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Missed business opportunity 



1. Figure out your target 

audience 

2. Be clear who you have 

written your messages for 

3. Picture the people that 

you want to be influenced 

by your message 

4. Identify a segment large 

enough to make 

sustainability 

communications viable 

• 46% don’t want to think 
about being green - they 
want to relax 

• 33% believe sustainability 
claims are often ways to 
save money and/or reduce 
service 

• 15% think a hotel run 
sustainably will be less 
comfortable than one without 
green credentials  

 



Why don’t you go by bike? 



• Be clear what 
response or 
change that you 
are hoping for 
from your 
customers  

1. To make customers feel 

good 

2. To raise awareness and 

change behaviour 

3. To offer something extra 

4. To get more customers 



Why charitable donations 

• Bedruthan Steps Hotel 

(Cornwall) explains to 

customers at the point of 

booking that they 

encourage guest 

donations to responsible 

causes (while highlighting 

that the hotel also does 

their bit).  

• £5 opt-out donation per 

booking: 

– Option 1: co2balance 

– Option 2: Surfers Against 

Sewage 

– Option 3: St Mawgan in 

Pydar Community Fund 



• Be clear about the 
impression you 
want to create –  

• with your 
sustainability 
policy, photos, 
text... 

1. Fun 

2. Better service 

3. Tradition – share 

nostalgia 

4. Empathy 

 



Why staycations 

• Thrifty Couture, social 

enterprise, London 

• While sharing nostalgia 

and values for tradition, 

particularly during 

economic recessions   

• Offers workshops on 

making up-cycled clothing 

and accessories, and 

natural beauty products  

• Workshops: 

– Besides  informing (harmful 

chemicals in clothing and 

beauty products) 

– Also, give solutions from 

home to save money and 

taking control 



The Twiggles 

say: be green 
• BeWILDerwood is a family 

adventure park in Norfolk, England.  

• 70 local jobs, planted 14,000 trees 

• 87% waste recycled from 160,000 
annual visitors  



• Integrate sustainability 

as part of quality 

through the channels 

you already use.  

1. Certification and 

awards 

2. Online and offline 

press 

3. Your website 

4. Social media 

5. Online distribution 

channels 



Our hotels are certified to 

reassure blue chip buyers 

• Jury’s Inns Group Ltd  

• Many of our business comes 
from companies with 
sustainability certifications 

• Now, developed a set of 
answers to the typical RFP 
questions  

• And integrated into 
management systems 



• You market your 

company all the 

time 

• Help customers 

make informed 

decisions 

1. Prior to 
booking/purchase 

2. Between booking and 
arrival 

3. On arrival 

4. During the stay/visit 

5. After the stay/visit 

 



Communication 

on site is all 

about quality 

experience 

 

• Gylly Beach Café, 

Cornwall 

• From warm decoration 

to passionate service 

• From suggesting local 

activities to fresh, tasty 

food 



Thank you 

 

GET MORE HELP AT  
WWW.RESPONSIBLETOURISMCOMMUNICATION.COM 

@xavierfont 

/xavierfont 


