Surfing Global
Tourism Trends

...and introducing them
into your business









“Change before

you have to.”
Jack Welch






The Consumer is changing



Build on their Top Desires

52% A Moment of Quiet

48% Leave their cares at Home
40% Reconnect with family /friends
37% Enrichment and Fulfilment
36% Indulgence

WELL BEING



Is a Canadian Tourist like an
Aussie Tourist ?

47% like to shop at local shops

81% eat to help them understand
local culture

75% take local food home

83% say food experience is lasting
experience of destination



I’'m a Foodie



| want Natural



People travel on their stomachs !

36% Top emotional attraction

24% Look for a local style of cooking
23% Look for street food

21% Look for fresh local ingredients
15% Look for heritage food



Are you promoting local ........

Food memories



Peameal Bacon...William Davies









Tourism Is changing



The Three Economies

Price Driven



The Three Economies

Convenience Driven
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The Three Economies

Experience driven



Tourism products are
what you buy

Tourism experiences
are what you remember



Experience

Sensory
Engaging
Local
Authentic
Educational






Barefoot Parks and Sensory Paths



Decision Fatigue






TOURISM TRENDS

Female Travellers

Fifties Travellers

Small intimate Tours

Small brand, but big story
Dining as the main event
“Master” tours and experiences



Your Aim

Create Memorable

EXxperiences
Plus

Create NEW Experiences



Strategy for 2020



Step One



Get Local Right

Promote your “Local ” Hero’s






Action

Would a Tourist know you
are a local business?



Step Two

Do your tourism attractions
attract Millennial Visitors?






Step Two

What changes do you
need to make ?



Step Three

Understand the “Touch
Points” to your business



20% of visitors feel they
spend more money if they
have done research
before they visit

Ref: HTA Market Update 2015



The Tourists Journey

Before

Awareness Present Information
Research Create a Connection
Planning Build Anticipation

Booking









The Tourists Journey

During

Travel Tell Stories
Wayfaring j> Engage Senses
Interactions Build Network Loyalty

Activities






The Tourists Journey

After

Consumption Memento’s
Engagement

Re Purchase Prolong Engagement
Re Visit

Advocacy



What are your Fridge Magnets?



Omnichannel Research



E.G The 12 Touch Points
to Purchase Christmas Decorations

Xmas
Instagram *+—»  Blog < Wordof _
‘\\b Click/ N — In S'tore
‘/ I Facebook Mouth Buying
_ , T In-Store
Pinterest Social
e Media Browse
Shopping
You
Tube
consumer
retailers \
Web
—, pages Traditional NLifester
/ Media programs

Xmas
/ \ magazines f
Suppliers \’/‘ '\X
Women’s

How many Touch Points are you engaged with magazines
as a Supply Partner?



Touch Point Map

Touch Point
Facebook
Traditional

Marketing

Phone calls
Meet and Greet

Atmosphere

Displays

Cash Register

Expectation

Defects

Opportunities



How much should you spend on
marketing and where?



Marketing to Engage the Consumer

70% Facebook

41% Instagram

11%  Twitter

11% Online Blogger

1.6% Pinterest

15.2% Do not use Social Media






Action

Are you managing your “Touch Points”
and do all your team know them ?



Step Four

Have you got the right team members to
engage with the visitor or are they
processing the visitor?



Day
Maker

Open
Question
Retailers

Customer
Inclusion

Self
Service
Style

Closed
Question
Retailers



w

Key Steps in Day Making

Recognise the visitor straight
away

Treat as an individual
Identify a Day Maker opportunity
Keep positive



“ Creating
Moments
Together”




Was
everything
all right?




Delight strategy

Delight =
Expectation + 1



Step Five

What changes do you need to a
make?



Step Six

Don’t do it on your own



Partner with other
tourism operators












The Frome Experiment

Hospital Admissions in Somerset
+ 29%

Hospital Admissions Frome
-17%



Bundle Product Packages are
the Future

 Shopping Routes
* Photographic routes

* Culinary Routes

TURN THE LOCAL VALUE CHAIN INTO
AN EXPERIENCE



Step Seven

Build the Experiences



Existing for
NEW
Markets

Existing
Experiences
for Existing

Market

EXxperiences

NEW
Experiences
for NEW
Markets

NEW
Experiences

for Existing
Market



Step Seven
Action

Redevelop your
Experience Strategy



Step Eight

Check your Image every day
before you start work



The First Impressions
The Last Impressions



The Key Message to the Visitor

 Welcoming Environment
» Clear Sighage

* Information

» Story Telling

» Gathering Spaces



Action

Do you check your image at
the start of every day?



Step Nine

Merchandise to Grow Sales



Power =540%



Name of the Product







Step Ten

Put your Plan in Action



“Iv’e learned that people will
forget what you said, people
will forget what you did, but
people will never forget how
you make them feel”

Maya Angelou,American author and poet



Your Visitor wants
Anticipation
Interaction
Afterglow




Change for the Future
Jump in, the Water is Fine



John Stanley Associates
john@johnstanley .com.au
www.johnstanley.com.au





