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» Deep emission cuts needed
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Booking.com 2022

When asked....

Booking.com

* 81%o of global travelers confirm that =t “| sustainable
- I 2 about staying
sustainable travel is important = .. Travel Report

would feel better

in a particular
accommodation

* 5796 of travelers would feel better staying in if they knew it
. . . . o ; =, vl X e ; had inable
a particular accommodation if they knew it - ~ Tl ge s 7
had a sustainable certification. | -

Of those who made the booking....

o o )
* 41% said they chose it to help reduce their 41 70 3 3 % 3 1 %
impact on the environment wanted to help wanted to have a believed sustainable
reduce theirimpact | more locally relevant properties treat the
* 31% believe sustainable properties treat the on the environment experience community better

community better
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Green Tourism

© UK & Ireland’s leading ‘ ™ "The Green Tourism
tourism Sustainability ~ Standard enhances our
Certification RFP submissions and
-l e demonstrates to
* Established 1997 | | B i | meetings & events
co BN EN L . 7B buyers that we are
© 2,500+ / 22 Countries : [ 77 WAy T )y cerious about

. All types / sectors sustainability

* Hotels, Guest Houses, Self- - Conal O'Neil,
Catering, Hostels, Visitor | Chief Operations Officer,
Attractions, Tours, Event Dalata Hotel Group PLC

Venues, Activity Providers,
Restaurants, Pubs etc

>

LEONARDO w NATIONAL
HOTELS -, TRUST for
@' SCOTLAND

GO DALATA . _*** CRAANAN v

. Hotel
=] ‘,”a%a (o1 A (\l‘lll‘\lln
HOTEL GROUP PLC THE JOCKEY CLUB NS/ {ictoor BLENHEIM PALACE K
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Sustainability & Commercial Advantage

Improve your
Sustainability
Practices

Drive Commercial
Advantage
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Sustainability & Commercial Advantage

Improve Commercial

Know how
to achieve
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Sustainability & Commercial Advantage

Improve Commercial

No sustainability
expertise needed
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Green Tourism
Criteria

3 Pillars
- People
- Places
- Planet

15 Goals
70 Criteria
Aligned to the UN SDG’s

N 3 &) 62
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8 COMMUNICATION AWARENESS COMMUNITY HEALTH & EQUALITY,

o WELLBEING DIVERSITY &
INCLUSIVITY

PLACES GOALS

PLANET COALS

ENERCY WATER WASTE CARBON CHEMICALS
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HOME DASHBOARD GROUP SCORING ACTION PLAN REPOATS HISTORY UPDATES FAQ MANAGE=

CARBON
Prepare fOI' assessment CARBON MANAGEMENT / BALANCE

lTell us about any measures you have taken or put in
place to manage or balance your carbon emissions

Interactive dashboard e gl e

applicable include any

Real-time Scoring
Criteria / Evidence
Submit for Assessment

Verification by Assessor
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Online support & Information
Interactive Query

Bespoke Action Plan

Record & Review Progress
Download to share

All information automatically
saved for future reference

HOME DASHBOARD

ACTION PLAN

E COMPLETED

Health & Wellbeing

CROUP SCOMNG

ACTION PLAN - REPQQTS

HISTORY UPDATES TAQ MAMACE ~




Technical
Support Team

* Assessors
* Trained to IEMA standards
* Support for Queries

* Advice and Training

* Monthly Webinars

* 25+ years of best practise
100’s of Case Studies

Environmentally
Qualified

ASSESSORS

iema

Institute of Environmental
Management & Assessment

KNOWLEDGE
HUB &
FACTSHEETS
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YOUR REPORT

I h e Re o rt BUSINESS NAME: Demo GM
OVERALL SCORE: 71%

DATE OF AUDIT: 18 February 2022

ﬁ AWARDS

* Standard evidence -
)
w 47% 82% 100% 93% 83% SIVER
fra m ewo rk * COMMUNICATION AWARENESS COMMUNITY HEALTH & EQUALITY &

HIGHLIGHTS

* Evidence key highlights 1,100% renewable

vy @ o _.::5 energy Purchased
- 3 =] . S 2. Reduced food waste
rOVI e ey Sa es messages q 3. All meetings are
4 .
a 84% 83% 84% 43% 88% peperiess andsinale
- ENERGY WATER WASTE CARBON CHEMICALS 4. Actively support local
* Inform key marketing community and
charities
5. Reduced energy
messages y — @ consumption by 25%
m "% E ﬁ E EL[J] over the last 5 years
U LT
E
a 78% 68% 51% 42% 70%
CATERING DELEGATES VENUE TRAVEL DESTINATION
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Marketing Playbook

The ‘how to’, copy, and the assets you need:

10 EASY WAYS TO MAKE THE MOST
OF YOUR AWARD: A MARKETING

PLAYBOOK FOR YOUR BUSINESS

 Your website

« Social Media

Greenﬂ

 In sales conversations Tourism

- In your onsite customer experience

- Your staff recruitment EVERYTHING YOU NEED
TO SHARE AWARD SUCCESS
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Display your digital
award logo

Your first step to communicating your Green Tourism
award success: put your award logo on your website.

Your website is your digital shop window, so give your
award pride of place on your homepage. And add it to
other relevant pages, such as your About Us page.

The award instantly assures customers that your business
has been independently assessed against sustainable
certification standards recognised across the tourism sector.
It stands for your green credentials and your commitment to
sustainability. It is your badge of honour — and it’s a valuable
marketing tool.

Why is it so valuable? Why? Because, according to

a recent Expedia study, 90% of consumers look for
sustainable options when travelling’. So, make sure
they find you — and choose you.

See Appendix 1 for your digital award logo

1 Expedia Group 2022 Q2 Traveler Insights Report

Promoting your Green Tourism award success | Your website

TIP: Add a link to your award logo to the Green
Tourism website. Search engines (e.g. Google)

will see that you’re connected with us, and give
more value to your website. This helps you rank for
searches for terms such as ‘sustainable tourism’.

4

«
e L )
o \

GREEN TOURISM [/ PEOPLE, PLACES, PLANET / GREEN-TOURISM.COM



Give your jobs OO/ N
page purpose O -

According to a 2019 TotalJobs survey, —
It's not just customers who hold sustainable values dear. 50% of 23 - 38-year-olds would
Aligning with the values of your current and prospective consider quitting their job to work for

employees has never been so important. In an industry
that constantly faces staff turnover challenges, signaling
your ‘brand purpose’ could be a competitive advantage in 8

a more eco-friendly organisation.2

recruitment and retention. - —

—
As well as defining and positioning who you are and - g
what you stand for, your Green Tourism award also 2 Totaljobs. "Would you be willing to reduce your salary for the planet?’ - ‘:‘;
communicates who you are as an employer. This could be https:/Awww totaljobs.com/advice/would-you-be-willing-to-reduce-your-salary-for-the-planet e
a key differentiator in attracting employees who hold would e e Ah"_ ; 2 ,/\ .
only want to work for a business whose green values align Ak I A 1 e o NP7

with theirs — especially among younger people.

For many potential employees, it’'s not ‘just a job’, it's about ; . AL £ T 3 A
being able to say they work for a ‘good’ company. Having y Y - WRUSL 1, f-; PN,
staff who are bought into your mission will improve your P ' 85 S s
business performance and stay with you for longer. You g ' . A g VTN
can’t buy passion, but you can reduce cost-per-hire. e 7

L
)
3

Adapt the copy in the appendix to pep up your jobs page,
whether it’s a simple list of vacancies or a dedicated . _ ‘ .
recruitment section about careers with your company. . ; - — 7 il s

See Appendix 4 for your jobs page copy

Promoting your Green Tourism award success | Your website

‘\
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Positioning your
Destination

* First year membership

* Enhance sustainability practices

and competitiveness

More examples...

Plymouth, Visit West, WLBC,
Aberdeenshire, South Down NP

Belfast ViSit
City Council - Belfast

One Year

Funded
Membership

City wide
Recruitment
Drive

GREEN TOURISM [/ PEOPLE, PLACES, PLANET / GREEN-TOURISM.COM




ViSit SGOtIa nd - UNESCO TRAIL: vour
Incentive & Work R

« Time limited incentive for SMEs
« Up to £500 off year 1 membership G%“ﬂm “ésudAzb Greshyd - 1§58
« Ends March 23 or when all funding is used

- Contact us now to avoid disappointment

Fully Funded
for Many

www.green-tourism.com/visit-scotland-net- Businesses
zero-tourism-recovery-fund
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Thank you for your time

Green Tourism
enquiries@green-tourism.com
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