Maximizing trade with the
USA

Grading assets to build a
tourism strategy




Building successful tourism destinations

e Tourism is about selling dreams
e |t's about se Ilng and delivering — an image
» It's about deli customer satisfaction |




A very competitive market




A very complex industry




Bringing it all together — different approaches
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 Free market or centrally planned?
e Interventionist or non-interventionist?

Tools
e Master planning & consultations
« Value chain analysis




Examples: Bhutan v Thailand
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Bhutan — highly controlled

Thailand — free and easy
(oris it?)
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Lessons
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Successful tourism destinations
* ‘manage’ their assets to avoid ‘the tragedy of the
commons’

« within these management frameworks key issues
are

» competition

» quality

» Innovation

3 » value for money




Grading assets: tourism loves grading!
e M. Michelin’s Gmde — first edition 1900
o Star ratings introduced 1930s

Today 45,000 hotels & restaurants graded by
Michelin in Europe

30 million copies sold each year




Tourism grading and accreditation

 Hotels — Most countries
have their own grading
schemes

 Beaches - blue flags

e Attractions — UNESCO,




Tourism grading and accreditation
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o Spas and wellness -
national & international
accreditation schemes —
ESA, Best Health Austria

 Medical tourism — JCI,
HCS, TUV, CCHSA, etc.







Marketing value?
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 Thousands of grading
schemes in the market

e Consumer wants
reassurance, but ..

little consumer trust

 Many schemes unknown in
the USA

Brand battles




Example of green tourism grading
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» Green Globe GREEN GLOBE
. Green Key earthcheck

sclence inside

e European Flower
e AA rosettes
e Nordic Swan

e efc. etc.
— Result: MARKET CONFUSION * X %




Grading: The quest for quality
f Quality 'service .
\Quality experience )
Quality product "
Competltlve advantage
Benchmarklng

Wlllmgness to pay a hlgher prlce




Grading as a destination development tool:
Master Planning approach
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Grading a portfolio of tourism assets —
different destinations have different strengths
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Bahrain

Hotels ’

Business tourism facilities
MICE

Events

Shopping

Restaurants

Jordan =

e Heritage/archaeology
Wellness tourism
Eco-tourism
Religious tourism

Understanding the needs of
different segments is key



Case study - Jordan

Tourism assets of international importance
 Petra

 Dead Sea

e Baptism site

e Jerash Roman City (?)

o
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Tourism assets of national importance
e Agaba — Jordan’s widow to the sea

e Qasr Amr (WHS)

e Um ar Rassas (WHS)




Tourism assets of regional/local importance

e Hot springs
e Public beaches
 Local attractions







Conclusions — building successful destinations

 Requires management of image, product and
destination experience

 Many complex issues

e Grading more about benchmarking and improving
guality than about marketing value

* An essential destination management tool



Shukran

Robert Travers

www.devex.com/robert_travers



