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The objective of Responsible
Tourism

Responsible

To use tourism to achieve

sustainable development Tourism
Sustainable development .
through tourism b e - ‘;ﬁ:"”
the aspiration of ey \ 70
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use tourism rather than to g o=

be used by it.

Tourism is like a fire — you
can use it to cook you food or
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Why Responsible?

The Ostrich problem

They'll sort something
out

Accountability

Actions and consequences
can be attributed to

individuals or legal entities,

Actually ostriches swallow
who can be held accountable,  <;h4ahd pebbles to help grind

and legally they are liable. up food in their stomachs.
Respons-ability

Individuals and organisations JSSSIACINCII-IINNR]
are expected to respond and |EREclEReCIllel:

to make a difference. This escape the
requires partnerships, a responsibility
plurality of relationships, of tomorrow
learning, praxis, and critical by evading

reflection. it today.”
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Taking Responsibility for Tourism
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Two kinds of change

The changes we make ...... .
— Choice and imperative

The changes we respond to:

— Consumer demand

— Changing markets & exchange rates
— Regulatory frameworks

- New technology & availability
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Broader consumer trend

“authenticity .. A new strain of consumer desire”

Experience economy & authenticity

What is real is valued, valued over the
fake.

Money and time - the currency of
experience.

Original, Genuine, Sincere, Authentic

Starbucks coffee drinking experience -
realising added value - with 13,000 outlets
has to counter ubiquity with authenticity
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You can
Experiential Tourism taste the

difference
The experience Engagement in
economy culture,
Seeking community and
memorable the environment
experiences Shared product of
Driving increased host and guest
tourism Quality, depth,
Viral marketing create memories

VFM => EFM
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Ipsos-MORI 1999

Table 1: For the last overseas holiday that you booked (whether via a tour
company or independently), how important were the following criteria in

determining your choice?

lnportance rating %o

High Mid Low Note
Affordable cost 82 12 3 3
Good weather 78 14 5 3
Guaranteed a good hotel with facilities 71 15 8 4
Good informanon is available on the social, economic 42 30 23 3
and political siuation of the country and local area
o be visited
There is a significant opportunity for interaction with 37 37 23 3
the local people
Trip has been specifically designed to cause as little 32 3 27 5
damage as possible to the environment
Company has ethical policies 27 39 30 7
Used the company before 26 30 38 5
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Ethical Behaviours

2000 N 2012

Bought primarily for ethical reasons

Talked to friends/family about a
company's behaviour

Actively campaigned on
environmental/zocial issues

Felt quilty about unethical purchase

Actively sought information
on company’s reputation

Awvoided product/service on basis
of company’s responsible reputation

Chose product/service on basis of
company’s responsible reputation

Wiy

Recommended a company on basis of
company's responsible reputation

Supported local shops/suppliers

S

Recycled
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Is there first mover
advantage?

To be or not to be a leader?

Individuals make change -
companies are run by individuals
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We'll aim to make our UK
and Irish operations carbon
neutral within 5 years.

We’ll maximise our use of
renewable energy and only
use offsetting as a last
resort. And, we’ll be helping
our customers and suppliers
to cut their carbon
emissions too.

Responsible

Tourism

’S.
Five commitments.
One world.

100 things to change.

Climate Change.

Waste,

Because there is no Plan B
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The Business Cases for Responsible

Tourism

Market Advantage
The right thing to Experience
dc? o _ - richer
Minimising risk — more authentic
Ilglc;')ednset to o:?frate _ guilt free

roduct quali . L.
X Y Differentiation

Cost savings and PR
Staff morale Rebutati
Market Advantage - heputation

- Referrals

— Repeats
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Social Media: Gossip

Threat Opportunity
You cannot not be on Never been cheaper to
social media maintain relationships
Negative comment is — secure engagement
multiplied by social Communication is
media cheaper

Negative comment
can be refuted

Repeats

Referrals
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Successful tourist destinations

offer the visitor Wi
something unique

they create a sense of
place, an identity which is
different from their e
competitors.... e
no two communities are s
ever exactly the same... @D
Numbers => yield pitaslo
Seasonality & extending length of stay v i U i Galon

www.ciltaslow.org.uk
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Partnerships and collaboration

The competition But the choice of

is other target market has
destinations real

Co-operation is consequences for
essential existing

_ Attractions businesses ....

— Activities

— Operators

— Accommodation
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Opportunities & Threats

Authenticity Energy: carbon -
Real Experiences peak (_)il & global
Diversity warming
ocal Waste

Water

Pollution

Resource costs

Reputation
Social media Regulation
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The antonym is Irresponsible

Two primary meanings

Unreliable,

untrustworthy,
unlikely to be held to
account or mentally or | ————
financially unfit to be T HH
held accountable

Lacking a sense of
responsibility, akin to
carefreeness the trait
of being without worry
or responsibility

Responsible

irresponsible tourism

Topic Status

ted
grore
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Turning
a blind
eye

Responsible
Tourism

TA\ {

SOMETHING
IF YOU -

SEE

SOMETHING

Sexual exploitation
is abuse and a crime.

i you think
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CHILDREN ARE NOT TOURIST ATTRACTIONS
ot
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Learn why visiting an orphanage is harmful...here #ﬁeﬁ s criocore i f;‘;l"g‘ef”g
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Estimated Annual Cost of
Public Anisioncs o Empkoyees

$1.2 billion

SOBERTRUTHERITAINSLOWWAGE ARMY
P ot 62 r e b0 10 bl v Sre D kg wge R $648 million

$436 million
$356 million
$278 million
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alivingwage.co.uk

o Walmart
employees
use food
stamps
; — v
Responsible 25
T T8 www.crtmmu.org Manchester



www.responsibletravel.com/awards/

Open Until Monday 6th April

Faém

Best Animal Best for . | v!&f’:‘est"Cuf,linral

Welfare ' Beach > Heritage >
Initiative Tourism Attraction
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Best Destination Best Acclc:mmodahon Best for Engaging
for Responsible for Disa ihty . People &
Tourlsm ' > ceese > . Culture >
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Best Hotel Best Innovatlon Best;for
for Local for Carbon Poverty >
Sourcing Reduction Reduction
I 4 - &
Best Responsible BestSea ' Best for :
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Taking
Responsibility
for Tourism

Taking
Responsibility for

Tourism
by Harold Goodwin

www.takingresponsibilityfortourism.info

www.haroldgoodwin.info

Taking Responsibility for Tourism by Goodwin ISBN 978-1-906884-39-0
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