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Thank-you for sharing!

TEAT TRTA The Thailand

- Community Based Tourism
EMENGELERT R B EHVERERT] Institute
Thai Responsible Tourism Association

m and Adventuee Travel Association

avnulnenionfisddeoyinina:waryie

switchasia

PROGRAMME

PAT/A

Pacific Asia Travel Association
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Minimum Sustainability Good Practice Checklist
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to respond to our growing demand.
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Google data shows growing consumer
demand for sustainable travel
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expedia group
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Booking.com :
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Credit: https://www.youtube.com/watch?v=wOjousiOpHw

switchasia H O Travelife g7

TTTTTTTT


https://www.youtube.com/watch?v=w0jousi0pHw
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Trends post-COVID

CBI
9 Ministry of Foreign Affairs
of the Netherlands
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65% of consumers

To help them make informed decisions

2/3 of consumers



One of our best family experiences, anywhere in the world
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One of our best family experiences, anywhere in the world
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Amazing local experience with extra heart, sincerity, soul




Amazing local experience with extra heart, sincerity, soul
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If you want to access European markets through tour operator2g8I3
you need to understand what most outbound T®are looking for
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1) Trustworthy, professmnalpartnerswﬂh greatoperationalresponse

BUWRRK «THRR WHEKKHyY THK
3YDT:TUKk3 Y nHe XCH/leemX3 xk T3 TKk™ THI

2) Experiencesvhich are suitablefor their markets
HYK HXTK™ THp 63 4y €17 HTX™ x K~

3) Pricewhichisgoodvaluefor money

THxx B:HT TXKXAET HTUXTH™ x K’
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4) Comeup with ideasXbe assertive askfor opportunities, feedbacks,trends etc

H 4 KX KK “e WH £Y B Tk 1 h i
CHe Tl e TH @R Y, KDy HEKMR W - - feedback

5) Convenientlocation/ access 10) Bottlenecks:
M43 4 K OSB! GT ATX KATH el e sty
hygiene and
6) Unigue,valueaddingexperience insurance
CTKyYy !l ke HHHWE: AOKSKKK TH 5 13

7) Realsustainability ;K[ ,I:‘bv ;lﬂﬁl-l)? frrb*x T_ch

KH: EEH YW Ry : @ THHX /E: Hy K Ko X" Xk~ TlHe>
bX®H TIHT T

8) Reliable,internal standards

H 4 H Thx v F K KR H YA FREsHe k

9) COVIN9Xhealth and safety, flexible Terms(cancellation,refund)X

HDkHF TH XK, ThHIKenX e Tk iy XAKTHL R @Ry XM e B
€eMmXHYHXKK3IYyagHUYXTHRWUK XNy €H YW Vs ®
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Options with low Options that support

Options that support

% S tih environmental impact local cultures and local economies
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Key Takeaways

Clarity

Sustainable travel
information can be
overwhelming and
confusing. Make it easy
to understand, leverage
visual formats, and show
clear impact.

oxpedia group-

&

Avuthenticity

Consumers want to know
(and see) that travel
brands are committed to
sustainability, not just
checking a box. Back up
messaging with proof
points and data.

Value

Consumers are willing to
pay more for sustainable
travel options. lllustrate
the value and positive
impact of making more
conscientious choices.
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