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“Which of the following statements is true for your business?”
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“Do you advertise your business as being green/sustainable?”
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How can I add to my appeal?



Why can’t they just…?!!



What else can I do to improve my 
impact?



Subject: South West Tourism Paper & Print Morning
Tuesday 11th July 
Dear All, 

As you may or may not be aware a key aim for our 
strategy for tourism is sustainability. As well as taking this 
message around the region and promoting to our visitors, 
we also need to look closer to home at what we do 
here internally and how we can be more responsible 
when it comes to print production. 

Therefore, as a valued South West Tourism supplier / 
agency we'd like to invite you to a 'Paper & Print 
Morning'' on Tuesday 11th July at the Genesis Centre, 
Taunton. 



Where’s the results?

…Yes, I see you have a 
Green Tourism award – could 
I make a booking please? 

=



Content

Why is it important to communicate well?
What are you trying to communicate?

Who are you communicating with?
How can you best communicate?



With the help of…



What might you be trying to 
communicate?

1) What You’ve Done

• Actions implemented
• Motivation for taking action

• Recognition received
2) How Others Can Join In



Who are you communicating to?
1) Suppliers
2) Staff

3) Judges
4) Media
5) Other businesses

6) Visitors

A very quick story of the history of their minds…



Once upon a time, Green was fashionable…



…who cared about 
how the hard facts

…or the price tag



Not just green, M&S green
(The Sun, 17/01/07)

Tesco invests £500m to 
create 'green consumer 
revolution'
(The Independent, 19/01/07)

Wal-Mart in pledge to slash 
its carbon footprint 
(The Independent, 02/01/07)

Brown vs Cameron: 
free home insulation against 
higher air tax 
(The Daily Mail, 12/03/07)

…private & public sector competed to be the ‘greene st’



Then the consumer said “This is all too much…!”



…And can I really trust you businesses…



…or you scientists?



…Besides which I need to tighten my belt…



…and I’ve had enough of this doom and gloom…



… oh, I can’t cope. I give up!

- Big issue need big solutions

- Big solutions are for 
Government & business

- But they’re seen as failing

- What hope is there?

- What’s the point?



…But I am still concerned…

• ‘Planning for Consumer Change’ - Henley Centre (‘09)

“The key thing is that there hasn’t been a significant diminishing 
of engagement with environmental issues. In fact we see the 
importance of those issues continuing to rise,”

• Public Attitudes – DEFRA 2009

“Being green is an alternative lifestyle, it’s not for the majority”:

Disagree (2007) 30%, Disagree (2009) 51%

• Value but not at the expense of values



In conclusion…

• Do they visitors care? 

•Yes, most of them do

• Does this mean they act accordingly? 

•Not always

• Why?...



Understanding Your Visitors
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Decisions are affected by more 
than one priority…
Is it important?

Yes! 92% Important/ very important

But as part of the mix – other priorities
Location/ convenience 1.9

Quality of facilities 2.7

Cost/ price 2.8

Used before/ recommend 3.5

Support for local area/env 4.1



Demand: Passive rather than Active

4% 22% 41%32%

Active to Passive

South West Visitor Survey 2009

“It would make no difference to me whether a business had this award or not”

”I’d be happy to visit a business with this award but I would not go out of my way to find one" 

"I’d actively look for a business with this award when choosing somewhere to stay or visit"

"I’d not actively look for such a business, but if I came across one would choose it over a 
similar business without an award"

Attitude towards tourism businesses with ‘green’ certification:



Demand: A spectrum
Passive

Ethical Seekers: (c 15%)

Rational, International, Interrogative, Willing to Pay

Feel Good Factors: (c 75%)

Emotional, Local, Simplified, Unlikely to pay

Anti-Ethicals: (c 20%)

Irrelevant, Local, Cynical, Won’t Pay



Identifying its Influence…

• Web stats/ booking conversations tend to pick up only on active demand

• Comparing web & occupancy stats may show a preference

• Consistent positive reaction “It makes customers feel good about coming to visit us”

• Eco = quality – Considered to be higher rather than lower quality

• Credentials are an attraction but more often because of the enhanced experience 
(more caring/ distinctive/ local) 

• Impetus is on the business to take action 

8%6%3%19%53%11%%

93763184910All

0%0%6%11%67%17%%

180012123GTBS

AllNonLapsed2 star3 star 4 star5 star



Parallels in other consumer sectors…





So how do we engage with visitors?

• Visitors bring habits – but are more reliant/ open

• Decisions will be influenced by:
- information/ choices provided
- the ease of following this information/ choices
- the appeal of the choices



Standard approach…

• Attracting ‘green visitors’ for a ‘green holiday’

• Providing them with:

• A towel agreement card or equivalent

• A plaque/ logo 

• An Environmental Policy statement

• A timetable (may be up to date)

• One size fits all



Ethical 
Seekers

Feel Good Factors Just Want to Switch Off

Passive

Actively seek Respond positively Prefer not to think about it

Want to know 
all about it

Want to feel good Want to just enjoy their holiday

What have you 
actually done?

Where’s the proof?

What can I do?

Full range of 
impacts of interest

How does it improve my visit/ stay/ holiday? 

Certification = quick way of knowing its genuine

May join in if it’s easy, fits in with existing plans/ aspirations

Like being thanked for making a difference, but nothing too worthy

Most easily relates to caring for the local area they are enjoying

Avoid preaching: think through the tone, 
frequency and volume of information

Must avoid anything that suggests a sacrifice

Sole interest is in what will enhance their 
experience



Keys to Success…

• Make it an informed choice

• Make it the easy choice

• Make it the automatic choice

• Make it the most appealing choice



��
���� Wherever possible to buy local produce, items made from 
recycled materials, goods that are not over-packaged and products 
which are durable or refillable. We supply Fairtrade tea, coffee and sugar 
in all the cottages. 

����
���� While you are here you will be able to buy meat from our 
farm and other local farms. There should be some in your freezer or you 
can make a special order before you stay by calling Graeme on the Well 
Hung Meat line - 08452 303131. He will then deliver to the Cottage 
ready for your arrival…
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GTB S plaque displayed

GTB S lo go  (ho mepage yo ur website)

In bedro o m pack/o ther info

Explanatio n o f GTB S within yo ur website

GTB S award used in pro mo  leaflets/printed lit

GTB S lo go  o n website no t ho mepage

GTB S award used in P R

GTB S award used in adverts

Other

Have no t pro mo ted membership





Visitors unaware of the options

V, R18.630% an AOB

V, R23.2Coast Path = Greatest Walk

V, R25.4More Blue Flag beaches

V, R26.24 World Heritage Sites

27.1Deals May/June

28.6More green choices

31.7Quality assured accom

V32.760% of protected coastline

33.3Transport to attractions

33.5Save 39% on train fares

34.6Attractions open winter

47.3Michelin restaurants

47.9Sunshine May vs August

Non-visitors
significant vs

All
%







Keys to Success…

• Make it an informed choice

• Make it the easy choice

• Make it the automatic choice

• Make it the most appealing choice







The choice





Arrive by Train

Receive 15% Discount

We offer a discount to all guests arriving by train. We’ll 
even collect you from the station on arrival and drop 
you at the end of your stay free of charge (at least 48 
hours notice required)

Let us know if you require any help planning your 
journey. 







Keys to Success…

• Make it an informed choice

• Make it the easy choice

• Make it the automatic choice

• Make it the most appealing choice









• List of places to visit

• Choose places to visit

• Think how to get there

• Work out whether they can get 
there by public transport

• Work out how they can there by 
public transport



• List of places to visit that are 
accessible by public transport

• Choose from list



Low mileage options 

Options with long dwell time



Keys to Success…

• Make it an informed choice

• Make it the easy choice

• Make it the automatic choice

• Make it the most appealing choice





Do we ‘sell’ heaven or hell? 

Climate change 
is the sausage 
not the sizzle.

Start selling the 
sizzle – the low 
carbon heaven!

What does 
motivate them?

Don’t have to 
use an 
environmental/ 
social 
argument…
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Do we need to label something ‘green’? 

Is there another motivation that is stronger that will achieve the 
same goal?

How about our favourites/ the best/ special...? 



Love the Lakes







Guests in hotels were asked using different messaging tactics 
– the more personal the more effective

“Help the hotel save the environment by re-using your towels”
low response
“People in this hotel have helped saved the environment by re-using their towels”
higher response
“People in this room have helped saved the environment by re-using their towels”
the highest response

Also reinforces the “I will if you will” message



What can we learn 
from Grand Designs?

People love stories 
more than 
specification panels!









Sell the positive alternative




