have guides accompanying the travelers.

Travel agents are being severely squeezed by tiveeaiand hotels, which are turning to on-line
booking, so many are looking for new business mo@aie. likely effect of tis squeeze is that a
growing number of travel agenisll attempt to differentiate themselves by emphasizing more
personal service, including possilggeater attention to sustainatyilissues. Since they have less
latitude than tour operators tortduct in-person due diligence, theygimi be more inclined to rely on
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green certification programs in recommending ltadify providers, thegby creating demand for
certified providers.

Corporate travel offices and miwy planners are major decision-makers for many business travelers.
Large socially conscious companies that areiagek improve their environmental performance
across-the-board are good marketing targets for graeel certification progams. Green certification
programs are an easy way for them to meet EB§@m goals. Given the large share of the market
accounted for by business travel (29% of U.Sbound travel), marketing through corporate travel
offices should be an efficient way to build graeavel volume, especially for business-type
accommodations.

The other major players in the t@m distribution chain (e.g., theipt media, business associations,
trade shows) are not directly inveld in booking reservains. As a result, their influence in creating
demand for specific certified produatan only be indirect, but they can be very important. Some may
have a strong desire to encage sustainability through cergétion and can do so by building
awareness of the issues and creating a more faleochmate of opinion abouwertification. As noted
above, the primary interest of the media is selling their publications. They need timely and interesting
information that will connect information about cadattion to their story-lines. To some extent, it

may be possible to convince guidebooks and others to present straight information about the
certification status of individual hospitality providensd this is likely to directly increase demand for
them. In general, however, it is likely that mgatdebook and other travel iners will want to add

value by presenting their own first-hand assessmetftsrrthan simply listing certification rankings.

The wildcard in potential industry imest in and ability to creatiemand for certification programs is
the Internet. The big travel websites and portallsreaspond primarily to consumer interest. Given the
current lack of traveler demand for informationtba certification statusf tourism providers, the
Internet is probably stiessentially a latent player. Oncensumer demand begins to pick up,
however, the Internet and variolypes of travel portals are liketo become major sources of
information about which tourism providers aextified. That spreadingf readily accessible
information will then create significant additional incentives for more tourism providers to become
certified: the resolution of certificationOs classiicken versus egg dilemma -- simultaneously
creating both supply and demand.

Other Stakeholder Groups Potentially In  terested in Promot ing Certification

In addition to travelers and firms/organizatiamshe travel industry, many other stakeholders
potentially might have interests pmomoting sustainable travel Gécation programs. One somewhat
amorphous category is the wide variety of affinity groups that sereatalysts and organizers for
travel. For example, groups such as churchesmilassociations, and conservation organizations
often help to arrangeipis and have a strong involvement wststainability issues. These affinity
groups are promising targets for promoting certification programs and can bring pressure on tour
operators, travel agents, and htaigly providers to become cdiéid or to patronize certified
providers. Consumer organizations, such as Coasttgnion, have not yet become active players in
sustainable travel certification the United States, but have th&ential to become forceful
advocates as travelers become more inter@steastainability irthe tourism industry.
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Government agencies (international, natiolwedal) will often have interests in promoting
certification. Many are responsilfier setting environmental, heljtand safety standards that are
either explicitly or implicitly incoporated into sustainable travel certification criteria. Others are
responsible for promoting tourism as an econaeieelopment option and are becoming increasingly
aware of the importance of incorporating sustaingbtlonsiderations inttheir programs. In many
cases, governments have been the driving force bétencteation of sustainabtourism certification
programs. Even if governments are not directipived in developing the programs, the costs of
launching them are so high that governments may fretyuend it in their inteest to help finance
them, at least through the start-upipé, in order to advance publiclmy interests in the context of
public/private partnerships.

NGOs have also assumed diregpensibility for develping many sustainabteurism certification
programs as a way of advancing thererall objectives. Alog with governments, they have helped to
finance certification programs andpoovide technical assistance eweimen they have not been the
prime movers behind specific pragns. Well-respected NGOs can giday a valuable supporting

role by lending their names and credibility to pigs. In return, they can gain visibility with
important segments diie traveling public.

Given the importance of developiegedibility for certification progams with the traveling public as
well as industry partnerspinion leaders and public figures aso be instrumental in increasing
awareness and confidence in the various progremagidition, as emphasized by many of the industry
practitioners interviewed for the study, association with respected nasrosector firms that target
socially-conscious customers (e.g., PatagoniapM/Foods) can provide@nsumer recognition and
trust. These companies are ofieterested in finding ways faromote sustainability beyond their
narrow industry areas and greeariem certification programs offer a convenient vehicle for doing so
in the travel field.

Section 3: Common Marketing Strategi es to Facilitate Both Provider and
Traveler/Tourism Intermediary Buy-in

This section summarizes general marketingesjias necessary both for encouraging tourism
businesses to get certified and iimcreasing consumer demand for certified tourism products and
services.

Involving diverse stakeholders  in program development

In the earliest stages of program developmeniyedkas throughout implementation, it is important to
involve diverse stakeholders. The development of E&@es as a prime example. At the outset in
1990, it convened a group of interested individuapresenting the timb&ade, the forestry
profession, environmental and human-rights ogtions, indigenous peoples, community forestry
groups, and forest producgrtification organizations. It develaph@ membership that is open to a
wide range of organizationsi@ individuals who represent satieconomic and environmental

3.1.4.5 Certification Marketing Strategy December 2004 16



interests and who demonstrate a commitment to FSC and its Principles and Eriferiaxample of
widespread stakeholder involvemen development of tourism certification is the PAN Parks
program, which addresses environmental and ssgshinability of large protected areas and the
tourism activities and stakeholders in surround comitres. Because its scope is broad, it needed to
involve national and local governmsr{especially protected areas mgers and administrators), the
local and national tourisimdustry, private sector, and commuegti A similar approach was used by
the European Charter for Sustainable Tourisfristected Areas, run by the EUROPARC Federation.
About a dozen protected areas have so far beéfietk involving many tourism stakeholders in the
areas and implementing about 15 concrete psEthat lead to continuous improvement
(management certification).

This involvement of a wide variebf stakeholders facilitates buy-amd marketing to both consumers
and businesses. When government, trade assmsasuppliers, consumer and advocacy groups, and
community representativese provided with the opportunity tortiaipate in the pvcess of program
design, they feel more allegianaadeare more likely to edinue to be involved once the program is
implemented. While engaging in participat@anning may be more time-consuming and
cumbersome than working in small committees, itloap avoid conflicts at a later date and increase
program acceptance and uptake. Sustainablestowertification program development should
include participation from national and local gaweent representatives, tourism providers (lodge
owners, inbound operators, guide $egg, etc.), environmental asdcial NGOs, tour operators and
travel agents, tourism trade associations, commgnayps and local or regnal tourism specialists.

For a sustainable tourism certification prograrsuoceed, government B both national and local B
involvement will be necessary. Tourigninistries in governments play a vital role in marketing their
countries and tourism businesses, as well as reggltétem. They can also be effective in ensuring
smooth development, implementation, and promotiocedification initiatives. It is not necessary
that government entities run such programs, asrteyhave insufficient funds available to do so
effectively, may be overly bureauti@and not market-oriented, or ynbe seen to have political
motives that inhibit large-scale industry involvemértie Certification of Sstainable Tourism (CST),
run by the Costa Rican Tourism Institute, is a aagmint. It exists because of strong government
support, but has become overburdenad mired down in government bureaucracy.

While involvement of members of the industry, blatitge and small, is itical, no one company or
group of companies should have more influenem @y of the other stakeholders. Otherwise,
conflicts of interest or thepmearance of such conflicts may arise, threatening the programOs
credibility, and impairing consumand industry buy-in. The MSC lewad this lesson early on when it
became clear that it had to involve large and simdilstry representatives in addition to its founding
industry member, Unilever.

" ESC website www.fsc.org
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Incorporating marketing strategy into design of certification programs and
ensuring financing

In developing a programmatic strategy, certificafpoograms, as well as the STSC, need to include
marketing as one of their primyaresponsibilities. They need tacilitate the development of
educational and outreach prograamsl resources, create pronootl messages, identities and
resources, and conduct marketing to all staldgdrsland public audiences. As examples of
certification programs incorporating marketingp their mission, the MSC includes Oproviding
consumers with accurate information about the &@gronmental choice in seafoodO as part of its
mission statemefft, and The Food Alliance has investe@mextensive market development
program'® Among tourism certification programs, BlB&ag requires that the network of national
organizations that implement Blue Flsigndards conduct emehmental educatioff. This
awareness-raising campaign involves governmemidocal businesses (if beaches are private),
thereby increasing buy-in from key stakeholders.

While during the first few years of establishmehtertification programs emphasis must be put on
developing standards and criteisgstems and processes, program design should include consideration
of what will sell, as well as marketing strategy. Funding for markesearch, education, and outreach
must be considered as integral start-up andadip@al costs. Becauseetimitial activities of

developing a certification prograamd marketing do not generateeaue, tourism certification
programs should consider being édthed as non-profit ganizations, eligible for receiving outside
funding for start-up activities.unding should then be sought from donor organizations (private
foundations as well as development banks) for mengséd tourism providers and consumers, as well
as for supporting SMEs to accesstification. Alternatively, ceification programs may be

established by national governmentghis is the case, funding allocations should be large enough to
cover operating and marketing costs for at ladstv years until the program can become self-
supporting by generating its own revenue.

Once funding for marketing is ensuréds important to hire marketg staff or contractors. Energy
Star has contracted out its marketing to tlo@esulting companies wh@rduct market research, do
outreach, and establish partnershifth a variety of audiences aable to get the word out more
quickly and efficiently. MSC alsbhas staff people who developatonships with fisheries to
encourage and help them become certified. AmelGreen Tourism Business Scheme has hired a
marketing consultant to organize familiarizattaps for journalists, media relations, prepares
specialized articles.

An interesting new marketing development hasn initiated by VIABONO, one of the most
advanced ObrandO initiatives. VIABONO startedd@stification program witB0 criteria for each
product group (hotels, camping, local destinati@amsl nature parks) combined with a branding
approach: marketing via Internetw.viabono.dg¢ However, as they do not receive as many
applicants as they need in order to offer coremsnan adequate product at®iin many destinations
they seem to have Ogiven upO their own certification program ancbdiéfboration with other

18 MSC website:www.msc.org
¥ Scott Exo, The Food Alliance, interview, July 2004
20| think this comes from Herbert HameleOs research. Please check.
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certification programs in Germany and other cdestrThus VIABONO switbed from OcertificationO
to OmarketingO in some destinations.

All tourism certification proponentdisuld consider hiring a public reélans specialist once programs

are fairly well developed and treers a sufficient number and dredy of certified products and
businesses. To take advantage of economiesatd,sa staff person or mketing department could
promote certified businesses on a global level through the Sustainable Tourism Stewardship Council
or regionally through the regional networks, oncedghglan accepted baselinarsdard. In Europe this

can now be done through the VISIT network.

Prioritizing and initiating  program start-up activities

In early stages of program dewpinent, stakeholders must be stlvat the standards and criteria
facilitate marketing. First and farest, the criteria should be bdsen clearly identified needs and
preferences of the markeg. the users. For consumers, theecidt must satisfy concerns regarding
guality, safety and security, as well as sustalitgbFor providers, it willboe important that their
business needs, outlined below, are satisfied. Another way to stimulate marketing is to include
marketing and promotion requirements in the critéfat is, sustainable taam providers should be
asked to include awareness-raisamgl marketing of certifetion to consumers. As an example of this,
FSCOs Principles and Criteria eskifiers and certifig businesses to condumitreach on responsible
forest management and other environmental conéérns.

In addition, during these early stag#® first step in marketing B conducting research - must be taken.
Market research examines the specific @ns and needs of tasim providers, tourism

intermediaries (tour operators and organizersetragencies, trade associations, etc.), NGOOs, and
governments with the scope of the program. This inébion is necessary to sure that standards and
criteria are approprialy selected and to idefy the most effective wayt® conduct marketing. Unless
certification addresses the concerns of all stakignsland audiences, it will not find markets and will
fail to take hold.

While much research and knowledge regarding netttsirism providers and concerns of travelers
and tourism suppliers has beemrial out and is cited above, mapecific, localized information
may be necessary. Market information at natiamal regional levels (at which many programs are
developed) is often lacking. bddition, it is importanto fully understand the supply chain b key
players, governance, and functiondat®nships b of the destinatidiosbe covered in order to design
effective marketing programs, as well as the lfgir@communication chaird Omarketing chainO.

Ensuring credibility

Successful marketing of certiiion programs depends on dreg and upholding an image of
credibility. Because some travelers and tourisnrésts associate many exaegpbf ecotourism with
Ogreenwashing,O there is plentgkefpticism about whether environmental and social responsibility is

2! Interview with Richard Donovan, Smartwood, June 2004.
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truly possible in the tourism industry. Therefasastainable tourisrma ecotourism certification
programs, designed to ensure the integrity of sudigityeclaims will need to demonstrate objectivity,
equity, and credibility.

Credibility can be enhanced in several waysstFassociation with Wieknown and respected NGOs
can engender trust, especially among consumemadmtvith providers who may be skeptical of
government. The World Wildlife Fund (WWF, Worldvedrund for Nature in some countries) and its
panda logo are well known throughout the world; WW&s a strong reputation, an active education
and outreach program, and has experience in ecstodevelopment, as well as forest, seafood and
tourism certification. In fact, ivas a founding member of several green certification programs b FSC,
MSC, and Pan Parks. Other organizations that might be considered are National Geographic,
Conservation International, afithe Nature Conservancy. In Italyggambiente Turismoffers a high
level of credibility because of itmdvocacy role as an environmental NGO, while the fact that it is not
dealing in depth with marketing allows it to perceived as independeiibey have publicly

withdrawn certification from a f@ hotels. This is recognized byetlother certified businesses B who
thus feel proud of the certificate.

Publicly developed certification program&arsually considered highly reliable: eNprdic Swan
Austrian EcolabelEU Flower, etc., particularly irtcountries where the government is perceived as
reliable.

The European VISIT Standard is also recognized and credible, wgiilg an innovative mechanism:
the Tour Link initiative (by Naut Kusters of ECERAaims to unify tour ogrators® and ecolabelsO
criteria. The idea is that the ecolabels do the aodige for both their own requirements, as well as
the tour operatorsO requirements. The tour opetateesess work, while géty reliable results from
the ecolabels. The operators recommend that theirsheypely for one of the VISIT ecolabels; thus the
VISIT ecolabels will have more applicantscacertified products to offer to the consumer.

An alternative strategy for gendirey credibility is toassociate with governmeor multi-national
organization. The Energy Star program is credibl@arge part becauseis run by the U.S.
government? It enjoys significant support from bothetlRepublican and Dematic administrations,
and a large marketing budget. This has enableddyrStar to penetrate the marketplace with
recognition by 50% of the Americamfter 12 years of existen¢e.In contrast, the Costa Rican
Certification of Sustainabledurism (CST) program, also run by the government, suffers from an
insufficient budget and low usage due to industry skispti, perceived conflictsf interest (including
the perception that it favors large hsteler small and community-based lodgés)Therefore,
alliance with or sponsorship with governments ntigstonsidered in the canxt of local realities.

A third and related possibility for developing imational credibility for a certification program,
and/or for the Sustainable TourisStewardship Council, would be agsociate with international
bodies such as the United Nations in ordegaim recognition, respect, and financing. UNEP is
already involved in promoting sustainable tourisrthwts Tour Operators Initiative as well as policy

2 Interview with Rick White, ICF Consulting, July 2004.

2 Interview with Maria Vargas, EPA, July 2004.

24 Newton, Tina et al., 2004, OAssessing the CertificatioBustainable Tourism (CST)dgram in Costa Rica.O0 School
for Field Studies report, AJuela, Costa Rica; Honey, M. and Bien, A.., 2004. O
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development. It seems likely that governmebtadies that recognizedlpotential of revenue
generation, environmental and cultural conseovatand community development would seriously
consider committing programmatic resources famdls to sustainable tourism certification.

Alternatively, credibilty can often be gained through assooiatwith trusted private companies that
have established solid reputatidos corporate social responsibjl. For many individuals, companies
such as Patagonia, Whole Foods, or REI bringamistame recognition and trust. In some cases,
partnering with these kinds of fistrmay be more effective witloesumers than government or large
NGOs, who may be viewed as pushing their owmegs rather than being in tune with customer
needs.

Another way to demonstrate credibility of cedétion is through the measurement and documentation
of certificationOs impacts. Numbers and indicattish reveal positive impastand growth in usage

of certification programs provide evidence for engaging further support from the business community
as well as consumers. Tourism certification prograhmould develop a series of indicators, monitor
them, and publicize them. Supporters and marketessrtification should use these measures when
promoting the benefits of certifitan to consumers as well as to tourism providers. The Fair Trade
Labeling Organization (FLO) uses an auditing systenack all Fair Trade products throughout the
supply chain thereby ensuring thaicps are fair and established tegatactices are being adhered to.
The process also provides cleadaccurate documentation of the sopand growth of Fair Trade,
calculating monetary and other bétse The information is then used for marketing to sellers,
distributors and advocacy groupsgdahese groups, in turn, use it to sell Fair Trade products to
consumers® Likewise, Energy Star measures and doenisi reductions in gas emissions and energy
use, and cost savings to its parts. This information is then gged on to producers and consumers to
encourage them to trust the program and its berf&fits.

Energy Star claims that one of the ways it dematestrintegrity and reliabili of its standard is
through rigor. It has developed &iaically rigorous spefication which can beasily tested. While
this might be difficult for many sustainable tourisntania, there are advantagjto developing strict
measurable standards for certain criteria. For @k@na standard threshold level for non-renewable
energy used per tourist, notlie exceeded, could be establifeith accommodations utilizing
renewable energy receiving exemption from thiseaoh). Rigor can also bdemonstrated through
third party auditing. The Small Luxury Hotel (Sh.Hrogram even goes as far as instituting
unscheduled, anonymous on-site auditing to ertbatehotels are keepy up with the standards.

An important method for ensuringehrustworthiness of certificatn is by providing transparency.
The standards and criteria, procdgs; players, and certification ldgeof certified tourism providers
should be made easily available to all. Thisinfation can and should be provided and kept up-to-
date on a website, as well agpmblications and printed materiakhe public ecolabels in Europe
publish their full standards and verification procedurThis greatly increases credibility. However
some private schemes protect their experiende&kaawledge and only pubhisan excerpt of their
standards or give information lgrafter registration and with password (e.g. GTBS, Green Globe
21).

BTransfair USA websitayww.transhirusa.org
2 Interview with Maureen McNamara.
27 Small Luxury Hotels websiteyww.slh.com
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Finally, the transformation of a certifition label or logo ito a ObrandO can, with time and significant
promotion, build credibility. A successful brand eresucredibility, consistency, and reliability. Again,
Energy Star, recognized by over 50% of the Amerjualolic, is an example. Trade marking the name
and protecting it through judicial means, if necessary, provide increased assurance that it will not be
misused by others. In another stggpteNordic Swan, EU Flower, aride Austrian ecolabel started and
are highly recognized and well knowhthe consumer as Oproduct lsOgpaper, paints, etc.). This
credibility is transferred to thegertification of tourist services.

Documenting and dissem inating certificationOs growth and impacts

As mentioned above, quaiitve and qualitative documentationesfvironmental, sociocultural, and
economic successes of certified businesses provides hard evidence to make a positive case for
certification, attracting mediatantion as well as support fronusinesses, trade associations,
government, NGO's, and consumers. To sell ceriificdd these diverse autices, several types of
information should be collected. To the extent gassidata would include the following information,
broken down into different categories P e.g. lagational, and international; mass market vs.
specialty markets, etc.:

I environmental, social and cultural impacts of all tourism businesses

I environmental, social and culturalparcts of certified tourism businesses
I cost savings realized by certified businesses

I pricing differences between certifi@ourism businesses and others

I marketing value of certified businesses

I increases in supply of ceigfl businesses and products

I increases in demand for certified tourism

The data can be used in various ways, dependitigeoimterests and conceroeach audience. For
example, when promoting certification to tourism pdevs, it will be important to promote benefits of
certification encountered by existing certified businesses. Measucestedavings, energy and water
conservation, and revenue generation resulting &ohanced marketing, as well as cases of image
enhancement and preferential treatment of toupsoviders by intermediaries or government are
examples of selling points. Some ecolabel&umope recommend or require the monitoring of
environmental consumption. The European TourBeystem (online and free of charge) is the new
tool for all those who are interested in knowimgl aegularly recording theenvironmental costs and
consumption (energy, water, wastbemical substances, etc.).

Providers will also be concerned with growth imrhers of certified businesses as they will want to
keep up with the competition. Environmental groufishe interested in meases of reduced energy

use, water use, and waste, and indications of biodiversity conservation and improved design and
landscaping. Organizations concerned with labor, social and cultural issues will want to see numbers
and examples relating to local employment, ris@da community improvement, and preservation of
culture. Concerned consumers, including intermediandkbe interested in similar measures, as well

as in economic indicators relative to pricing.
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Creating and trade marking a brand and developing accompanying messages

While the main value of a brand is for sellinggucts and services to consumers, its image and
protection are important to producers as well. Wihermessage and emotions portrayed by a logo or
brand are attractive, consumers will want to pasghbranded products and producers will want to be
branded. And, both will want to be assured of crnéitlitand integrity of the label. The Energy Star
label is a successful one in thiahas high recognition, a simple message, and provides clear benefits
to the consume? As a result, there is a large demanditfdt is also defendable because it is
trademarked. Companies or otheritezd that try to use it falsely or to imitate it can be subject to
persecution.

The creation of a label, logo or brand for susta@ablirism certified producend services must be
done with care. It should be attractive and easgentify, and should convey environmental and
social sustainability as well as quality of product oviee. If these messages cannot be conveyed in
the logo itself, an explanatory thge is useful. In addition to hmessages, the brand should evoke a
feeling. An objective of marketing is to create aipee feeling which promotdsyalty on the part of
consumers as well as tourism petis. Finally, as the Energy Star program has done, the tourism
certification brand should be tracharked in order to ensure grotection and defensibility.

Marketing messages aimed at tourism providetsrnmediaries and end consumers must also be
created carefully. They shoulddress the concerns of each group and be simple enough to be
captured quickly. At the beginning of its camser marketing campaign, Energy Star conducted
market research to come up with an effecthassage: ODid you know that Americans spend over
$1billion per year to pwer their TVs and VCRs when theyOre tumfé2i3° It was followed up by an
explanation of how appliancesrogang the Energy Star label can save money and energy. The initial
message shocked consumers enough to listdre teecond message, which provided them the
information they needed to taketion to addresheir concerns.

Once developed, the logo (or brand) and messsigeuld be included &l communications and
promotions. All of the stakeholders b the medgtified businesses, government, NGOs, etc. b
should be encouraged to use them in their cooredences and marketing. To facilitate this, they
should be provided with a variety of resources, aghrochures, informain sheets, marketing kits,
digital images, stickers, etc., whiblkar the logo and convey the messages

In spite of the importance ofisking with a consistent messagearketing of certification and
certified businesses and products must be somdielédle, depending on ctent public concerns
and the particular target audience. For exanipbeyise lines are facedith health concerns,
certification messages must responthis, or, if there are water shayts in a particular destination,
marketers will want to focus on water saving inities that can be or have been implemented by
certified businesses. The MSC adjusted its salmarketing messages when the public learned of
enviroggnental problems with farm-raised fisksteess that its certified Pacific salmon is wild
caught:

28 |nterview with Stephan Sylvan, EPA, July 2004.
2 Interview with Stephan Sylvan, EPA, July 2004.
% Interview with Karen Tarica, MSC, June 2004.
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Because of the proliferation ofsainable tourism certification pragns, each with its own logo, has
caused confusion among consumers and providess &likill be important to create harmony among
them. Individual program logos might be subsumeder an international one, such as of the STSC,
with both appearing and with each clearly differeetia Or they might be redesigned to incorporate a
universal appearance. In any case, messages wilheébto be tailoretb avoid confusion and

project a common image and unstanding. Coordination provided by an organization with
international scope and renown, will be needed.

Providing information and resources

Certification programs, as the developers and holofessistainable tourismastdards and criteria, are
in a focal position to serve asesource for diverse tourism interests. They should provide access to
technical and economic information on sustainédleism practices, products and resources (e.g.
energy efficiency systems, green building, comsgon strategies, organic products, consultant
services, etc.) for tourism providers. Small and meddaterprises, in particular, have a great need for
technical assistance, and if they can get it feooertification body, it may eourage them to become
certified.

As discussed above, certifiers should also mairgathcommunicate measures of tourism impacts and
sustainable tourism certification béme and costs. This information can be transmitted to tourism
providers as well as tourists amdermediary suppliers when matke to these intest groups. In
addition, it can be used to lobby governmentsjdrassociations, NGOs and others to support
sustainable tourism certificath and certified businesses.

Marketing materials and support are also impont@sburces that should be developed and supplied
by certification programs. The more of these suppgmaterials that can h@ovided to certified
providers, intermediaries, and pat organizations, the easier it is for these entities to promote
themselves and the certification program. The niwedabel or ObrandO gets out there in a positive
way, the more recognition it has and the more likedy Husinesses as well as consumers will want to
use it. TransFair USA, Energy Star, and Viabono kbgvand distribute a wideange of educational

and promotional resources to NGO partners, certifiexsinesses and retailerstie used to develop
consumer awareness and publicize their brahds.

Developing personalized and ongoing relationships and networks

Certification program proponents should develop @arltivate relationships and provide them with
personalized attention, in order to help them become successful. The Small Luxury Hotels program
and the AAA Five Diamond Ratings place a great déaimphasis on getting to know and understand
the needs of their business and consumer constituents and work hard to accommodate those needs.
They attribute much of their popuity to two factors: users apguiate the special attention they

31 On its websitewww.transfairusa.orgt offers marketing materials (brochures, signs, window stickers, marketing guides,
press Kits, articles, etc.) to college campuses, offices, faith groups, and federal government offices. It also has a video f
use by distributors as well as grassroots organizations. Likewise, Energy Star offers a variety of resources for
manufacturers, service providers, home builders and utilities wmvitsenergystar.gowebsite.
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receive, and they feel that the ratings paogg are responsive to their individual concéfns.
Likewise, The Food Alliance examines the bendétg. new markets, price premiums, etc.) farmers
and suppliers gain with certfation, and works to increase axpand them for all involved. They
also |00I3<3at consumer prefereneewl work with producers and bugdo tap into key consumer
markets:

At the beginning of program implementation, iespecially important to identify like-minded

individuals and use a personalizggbeoach to achieve buy-in. After wang closely to help providers
become certified and suppliersgarchase certified pducts, certification grams can use these
innovators and early adopters to demonstratalmrogram success. Positive results serve as
inspiration to others and their exmnces provide valuable lessons for future use. The MSC found that
it had most success in selling dgget seafood when it did promotiat conferences, trade shows and
other ve?ﬂues where staff could kegpersonal contact with bottslieries and fish suppliers or

retailers:

In order to overcome challenges of linking suppiigertified wood product&ith demand, the Forest
Stewardship Council created several marketirtgzokks composed of small buyers (who banded
together to form buyers groups), large buyersi{sscHome Depot, Lowes, Staples and British Do-It-
Yourself hardware stores), NG®spporting sustainable forestngchconservation (such as the World
Wildlife Fund, Metafore, and Forest Trendahd government agencies (such as US AfDThese
organizations work together with both consun@erd suppliers to increabely in for certification by

the forestry industry and to get certified forestduats to interested marlsetWhile some of these
networks have faced challengesatancing supply and demand in a globalized marketplace while
also ensuring financial sustabikity, the FSC and its founding partner, WWF, have continuously
devoted time and energy tedp the networks functioning.

Creating partnerships for marketing certi  fication and certified businesses or
products

Because most green certification programs are shalk limited budgets, and typically focus on the
process of developing, assessing anwhitoring standards and criterthey find it difficult to take on
the marketing of their programs aservices. Because this task is ooe that can be ignored, many
certification programs have thereéosought support from a widenge of other organizations and
individuals. They have formed partnershipish the media, governments, non-governmental
organizations and industry members, all of whrame defined, well-estabhed constituencies, to
solicit their assistance metting the word out ahadvocating for certified products and services.

For example, th&cocampingertificate is highly based on persbrelation between the trainers and
the camp-site owners. The trainers, from the begmroffer highly effective and valuable advice to
each participant in an Oecocampiggidp (at the German state lewely. Bavaria). Regular meetings
and events create a feeling ohgmanionship and good awareness, whielicity in the market (fairs,

32 Interviews with Cheryl Bunker, AAA, Septérer 2004 and Lanny Grossman, SLH, July 2004.
3 Interview with Scott Exo, The Food Alliance, July 2004.

3 Interview with Karen Tarica, MSC, June 2004.

% Interview with Michael Conroy, Yale School of Forestry, June 2004.
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conferences, annual camping association meetings, etc.) makes the 100+ businesses proud of their
environmental management certificate. ThusEbecampingnitiative continuously grows and has
achieved a high levef credibility.

In the tourism sector, thereadarge pool of stakeholders foutreach and marketing. Potential
partners include the media (espadlgi travel publications and weibss); environmental and consumer
advocacy NGOs; government agencies interestedvivtonmental issues tourism and community
development; travel and tourism teadssociations; large and/or well-known travel service providers
(including airlines and travel agemes); and certification progrants other industries or sectors. .
These organizations can assistany ways depending on their spheféanfluence, and certification
programs should nurture relationships with partigrproviding them with information, marketing
resources and tools.

The most effective marketing partners among consumer advocacy and issues-based NGOs (e.g.,
environmental groups, indigenous rights groups, ate.yhose that conduct education, advocacy, and
outreach, those with large memberships ar@hgtreputations, and those who regularly get
themselves into the media. They have a stroagmon their markets andveadeveloped tactics and
strategies to create concern abkey issues and to offer solutio&rofessional marketing companies
have honed these talents, but will probably be too expensive for most certification programs. MSC
found this to be the casenen it hired such a company to market the dbel.

An example of an effective marketing partrinéipswith NGOs is the Fair Trade movementOs

recruitment of grassroots organizations to promote their products. TransFair USA provides marketing
resources (brochures, signs, window stickers, ntiaikguides, press kits,tarles, etc.) to college
campuses, offices, faith groups, and federal govenhoféices so these groups can educate their
constituencies about Fair Tidnd sell certified products. Tourigertification programs should

consider this tactic, especially with grassramtganizations that have a traveling constituency.

Consumer advocacy group partners and NGOs cangbeaimurism certification using both carrot and
stick tactics. They cardecate their constituencies about traaetl tourism issues, including impacts
and ways for travelers to travel more responigihithey can promote ctfication programs and
standards; they can patronize and promote certiissthesses for their owneetings and events; and
they can encourage the media (including their owtneach programs) to promote sustainable travel.
They may also be able to recruit well-known indivals to provide endorsemis for certification.

Using the stick approach, they can threaten boyobttempanies or destinations who do not abide by
standards, and/or generatgative reports in the media andthrough government channels.
TransFair USA works behind the scenes withaisstimer advocacy partners to help coordinate
campaigns which identify and attack inappropriai@ctices of businessesthe industry, educate
consumers about the issues ancbeimage them to become activibisboycotting companies and/or

by buying only certified products. Whiteurism certification program@&s well as TransFair USA)
must seS%k to avoid conflict ofterest charges, they can provideely information to advocacy group
partners:

38 Interview with Karen Tarica, MSC, June 2004.
37 Interview with Michael Conroy, Yale School of Forestry, June 2004.
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Another way to influence businesses that has pregeécially successful for FSC has been for NGOs
and their constituents to apply pressure on spetafge retailers (e.g. Home Depot and Staples),
requesting that they improve their purchasing practice®urism, pressure to improve practices and
demonstrate sustainability by seeking certifiaattould be applied by media as well as by
environmental and indigenous riglyoups. Certification programbauld seek to develop alliances
with advocacy groups and appropriate raadiorder to employ such tactics.

Businesses and trade associations can also be exgellners, especiallyebause they already have
expertise in the marketing of their own produ@tse most effective and willing business marketers

for certification are those whoealready committed to sustalilgy and large, well-known

companies with respected brands. The Wholeds Company provides a good example of a company
that works with a certifying body, the MSC, in metikg to producers and consumers alike. When the
company realized that in order to fulfill its envirmental objectives with gard to seafood sales, it
needed to increase the diversityceftified seafood it offe® it provided funds for MSC to hire a staff
person to recruit new fisheriesrfeertification. And, inorder to increase demand among consumers,
Whole Food funds radio, prinhd television advertisements fISC certified salmon and other
products®

Public/private partnerships can also help adeaboth supply of and dendhfor certified products.
Government officials (both on the national and Idegekl), trade associations, funding agencies, and
advocacy groups have formed alliances to suppstasable forestry. Indalition, US-AIDOs Global
Development Alliance, which aims to link NGOasgal producers and multitanal businesses around
the world, is supporting Rainforest Alliance to proenahd increase the sale of certified timber and
agricultural products in Central Agrica through its newly develop&ertified Products Alliance.
Funded with an $8.6 million grant from US-AID, tBertified Sustainable Products Alliance supports
certification and links certified productvith markets. The goal of tipartnership is to transform the
way that participating companissurce products, thus establishalternative ways of doing business
that the companies can replicate after the completion of this &f&imilarly, the Alliance could

help overcome the challenge of creating markglinkages between ceréfl sustainable tourism
providers and buyers. Tourism cad#tion practitioners shouldasider approaching US-AID to
discuss a similar collaboration.

Government agencies can alsonstlate certification and purchasécertified products, and in doing

so they become partners wiértification bodies. Té U.S. government, the European Union, and

many local governments D as well as large corpoiati have developed Environmentally Preferable
Purchasing (EPP) policies, requiring that theipyees and contractobsly certified products in

markets where they are available. Government eyels in the states Bennsylvania and California

are now required to stay at greleotels, wherever possible, when on business travel; U.S. government
offices must buy a certain percegeeof recycled paper; andetlfitU Commission declared that

OMember States should consider how to nbakier use of public procurement to favor
environmentally-friendly products and servicéS.t some cases, governments have collaborated

with certification programs, suas Green Seal, to develop angpblement voluntary standards and

38 Interview with Jim Humphreys, MSC, June 2004.

% Environmental News Network, June 10, 2004

0 European Commission Communication on OA Sustainable Europe for a

Better World: A European Union Strategy for Sustainable Development,O May 2001.
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criteria to identify sustinable products and services for tHefP programs to utilize. A host of NGOs
have also jumped on the EPP bandwagon, devejapich policies for their own use and pushing
businesses and government agencies to do the*Safrmurism certification programs and certified
businesses should actively work wittese organizations to ensure that tourism and travel are included
in EPP programs.

The media are another key ally as they es@ both carrot and skiceporting to educate
readers/viewers about tourism iagbs. That is, they can publicimmurism-related threats and/or
highlight companies and initiatives which benefit communities and destinations. In the Netherlands,
for example, the media put pressure on tour dapesa@and tourism providerby describing negative
impacts of tourism in particular destions and showcasing good practice examflesndividuals
and organizations promoting déidation should pay close attgon to the media and develop
relationships with reporters, espaty in the travel world. Currerdvents, bringing good news or bad,
can stimulate or stifle travel #particular location. Reporting tifese events offers opportunities for
certified businesses to be publicized. Good rehesthips with media representatives will help
certification programs and produgfsin their attention when there are new developments to
announce.

A final partnership association to considewith other certifiers. Because the philosophy and policies
of consumers and providers supporting sustagttlrism certification are the same as those
supporting other types of green desation, it makes sense to wovkith these other programs to
conduct joint marketing B sharinddmation and databases about iatted audiences, as well as
advertising and promotional tinaad space. In addition, certifiedopiders should be encouraged to
use, buy and sell certified products from other indeste.g. Fair Trade coffee and chocolate, FSC
certified wood, MSC seafood, Energy Staple&mces, etc.) where appropriate.

Partners of any sort (i.e. bussses, NGOs, governments, etc.) wdkd information and materials in
order to carry out effective magting. Existing certification prograsrprovide value to their business
partners by supplying them withformational resources. Green Seal, through its Environmental
Partners Program, provides information about emvnentally responsible products to governmental
agencies, businesses, non-profit organizations and academic institdtion®turn, partners commit
to adopting an environmental procurement golickewise, The Food Alliance and TransFair USA
offer their business partners many resources. Tiowrestification programs should develop tool kits
and information for marketing and should dispersathvidely to potential and actual partners. The
VISIT association in Europe has so far not yefidied to put OmarketingO on its agenda. This may
become a crucial point in the further development of VISIT.

Prioritizing destinations  for marketing attention

In order to demonstrate success and expedite théitsesfecertification toproviders, consumers and
destinations, certification proponestsould develop a prioritized lisf destinations to market
certification to. They should conceatie on individual destinations, onesaveral at a time, in order to

“1 See Mastny, Lisa, 2003. OPurchasing Power: Harnésstitgtional Procurement for People and the Planet.O
Worldwatch Paper 166.

“2\WWTO website, report on the sustable tourism conference in the€th Republic in Sept 2004.

3 Interview with Arthur Weisman, Green Seal, June 2004.
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build a critical mass of certifie@tirism providers in that destinatiand thereby enhance the visibility
of certification, create compigon among providers, and demonstrate positive impacts at the
destination. Newsworthy impacts can then drational and international media attention, propelling
certification to be applied in othéestinations. And, most import#y) a concentration of aware and
responsible tourism providers @andestination creates a groundsvi@lldestination stewardship and
widespread pressure to maintain its attractiveness.

Legambiente Turismo resolves this problem by $o@gi on one region at a tenn Italy (the first
region was Emilia Romagna). GTBS started witbtnd and now is growing rapidly in England.
The OBiosphere HotelsO label has certified masigdases on the Canary Island of La Palma.

Focusing on particular destinations, especiablgydar ones and/or those knofor their authenticity
also serves to increase awareness among consuBsEause consumers make their travel choices
based largely on appeal of thestieation, places that have demwated the positive impacts of
certification will have obvious market appeahd the more widespread certified products and
services are in a particular pig the easier it wilbe to raise awareneabout certification among
travelers and tourism intermediaries at these destinations.

An example of how focusing on a particular desion can promote rapigptake of certification by
tourism providers is the SmartVayar program for tour boat operegon the Galapagos Islands,
Ecuador. It is designed to ensure passengefard and safety, as well as demonstrating good
environmental and social performance. Initibire 2000, the program was developed for large boat
owners, but in its early yeassicceeded in certifying only 5 of 84 tour boats. The 32 small boat
(holding 21 or fewer passengeasyners, while supportive of thedad of certification, were not
interested because thadncial investment needed to quafdy certification wasabove their reach.
With funding made available from the World Baiicologic Enterprise Ventes and others, five
small boats have been able to get certified ahdretare in the process. Aside from the financial
incentives, peer pressure and competition arav@yating factors. With 25% of tourists taking
cruises in the Galapagasing certified tour boats (as of J@@04), consumer awareness is beginning
to take hold also.

As discussed below, the support of large buyeltdoe important for mobilizing consumer demand for
certified products. Again, the SmartVoyager program demonstrates success with this strategy.
Beginning in 1999, the International Galapagos T@perators Association (IGTOA), a group of 33
North American travel wholesalengo provide the majority of packadours to the islands, has been
a supporting partner and now play&ey role in promoting it to #ir clients. Doris Welsh, IGTOA
Vice President, says OSmartVoyager prograstbhaught a tremendous amount of awareness of
sustainable tourism to all theagkers within theourism industry in Galapagos. Great strides have
already been made. Wealize this program could take severadre years to fully develop, however.
With so relatively few boats certified to date, ttallenge still remains of getting the word out to
tourists interested in visiting Ggagos on the merits choosingotmok a trip to Galapagos on one of
the SmartVoyager certified boats.O
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Balancing supply and demand

Especially in the early stages of developamgl implementing sustaibke tourism certification
programs, it is important to try to balance supglgertified products witldemand in order to avoid
discouraging either group by failing meet their expectations.

Having a greater demand than supply is a possiiye, as it serves to stilatie new businesses to
become certified and demonstrates that thevalise in promoting the eco-label and using

certification as a marketing tool. Mever, there are disadvantagethi$ situation lasts too long. MSC
and FSC have experienced an excess of supply tiffeproducts as compared to demand, and have
had to sell certified products ibut using the label. This weakens their programs because it lessens
the value of the brand and priceepriums that producers benefit fréfh.On the other hand, the

supply of Fair Trade coffee is nget large enough to transform the buyipractices of large retailers
such as Starbucks. The potential fimarket transformation is lost tilrsupply is sufficient for such a
large player. Because the tourism sector is higaggmented, it will be easiest to begin working with a
specific focus on one market or product at a timerder to try to maintaia balance of supply and
demand. Ecotourism would be an excellent segnaeimé¢gin with as its proponents and customers
already share the values inhergntertification. And, the lodgig sector would be a recommended
focus because standards and criteria are alngatlyleveloped and accommodations are universally
required by travelers.

Section 4. Marketing Strategies to Increase Traveler and Tourism
Intermediary Demand for Certification

The available evidence indicates a significastdnnect between the high priority that U.S.
consumers place on environmental and social issubs iabstract and their actual behavior when
making travel decisions (3.1.1.2).pnactice, travelers are primaritypncerned with the cost of
vacations and the experience that they naNe (e.g., comfortable accommodations, good food,
exposure to local culture, safe dmehlthy conditions). Typically, onlwhen these otheriorities have
been met, will they consider environmental anciacsustainability practices in deciding which
hospitality providers to patroniz€ertification programs, therefonept only have to raise consumer
interest in the underlying sustahility practices of hospitality prodiers. They then also have to
convince travelers to use céidation programs (versus relying on word-of-mouth, personal
observation, or other less formal sources) to nuasions regarding whichospitality providers to
patronize.

Given the relative lack of traveler interest in sustainability practices adlfieir hospitality providers,
much of the current marketing for sustainablgrism certification programs focuses on creating
demand among intermediaries in thstribution chain (e.qg., affinity groups, tour operators, travel
agents, the travel media). Many of these intermegidrave an incentive to protect the natural and

“Weber, Michael, 2002. OA Review of Global Ecolabellimgiams for Coffee, Forest Products, Marine Fisheries, and
Marine Aquarium Organisms.O Report to the David and Lucile Packard Foundation.
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heritage resources upon which their businessesatttigndepend, have the managerial and financial
resources to promote certificatiare more susceptible to advocagpup pressure than individual
travelers, and are easier to re#itdn individual travelers. Thigstion, therefore, primarily addresses
marketing strategies that are aimed at traveinmeeiaries rather than the end consumer. However,
since sustainable tourism certification prograneswudtimately unlikely to achieve wide market
penetration until they stimulate greater demand on trteopandividual travelers, the section begins
with marketing strategiesraed at individual travelers.

Marketing Strategies to Create Dema nd for Certification by Individual
Travelers

Many elements of a marketing strategy to createsamer demand have been covered in the previous
section, which dealt with generctivities that will ircrease both the demand for and the supply of
certified travel products. These include activities sashestablishing creditiy for the certification
program; creating a brand identijeveloping partnerships; ancating effective and flexible
marketing messages. These marketing activities are equally relevartréasing the supply of

certified vendors as they are in creating deanfar certification programrhe following sections

cover marketing strategiesathare relevant primarily fancreasing consumer demand.

Focus on the Most Promising Consumer Niche Market€nly a relatively small percentage of U.S.
tourists are likely to give significant weight to saisgbility considerationghen selecting hospitality
providers (accommodations, attractions, food and retail services, and local tour guides). The challenge
is finding vehicles to reach thesdividual travelers who cut a@®most demographic categories.
Because of the difficulty in identifying individutavelers who would be responsive, marketing of
sustainable tourism certificatiggnograms should concentratetial attention on subgroups of
travelers most likely to be interested in the aband environmental responsibility of the service
providers. These types of travelers can most ebsilyeached through theiffiliation with groups

such as environmental and conservation organizations, zoos and musiwagpeal institutions,

and certain faith-based organizations. As a gépeoposition, members of éise kinds of affinity
groups are likely to be the mamihenable to suggestions that tipeyronize certified establishments.
The affinity groups themselves provide vehidi@sOwholesalingO to individual consumers.
Recommendations from their leaders have credihilitii the members, who generally will not have
the time or inclination to sorttbugh the relevance to their interesft various individual sustainable
tourism certification programs.

Another niche that warrants early attentionrf@ny certification programis the business travel
market (a segment that accounts for 29% of Oufbound travel). Countries and destinations that
receive significant busiiss travel have attractive opportunitteamarket to and through corporate
travel departments and meetinguphers that book hotels, trangadion, meetings, conferences and
incentive travel. Companies aladge organizations (e.g., NGOs amuversities) that are committed

to sustainable business practices should becedfy amenable to developing environmentally
preferable purchasing (EPP) travel policies tooengge or require thatelr employees patronize
certified providers when appropriafehis not only will increase utilization of these providers directly,
but should also help build business traveler awaresfabe benefits of staying in certified facilities,
which should spill over into their disgtionary leisure travel as well.
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Tailor the Marketing Message to the Speail Interests of Each Niche Market:Once the target
niche markets have been identified for a paréicakrtification programmarketing messages should
be aimed at meeting the special interests of gemlp of travelers. For example, the fact that
establishments are saving money and gettinglaghirating by using compaftiorescent light bulbs,
low-flow shower heads, or not washing towelsmwday has little diredmpact on the travelerOs
vacation experience. Even though they may feel ghadit these eco-efficiencies, the quality of the
vacation experience will primarily be a functiohthe comfort of the accommodations, quality of
food, fun/experientiahctivities, and the like. On thehar hand, if certification programs can
demonstrate how these conservation measuegsraserving habitat and improving atmospheric
visibility for bird-watchers or reducing beach pdidun and protecting water clarity for swimmers and
divers, then vacationers can see a direct link @etwcertification and the dlitg of their vacations.
This is the type of targeted message that resendth specific groups dfavelers and could increase
demand for certification prograxamong these market niches.

A marketing challenge for ecotourists and other texgalith a broad sustaipidity-orientation is the
tendency for most sustainableitism certification programs to emphasize the Oinside-the-fence©®
performance of accommodation providers in ohenergy and water use efficiency, waste
management practices, and adopbbenvironmental management systems. This is partly because
these parameters are easy to measure and pactyise many of the programs started out with a
Ogreen hotelO focus that in turn stemmed frdusinial process standards. Surveys indicated that
these measures are of much less direct interesbst environmentallgnd socially conscious
travelers than whether the hospitality providers and their guests are making positive contributions to
the broader natural environment, helping locahownities, and preserving local heritage (3.1.1.2).
The impact of any particular provider on thesaelsions is much more difficult to measure and
entails subjective judgments aswbat impacts are most important. dpie these practical difficulties,
ways must be found to better relatestainability ratings to the Osidie-the-fenceO impacts in order to
make sustainable tourism certification ratings nretevant to ecotourists and many other niche
travelers.

The initiator of theBlue Swallowcertification, Manfred Reuther @rtrSglich Reisen), has required,

from the start, some criteria related to thetidasion outside the hotel, with a special focus on
environmentally friendly means of transport and nature protection. As a Oone-man showO he later
started the VetrSglich Reisen Magazine to market the OBIlue SwallowO businesses, offering additional
information about the destinatioasd hot-spot themes for discussie.g. climate change and air
transport). His annual magazine (200,000 copies g {estures certified busisees from a variety of
programs, in order to offer enough products to the readers.

Provide Additional Benefits and Build Consumer Loyalty: Few sustainable tourism certification
programs have made efforts to offer bésdb consumers beyond just providing objective
certification information. The primary exceptions aré&urope. LatviaOs &m Certificate program
provides active marketing support through sales booking services. ScotlandOs Green Tourism
Business Scheme had a marketing consultant wdemared familiarization trips for journalists and
prepared public relations materials and artiéfes.

> Herbert Hamele, unpublished reports submitted for this study.
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If the sustainable tourism certification programstarachieve broad market penetration, they will
probably have to start offering more tangible bengfisddition to sustainability ratings. In the area
of traditional travel quiy ratings, organizations such as A/Her a huge range of other benefits
(personal advice, trip planning, imamce, retail products). Small LuyuHotels of the World offers to
collect a travelerOsrgenal preferences (smoking/non-smokiiogd preferences, lodging type and
more) so that they can recommend specific hotetsistomers at each destination and can give
personalized service to each customer. Purisysargue that providing swshability information

alone should be sufficient, but it is likely that tharket will require more in order attract the interest
of large numbers of customers.

It might also be feasible to adopt some of thecpces of the larger hosgility brands and create
loyalty award programs. For niche travelers it m@lsb make sense iiocorporate cause-related
marketing aspects. For example, certification progreongd offer frequent guestvards that could be
redeemed with any certified provider in the syst These reward pointeud also be donated to
various causes (e.g., habitat cem&tion, historic presvation, local socialelfare programs,

business support groups) that direetppeal to the particular nicheing targeted. The mechanics and
costs of such programs would have to be develapeefully in conjunction with the providers to
ensure equity and efficiency in administration, buthsunitiatives could be used to create consumer
awareness and loyalty to the certification brand.

Emphasize Quality, Reliability and Safety for the General Market:As certification programs

begin targeting the broader mass market, it will be even more important to emphasize those quality,
reliability and safety issues that are of primaopeern to the general traveler. The priority for most
travelers is determining in advance whette destination antthe services provided
(accommodations, attractions, food, murealth and safety) will mekteir expectations for price and
value. Traditional quality rating schemes (e.g., AAA, Mobile, Michelin) are designed to meet these
requirements and are often used in conjunction otiier informal sources of information, such as
word-of-mouth and personal experience. Susbdeturism certification programs are primarily
oriented toward environmental management andhb@sues. These are imgemmt for the long-term
attractiveness and viabilityf the destination, bitave only indirect impaain the current visitorOs
vacation experience.

In order to be more relevant tioe typical traveler, sustainalitairism certification programs should
provide as much traditional quality informationpassible. This is especially important because OecoO
labels are often misinterpreted the average traveler agicating that product is cheap or that the
quality of their experience may blegraded. Many travelers are reamdtto give up flush toilets for
composting toilets, abandon air conditioning in ¢lohates, put up with mior power restrictions

because of renewable energy systems, orarlgolar-heated water for showers. These
environmentally friendly technoldgs may or may not be importam@ting factors in any given
sustainable tourism certificationrsame, but it is important for marketing messages to make clear
exactly what is being measured and what the ratmgly for creature comforts in order to dispel
misconceptions.
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Marketing Strategies to Create Industry Demand for Certification

To a large extent, intermediaries in the travstrdiution chain, such asur operators and travel
agents will demand that their end suppliers be @itibnly when their customers make sustainability
practices a material factor the selection of désations and end suppliers. We are not yet generally
at that point. Nonetheless, cédation groups and their supportean take a number of steps to
encourage intermediaries to require, or attlezpuest, that their ersdippliers be certified.

Creating Demand through Local Hospitality providers (Accommodations, Attractions, Food and
Retail, Local Tour Guides): Once hospitality providers have matie investment of time and money
to become certified, they should have a vested isit@mgoromoting that fado their clients. The
hospitality providers (especially ldaguides) are in the most direairtact with travelers and are best
positioned to educate their clients about the ingmirénvironmental and social achievements and
goals that the various certificatipnograms are designed to promote.

Unfortunately, many providers, especiallgddly-owned SMEs often do not have a good

understanding of the underlying environmental and social problems or do not know how to effectively
translate them into terms that are meaningfthéoforeign traveler. Acconagly, sustainable tourism
certification programs need to focus part @ithmarketing effort on providing information and
presentation materials that the hitality providers can use with thejuests to make their visit more
educational, sustainable, and enjolga As part of that effort, theyeed to present information about

the certification program #t the providers can use to demonsttattheir clients why they should be
preferred suppliers becausktheir participation in the prograrBy providing this kind of information

and training, the certification pragm can help the certified providdmsbuild customer satisfaction,

loyalty and demand farertification programs.

Creating Demand through Tour Operators: As noted above, tour opéoas are an important, but
relatively small component of the travel indystfhe share of U.S. outbound travelers going on group
tours is only 2% and only 4% seek information frimar operators. In aditbn to their relatively

small share of the market, tour operators will prdypably become truly activen requiring that their
hospitality providers be certifiealfter there is subential consumer demand for certification.

Here the international corporatecg responsibility (CSR) discussi may lead to commitments from
tour operators to prioritize certified tourism biesses (as well as Fair Tourism initiatives, etc.)

Once a significant portion of their casters express interest in patrongicertified travel providers,
however, the operators will havesong incentive to require thaeih providers become certified in
order to maintain their competitive position i tindustry. Because they can be major sources of
customers for some hospitality providers, they rauestantial potential leverage and could be a

potent source of demand for those providers to géfied. This is especially likely for the niche

markets (e.g., ecotourism, cultural tourism, educational programs) where travelers are more likely to
participate in group tours.

Even before consumer demand becomes significantifjc@ion programs camarket their programs
to tour operators on the basisatfier potential benefits and thbyeencourage them to require that
their travel providers be ceréfi. Many observers have suggeste certification programs might
save tour operators time and effim qualifying local hopitality providers. Ourespondents indicated,
however, that they would still dbe same amount of due diligenresearch in terms of deciding
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which suppliers they would actually use (3.1.3B%cause their success depends so critically on
choosing the best local providers, most towsrapors simply will not rely on someone elseOs
certification although the meTourLink initiative (from ECEAT)may break through this barrier.

One tour operator volunteered, rewer, that she would be stronghglined to give priority to

certified providers when searching for new local suppli€his is because relidity is such a critical
aspect in choosing suppliers aatyone who had demonstrated toenmitment to get certified would
be a good candidate for being on @short-listO of firms to be pamally interviewed and inspected
for future business. This is an angle that degtfon programs might want to emphasize when trying
to get tour operators to create dehdor their certification programb order to make this aspect as
compelling as possible, certification programs stiqubbably include additional criteria (e.g., guest
satisfaction ratings, staff training@nedundancy, bonding) that would fgdevant to tour operators in
deciding whether to consider a coamy as a potential supplier. Thdseds of criteria would also be
relevant in presenting more traditional quality evabtres of the kind that aref direct interest to
travelers. The European programs ANVR, TUI-Mlijieubarometer, as well as Green Deal and
PCTS in the Americas incorpordteese sorts of quality criteria.

To the extent that the certification criteria givgngiicant weight to steps thatotect the integrity of

the natural and cultural resources of the destinataur operators will also have an incentive to
require that their local provideb® certified. Tour operators haaestrong incentive to protect those
resources and they ultimately suffer from competiti@t tloes not require their suppliers to operate in
a sustainable manner. As a result, several toeratqr respondents indiea that they would be
interested in promoting certified pridkers in order to help weed ougtbad actorsO in areas that they
operate (3.1.3.3). This can only occur, howevecgamcritical mass of tal providers has been

certified and none of the tour operators intervievedthat this tipping point had yet been reached in
areas in which they operate.

Creating Demand through Travel Agents:Travel agents have traditionally been the primary source
of information on travel options fdJ.S. tourists. Theirole, however has been declining rapidly with
the advent of the Internet, which has allowedéters to do much of élir own research and book
directly with airlines and majdravel providers. For example, the share of U.S. outbound travelers
getting their information from travel agts fell from 62% in 1996 to 43% in 2092In the same

period, the share of U.S. travelgetting their travel information from personal computers rose even
more rapidly from 4% to 29%. These trends are likely to dorue for the immediate future.

Traditionally, travel agents have focused on largewa and relatively low levels of service, with a
focus on price and conveniencebimoking airline and hotel reservations. Is changing as hotels and
airlines cut their commissions and attempt to gatdlers to book directlyith them. As a result,

many travel agents are re-positioning themselvgsdvide more in-depth services to specialty
travelers. To the extent that certification programs can identify thasel sgencies or agents that are
specializing in the niche marlsetavored by eco/social consciduavelers, there should be good
opportunities to create awareness@écific certification programs.

“SWTO (2002)
7 Ibid.
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The message to travel agents should demonstrateetelychow the certificatin process is leading to
a better vacation experience for theveler and, therefore, potential repeat busirfiesthe agent. Just
saving money for the provider by cutting their energy or water bills will not be a compelling selling
point to the travel agent. Ome&y of doing this might be by hang certification bodies team with
industry associations and regional promotionatéhus to organize familiarization (OfamO) trips for
travel agents to visit certifiggroviders. These trips would be dgsed to demonstrate first-hand how
certification adds to the overall attractivenekthe destination and the quality of the guest
experience.

Creating Demand through the Media and Other Players in the Distribution Chain:Many

travelers have relied on traditional travel guides, newspapers and magazines for information. Use of
these sources appears to be &gping slightly in reent years with travejuides dropping from 7%

in 1996 to 6% in 2002 and newspapers and magazines dropping from 4% in 1996 to 3%%n002
the other hand, as noted above, the use of ondimess for information has grown explosively (from
4% in 1996 to 29% in 2002), sle Internet is clearly thieavel media of the future.

Traditional media are always lookifigr stories, so certification progms need to be imaginative in
developing story lines thatill resonate with the readership wdrious travel publications. Given the
increasing global awareness of sustainability issstesies that show concretely how certification
programs are conserving natuaald cultural resourceshould have a broad potential audience,
especially if they have a human interest dimemsldis suggests that certification programs should
seek out writers and partners with the abilitpéckage their stories for varied readerships.

Guide books would appear to béogical source of information on stainable travel certification
programs and potential sources of dathéor hospitality providers to geertified in order to be listed
in the guides. The numbers of such books detively limited and most are aimed at specific
countries or travel segments, rsational certification programs caasily target the relevant ones.
Research for this report suggestedyéweer, that certification is not mently a high priority for travel
guidebooks, which focus more on specific recomdagions and codes of conduct than on formal
certification programs (3.1.2.2). While all respondentsceted an interest in more information about
existing programs, only a few indicated that pravidinformation about certifation to their readers
might add value. The bottom line was, perhaps not surprisingly, that none seemed willing to
recommend businesses that they had not direciijpated regardless of whether or not they are
certified. As a result, while theublishers/authors of the guidebookssld certainlybe approached
by relevant certification programs, it seems unliket they will generate significant increases in
consumer demand for green certification. However in EurderirSglich Reisemagazine (green
consumers), ADAC Camping and CaravanningdéuBook (the leading guide book for camping
travelers in Europe, and the TCI guide book alldeatertified tourisproducts and businesses (see
http://www.yourvisit.info/brochure/en/121.hjm

Internet and web-based marketing has assumed thiealtimole in tourism marketing, especially for
smaller niche markets like ecotourism, culturadl @ducational tourisnindividual hospitality
providers, especially in develom countries, are relying increasingln the Internet, both directly
through their own websites and by lingiwith travel portals and othirger information providers.
This presents a challenge for sustainable tourism certification programs. The ability of small

*8 |bid.
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accommodations, destination attractrnanagers, local tour guides and others to provide detailed and
customized information about their operations pbiypanakes certification less relevant as they can
communicate directly with the poteatvisitor. Whether or not thactility is formally certified is

likely to become relatively unimportant once grespective traveler is looking at a hospitality
providerOs website.

In order to effectively promote their members &laaically, certification programs will probably have
to position themselves on the Internet to intereegb surfers before they get to the individual
company websites. Ideally the way to do this wouldidbget the global and spialized travel portals
(e.g.,www.Travelocity.comwww.Expedia.comwww.responsibletravel.comwvww.away.com etc.)

to include certification aa potential screening criteria foawelers when first evaluating potential
suppliers. Getting the big travel pais to include green certificata screens would provide enormous
leverage. The challenge is how to make it worthwhiteafportal to add this as a feature. Until there is
considerable demand for the information and a atiticass of certified companies, portal managers
will presumably not want to complicate their sites vitformation that is not of interest to most users.
Moreover, given the profusion of different cadition schemes, it seems unlikely that portal
managers would want to sort through themptlk some OwinnersO and drop the others. Including
them all would probably be too cumbersome and confusing to consumers. In a few cases in Europe,
however, this has been overcome by reducing the complexity of ecolabel ehewszourvisit.info>
Visit Holiday Guide, Visit Scotland portal, atlde ADAC Camping and Caravanning Guide portal.

As a result, until there is a widely acceptechomn accreditation or other umbrella scheme, the
global travel portals do not sedike particularly realistic candidates for promoting certification
programs. Thus, despite the rapidly growing imparaof on-line information, it does not appear that
sustainable travel certification programs will hagady access to the global and large specialized
travel portals. The focus, therefore, for the immexfature at least, will gsumably have to be on
national level portals for national certificatiorhemes and/or smaller specialty portals for more
narrowly focused certification Bemes (e.g., ecotourism). Cexdtion programs should thoroughly
investigate how they could add value to theseiapeed web sites and invest the time to develop
proposals that show specifisahow they will help attact business to the portal.

Creating Demand through Other Industry Intermediaries: Other industry intermdiaries, such as
industry associations and trade shows can beilugefiues for sponsors of certification programs to
meet with tour operators and travel agents. Tgreyide cost-effective opptumities for the type of
one-on-one, personalized contact tlkago critical in selling compkeproducts and services. They are
primarily effective, however, only for creating demamithin the industry for tourism providers to get
certified. They are not effective means for reaching consumers, as consumer participation in these
bodies is minimal. This is true for both the snspiécialized OReisepavillors@stainable tourism fairO
(300 exhibitors) as well as for the biggest tourismifathe world: ITB Belin (8,000 exhibitorsO).
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Section 5: Marketing Strategies to Facilitate Tourism Provider Buy-in

Developing certification crit  eria and processes that are attractive and
accessible to tourism providers

In order to make certificationtadctive to the tourism industry,peesentative busesses and trade
associations should be involved in program developnespecially in the dermination of criteria

and standards. Care should be taken to assurstématards are relevantdt providers (by applying
them on a case-by-case basis such that criteriatbatnnecessary for certain providers need not be
applied) and that they are not a¢levels too high for a signifant number of providers to reach.
Otherwise, they will become a disincentive to basses wanting to improve their environmental and
social performance. Energy Star set a specificatiopanisdf a standard (i.e., they require that product
energy efficiency be in the top 208ball products in their category) order to secure the buy-in of
manufacturers. This automatically allowed 1/5ofducers to be eligi®to carry their logd® While
tourism certification is more complex than justabmstrating energy efficiey, sustainable tourism
certification programs should considesing a similar strategy for ¢geam measurable and applicable
criteria, such as water or energy consumption per tourist.

On the other hand, it is importanttrio defeat the purpose of impragi the sustainability of tourism

by setting standards and critermtlow, enabling virtually all tousm providers to become certified.
Therefore, initial minimal standasdhould be established thateddt exceed thosequired by law.

As time goes on they can be strengthenedisedao encourage continuing improvement among
certified businesses. At the same time, developing a multi-tiered rating system, in which businesses
can gradually achieve increasingiigher levels of performancis, recommended. This provides
incentive for businesses to enter the program atevier minimal level they can, while encouraging
them to continually improve in order to gain maecognition and statas environmentally and

socially responsible.

New certification initiatves in Spain (Instituto de Turismo Responsible) and the Czech Republic
(government) aim to develop multi-level certificatidoasic and advanced level for management +
performance, environmental + social + econoraguirements, in combination with EMAS/ISO
14001 (environmental management) and EU Fldeevironmental perfornmee). Milieubarometer
and GTBS offer bronze, silver, and gold levels. Blagarian Ecolabel offersilver and gold levels.
CST in Costa Rica has opted for a five-leaf sys&milar to the five-star system for quality.

Enticing tourism providers to gortbugh the certification process bffering them the opportunity to
embark on the road to sustainability at whateverl lhay can is that it provides incentive for larger
numbers of businesses to get caxtif This gets the certificationdal out on the market more quickly.

And, when certified businesses aithigher levels of sustainabdéehievement and get more leaves,

stars, diamonds, etc., they can get maaketmedia attention by announcing their upgraded

performance ratings. This is especially important for SMEs because of inherent difficulties they face in
demonstrating high standards and their neggetonarket attention in inexpensive ways.

At the same time, standards and criteria will nieoe relevant to eacttotourism provider. Even
within a particular country or ggon, sustainability concerns diffeand these differences must be

9 Interview with Maureen Mdamara, EPA, July 2004.
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taken into account when determining optimal periance standards. For example, while a hotel on
the dry coastal plain of Peru may need to dematessuccessful water cargation measures, a lodge
in the cloud forest or Amazon regiontbke same country, where therglsnty of rainfall, need not be
as concerned with water use. Certifiers should ertbatelexibility and specificity are incorporated
into the standards so that businessan apply the criteria in the nr@er most relevant to their needs
and those of their environment.

Financing for businesses to become certifiedtisnoé challenge, especially for small and medium-

sized enterprises. While creative forms of funding or subsidizing abséstification will be

discussed below in the context of facilitatingrass to certification bMEs, innovative financing

should be considered for a varietiytourism providers in need. PARRarks, in Eastern Europe, offers

an interesting example. It created a Small GrRaotsd which provides support to certified PAN Parks

for projects or tools which adelss environmental sustainabiligsues related to tourism and

sustainable development. So far, grants haenlgiven for nature trail development, improving
horseback tourism, a visitor management plah@mmunity-based tourism development. According

to the website, the Small Grants Program Ois intended to give financial help to protected areas for the
implementation of PAN Parl@rinciples and Criteria>®

Creating effective marketing me ssages for tourism providers

In order to buy in to certificain, tourism providers will need to kenvinced that the costs of going
through the certification process will berth the benefits. They need to be made aware of what the
benefits can be and when they can be exdetitstil sufficient consumer awareness and demand for
certified products and servicesdeveloped, messages to tourisnsinesses (e.g. lodges, operators)
should not focus on increasing sales or prigoger. Rather, the marketing message should
emphasize that certification will provide other benefits such as cost savings, information and
guidelines on how to improve practis, better staff morale and protivity, greater consumer loyalty
and the like, as well as a senses$urance that the businessdsiy the right thing.O Later on, a
range of additional benefits are likely to kick in.

While marketing messages to producers of soméiedrproducts (e.g. Faifrade coffee and Energy
Star) focus on better prices or cost savings, thistigrue in other cases.g¢e, sustainable agriculture,
certified wood products). In tourism, adherencedme of the standards such as energy and water
conservation and solid waste reduction, shouldaeduproviderOs costs in the medium or longer-
term. Other criteria, such as supporting commutétyelopment, may require increased expenditures
but should provide long-term payoffsuch as good community relaticasd destination enhancement.

Other messages to use, especially once consureeosne more aware of sustainability issues and
certification, include:
I Certification provides a framework and ben@rks for assessing environmental, socio-
cultural and economic performanaed incentives for improvement
I Certification helps ensure a secure and continfuhge for sustainable tourism at a particular
destination

0 PAN Parks websiteyww.panparks.org
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I Certification improves a businessO competitiveresggcially when all other factors (including
price and quality) are equal.

I Certification reduces risks su@s negative publigit government regulation, environmental or
social problems, or financial disasters

I Certification provides increased marketmgportunities and access to new markets. For
instance, certified tourism businesses will be preferred by LOHAS and Cultural Creatives who
might otherwise have few easy means to identify tourism companies who share their values.

I Certification can provide companies special actessurism attractions or resources that are
controlled or declared off-limits by governments or private sector owners

I Certification can, in some countries, entitleibesses to increased financial or tax credits

I Certification can provide image enhancement

I Certification provides association with a valuable brand (assuming that the certification
program is well promoted and sought after)

I Certification indirectly implies a company thatmore conscientious about a whole range of
concerns, including qualityf product or service.

Developing a marketing strategy and id  entifying priority marketing targets

Once certification standards and aiieare finalized and ready to baplemented, it is important to
strategically determine how to sell the progrartotaism providers. A budget and action plan should
be developed, outlining key markets and tactiod, getting goals for the number of businesses or
products to be certified over a padiar time period. Priority businessisengage in certification are:

I Those already committed to the principles and practice of sustainable tourism and the values of
certification D i.e., those mdgkely to be convinced. Such committed companies may even
expend their own resources for promoting cexdiforoducts because ileances their image.
Whole Foods, for example, needed to increhsaliversity of certified seafood it offered, so
the company provided funds for MSC to hire affgberson to recruit mefisheries to become
certified.

I Those with the most resources available to gouph the certification pcess. Businesses that
are more highly endowed also have their onarketing budgets and programs, which can also
promote certification and the eco-label.

I Companies that have influence in the maleate, especially thoghat are large, well-
respected and have a known brand. Because tmspanies often compete with one another,
buy in from one may stimulate otiseo also seek certification.

I Companies or organizations that serve groupsdividuals most likelyto support certification
and the values it upholds. The Food Alliance had success in working with food services
that cater to universities and porate facilities, in pda because their clientele is well educated
and more interested in sustébray than the general public.

*1 In Western Australia the Department of Conservation and Land Management provides a longer permit for tourism
operators with Green Globe 21 Certification. This peaxiéension gives the company longer-term certainty about its
operation on public land and an opportunity to demonstrate its environmental responsibility to both government and to the
public. Kathy Parsons, Green Globe Director, interview 2004
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I Smaller companies that are committed and/ovakee in certification. This is especially
important in ecotourism because many trawepeefer smaller, more personalized and
authentic tourism experience.

Additional elements of a marketing strategy in€wdeating effective messegy creating incentives,
determining and using effective market relationslaipgd channels, providingchnical assistance and
information resources, training, and facilitatingtparships and network$hese will be discussed
below.Ecocampings an excellent example offering all these services.

Employing personalized marketing tactic s to recruit tourism providers to
become certified

The marketing of long term relationships b tlee, ongoing supportive assocatis which certification
seeks to provide - is always best done in@er®nce certification proponts have identified key
provider audiences through resgaand use of personal connengpthey should make personal
contact with company decision-makers. CEOs and/or well-respected managers, especially
environmental managers, if they exist within a camy are those most likely within a company to be
able to win support for certificatn. They can be contacted direatlycan be cowed at industry
gatherings.

Tourism and travel conferences and trade showdeaxcellent venues for promoting sustainable
tourism certification. At thestora, certification proponents raffer workshops to introduce
certification to industry participantand arrange to meet with ppestive certification buyers b i.e.
businesses to be certified b topde them with information on the costs and benefits and how to
become certified. Documented demand from consuméran available, will be an excellent selling
point. As a case in point, only after MSC proddsridence that environmih groups and consumers
would support MSC certificadn, if the Alaska Department of Fisind Game would agree to provide
an outlay of extra cash to become certified.

1tOs important to remember that while green tourism certificatipibena new service, one does not
have to reinvent the wheel to market it. Utiligiexisting marketing chanisas an efficient and

proven way to reach providers. The Food Alliadoes most of its marketing to farmers through
existing channels such as agricultieaiension programs and trade publicatidh$roducers respond
best to familiar sources like personal recomméada from colleagues and pressure from their
customers, suppliers, and distribwowhile the supply chains favurism vary, depending on the type
of market (e.g. group tours run by operators vs.peddent travelers), mosturism providers have
developed relationships and mecisams to work with inbound and outbound operators, travel agents,
and in some cases, with NGOs and the medittif@ehese intermediaries involved to demand
certification from their providers an effective method of stimtiag an increase in supply of
certified products. As a start in this directitim Dutch Association of Travel Agencies, ANVR, the
largest association of travel agencies i Netherlands, now requires its members have an

2 Searle et al, 2004.
%3 Interview with Scott Exo, July 2004.
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environmental policy. In the United States, affirgtypups with social and environmental missions
could likewise push their suppliers pesially hotels, to become certified.

Offering an awards program and fam trips

Another way to encourage tourism providers to beezaertified is to provide additional promotional
incentives outside of those outlined above. One swENtive is an awardsogram. Certification
programs and/or partnering orgartieas should consider offering amvard to certified businesses or
products that demonstrate exemplaractices and/or improvement. &hshould work with the media,
the tourism industry and consumers to publitiath the announcement of the awards program,
soliciting nominations, and thenetawards results. Awards offdren an annual or biannual basis
offer a recurring opportunity to get news about certification and good topresstices and businesses
into the media and out to trade and public audiences.

Another promotional tactic is offer familiarization trips for the general and travel media and members
of travel writers societies to certified tourism petis. Participants can B&ategically chosen to

ensure that resulting pressverage is wide in scope and strong in conveying messages about
certification and environmental andcsal responsibility. Ress releases about the fam. trips and their
specific objectives to highlight certified businessbould be disseminated widely as an awareness-
building strategy.

Providing technical and mark eting assistance and training

Experience from other green certification programs (such as FSC, TransFair USA, and organic
agriculture) has demonstrated that technical assistampeoducers or providers one of or the most
important benefit realized by certified businesse® Vdlue of such assistaniseespecially great for
small producers as they often lack the informatiod technical know-how to become competitive. In
the tourism field, providers have much tare about techniques and tools for improving
environmental performance, community relaticars] marketing and outreach. Following the example
of the PAN Parks program, which prepared aismmmanual to help parks implement sustainable
tourism development strategig'spther tourism certification progranshould offer providers a range
of educational and technical resources and trginpportunities to improve their environmental,
social and economic performance. Ecolabels impgioffer such services as well as independent
initiatives together witlother certifications in tourism (e.g. TourBench:
http://www.tourbench.info/partners_en2

Conferences, trade shows, and tourism traininigtinss are excellent venues for offering training
while also marketing to new audiences.

Another form of assistance that certification peogs can and should provide is providing market
linkages between certified tourism providers and consumers, including travel agencies, tour operators
and travelers. TransFair USA does this for coféegemers by connecting them directly with U.S.

> PAN Parks websiteyww.panparks.org
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buyers; organizing sales tours for fam® to visit importers and roasters in the U.S.; providing market
information; and arranging for their participationtiade shows and other events. These same benefits
can be realized for certified tourism businesses.

Marketing certification through large buyers

Large buyers of tourism products, such as high voltoueoperators or tr& agencies, governments,
or other large organizations chave significant leverage onetin suppliers. As discussed above,
governments and corporations with environmentafigl socially responsible buying policies require
that their suppliers conform toegific standards that certificati@man provide. Retailers, such as

IKEA for wood products, or processors, such agdver for seafood, have exerted their influence on
the timber and seafood industry through rating systehish oblige them to use a stepwise approach
for determining their purchasing sources. They @ingt priority to certifiad businesses and second
priority to companies implementing some sustai@giactices and on their way to becoming certified.
In tourism, TUI-NL and Milieubarometer do this.

Sustainable fisheries experts agree that becauseisheurrently insufficient consumer awareness of
fisheries issues and solutions, itiMae up to large retakrs such as Unilever to take on the marketing
of MSC>> They are beginning to do this through a emner education campaign on their website and
elsewhere. In fact, Unilever has publicly statsccimmitment to certifettion by pledging to buy up

to 75% of its fish from sustainable suppdiepreferably those that are MSC-certifféd.

The Food Alliance (TFA) found th#the turning points for success were when large intermediary
buyers committed themselves to purchasing THfanic produce. One was a major food wholesaler
who decided to source and segregatified products for its retasitores, and the other was a large
food service company who committed to buyingATroducts. These commitments were also
important to farmers, because it allowed theme®real demonstrated markeiue to certification’

Tourism certification advocates should work wgibvernments, large tour operators, wholesalers and
travel agencies to encourage them to develominadile travel buyig policies and tavork with their
constituencies to demand more responsible envieoahand social practices from their travel and
tourism providers. Several exampleghis already exist and may be useful as models. They include:

I As mentioned above, the Dutch Association afvEl Agencies, requires its members have an
environmental policy

I ResponsibleTravel.com, an Internet company andcgewhich links travelerwith travel industry
members who have met their minimal responsditaleel criteria, is demanding that UKOs three
largest tour operators dewel responsible travel policies

I CERES, a non-profit organization composeadwér 80 organizations and 70 companies working
towards environmental responsibility, has deged a Green Hotel Inétive to increase the

% Interview with Dave Gibson, Chemonics Inc., June 2004.

% Searle, Robert, Susan Colby, and Katie Smith Milway, 2@Moving Eco-Certification Mainstream.O Report by The
Bridgespan Group.

*" Interview with Scott Exo, The Food Alliance, July 2004.
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demand for environmentally responsible hotel smw¥iand provide a tool @8t Practice Survey) to
assist purchasers and supgdiedetermine a hotelOs environmental performance

I Consistent with CaliforniaOs EPP policy, théf@aia Environmental Protection Agency is
developing an environmental standléor lodging within the Statand will initiate a campaign to
encourage government employees to stay in altidomferences at certifieproperties. It will
also develop an education and outreach cagnpaimed at the lodging industry as well as the
general traveling public.

I The Florida Department of Environmental aiton has a Florida Green Lodging Program which
works with hospitality industryo adopt sustainable practidgsnservation and waste/pollution
reduction). Works with EPA in region 4 to desplan on-line directoryral map of green hotels
and practices.

I CanadaOs Audubon Green Leaf Eco Rating Progratofels focuses primarily on the niche of
business and government travelers and the hihi@iserve these guesthe Government of
Canada has a loose green travel policy ¢haburages government employees and business
travelers to stay at green accommodations

While these initiatives are to lemcouraged, certification proponsntill need to work closely and
promptly with these organizatioasd governments to convince them to use certified businesses rather
than creating alternative programs. Otherwisarism providers will become overly burdened with
having to satisfy many differeatrays of standards set by different purchasing institutions.

Developing additional incentives for SM  Es and CBEOs to become certified

As discussed earlier, marketingsgainable tourism certification gmall and medium-sized businesses
can be even more difficult than to largeriestablished ones. Many small accommodations or
tourism service providers live on tedge of profitability, and haview extra resources to commit to
benchmarking their practices, being audited andowipg infrastructure and operating procedures to
receive a certification label. Thewt only lack financial resources, but may also have insufficient
information and technical capacity. However, in erdemaximize sustainable tourismOs benefits to
communities and surrounding environments, and to affgide range of sustainable tourism option to
consumers, it is important that small and medgired enterprises and community-based tourism
operations participate in tourisrertification. Therefore, additiohancentives to encourage their
involvement are needed.

First, certification programs should focus thte@ining and technical astance programs on small
businesses. Within their markagi plans and budgets, they shoidentify SME and CBE information
and training needs, develop mecisams for providing technical suppgpand seek out partners to
assist them. They can encourage small providefia o cooperatives to gain access to information
and resources, just as forest communities aradl $arest enterprises have done to achieve FSC
certification. In any case, tenical training and consultancyrf8 MEs may be sought from non-
governmental organizations, government-run techmstikutes or trainingnstitutions, or even
tourism trade associations.

While it will be useful for SMESs to receive techal assistance, training and information, it will also
be important that the certificat criteria and the process afsassing them are simple, clear and
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accessible for small businesses. Experience gtaica indicates that some community-based
operations found OCST is too complicated and teah®i according to LeylSolano, director of
Cooprena, an organization specializing in asgistiooperatives including community-based tourism
projects>® Therefore, it may be useftd develop a separate simplifiprocess and criteria for SMEs
in order to encouragedir participation in implementing qualitgnvironmental and social standards.
While at first SMEs may not be able to participate in full-scale certification programs that larger
businesses use, a simpler process with minimal eritam be instituted to put them on the road to
certification. Later on criteria can be strengtheteeldring them in line wittother, larger tourism
businesses.

In Europe some private ecolabels have quit@Olrequirements, which can relatively easily be
achieved by micro and small businesses. It ikastihatter of discussionwhether the EU Flower

wishes to become the Oadvancedicate compared to the Oeasy&O certificates, or whether it is
the ObasicO European level compared to the OadvancedO level of the public Austrian Ecolabel or
Nordic Swan (which require more ambre difficult to achieve criteria).

Many small tourism providers also require a&Bice in developing linkages to socially and
environmentally responsible consumers, includowg bperators and travel agencies, as well as the
media. NGOs, funders, certifition programs and governmeotitism bodies can facilitate
communication between certified SMEs (or evesse SMEs who are adopting best practices) and
potential markets in order to expand the masketre and profitability of these enterprises.
Environmental, consumer and social equity4gorernmental organizations often have large
memberships and education/outreach programs, lhaswaissions which are entirely compatible with
providing marketing support to small businessesianidtives that demonsdte sustainability. Again,
the formation of cooperatives or associations adlsbusiness providers céacilitate access to and
development of marketing relationships.

Because quality, health and safety standards aftaysroviders are a major concern of consumers, it
will be important to assure that all certified busises achieve at least a minimal level of service and
quality. Many SMEs have difficulties ensuring a cotesifly high level of seice and/or suffer in the
marketplace because consumers dtlubiguality of their service arsicurity. Certification programs
should take this into account, emphasizing adloerém these standards for small businesses, and
developing incentives to ensure tiia value of their brand is uplkelAt the same time, certifiers can
use this message b i.e. thatltdgo assures quality - to entice SMieshecome certified, and thereby
capitalize on the labelOs image.

To reduce the costs ofrtiication, certificationprograms should engage a variety of private and
public sector sources of financing to lower tosts of certification for small and medium-sized
enterprises and community-basggkrations. Options include:

I developing a sliding scale of fees that large certified busisses offset the costs for small
businesses, just as many teleph@begtric, and water utilities do;
I reducing costs of certificationffemall providers who implemenertain sustainable practices

8 Honey, Martha and Bien, Amos, 2004. O
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I requiring intermediaries such as tour operasm travel agencies to pay a small licensing fee
in order to use the label for marketing. Prose@duld be used to subsidize small businessO
certification fees;

I obtaining financial supportdm foundations, donor groups, governments and development
organizations to cover SMEd CBE certification costs;

I encouraging funders to provigeeferential treatment for grenor loans to businesses who
become certified; and

I streamlining the assessment and auditing prdoessnall and medium-sized enterprises and
conducting batch audits in order to lower costs.

It should be noted that all toumsproviders and intermediaries coiitted to sustainable tourism stand
to benefit by facilitating the access of SMEs &REOs to certification. By increasing the number and
diversity of certified businesseshether they are large or smalie more opportunities there are to
market the label and to gain recognition foAihd, the more consumers become familiar with and
associate positively with the label, the greater the marketing power it provides.

Section 6: Recommendations for Mar keting Partnerships with other
Institutions

Environmental, development and consumer advocacy groups

Environmental organizations have a major rolpl&y in helping to forralate and promote green
certification programs. As noted e outset, broad stakeholder participation is critical in the
development of certification programs in order twéharedibility and Obuy-inO from all the affected
parties. Environmental non-profigse key stakeholders in the pess and can help organize early
planning efforts. These organizatianften are the best source e€hnical information and assistance
on the environmental problems of the area and cindeeelop appropriate déication criteria.

Once green certification programsv/eebeen launched, environmdrgeoups are often the primary
source of external pressure for companies tegeified and the advocacy voices that promote the
programs to consumers. The more strident groupshmadhe most effective in bringing external
pressure to bear, while mainstream groups aeeletter position to mediate between competing
concerns. The challenge for sponsairsertification programss to make sure that the most relevant
environmental groups are involved and to work closetia those that will be viewed favorably by the
target firms in the industry. At the same time hiagy should be done to disgrage the more activist
groups that will help create broader awaremésse underlying environmental problems and bring
political forces to bear to get them solved.

Given the current focus on encouraging SMEs tagsdtfied and to promote patronage of these firms,

it will also be important to communicate with someta groups that haveisad questions about the
appropriateness of certification pragns. Many have been especialbyncerned about the potential
adverse impact on SMEs from cad#tion programs. This has clearly been a problem and sponsors of
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certification programs should reach out to ang alhin these groups that have constructive
suggestions for dealing with the this problem.

Governments

Governments, both national and local, have a lestgeto play in facilitating the use of tourism
certification programs by industry a®ll as by consumers. They camyide a variety of incentives to
tourism providers to assist them in introducing emwmentally and socially responsible practices as
well as to encourage them tedmme certified. Certification pragms and advocates, including NGOs,
should work with governments to bring about the following:

a. National and local governments should beblesand strong supporters and promoters of
sustainable tourism and susiable tourism certification progms. They should attest to
the credibility of certificabn programs and develop tourism marketing programs which
emphasize sustainability. Ministries Ddurism, Commerce and Environment should
promote and publicize sustainable tourisitiatives (e.g. exemplgrpractices) already
being used by certified businesses as aglihose available. They should include
information about tourism certification programs in their publicatenms public relations
materials B e.g. in tourism brochures gaitlebooks and government reports B and in
relevant training programs.

b. They should provide marketing incentitescertified businesses through government-
sponsored promotion, publicity and placemertade shows; inclusion in promotional
brochures; and internahal promotion at conferences and meetings.

c. They should provide informational arethnical incentives to tourism businesses
interested in becoming certified or aldgecertified. This could include offering:

I trainings and workshops on environmenéahnologies, environmental management,
human resources, community relatiostsategic planning, marketing, etc.

I sustainable tourism conferences and other appities or resource®.g. websites) for
information exchange

I information on technologies and resourfms improving social and environmental
practices

Again, these incentives will be especially useful to SMEs.

d. Governments can also provide financial irneess to certified businesses. These might
include tax credits or deductigriewer interest rateon loans, discounts on concessions, or
other direct subsidies. Thesdl be especially importartb small and medium-sized
enterprises. In fact, governments might camesubsidize the casbf certification for
tourism businesses smaller than (or wittoime-generating capactiéess than) a certain
size

e. Finally, governments can reduce regulatoryibesrto certified businesses or preferred
access to tourism attractions such as curr@utyrring in Australiado some Green Globe
and Eco-Australia certified businessés.

%9 Businesses in the Great Barrier Reef XXXX receive longer lieenses from the governmtehthey are Eco Australia
certified. Need to check this.
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At the same time, government employees, contraeod affiliates should work to boost the demand
for sustainable tourism certificatiohhis can be done in several ways:

a.

They should develop and implement environtaiy and socially reponsible purchasing
policies requiring their stalind contractors to preferaaly purchase products and
services from certified businesses anadoicts wherever thegre available and
appropriate. They might even provide finanamentives, such as waivers, tax credits or
reduced taxes, for certified businesses ormimgdions who patronizeertified businesses.
Government funded and/or run tourism promotion campaigns and agencies should create
awareness among the media, the travegdinglic and tourism itermediaries (tour
operators, travel agenciesg gtabout sustainable tourisand certification, as well as
encouraging consumers to use certifiedresses and products. Printed materials,
websites, and multi-media (videos, etc.) ddgaromote the certification logo, emphasize
the benefits of patronizing ddred providers, and providpreferential placement of
certified businesses in lists or data-basfe®urism businesses and products. Tourism
training institutes and academic prograans also important venues for introducing
educational and informational resourcegareling sustainable tourism certification.
Funding for NGOs and communities active iniregsawareness of sustainable tourism and
promoting certification should be madeailable from government sources.
Governments can also support the tourism itrgg@s promotion of certification nationally
(i.e., towards the domestic market) anigrnationally by providing funding and
coordination of campaigns, conferences, tragsj etc. and/or providing information and
technical assistance. The Tour Operatbrifative and tradessociations pledging
environmental and social responsibility woille good targets for this type of support.
Governments can also provide financimgl @n-kind support to media (newspapers,
magazines, guidebooks, television or radiadoictions, etc.) thagiromote sustainable
tourism and certification.

Countries which already have government4aurism quality certifications (e.g. Canada
or Switzerland) should introduce social amyieonmental criterianto their programs
and/or work to develop one national suiséble tourism label which includes both
sustainability criteria anddditional quality/safety/securityriteria. Governments should
also strive to reduce confasi about different tourism certifition labels and seals, and
promote the establishment of an internati@wreditation program such as the Sustainable
Tourism Stewardship Council.

Finally, governments can officially endorsestainable tourism déication to world

bodies such as the World Tourism Orgatiaaa the World Trade Organization and other
United Nations and multilateral institutions.

Governments may target their support for tourisovialers to specific destinations within their
countries to protect thaarticular region and itstaéctions, and to promote it as the flagship example
of sustainable tourism in the country. A governirend/or privately4gpported focus on tourism
businesses in a particular geographic areawages competition among providers to offer the
OgreenestO products or services, raising the bar for all.

3.1.4.5 Certification Marketing Strategy December 2004 48



Financing organizations

Private foundations, and nationalraulti-lateral development ageies and banks are actively
supporting sustainable tourism andtecwism certification in many areas the world. Their interests
lie in assuring that touns, Othe largest industrytime world,O conserves natiuhabitats and cultures,
minimizes negative impacts, and provides equitable income and development opportunities for a
variety of people around the world. For instartbe, Ford Foundation has financed research,
publications, feasibility studiess¢hnical assistance and training poig to advance certification and
to harmonize standards under an internatisnsfainable tourism accreditation system. The
Interamerican Development Bank is funding studienancing, monitoringmarketing and standards
development, complemented by technical assistamd information sharing for the Sustainable
Tourism Network of the Americas in Latin Anmeai. And, the United Nations Environment Program
has sponsored the developmenthaf International Tour Operatdrstiative, among other activities.
The World Trade Organization has been vetywaadn developing resources and organizing
conferences on sustainable tonrisertification around the world. Hower, these organizations and
others can do more to encage participation by providers, a®ll as to increase demand of
consumers and intermediaries.

In Europe the European Commission with itsElprogram has supported (50% support) various
projects related to sustainableitism certification: e.g. OBlue Fla@®the beginning), OGreen FlagO,
OGreen CertificateO (Latvia), QV{3 Some initiatives do not existy more, other have survived and
stand on their own feet now.

Many of the recommendations above for governmexlies are also applicable to donor groups,
especially those that pertain to financing mérigeof certificaton programs and participation by
providers, especially SMEs. In addition, donors gs@ their financial leverage and/or create
incentives to require that orgaations and governments who benefit from loans and grants they
provide to utilize certifid businesses, become certified, amote certification through whatever
means are most appropriate.

Other green certificatio n programs and markets

The consumer markets for sustainable tourism cextifin and other types green certification have

a high degree of overlap. And, many of the produsedl by one industry aa¢éso used by another.

For example, tourism providers may use certifieebd and paper productsgricultural products,
seafood, green building techniques and resourcegy\eaticient appliances, etc. At the same time,
tour operators may include visits to organic agriaelfiarms, sustainable fatey projects, Fair Trade
coffee farms or handicrafts shops, etc. Thesenmdtional and commercial exchanges provide ample
opportunity for cross marketing oértified products and servic&pecific activites to promote

a. Tourism providers should identify and prote the use of green certified products and
services in their brochures and publiatens and informational materials. In
exchange, these other certification programs can askéhie use of their products by
certified tourism providers.
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b. Green certified providers migptovide discounts of prodtgcand services to each
other, as incentive to @énease their market shares.

c. International green certification organimais such as ISEAL and IFOAM, and the
international Fair Trade movement, shibidentify green markets and develop
marketing strategies to promote a varietyreen products argervices to these
markets. They should also conduct arekdminate relevant market research.

d. Many green markets have already beeamtdied by LOHAS, Cultural Creatives
proponents, Co-op America, Global Exchange,Social Investment Forum, and a host
of other sustainability-oriented organizatio@®rtification program of all sorts should
collaborate in promoting their products asetvices to these markets by working with
the media and NGOs targeting these markets.

e. Green certification program&auld collaboratively seek getnment and international
support for marketing and promotion.

Because Rainforest Alliance is actively involvedymeen certification in seral different industries
(agriculture, wood products, tourism) and functitm®ugh an international network, it would be an
excellent organization to spearhaadreased cooperation among thpsggrams. It is a member of
ISEAL, the international network of certification organizations, iarglwell placed to promote such
collaboration. The WWF family of independamtanizations around the world, united under the
WWEF International umbrella, issd active in certifiation within severaihdustries (wood products,
seafood, tourism, etc.) and could also serveotwrdinate marketing among and between green
certification programs and markets. It is vergil-known throughout the wat] and would bring name
recognition and crediliiy to certification.

Several private foundations, asliaes multi-lateral development organizations, such as the Ford
Foundation, United Nations Environment Piergr, World Tourism Organization and the

Interamerican Development Bank, have supported research, development and implementation of green
certification across industriespé could be called upon to suppmint marketing and technical

assistance.

Section 7. Marketing Green Tourism Ce rtification Plans for SMEs in the
Five Target Countries

The preceding sections discussed mber of generic issues and strategies for promoting sustainable
travel certification programs. THellowing section pulls out the mostlevant aspects of the generic
marketing issues and applies thenthe five target countries wittmphasis on the special needs of
SMEs.

Product: Given the plethora of tourism certificatipnograms and consumer confusion about the
differences among them, one of the primary cings in marketing SME-oriented certification
programs in the five countries is designing therfittm with the other quatly and green certification
programs. In the absence of a globally-acapteereditation scheme that provides common
guidelines and an umbrella under which to mankeividual certificationprograms, each program

will have to be structured to be compatible vatith an accreditation scheme once it is in effect. The
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Sustainable Tourism Certificath Network of the Americas has developed a common baseline
standard, which should ease these difficulties. Eacimtry faces somewhat different challenges and
opportunities:

Costa Ricahas the best-developed sustainable toudertification scheme, ST O, for lodging. It
was proposed and accepted as possible system for all of Central America, but has now been
restricted to Costa Rica and the border are@anfima and Nicaragua. The countryOs comparative
advantage has been ecotourism, but some ohérket is shifting to more traditional resort
tourism. There has been a strong desire expidgséhe ecotourism sector to develop a separate
ecotourism certification based on TICST for tour operators has been paralyzed for two years
after its full development, and as of February 20@&] not been releasedidtlikely that if it is

not released during early 2005, sotoer operators will seek intemtional certification, such as
Green Globe 21.Some confusion has ensued frerdakielopment of the Iniciativa Centroamerica
Verde (ICV), which is a Central Americatotourism marketingrogram whose entry
requirements have been confused in Nicaragttaavcertification program. The country has also
developed its own Ecological Bligag program (BAE). An effoiis now underway to try to make
this compatible with the international Blue Flagpgram of FEE, but oplthe highest level of

BAE is equivalent to Blue Flag internatiore@rtification. Because bot®ST and BAE have been
developed and operated by the goweent, there are grave operational problems in cooperating
with external entities and giving the programs tlecessary flexibility to compete. While the
tourist industry is looking for internationaaognition and compatibility, the government agencies
are unwilling or unable to fullgooperate with international accrdion efforts, although CST

has shared its criteria withetCertification Network of the Asricas for work on harmonization
throughout the hemisphere. CST apgs unable, for a number @asons, to participate in or
promote the effective markieg of certified businesses.

Brazil has established the Program @artification of Sustainableotirism (PCTS) as an official
voluntary Brazilian norm, inaugurated in Febnua005. This program gives equal weight to
environmental, social, and quality performanceecidt and management systems. It differentiates
between urban and non-urban lodgestablishments and proposeslievelop criteria for other
travel sectors. There are substantial fundslavia from IDB for traning auditors and lodging
establishments, through the Hospitality InstituteTB@lans to cooperate fully with both the ISO-
based system of normalizatiand accreditation, as well &g future ISEAL-based STSC
accreditation system. PCTS has cooperated fully alitimternational effod, as well as with a
community-based program to promote sustainability standards for tourism in Brazil (CBTS, led by
WWE-Brazil). There has beer@asional friction between PCTS and CBTS, although this has
largely been overcome since 2003, when both gretgrted to work together. PCTS expects to do
substantial marketing of its ¢#ication program within Brazil (90% of the countryOs tourist
market) and internationally. PCTS has informalkpressed great intetan cooperating with
Rainforest AllianceOs matike program for certification.

Ecuador has a well-established ecotourism basatapagos with its omcertification program,
SmartVoyager, as well as a growing basthenAmazon region and elsewhere. The Ecuadorian
ecotourism association, ASEC, has established an official Ecuadorian norm for ecotourism, and is
in the process of converting it into a full-fledbeertification programBoth programs cooperate
fully with the Certification Network of the Americasd are likely to participate with Rainforest
AllianceOs marketing program, especially since A&p&sents Ecuador in the Network, as well
as being a sub-executing agency for the ctili®B project. SmartVoyager has a long-standing
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relationship with Rainforest Alliance ahés acquired good experience in promotion and
marketing.

I Belizeis a well-established ecotourism and dgydestination. It does not have its own
certification program, and thereediew, if any certified businesses in Belize. The Belize Tourist
Board (BTB) represents Belize lioth the Network and the IDB pegjt. It appearthat uncertified
businesses that have formally implemented gwadtices will be the subject of promotion and
marketing in the context of this project. BesauBelize participatesith the English-speaking
Caribbean countries, it is a good candidate for the implementation of both Green Globe 21 and
Blue Flag international beachrtécation, as both programs ageite active in the Caribbean,
through CAST.

I Guatemalahas a well-designed sustainable tourggrtification program, Green Deal, operated
by the Alianza Verde association. The program was originally oriented towards small and micro
tourism businesses in all sectors of the imgign the PetZn regiobyt it is now expanding
throughout Guatemala and possibly into neighfgpcountries. Alianza Verde represents
Guatemala in the Network, as well as being aesxdzuting agency for the current IDB project. It
cooperates fully in both harmaaition and promotional efforts.

As a general proposition for all five countrieswibuld probably make se@$o develop separate
sustainable travel certificationtnags for ecotourism (and probably alinodges) in distinction from

the general sustainability certification (which would apply more to conventional hotels, food service,
and urban guides). All five counds have strong ecotourism markatsl potential for growth. Yet to
appeal to smaller, nature-orted lodges and operators, it willglrably be important to develop

criteria that are relevant to their circumstanaedta give greater weight to the Ooutside-the-fenceO
environmental and social impacts that are of primnterest to nature and cultural travelers.

As emphasized throughout the report, most traselez primarily interested in value for price
considerations, measured in terms of accommodatiood, excursions, health, safety, and the like.
Certification programs that hope ¢apture broad consumer attentitvosld, therefore, attempt either
to include as many criteria as possible to cover these aspects or find waggtate their findings
with those of more conventional diyarating schemes. For discussiomrpaoses, it would be useful to
consider developing combined cad#tion schemes (somewhat like eagtant guides that separately
rate price, food quality, ambiancedaservice). In this case, it mighe feasible to provide a multi-
faceted evaluation that would separately sateh features as lawan, accommodation quality,
service, and environmental and social responsibilihis would be a much more ambitious product,
but would ensure that consumers would at least be aware of sustainability ratings.

One of the major problems that smaller hospitalityvters face is the incoissent quality of their
product offering, which scares riswerse guests away. Many SMEskhe financial resources and
the management skills to make the investments and operational improvements to qualify for
certification. In order to attract stfex enterprises, therefore, it widften be necessafgr certification
programs to provide technicahd financial assistance to SMEdlsat they can getertified and not

be at a competitive disadvantagkatiwe to larger and morsophisticated firms. This implies that the
OproductO to be offered by certification progrates should be more comprehensive than just the
formulation and promulgation of spéc certification criteria and ratigs. Instead, in order to create
demand for small, sustainable entesps, certification programs showéfer an integrated package of
assistance to SMEs in order for them to meettexs expectations. In att, the programs should
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broader than just cerigfation in order both to increase thapply of participating SMEs and to
increase demand by improving the product.

Whether or not individuatountry certification initiives include these broadeguality considerations
and assistance dimensions, the certification requirements and eréeddo be simple enough to be
attractive to SMEs. Currently, many of the existiegtification programs are nappropriate for small
enterprises because of their complexity and timgaired to develop the required information. Thus, in
order to encourage as wide as possible paaticip by SMESs it would prolidy be appropriate to
develop a simpler set of standafdsthem, with special sensitiyito minimizing the record-keeping
burden.

One of the challenges for any tfcation, whether narrowly focuseah sustainability or inclusive of
traditional quality ratings is credibility. As not@dthe general marketing section, credibility is a
function of transparency and auditing. The necessigudit hospitalityproviders often creates
bottlenecks and delays in addition to increasiosts to a level that small enterprises cannot
participate. It makes sense, therefore, for greeification programs in each country to look for ways
to minimize auditing costs and inefficiencies. Foample, it might be possible to form partnerships
with big international NGOs and local universittegrain student intern® conduct free audits for
SMEs, which would provide the credibility of a thiparty audit, but at no out of pocket cost. This
would encourage additional firms to participat the program and would increase demand by
enhancing the programOs credibility with consumers.

Positioning: In conjunction with determining how tleertification productisould be structured,
consideration should simultaneously be given to whllitbe sold to. For example, to the extent that
the marketing strategy is orientedviird end consumers, it will bepeially important to focus on the
traditional quality considerations and to package the presentation in terms of those issues most
relevant to the categories of trased being targeted. To the exterdttmarketing strategies are aimed
primarily at travel intermediaries, wtill be important to include criteria that will help tour operators
and travel agents determine the likely reliability of the local service suppliers. Once the program has
been designed to provide information that will be most relevahetparticular target market, the
sales strategy can focus on those potential buyersaes channels that wile most effective. For
example, emphasized above, on-line marketiiignevitably become more important and
certification programs should position themselves tadattractive as possidlo travel portals and
other Internet information providers.

In terms of geographic positioning, fepean travelers are generaityre aware of sustainability
issues than Americaffsand sustainable tourism certificati marketing programs should probably
focus first on those markets. The United Stat#iscontinue to be the largest market for many
destinations, so it should not be ignored. The liad, however, is that itiivbe more cost-effective
to focus initial marketing expenditures in reachingtountermediaries and Internet portals in Europe
that serve clientele familiar with and appreciatfeertification systems. Once initial marketing to
European audiences has been completed, attentiahigato North America. For example, there is a
new information technology project called OLINK ALtoQink small Latin American businesses in
tourism, agriculture, and handictaivith European markets.

 There is a need to examine whether there are impadlifferences between U.S. and Canadians in this respect
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In order to promote smaller hospitality providerarketing plans should identify intermediaries that
favor non-traditional and personalized experiencegeihe need for in-deptiesearch and personal
contacts with these intermediaries, it would befuisfor an NGO or umbrk accreditation initiative
to take the lead on behalf of all five countriggould serve as an irmtecutor to connect the
individual certification prograsito intermediaries who aretémested in promoting small
accommodations and local tour guides. Rainforest Adkais currently doing this in partnership with
US-AID to promote certified coffee, bananas, émber from Mexico and Central America. It would
be a logical entity to do the same for tourism SMEs.

Pricing: Appropriate long-ternpricing for sustainable tourism ¢ication programs is a special
challenge. To date, consumers have been unwilinmay for certification information. This implies

that the businesses being certifigitl be required to pay for therogram costs. Most small tourism
enterprises, however, will be conoed that the costs of participagiin the programs are likely to
exceed benefits. As a result, ways must be foungdeernment or NGO to subsidize the programs or
ways found to increase the benefdghe hospitality providers. As an interesting example, the Green
Tourism Business Scheme in Scotland reportedly sebgative that feesh®uld be recovered within
two years via lower costs and irased sales (WTO Czech report).atfter or not this objective is
realistic for the five countries remains to be seen, but it is a sensible objective, especially for larger
firms.

Pricing will be especially relevant to SMEs, mostiich will be unlikely to be able to afford the full
cost of certification, ggecially if the programs included¢mecessary technical assistance and
investment funds to enable small firms to impréwe product offering at hsame time. Accordingly,

in order to level the playingdld for SMEs, governments and NGOs should be prepared to subsidize
programs. In providing these subsidies, heavy wesgbtild be given to nn@gement assistance and
financing investments that will inease the overall quality and reliltlyi of guest experiences. This is
what the marketing program will need to sell SMEvg®s over the long-run and should be the focus
of the program, not just meeting certification requirements per se.

Promotion: Promotion of sustainable tasm certification directly to@nsumers is a special challenge
for individual country programs, since none currehthg significant market recognition and consumer
confusion about differences among them is likelyetmain high. Promotion is clearly an area where
an umbrella accreditation scheme will be impatria order to reach the retail traveler.

Until such a structure is in place, the mostaative vehicle for consumer marketing will be the
Internet, as individual traalers are increasingly turning to ondisources for their travel information
and even booking. In order to attract consumenttte, however, it will baenecessary to get more
tourism providers certified and for those providers i travel intermediaries to promote that fact
on their own websites. Once this starts happenimglatiyer travel portalsight be recruited to
include the certification status ofgtgnations as search criteria on trstes. At this point certification
will have come of ageral a tipping point reached.

In order to get to this stage, however, certificaposgrams will have to actively market to hospitality
providers and especially to intermediaries. Irstiaases, this will require person-to-person contact
and follow-up. Initial connections can be made adl¢r shows and other indys&vents, but dedicated
staff will be required to make the sale. This gpacial challenge for most certification programs, as
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sponsors and staff are primarily interested inpiblecy aspects of certifi¢ceon and are not typically
trained or motivated sales people. Funding has toteesike for this and staff incentives structured to
encourage and reward sales and marketing.

Certification programs in the five countries shoubldeghospitality providersgspecially guides, the
materials and training to effectiyeéxplain the relevance of theirr@mes to the concerns of primary
importance to the traveler. This means linkingifteation to improved pdormance in terms of
hospitality services and the natuaald cultural appeal dhe destination, not just saying that they are
saving electricity, water, or landfgépace. Hoteliers, attractions mgees, or guides generally will not
have a reason to promote thetifeation per se. But if they cdme encouraged to talk about the
underlying issues and the program can make the litikaertification in the @velerOs mind, then the
traveler may seek certified products in the future.

A number of other promotional temigues could be used to incredise supply of certified providers
and demand for their products iretfive countries. At the ambitiownd of the spectrum, as noted
earlier, development of OloyaltyO type rewards anogjcould be appealing to frequent travelers and
encourage them to stay in certified facilities. Thsuld be especially gealing on a Central/South
American regional basis, but would probably be viableountries such as Costa Rica and Belize with
a large ecotourism industry and higlpeat business. Credibility with tiointermediaries and travelers
could be significantly enhanced through co-bragand partnering with respected environmental
organizations or private compani&ibstantive information can besgn to intermediaries (such as
the innovate initiative by thMeso-American Ecotourism Adince, which is tracking the
environmental and social impacts of travel in keyas and providing feedbaitktour operators and
others on the impact of theirtagties and conservation efforts).

Section 8: Conclusion

From a marketing point of view, sastable tourism certification is not @md-in-itself, but has to be a
means to an end B a more enjoyable and satisfgcagion for the travelema a profitable investment
for businesses that get certified or promote cedihospitality providers. Uess green certification
programs are designed with theseities in mind, they are unlikely tioe financially sustainable or
achieve their ultimate purpose.

The objective of this report is to offer a $égy and recommendations foarketing ecotourism and
sustainable tourism certification aoertified businesses, with particular focus on SMEs in five Latin
American countries (Belize, BrdzCosta Rica, Ecuador and Guatda). It addresses both sides of
the marketing equation: geneng supply of and increasing denthfor certified businesses and
products. Recommendations rely heavily upon lesk@maed from existing Ogreen certificationO
programs both within tourism sector and otinelustries, on existing Oquality/serviceO tourism
certification programs, on an analysf consumer and industry sess, and on an analysis of the
tourism supply chain. Major recommendations are:

I Ensure that criteria covers consumersO majarecns for quality, safety, security and value.
This can mean combining quality certificatiratings and sustainability criteria by:
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0 Incorporating sustainability criteria intoiskng, well-known qualityratings programs such
as those run by automobile associationgawernments. (This is an ongoing discussion in
Europe, where the tour operata@re in favor of this idedut both the ecolabels and the
quality labels hesitate. The Tour-Link projeeay become the key to bring together quality
and ecolabels in Europe by combining withit operatorsO requirements and checklists.)

o Partnering with quality ratings progranesdevelop a new program which focuses on
guality/safety/security and sustainability

o Introducing quality/safety/sedty criteria into existing andeveloping sustainable tourism
certification programs and prormog both aspects simultaneously.

I Initial marketing to consumers should focusniche markets with environmental and social
concerns. These include: ecotourists, affinity groups or educatiamal market, NGOs
concerned with social and environmental e $usiness travelers employed by companies,
governments or NGOs with environmentallgpensible purchasingplicies. Geographic
niches would be domestic and North America travelers.

I Examine if certification programs can provideldidnal services to consumers. For instance,
some certification programs b such as AAA, ltltvian Country Tourism Association, and
Viabono in Germany b providelua-added services which serio attract consumers. For
instance, AAA offers travel advice, productsjdgibooks, and emergency road service to its
members. Once consumers have paid a basic membership fee, they receive these services for
free. The guidebooks provide general informatibawd destinations, as Was directories of
AAA diamond rated hotels and restauraMmbono and the Latvian Country Tourism
Association aim to act as travel agencies, making bookings and providing tourism service
information to consumers.

I Enhance credibility by linkingertification programs and cer&fl products to respected,
internationally recognized bodies. This recommendation extends to the STSC when it is
launched, but in the meanwhile, it will be imfaot to develop ass@tions with other
international agencies (UNEP, WTO, WoBdnk, IDB, etc.), conservation organizations
(WWEF, CI, TNC, etc.), consumer advocacganizations (Consumers Union, Co-op America,
etc.), fair trade organizations, associations of tour operators (TOI, Adventure Collection), and
educational travel programs.

I Develop and disseminate marketing messagesriborporate consumersO and providersO
concerns as well as sustainability.

I Create a strong brand that cleazbnveys the nature of the product(s) and a desirable image.

I Develop similar marketing messages for cexdifion programs around the world D to reduce
confusion and provide clarity of message and terminology.

I Generate tourism provider suppby creating demand from larged institutional purchasers
b governments, large tour operators or wirgdions of operators, NGOs or NGO networks.

I Work with local and national governmentsyrks and protected area managers, tourism
industry trade associatie and international aid and lendimigyanizations to create incentives
for certified businesses.

I Offer technical, marketing and financial supgorSME tourism providers to encourage their
participation.

I Develop strong relationships with the mediespecially guidebooks, major travel magazines
and Internet sites focusing on responsikdeet and/or on tourism in target countries.

I Promote certification programs and certiflagsinesses at conferences, trade shows,
government or multi-lateral tourism fora amither gatherings of tourism stakeholders.
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I Create and maintain partnershipish key organizations and insttions to promote sustainable
tourism certification and certifiedusinesses. Encourage thenetaploy their own well-tested
strategies to influence their constituencies.
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Appendix 1: Description of Docume nts contributing to this report

The following studies were undertaken by Thernméional Ecotourism Soety and The Center on
Ecotourism and Sustainable i&opment, and are part Giverall Objective 3.1: To develop a
cohesive marketing strategy for SMEs in 5 taggeintries & develop a cobre regional marketing
strategy for certification progms in these countries.

o QActivity 3.1.1.1: Consumer Demand and Operator Support for Socially and
Environmentally Responsible Tourisn®O: The purpose of thigoat by Zo* Chafe was to
analyze existing surveys tourist preferences for sugtable and ecotourism, responsible
businesses, eco-labels and certtfmain the U.K., Europe, the B., Australia, and five target
countries in Latin America (Bele, Costa Rica, Brazil, Ecdar, Guatemala) to determine
whether there is consumer demand and willingness to pay for socially and environmentally
responsible travel. The report concludes @labth consumers and travel companies show
strong support for responsible tourism, includstating a willingness to pay more for ethical
practices, to contribute to monunity projects, and taipport certification. Consumers
continue to view safety, cost, weather, acdely, and quality of facilities as paramount
when planning vacations. Although their demandefthical products, social investment, and
eco-labels is growing, most consumers do ntvely inquire about busess practices. Tour
operators are increasingly aware of the denfandocially and envonmentally responsible
tourism, and are exploring certification pragrs as a way to market their ecotourism
productsO

o QActivity 3.1.1.2: Undertaking consultations with consumer demand experts and
consumer advocacy organizations in the U.&nd Europe to determine current consumer
demand for sustainable and ecotourism, and for certification /certified product® This
report by Edward Sanders states that conssomeys consistently indicate that most
Americans express a strong interest in sudbdithaprinciples, but marketing experts caution
that this stated interest seldom translates actual travel buyingabits, much less into
demand for OcertifiedO information about the subiliiparactices of tavel destinations and
suppliers. Because of this, the experts concublat marketing should be aimed at travel
intermediaries serving affinity groups that are kel be most responsive the sustainability
message. Co-marketing and affiliations with respected consumer-oriented companies would be
helpful in building consumer recognition. &marketing message should feature those
elements of sustainability of gatest interest to consumerse8fically, travelers are likely to
be more interested in broader efforts to protiee natural and cultural resources of the area
than in the use of green technologies by supplihis suggests that, in order to increase
consumer demand, the marketing of certificapomgrams should probably give greater weight
to these issues even though they are more difficult to measure.

o QActivity 3.1.1.3: Undertaking a consultationwith the tourism industry to determine
consumer demand for sustainable and ecotourism certification.This report by Jorge De
Vicente used interviews wittine tourism industry (particullg outbound operators and tourism
media), tourism marketing speciadisthe tourism bureaus of the five target countries and other
marketing experts to determine current (andegal) consumer demand for sustainable and
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ecotourism and certification. The finding istfOUS consumer demand for environmentally
sensitive tourism is on the rise. Howeveegrthis a major terminological problem hindering

efforts at developing reliabKatistical methods to account for ecotourism and sustainable
tourism. Most US travelers are growing inctiagty environmentally conscious, but that has
yet to translate into a demand for sustainalolé ecotourism certificatn. Indeed, certification
only seems to have had an impact on the supply side, which is no small achievement.O

o OActivity 3.1.2.1: Report outlinng marketing strategies ofother OgreenO certification
programs and applicability for ecotourism and sustainabé tourism certification.OThe
purpose of this study by Abigail Rome is tabize consumer campaigns for other "green"”
certified products to assess the relevandbede campaigns for sustainable and ecotourism
certification. This report examines the expedes of the following certification programs and
their users in six market categories and pravigeommendations on how their lessons can be
applied for promoting sustainable practieesong SME (Small and Medium Enterprises)
tourism businesses and sustainable tourism icatidn as a wholeForest Stewardship
Council and SmartWood, the Marine Stewardsbouncil, Fair Trade Coffee and TransFair
USA, The Food Alliance, Energy Star, and Gr&eal Key findings include the following:

I Buy-in for tourism certification is more effective whedigerse group of stakeholders
is involved at the outset in dewepling the program and its criteria.

I Marketing certification to touria providers is best achieved kgrsing with large,
well-respected compani@gho have demonstratedénest in sustainability.

I While marketing to individual travelgican be difficult and time-consuming,
Intermediariescan utilize certified products arréach large consumer audiences

I Partneringwith environmental, soal justice, development, consumer advocacy and
other NGOs and institutions that have travglconstituencies can also be effective.

I Marketing campaignsoordinated by certification programs aradried out by
partnersthrough advocacy, media and advertising are recommended.

I In addition,development of clear messages and a Obréaciate promotion.

I Small and medium enterprisedl need additbnal incentivessuch as technical
assistance, marketing support, andigpplemental financing or subsidiés become
certified.

I Finally, certification programs should consider working with the environmentally
preferable purchasing movemeatinclude travel in their policies.

o OActivity 3.1.2.2: Outlining Marketing Strategies for Tourism Certification Programs
and Lessons Learned for Sustainable Tousm Certification: Programs in North
America.OThis report by Laura McLendon analyzes six existingisouicertification
programs: AAA, Small Luxury Hotels of the WdrlMobil Five Star, Ecotel, Green Hotels in
the Green Mountain State, and Audubon Green Leaf Eco-Rating for Hotels. In studying these
programs, the goal was to pull out lessfurghe creation of successful ecotourism
certification programs. The repathiows that the oldedargest, and most successful tourism
certification and ratings programes defined by number of users, are those which address
travelers® major concerns: quality andiser®rograms that focus on environmental
management are growing, especially duertgitbnmentally Preferable Purchasing policies of
governments and private organizations, but loetimand for and supply of certified businesses
is still insufficient. Successful programs anede that have invested time and money into
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marketing. Their major marketing strategies includeQiBating a strong consumer baga)
Employing marketing and communicatistaff to promote their program@) Creating and
selling a brand which ensusénigh quality and servicé4) Focusing on specific market niches
(5) Developing interactive webs#t¢hat describe their rating$6) andPartnering with
industryfor advertising and to offer fimeial incentives to consumers.

o OActivity 3.1.2.3: Analyzing themain vehicles for promoting u® of certified businesses to
determine the most effective promotion vehi@s for certified businesses in the tourism
industry.OThis report by Jorge de Vicente lookatguidebooks, travel magazine and
supplements, outbound tour operators, educational and travel study programs, government
promotion, trade shows and websites D all vehfolegromoting use of certified businesses.
For marketers to decide whicbute to give priority to, thegnust first assess the demand for
and supply of ecotourism and sustainable touriarorder for any of these promotion vehicles
to be successful in promaog certified businesses, certifia must be backed up by a
legitimate, responsible and reliable brand angelreclear and transparent definition of what it
stands for. The report concludes that the mdestg¥e promotion vehicles are those that work
on the supply side, namely government proomatinternet is a cost-effective vehicle for
raising awareness about certificedj it is also a tool to givBMES access to the international
market.

o] QActivity 3.1.3.2: Identify the current range ofincentives offered to businesses in existing
OgreenO certification programs to determine range of beneits

This report is largely based on Herbert HameleO{ Number of European programs | 50
reports on the incentives offered by fifty Europeal epsite 32
sustainable tourism certification programs. The | press articles 15
most effective incentives tend to be based on brochures 14
technical assistance to candidates for certificatiof fajrs 12
public relations, and direggovernment support. Th| conferences/ meeting 11
most common support measure is simply listing i guidelines 11
one or more websites. One certification program | members are published 8
an advertising agencyahdirectly promotes leaflets 7
certified businesses. Another, the very effective |seminars / workshops / courses 6
GTBS program of Gredritain, has substantial newsletter S
marketing support from local government. magazines/ travel catalogues 4

folders 3
Reports from certification programs in other AL [P ECUEE 3
industries suggest that theost important incentivegadvertisement 2
are those that give competitive advantages to Sngessultancy 2
enrolled in the programs: training, tax relief, publidiclation 2

ceremonies 1

preferential purchasing and marketing, and

technical assistance.

OActivity 3.1.3.3: Determining what businesseseek from certification and the range of
alternatives that could be offered by gogrnment, trade associabns, international

organizations, travel media, and outbound operators.@his report by Edward Sanders uses
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interviews with a sample of industry participsum order to determe what industry seeks
from sustainable travel centition programs. These expedchoed the findings in task
3.1.1.2 that consumer demand fostainable travel certificainh programs has not yet evolved
into a significant market force, at leastle United States and therefore did not view
certification as an effective means focrieasing near-term saler pricing power.

In the absence of acrossethoard consumer demand, most respondents recommended that
marketing efforts be focused on those segmefitise industry that already cater to eco-
conscious travelers. For example, some touraipes and travel agents specialize in serving
alumni, church, environmental or sogggbups, many of which are concerned with
sustainability issues. These kinofsintermediaries and affityi groups that are already Oamong
the convertedO were viewed as the most lotfiogéts for the marketing of sustainable travel
certification programs.

In terms of their attitudes towds certification, the potentiabst savings were viewed as
relatively minor and not directlgssociated with cefication. Some respondents were skeptical
about the potential for d&fication schemes. They felt thegrtification critera often are too
mechanical, fail to adequately reflect sfeecific conditions, and dwot reflect consumer
priorities. Accordingly, they believed that médations would be required in many sustainable
tourism certification programs betothey could be effectively marketed to the industry. There
was also concern that SMEs are oftesadvantaged by certification programs.

o Activity 3.1.4.1: Examining the constraintsimposed by international trade rules and
organizations, such as NAFTA and WTO, to diermine the benefits and/or constraints of
mandatory certification, including role of project in giving small companies a chance to
get technical assistance in case c#itation becomes requirement of tradeVoluntary
certification is considered a valid activity und@rious international trade agreements and the
protocols of the World Trade Organization. Tisar activities are generally covered under the
General Agreement on Trade in Services (G)Talthough some purchases and commerce in
products could fall under the Techal Barriers to Trade AgreemgiTBT). Tourism is almost
unmentioned in all the relevant internationalesgnents, but as an industry it may be affected
in some ways: If any non-domestic businesdfered "national” treatment, then all qualifying
international businesses mustdftered equal treatment. In some cases, restrictions on the use
of coastal areas, preferences for small lrssas, and preferences for local purchasing
(recommended by many voluntary certification proggaoould be considered in violation of
treaty if (a) any international business igegi national treatment, (b) government incentives
are given to national businessasd (c) if treatment is discriméatory. In general, however,
voluntary certification is exemgitom treaty obligations, deng as there is no government
preference for certified businessghere is government preference, such as in marketing or
taxes, then the certification program shaogdshown to be non-discriminatory and in
compliance with international accreditan norms in order to be exempt.

o OActivity 3.1.4.3: Analyzing te commercialization chain.(rhe purpose of this report by
Jorge de Vicente is to analyze where cexdiiion can be most effectively promoted and
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utilized to 5 target countries: Costa RiBaazil, Guatemala, Belize, and Ecuador. The
commercialization chain of an ecotourism destion starts with a country tourism board
marketing the destination through trade showssamiinars, promotional fairs, and its website.
All the information, marketig and advertising generatabout a countryOs ecotourism
destinations in the promotion phase is thenveyed to the end consumers through a variety of
channels, including guidebookstemet websites, trade showewspapers, magazines, TV
and radio, word of mouth, and promotional imaes. The report finds that ecotravelers value
good service and comfort the most when they make their travelateisiertification is

viewed as a tool for SMEs to improve theiple bottom line. The report suggests that
certification should be promoted on the inteloral part of the commercialization chain;
governments of developing countries coulthigartnerships with international NGOs
working to promote ecotourism in North Ameritaternet is a todio reach less affluent
ecotourists, through Responsible Travel Websites.

o OActivity 3.1.4.2 : Analyzing marleting strategies of five cantries to determine their
effectiveness as a templat®r certification marketing.O The research was conducted by
Emma Stewart, Beatrice Blake, Sally Chrisgdther with Martha Honey and Amos Bien who
are authors of the report. Thevcet focuses on the nature andgth of Costa RicaOs tourism
industry, the importance of ecotourism, and theettgoment of various certification programs,
most importantly the CST program. It aradg why and how Costa Rica became a leading
ecotourism destination, the tourism supply chain, foreign and domestic ownership of various
tourism industry sectors, marketing toolsgdahe challenges facingghmplementation of
CST as an effective natal certification program.
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Appendix 2: List of People Interviewed

Abriani, Janelle. World Wildlife Foundation, Membership Travel Program.

Adams, Chris. Group Marketing Manager, Jasofitas/el Media, Golden, Colorado

Armario, Alli. Tour Operator: Myths and Mountains

Betancourt, Rita. Statistics Unit, Nationalourism Board of Ecuador.

Bunker, Cheryl Cheney. Marketing Manager, AAAublishing Marketing.

Cabada, Jose Luis.Sunny Land Tours Manager for Crmt and South American Product
Development

Cabada, Miguel. Marketing Specialist.

Carnright, Margaret . Audubon Society, Odggy journeys.

Cohen, Jim Executive Director, Adventes in Travel Expo

Conroy, Michael. Yale University and th&ockefeller Brothers Fund.

Cornelius, Connie. Tourism Marketing Consultant, Denver, Colorado

Crawford, Peter. Environmental Assistance Program Director, Vermont Small Business
Development Center

Daflos, Amanda. Principal, International Mountaigxplorers Connection, Denver Colorado

Donovan, Richard. SmartWood Program of Rainforest Alliance.

Dragon, Kathy Moyer. Owner, The DragonOs Path, Boulder, Colorado

Exo, Scott.Executive Director, The Food Alliance.

Fisher, Mason.Tour Operator: Internatioh&xpeditions. (800) 633-4734

Fried, Rona.Publisher, SustainableBusiness.com

Fried, Rona. Publisher, SustainableBusss.com, New York, New York

Gallagher, Kevin. Vice President, Terra Choice.

Gibson, David.Director of Environment and NatuiBesources, Chemonics International.

Goeldner, Charles.Professor of Tourism and Marketing, Leesichool of Business, University of
Colorado at Boulder.

Grossa, Fabio.Chief of Division, Product & Segmenian, National Tourism Board, Brazil.

Grossman, Lanny.Director of Public Relations and Mating, The Americas. Small Luxury Hotels
of the World.

Gutterman, Sara. Former COO Natural Capitalism Group

Hammelbacker, Ralph Tour Operator: International Expeditions.

Holbrook, Andrea. Tour Operator: Holbrook Travel

Honigman, Luciana. The Nature Conservancy, Conservation Journeys.

Hulbert, John. Partner, Rainmaker Resort, Santa Fe, New Mexico

Humphreys, Jim. Regional Director B Americas, Marine Stewardship Council.

Inman, Crist. Marketing specialist, busiseman and INCAE Professor.

Inman, Crist. Marketing Specialist.

Jeronimo, Miguel. Brazilian Tourism @ice in New York.

Karas, Ken. Managing Director, Betie Lodge and Excursions, Indian Creek, Belize

Kruger, Tiffany. VP Sales and Marketing, Pronghorn Resort, Bend, Oregon

Kutay, Kurt . Tour Operator: Wildland

Lane, Chris and Anya Breitenbach Xanterra Parks and Resorts, Denver, Colorado

Lewis, Karen. Owner, Lapa Rios, Osa Peninsula, Costa Rica

Long, Patrick. Director, Center for Sustainable ToumisUniversity of Colorado at Boulder
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Madrigal, Luis. Instituto Costarricense deurismo, Statistics Unit.

McCullough, Greg. President, Wind River Hospitality, Longmont, Colorado
McNamara, Maureen. Marketing, Energy Star.

Morgan, Brian. Tour Operator: Adventure Life.

Mullis, Brian. President, Sustainable Travel International

Mullis, Brian. President, Sustainable Trawelernational, Boulder, Colorado
Neylon, Laurel. Vice-President, Global Plateau

Nobles, Harry. Formally involved in AAADiamond ratings system.

OOFlaherty, ShaneVice President, Mobil Travel Guide.

Roberts, Barry. Marketing specialist and former Advist the Costa Rica Tourism Board
Roberts, Barry. Marketing Specialist.

Saunders Tedd. Executive Vice President, Saundetstel Group, Boston, Massachusetts
Scanlan-Lyons Colleen.Global Green Grants, Boulder, Colorado

Schendler, Auden. Environmental Director, AspeSkiing Company, Aspen, Colorado
Schipani, Grace.Project Coordinator, AAA Tourism Information Development.
Soin, Mandip Singh. Managing Director, Ibex¥peditions, New Delhi, India
Sol—rzano, JuarTourism AttachZ, Embassy of &emala to the United States
Stevens, Alicia American Museum of Naturilistory, Discovery Tours.

Stroud, Steve.Partner, Hacienda Baroe, Dominical, Costa Rica

Sylvan, StephanFormer Energy Star specialisinvironmental Protection Agency.
Tarica, Karen. Communications Director, Mae Stewardship Council.

Tefft, Tracy. AAA Research Information.

Thadani, Manav. Managing Director (India), HVS International B New Delhi
Vargas, Maria. Energy Star Spokesperson, Eovimental Protection Agency
Walden, Judy. Principal, Walden Mills Group.

Weissman, Arthur. President and CEO, Green Seal Inc.

White, Rick. ICF Consulting, Energy Star contractor.

Wille, Chris. Chief of Sustainable Agriculture, Rainforest Alliance.

Willuhn , Mark. Director, Meso-American Ecotourism Alliance

Wood, Sue.President, Wood Gomunications, Inc.

York, Barbara. Smithsonian Journeys.
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Appendix 3: Websites examined

AAA Five Diamond Awardwww.ouraaa.com/news/news/diamond/index.html

AAA Exchange Websitevww.aaapublicaffairs.com/Main.asp?CategorylD=9

AAA Mid-Atlantic Website.www.aaamidatlantic.com

AAA Publishing Websiteww1.aaa.biz/AdSales/production/home.html

Audubon International Websiteiww.audubonintl.org

Away.com

Gap Adventuresyww.gapadventures.com

Green Hotels in the Green Mountain State Websitevw.vtgreenhotels.org/become.htm
www.vtgreenhotels.orgvww.veap.orgwww.vtsbdc.org

Mobil Travel Guide Websitevww.mobiltravelguide.com

Myths and Mountains (Tour Operatorgvw.mythsandmountains.cqm

Responsibletravel.com
Small Luxury Hotels Websitevww.slh.com

Terra Choice Websitevww.terrachoice.ca/hotelwebsite/indexcanada.htm

Vermont Agency of Natural ResouscEnvironmental Assistance Division.
www.anr.state.vt.us/dec/ead/eadhome/vbep.htm
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Appendix 4. Research Team

William Barnett, Ph.D.,is Professor of Strategic Managemantl Organizationdehavior at the
Graduate School of Business and a membereo€CBSD at Stanford University. Bill studies
competitive systems within and among organizations, focusing on how competitiveness evolves as
organizations grow and change. This researclides studies on markebmpetition among business
firms and studies of ideological competition amaogial movements. Bill is serving as a peer
reviewer of the final drafof the marketing report.

Amos Bienis TIES' Director of International Programs, based in San Jose, Costa Rica. Amos is a
population ecologist by academic training, but hagke in constructionusiness administration,
environmental auditing of businesses, and as a rsiiyg@rofessor. He ithe founding president of
Rara Avis Rainforest Lodge and Reserve, perliagpéirst ecolodge in Costa Rica. He has worked on
the evaluation and development of several systenthie environmental angbcial certification of
tourist businesses and has publishedkly on the subject. He was also the founding president of the
Costa Rican Private Nature Reserves Assarigpresident of the Gta Rican Youth Hostel
Association, treasurer of the Federation of C&tan Environmental Organizations, member of the
National Biodiversity Commission, and a country esantative to the UN Convention on Biological
Diversity and the Johannesburg Summit on Sustainable Development.

Zoe Chafeis Director of Administration for CESD in Washington, DC. She conducted the study of
consumer and industry demand for sustainable touaisd certification, as wedls helping to provide
administrative support and help to edit various otbports. Zoe graduated from Stanford University
in 2003 with a degree in HumandBagy. Her research interests feoon environmental policy and its
ramifications for local communities. While at Skamdl she had an opportunity to study ecotourism
while on trips to both the Gglagos Islands and Madagascar.

Alice Crabtree, Ph.D, is TIESO Research Associate onifietion (Asia-Pacific). Based in
Queensland, Australia, Alice ispeesenting TIES in the Asia-Pacifiegion, with a particular focus on
certification as well as educatiamd training courses. Over the last decade, Alice has provided
significant contributions to the gwth and development of ecotam in Australia and the Asia-
Pacific Region. She was a founding member o&betourism Association of Australia (EAA) in
1991, and has served as its TreasBecretary and Vice PresidenteShkas also a key player in the
development of the world's first ecotourism-sfiedertification program, AustraliaOs National
Ecotourism Accreditation PrograNEAP) and the chief force behind the development of the
EcoGuide Program which certifies naturalistdgsd and encourages development of superior
interpretive and qualitgcotourism. Her involvement in ddgping international ecotourism and
ecotourism standards includes miag programs and workshops in Australia, New Zealand, Japan,
Borneo, China and the Philippines. She was a principal writer of the International Ecotourism
Standard, a certification progrdmsed on NEAP but licensed exsively to Green Globe 21 for
global distribution. She holds a Ph.D. as an aqeaitogist, and has written and taught extensively
on interpretation, ecotirism, guiding, and certificatn and accreditation issues.

William Durham , Ph.D., is CESDOs Director at Stasifand Chair of the Department of
Anthropological Sciaces. Co-editor ofhe Social Causes of Environmental Destruction in Latin
America(Michigan, 1995), Bill has a particular interest in ecotourism as a means of addressing
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conservation and development issues in Centradriaa, the Amazon Rainforest, and the Galapagos
Islands. Bill is helping toaordinate the research andserving as a peer reviewer of the final draft of
this marketing report.

Herbert Hamele, a leading certification expeaind director of Ecotrans and the VISIT program in
Europe, has been brought on as a consultant tseveesearch in Europe. HerbertOs responsibilities
include examining existing and new Ogreen@stowgertification programs throughout Europe to
assess their current technical, informational, amahitial difficulties and to see whether and how they
are designed to target SMEs (small and mediut@rpnses). He is als@searching existing and
potential funding mechanisms and opportunitieBumnope to assist SB&, indigenous groups, and
CBEs (community-based enterprises), collectingtarg surveys of consumer and industry demand
for sustainable tourism and certification, and cagyour in-depth interviewwith consumer demand
experts, consumer advocacy organizations, andstoundustry and business leaders to assess current
consumer demand for sustainable/aootism and certification, as welk the range of incentives that
could be offered to businesses. Finally, Herbegkamining existing certification programs in Europe
for any baseline data collection tools and monii@ind evaluation indicatqrand is evaluating how
well they are meeting goatd certification re: sociadnd environmental criteria.

Martha Honey, Ph.D., is Executive Director of TIE®@ Center for Ecotourism and Sustainable
Development (a joint project of the Institute Rwlicy Studies and Stanford University). She has
written and spoken widely on ecotourism asa for development and conservation and on
certification, including Ecotourisrand Certification: Setting Standks in Practice (@02), Ecotourism
and Sustainable Development: WBwns Paradise? (1999), and Rriing ParadiseCertification
Programs for Sustainable Tourismd Ecotourism (2001, with Abigail Rome). In 2000, she organized
the first ever-internation@onference on OgreenO tourism ceatifin that took place at the Mohonk
Mountain House in New York. For twenty years sheked as journalist, baddirst in Tanzania and
then in Costa Rica. She holds a Ph.D. in Afrieastory from the University of Dar es Salaam,
Tanzania, and is a Fellow at the Institute for Policy Studies.

Laura McLendon conducted the research on the tourigrality certification programs including
AAA, Michelin and Mobil. Laura graduated fromaiford University in June 2004 with a degree
Human Biology with a focus in environmental awipology. She has worked as an environmental
educator at StanfordOs Jatidge Biological Preserve and%anta Barbara Zoo. She conducted
research in Australia on the NEAP certificatfmogram and environmental education programs in
coastal Queensland.

Abigail Rome is an independent consultant workingconservation and ecotourism. She has a
Masters in plant ecology from Duke Univeysiand has spent ovemtgears working with
conservation NGOs in protected areas managerinesnin the eastern U.S. and then in South
America. She lived in Ecuador for five years, bishing and managing natureserves and assisting
local communities to develop ecatism programs. Currently, Abi cdacts research on a variety of
ecotourism subjects (including ecotourism and snatde tourism certification), writes reports and
articles for the general public, offers wdnkgs and trainings, and leads occasional ecotours.

Edward Sandershas a broad background in sustainal@eelopment planning, environmental
finance, ecotourism project develoent, and international public pojiéssues. He is President of Eco
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Tourism International, an ecotourism consulting fspecializing in market assessments, feasibility
studies and project planninge also serves on a part-time basi®mector of SpeciaProjects at the
Center for Sustainable Tourism in the Business Scitable University of Colorado at Boulder. He
co-authored’he Business of Ecolodges: TheoBomics and Financing of Ecolodg@dES, 2001)

and prepared a comprehensive study of the duthound ecotourism markietr the World Tourism
OrganizationThe U.S. Ecotourism MarkgfWTO, 2002). Ed is a partner in a 36-room, 13,000-acre
ecotourism and conservation of in southern Belize.

Previously he co-founded two intetimanal consulting firms, served &aff Director of the Senate
Foreign Relations Committee, and was an Associatecir of the PresidentOs Office of Management
and Budget (OMB). Ed has a BA in economicsrfrBomona College, a Ph.D. in economics from

Yale University, and attended the Advanced Mgpemaent Program at the Harvard Business School

Anna Spenceleyis a research fellow with the TransbourydBrotected Areas Research Initiative at
the University of Witwatersrand iBouth Africa. Her research is focused on the impacts of tourism
investment in the Great Limpogdoansfrontier Conservation Area transboundary area shared by
South Africa, Zimbabwe and Mozambique. She atisn sustainable tourism issues relating to
conservation, poverty alleviation, local economigelepment, in addition to participatory policy
development and planning.

Barton (Buzz) Thompson,J.D./M.B.A., is a Profess of Natural Resources Law and Vice Dean of the
Law School and a member of the CESD at Stanfbriversity. He has headed up the research and
writing on the constraints imposed by internatianadle rules and organizans on certification
programs. Co-author @&nvironmental Law and PoliofFoundation Press, 2003), BuzzOs research
focuses on environmental certification progsaamd the role of non-profit and commercial
organizations in the presenvati of ecosystems and biodiversity.

Sintana Vergarajoined TIES as a research assistant warkiith Amos Bien in San Jose, Costa Rica
from August through October. She graduated f@wmell University in May 2004, in Biological and
Environmental Engineering. She lajeined TIES and CESD in Washington DC, where she filled in
for Zoe while she was doing research in Southicaf While at TIES, Sintana conducted research,
translated, and edited documenglating to certification.

Jorge de Vicentewho received a Masters International Affairs from the Fletcher
School at Tufts University in May 2004, carriedt research on the U.S. and Canadian
demand for ecotourism, with pgeular focus on the five targebuntries. His interest in
ecotourism originates from classes on couotmpetitiveness that he took with Michael
Fairbanks and Michael Porter at Harvard, a8 aseresearch on country branding and field
experience in Costa Rica assessing tourismkatiag strategies. Originally from Spain,
Jorge graduated with honors from Macalester College.
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