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‘path to breakthrough in global rural tourism operations’
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introduction

¢ good afternoon, ladies and gentlemen

¢ greetings from sydney australia

e my name is chris flynn

¢ | am the executive chairman of the world tourism
association for culture and heritage.

¢ | am delighted to make this presentation today.

¢ indeed, it is an honour to share my thoughts, INSIGHTS,
and suggestions on how we can progress rural tourism
and share it with the world.
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presentation slide 1
path to breakthrough in global rural tourism operations

GBR 2 MRS E B R

presentation slide 2

e rural tourism is one of the major sectors of cultural
heritage tourism
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e it is the celebration of unique rural communities,
agricultural practices, and traditions.
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presentation slide 4

¢ globally cultural and rural tourism has caught the

imagination of the new type of traveller who seeks

more authentic, immersive and enlightening experiences.
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presentation slide 5
¢ this new focus has made cultural heritage the fastest
growing tourism sector for global markets
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presentation slide 6

¢ in 2019, which is consider the golden year for tourism,

the world produced 1.5 billion international tourist

arrivals. this was pre-COVID19 and we have yet to reach

this volume of tourists again.

e according to united nation tourism, 47% of these

tourists had a cultural component.
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presentation slide 7

¢ that equates to an estimated number of 705 million

cultural tourists that generated USD605 billion or ¥4,442

billion. (source: UNESCO)

¢ or 40% of all international tourist revenues
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presentation slide 8

¢ as we look forward to 2033, it is predicted that

international tourism arrivals will grow by 3.3% year on

year.

e cultural heritage tourism, however, is estimated to

grow at 14.4% year on year. (source: FUTURE MARKET
INSIGHTS)
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presentation slide 9

e it is predicted that 2024 will generated approximately
usS679 billion or ¥4,970 billion.

¢ however, revenue is anticipated to grow to USD2.2
trillion by 2033. | am not sure what that amount equates
to in yuan. (source: FUTURE MARKET INSIGHTS)
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¢ what we know is authenticity, exclusivity, and

sustainability, are now key motivators and drivers for

global travellers.
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presentation slide 11

¢ this is shaping the FUTURE of tourism as travel demand

and opportunities are changing.

¢ we are seeing a significant move towards travellers

seeking more authentic, meaningful, and rewarding

experiences.

e sustainability is now a key decisions maker for many

travellers.

¢ travellers who are willing to pay more for these

features.
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presentation slide 12

¢ a recent report by EUROMONITOR international surveyed

travellers on whether they were willing to pay more

for sustainable options as part of their itineraries.

¢ the two highest categories for travellers willing to pay

between 30% and 50%+ were:

o sustainable travel features

o immersion in local culture
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presentation slide 13
¢ it is not only european traveller who are seeking to be



more sustainable and experience more authentic,

immersive, and meaningful experiences.

¢ asia pacific traveller are willing to spend an average of

41% for more sustainable travel options.
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presentation slide 14

¢ what we are seeking is a rapid change in traveller

sentiment as tourists seek to visit destinations that offer

more types of experiences.

* experiences that transport people into a completely

different environment from their usual daily lives.

¢ we call this: conscious tourism and refer to tourists

seeking these types of experience as conscious

travellers.

¢ when we look at asia pacific you can see that this type of

tourism is escalating at a rapid rate.
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¢ a recent study by economist impact shows just how
quickly this is happening.

¢ it shows that 99% of philippine travellers feel that
sustainability is important when they travel.

¢ but it is not just the philippines.

¢ it seem like just about every asia source MARKET has the
same sentiment.
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¢ another key trend that is emerging is traveller seeking

micro neighbourhoods

¢ that is travellers seeking more remote, soulful, and

culturally rich destinations and experiences.

¢ what they seek to find are:

o unique lifestyle



o local heritage, customs and traditions

o local food and cuisine

o the uniqueness of people and the place where they

live.

o unspoiled environments

o adventure
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presentation slide 16

¢ therefore, destinations who offer these type of
experiences can now capitalise on this growing trend
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¢ to succeed, however, you must expand your products &
experiences to meet the demands of global tourist.

¢ but how do you do that?

¢ you do it by understanding the key desires of these
travellers and developing products and experiences
accordingly.

¢ | will show you what | mean.
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presentation slide 18
¢ rural tourism needs to be more than just planting and
growing crops.



¢ of course this is important.

¢ but it needs to be more than travellers venturing into

the fields to watch and experiences how these historic

agricultural and farming techniques take place.
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presentation slide 19

¢ people want to know not just how we grow our crops
and foodstuff

¢ they also want to how we catch it.

T AN R AR FTE AT 2 an M AR AR VR I
MATTIEAR 1 At AT B A A

presentation slide 20
¢ how we cook it
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* how we celebrate our local food
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presentation slide 22
¢ how we package and sell our produce
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¢ they then want to learn local techniques on how to
gather, prepare, cook, and serve our local food and
cuisine.
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presentation slide 24

¢ they want to attend food festivals that celebrate local
produce and offer a unique INSIGHTS into the rural or
agricultural sector.

¢ these festivals provide a unique regional or local
experience

¢ we see more and more people are wanting to experience
these types of evens.

¢ they are viewed as places of discovery, adventure, and



fun

T AR A B S IR DIARH Brb Oy 2 R 2 BT IR,
LT HAMURRA™ d A5

NI T TR 2 A S AL R B
RS POV BT R 1 A B 1 R 5

n4, BRI KR IT IR £ SRS SRR,
EOAENHAN R R . B 52 RN SRS S

presentation slide 25

¢ more than anything.... people want to taste the food that
you grow.

e it is important, therefore, that tour guides are properly
trained and equipped with local knowledge and the

ability to engage and interact with visitors from

overseas.

¢ like most things | am mentioning, this requires specialist
knowledge and training.
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¢ the expansion of rural tourism related products and
experiences will motivate and drive international trade
and support.

¢ they create new business opportunities and partnership
that deliver new distribution channels.

¢ this eliminates risk by providing multiple revenue
channels

¢ helping to establish a 365 day rural tourism program not
just during peak or high season
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rural tourism development

e protects and preserves traditional ways of life by
creating sustainable local economies



¢ this improves the lives, livelihoods, and wellbeing of
local communities.

¢ it drives profit and increases prosperity.

¢ it builds community pride not just today, but for FUTURE
generations.
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¢ to achieve this requires a co-ordinated approach to

responsible tourism development.

¢ in requires investing in capacity building and training

for local businesses and communities on how to

identify, manage, and succeed in a rural tourism

business.

¢ it requires ensuring you meet and exceed international

standards on how and what you develop.

¢ this is particularly important when dealing with food

and meeting health, safety, and hygiene standards.

¢ this may take some time, but it is an investment that can

and will yield positive results for all stakeholders.
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presentation slide 29

¢ | am delighted to inform you that the world tourism
association for culture and heritage has been working
on these key attributes for more than a year.

¢ we have established a global team of experts in their
specialist fields who have developed and will deliver a
ranged of capacity building and training programs to



meet the demands of new and FUTURE travellers.
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¢ in may (next month) we will launch ‘the responsible

tourism development academy’.

¢ this initiative will provide the most comprehensive suite

of tourism related capacity building and training

programs currently available to the global tourism

MARKET.

e it is our commitment to work in conjunction with the

world rural tourism council to share these learnings

with your local communities and networks to ensure

you grow and expand your global reach throughout

the world.

¢ our initial launch will announce a series of in-person

and online courses covering the following tourism and

related topics and sectors.

¢ note more courses currently under development will

be announced when complete within the coming months.
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presentation slide 31

¢ the responsible tourism development academy’ will

deliver excellence in tourism development and

leadership in the following sectors.
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e cultural heritage tourism development
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e culinary tourism development
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e rural tourism development

¢ of course we wish to work together with the world

rural tourism council on this.
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e cultural heritage tour guiding
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presentation slide 37
¢ small to medium and micro business development
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¢ leadership in business

¢ because it has to be about creating, developing, and
managing a business for sustainable growth
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¢ these are certificated programs and courses for all
participants.

¢ we advocate that all our material be made available to
world rural tourism council so we can work together

by offer co-branded courses to local and international
industry seeking to expand their programs to capitalise

on FUTURE trends as I've outlined in this presentation.

¢ in this regard, we look forward to developing mutually
beneficial programs that will support your expansion

into new national and international markets
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presentation slide 40 - final slide

thank you

closing remarks

it just remains for me to wish you all a successful rest of the
meeting and | hope to meet with you all personally in the

near FUTURE.
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