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What makes a Tourism
Destination Successful?




Key Questions

What are the key success
factors?

Are they specific to a particular
country or region?

Can success be replicated?
Are these lessons transferrable?

What can we learn from their
success?




How have we Measured
Success?

ourism Sector Growth

Resilience

Sustainabillity

Geographical diversity and scope

The lessons they hold




Which are the Successful
Tourism Destinations?

Australia Barbados
Costa Rica Dubal

France Ireland

Mauritius Jamaica

Singapore South Africa
Thailand




The Results

ourism Intelligence

International identifiied 25 reasons
why these destinations are

successful.

Today we will focus on on 3 of
these factors and 2 destination.




25 Keys to Success

SUCCESSFUL
DESTINATIONS
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l Lessons from the leaders
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3. Vibrant National Carriers

Singapore Airlines, Emirates
and South African Airways have
played key roles in the success of
Singapore, Dubai and South Africa.

Must a successful destination
own an airline?

The answer 1s: NOT
NECESSARILY




3. Vibrant National Carriers

Barbados does not own a
national carrier.

Singapore Airlines, Emirates
and South African Airways are all
first rate airlines.

Dynamism of the rest of the
economy Is key.




4. Wider Economic
Development

Mauritius - dynamic sugar and
clothing sector.

Singapore - vibrant trading
center and transport hub, home of
thousands of MNCs

Costa Rica - services sector
and software development,
environment services.




4. Wider Economic
Development - Lessons

Tourism destinations cannot live
from tourism alone

Developments in other sectors
of the economy are key ingredients
for successful tourism

The non-polluting services
sector offers key opportunities that
need to be exploited




6. Dynamic Private sector

Jamaica's all-inclusive resorts

Their extraordinary innovation,
very effective marketing and the
exploitation of distribution channels.




2 Successful Destinations

Costa Rica

South Africa




2 Features in Common

They CARE

They ACT




Who Is Tourism Intelligence?

Tourism Intelligence International Is a
well-respected research & consulting
organisation

The company has offices in Trinidad
and Germany




The Global Challenge

* A rapid and radically changing
Travel & Tourism Industry - driven
by more experienced and
demanding consumers, and by new
Information technologies.
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Prospects for the Irish Market 2006

Superior economic
performance to
most Europe

Small but strong
outbound market

What's Inside:-

Market & Consumer
Trends

Cruise News
Destination Watch

Focus: The Changing
Profile of Cruises

Editorial
Trends to Watch
Aviation Watch

Technology Update

Economic growth for Ireland averaged a remarkable 8% per year over
the period 1995-2002, making the Irish cconomy one of the

storivs of the past decade. The recent global slowdown reduced the
growth rate to 2.1% in 2003, The cconom W superion
rate to almost all other European countries, whilst maintaining 2
relatively low inflation rate (3 in 2003} and unemployment rate
(5% in 2003). Such an excellent economic performance will only help
to improve and sustain Ireland’s outbound tourism.

Albeit relatively small, the Irish outbound travel market is one of the
strongest in Ewrope.  Rising standards of living and  increased
purchasing power have resulted in a sharp increase in ravel abroad

owih in tourist expenditure. In 2003, visits abroad by Irish
residents toralled 4.9 million - up 6.4% compared with 2002, cappi

st continuous  growth.  While the prevaili

perception of Ir that :stination rather than a s
market, the continui ¥ sits abroad resulted for the
time in 2003 in a negative
travel account.

UK is prime Guographical proximity and strong cthnic tics

destination, but Inm_- mady _|hu United Km_ugnn‘. the

N traditional ~ prime  destination  for  Irish
on the decline travellers.  However, travel to Europe s
gradually croding Britain's position, with
holiday travel {notably to the Spanish islands
and the southemn Mediterranean) acting as the
main engine of growth.

<4.16 billion in In 2003, total net intemational tourism and
outbound travel travel expenditure by Irish residents on visits
diture abroad (excluding passenger fare payments by
expendiiur Irish visitors abroad 1o Irish  carriers)
amounted to an estimated €4,163 million - an
increase Yo compared with 2002,

Future outlook  There is every reason o believe that, despite
the recent slow-down in the rate of economic
growth, Ireland will :t expectations of
generating over 5 million trips abroad in 2006
and nearly 7 million trips by 2010,




Understanding the Customer

How Germans Will Travel
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I Everything yyou need to know about
the German travel market
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Understanding the Customer

How the British Will Travel
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Everything you need to know about
the British travel market
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Understanding the Customer

How the Japanese Wil Travel

2007
L

Everything you need to knoto about
the Japanese travel market
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Understanding the Customer

How the Americans Will Travel

2007

l Everything you need to know about

) ) the American travel market
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Understanding the Customer
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Our Reputation

At Tourism Intelligence International,
we have earned a reputation for

resarch analysis and consultation that
IS often exhaustive.




How We Work

However, we are results-oriented,
not merely task-oriented.

We insist that good intelligence
must lead to practical advice, clever
competitive strategies, innovative
solutions to well-defined problems,
and guidelines to put them In place.




South Africa Tourism

Tourism Intelligence International
has been working with South
Africa in Building Responsible
tourism since 1994.

« SA Tourism policy — invented
responsible tourism




South Africa ..
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South Africa
Experience

The path to sustainability is not easy:

Sustainable tourism development was a
necessity.

Strategy of responsible tourism development
adopted.

Process of involvement of all stakeholders

The sustainable tourism development process
IS continuous.




Abu Dhabi -
Soaring to New Heights

TII delivered their.
Tourism Strategy — ,Stay Different’;

Focus on rich culture: tourism for nationals
; a True Capital with an Icon

Developed the Institutional Framework
for the Abu Dhabi Tourism Authority

Developed 10 Key Bankable Projects
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Visit us at the
Trinidad and Tobago
Stand 104 a in the

Caribbean Hall 3.1.

www.tourism-intelligence.com







