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BOUT THE PROJECT 3
Main project objectives

Category Coverage
Tourism

A Leisure Tourism
ACommunity-Based
Tourism(CBT)

Country Coverage

Source marketUS

Destination markets:
Antigua & Barbuda,
the Bahamas,
Barbados, Belize,
Dominica, Grenada,
Guyana, Jamaica, Sail
Kitts & Nevis, Saint
Lucia, Saint Vincent &
the Grenadines,
Suriname, Trinidad &
Tobago

Project Background

This initiative is a component of the Innovation for Tourism Expansion and Diversification project being implemented by th@@pete

Caribbean Partnership Facility (CCPF) with the objective to build the capacity of the Caribbean Tourism Organization (CTQ@Ilj\ersify the
OACEI T Al bDPOT AOGAO 1T £EAOCET ¢ AT A AT AAT A 11T O0A AT OOAPOAT AOGO@ar@i CAT AO
sustainable economic growth through greater competitiveness and innovation in the private sector. While growth has been resed in the
Caribbean tourism industry, rural or non-coastal communities are largely excluded from the revenues generated. For these comntigsi to

benefit economically, they must diversify their product offering, expand Communitfdased Tourism (CBT) and take advantage of the

paradigm shift in the industry.

Client Objectives

Compete Caribbean Partnership Facility (CCPF) would like to:

AAcquire knowledge regarding shifts and quantify market demand (volume of interest, type of activity, and willingness to pdgy Caribbean
entrepreneurs to assess profitability.

AUtilize outcomes of research to educate micro, small and medium enterprises (MSMESs) about the size and characteristics okehar
opportunities for a variety of products and services that can be offered locally through partnerships with Caribbean Touris@rganization
(CTO) and other business support organizations in the region facilitating business clusters.

Action to be Taken

Ultimately, Euromonitor International provided CCPF with the following deliverables:

ASegment and profile potential tourists from US profiles based on consumer research.

Aldentify the products and services that can beffered, andprioritize the ones that will be assessed based on local capacity and market
potential.

ADefine the products and services for which the market demand will be assessed. This may involve assessing the importancalué-added
activities such as Organic certification, Fairtrade, sourcing locally, etc.

ACollect data from the main customer segments through focus groups, surveys, and consultation with tour operators or other wiedgeable
actors, and analyze the data to assess the size and characteristics of potential opportunities.

AHighlight any local constraints or key success factors in meeting demand sustainably.

AProvide specific and pragmatic recommendations to generate revenues for MSMEs and CBT projects in an inclusive and sustainasiner.

SNV
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PROJECT DEFINITION 4
Definition of communitybased tourism used in the project

In 2006, CTO adopted a statement defining community tourism as:

A collaborative approach to tourism in which community members exercise control through active participation
in appraisal, development, management and/or ownership (whole or in part) of enterprises that delivers net

socioeconomic benefits to community members, conserves natural and cultural [heritage] resources, and adds
value to the experiences of local and foreign visitors. This encompasses both tourism activities in a community

and goods and services supplied to the tourism industry by one or more community members.*

* CTOEuropean CommissionCompeting with the Best: Good Practices in Commubigged Tourism in the Caribbean. (2006)
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CTIVITY SELECTION PROCESS 5
Steps taken in the prioritization of activities to conductiepth analysis

Prioritized 15 activities + Beach Tourism

——
Determine existing niches and activities in Caribbean with desk research :
Beach Tourism Indigenous
ADefine niche markets: Adventure, Agro and Food Tourism, Culture and Tourism

Heritage Tourism, NaturBased, S.A.V.E.*, Wellness Tourism

ACategorize existing CBT activities in the Caribbean under each niche and

< a © A <. Lo Local Tourism
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AThe total number of activities is 30 School
ﬂﬂ Farm to Table (E:thhanlges ang

ultura
Establish scorecard metrics and their score with Pulse interviews Immersion
ANumber of businesses offering the CBT experience and its price Earm Tour " Traditional
ACommunity involvement in the activity (lemid-high) __ UX eﬁa Cuisine
éEmponment potential throughout the value chain (komd-high) ~ _ Traditional
ACapacity in the Caribbean to implement the activity @awd-high) Py Festval J‘ Health and
Alnterest and popularity of the activity among US tourists (rowd-high) Wellness

_ _ _ o i _ | Food and . Volunteer with

Assign weight to metrics and prioritize |  Beverage Tour i'i Ié?(gzlrience
ADetermine the percentage of importance of the six metrics
AcCalculate final score for all 30 activities and establish the top 15 to be II Heritage Site Wellness

prioritized to further test in the online focus group and survey

ABeach Tourism is also incorporated as part of the analysis Wildlife Tourisn
in Natural

Habitat
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*S.A.V.Erefers to Scientific, Academic, Volunteer and Educational tourism
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CTIVITY DEFINITIONS 6
Definitions used in the project

Tourismactivity that is centered around the marine environment. It includefs/to coastal towns and recreational activities related to

Beach Tourism enjoying the sun, sand, and sea including sunbathing, snorkeling, paddle boarding, scuba diving, walking/playing on, tite.beach

A tourist accommodation facility that is ecologically designed and managed to have a minimal negative impact on the natural
Ecolodge environment and host community in which it is situated. Ecolodges are mainly located in a remote destinaéiturénandare often
built from natural materials.

S

A culinary experience that includes products that are locally grown or sourced. This may include a farm tour, harvestdiegtsgr

Farm fo Table and/or a cooking class in addition to a meal/tasting using locally sourced ingredients.

An activity linked to a tour/visit to an agricultural farm. This can include organic farm tours, or tours of specializegianiaggs coffee

Farm Tour and cacao plantations, spice farms and medicinal herbs. Farm tours may include meals, food tastings, and/or accommodations.

==
B O

Festivals are events centered on celebrating or commemorating some aspect of local indigenous culture, heritage and,sputiticad
Festival practice, gastronomy, film and/or music of a country, community, religion, ethnic or social group. Festival Tourism laranjotyeu
market segment, defined as travel for the main purpose of attending festivals.

Food and Beverage Expeditions that include visits/excursions linked to food and related products and activities. Tours might highlighteke prdade a
Tour tasting and/or culinary cooking activity. Popular tours inclugia,rcoffee, spices, and chocolate.

= »

Historical, cultural, archeological and indigenous sites and ruins such as monuments, buildings, structures and censgeifesant

Heritage Site local value omwhere political, military, cultural or social history has been preserved.

[ 7
FO9
1\

A homestay property is an alternative accommodation in a private residence/local home that accommodates paying guests. Travel
Homestay usuallystay with a family and experience their cooking. Homestays can be offered by individuals and their families or by structured
organizations.

%’

Source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromonitor International
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CTIVITY DEFINITIONS
Definitions used in the project
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Indigenous Tourism

Tourism activity that is owned, operated, and/or managed by members of indigenous communities, and offers unique andcauth
experiences to visitors while also contributing to sustaining local livelihoods, protecting valuedslberal traditions, ad the natural
and cultural heritage resources of the community.

enti

Local Tourism

Tourism activity that offers experiences linked to the local/lhost community. May include multiple activities across teaniisas niche
and categories, with an aim to offer an authentic and local experience. Experiences may be packaged to include transportatior
accommodation, meals, a guide, etc.

1

School Exchanges
and Cultural
Immersion

¢NF St SELISNASYOS 6KAOK KFa & | LINARYEFNE Y2(A-@provangent, intelectal
growth and skills development. Includes a broad range of products and services related to academic studies, skill enhanbeoiern
trips, career development courses and langubeggningamong others. Experiences can be focused on specific subject areas or a
of culture where learning is the primary goal, and travel is a complementary criterion.

G 2 dzNA
t

Traditional Cuisine

Activities in the destination where the local food and beverage including agricultural products, gastronomic offeringstaods ot
food preparation are the primary pull factors and key aspects of the experience. Can be offered at family and local testaludimg
the traditional fish fry.

Traditional Health
and Wellness

Tourism that is based on locally significant wellness activities, done by tourists with the principal purpose of impereatth and
wellbeing. Examples may include mineral baths, spa treatments, courses on ancient herbs and their uses, etc.

Volunteer with Loca

Trips taken to a destination for the purpose of assisting the host community, often with a social cause as the primatyp muaiiva
travel as a complementary feature. Examples include voluntourism for reconstruction in the aftermath of a natural disastemity

Experience development activities, conservation, and cleaps.
Activities that offer preventive, lifestydenhancing, relaxing, pampering and healing treatments.
Wellness Experiences can include yoga, mindfulness, and meditation retreats including detox retreats, and retreats guided by teiXjoerista.

among other specialists.

Wildlife Tourism in
Natural Habitat

Trips to destinations with the main purpose of observing the local fauna. Includes birdwatching, turtle watching, andygsrssaling
wildlife in its natural habitat. This does not include reserves or sanctuaries.

Source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromonitor International
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Four of 15 CBT activities were identified for high Caribbean benefit and US tourist interest

Assessing Communiased Tourism (CBT) Activities in Caribbean Top 4 CBT Activities in Caribbean

MSMEs can offer many different CBT activities in the Caribbean. The four activities fo€Caribbean MSMEs to prioritizeased on

A scorecard* was used to identify the activities with the greatest high Caribbean benefits* high US tourist interest*** include:

potential to generate revenues and increase competitiveness.
ALocal TourismCommunity experiences with local people

Scorecard criteria: AFood and Beverage TouRum, coffee and chocolate tours
APrice range to value higvalue activities ATraditional CuisineOffered at familyrun or local restaurants
ACurrent number of Caribbean businesses offering activity AFarm to TableCulinary experience involving locally grown and

Alnvolvement of community prepared food

AEmployment potential
Alnterest/popularity

Source: Euromonitor International

* Scorecard used to rank CBT activifieduded in appendix

**Caribbean benefits refer to the combination of metrics from the scorecard (community involvement, employment potentiycaetivity price, and number of businesses)
***nterest levels based on consumer survey, N = 629
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WILLINGNESS TO PAY FORBEMEFIT AND HIGNTEREST CBT ACTIVITIES 10
MSMEs can develop CBT activities with attributes that generate greater willingness to pay
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CLI Tourism
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Traditional
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:r Cuisine
Farm To
Table

Source: Euromonitor International

A Among those who prefer Local Tourism, most are willing to pay (WTP) as much as US$300 per activity.

A MSMEs have opportunity to align product offerings with what US tourists are willing to pay (current Caribbean offering
US$10e2,000+).

A Over half are willing to pay more if they know the ticket price % that goes back to the community and VIP options.

A Almost 70% of respondents would pay more for local transportation and being combined with other activities.

A Among those who prefer Food and Beverage Tours, most are willing to pay up to US$300 for their experience.

A MSMEs have an opportunity to align product offerings with US tourist WTP (current Caribbean offeringl| 28930

A 35% are willingo paymore for any of the following attributes: Organic certification, avoidance of chemicals, locally
sourced, Fairtrade certification, benefits everyone fairly, and embraces environmental sustainability.

A Around 20% are willing to pay at least 258 more for VIP options and access.

A Among those who prefer Traditional Cuisine, most are willing togsayuch as US$100 for their experience.

A MSMEs have a great market opportunity to capture US tourist WTP as the current Caribbean offering i$3JS$10

A Half of respondents are willing to pay more if they know that the food is sourced locally, and nearly 40% are willing to
pay extra for organic produce.

A 65%+ of respondents would pay up to 25% more for local transportation and being combined with other activities.

A Among those who prefer Farm to Table, the majority would pay as much as US$100 for their experience

A The current CBT offering of MSMEs (US$28) aligns with what US tourists are willing to pay.

A About half of respondents are willing to pay mor¢hi&é Farm to Table experiencel@ally sourced, embraces
environmental sustainability, and offers VIP options or access (e.g. a private and romantic experience for a couple).

A Almost 65% of respondents are willing to pay up to 25% more for local transportation.

*Caribbean benefits refer to the combination of metrics from the scorecard (community involvement, employment potentialfycaudivity price, and number of businesses)
**|nterest levels based on consumer survey, N = 629
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DDITIONAL INSIGHTS ABOUT CBT ACTIVITIES IN THE CARIBBEAN 11
MSMEs should consider other key findings from US tourist survey responses

Ensure safety and hygienic conditions for US tourists Redefine activities generate highest average WTP

AFocus on safety and hygiene as part of customer service. AVWSRSTFAYSQ | OGAQGAGASA 6f 26SNJ

ACertifications to show that standards have besat, and tourist interest)have ahigher average ticket price than
provide needed credibility for US tourists. other CBT activities.
AThis presents a value opportunity for MSMEs with fewer
US tourist participants.

Bundle Wellness with higimterest CBT activities Include attributes to meet US tourist basic expectations

AWellness activities currently see low interest among AAt least 20% of US tourists expect local transportation to
tourists. be included in activity price (except Wellness).

ATourists show more interest in combined activities. AHalf of respondents expect a local guide for Wildlife
Tourism in Natural Habitat, Heritage Site, Farm Tour,
Indigenous Tourism, and School Exchanges and Cultural
Immersion.

ABundle them with higknterest CBT activities (e.g.,
Traditional Cuisine) to generate greater demand.

Opportunity in highinterest/low-benefit for CBT providers Offer tiered CBT experiences to capture greatest WTP

AMSMESs focused on community benefit have opportunity APresent CBT experiences in basic, advanced, and

in Heritage, Festival and Wildlife Tourism, activities with premium packages that incorporates a mix of CBT
fewer CBT businesses. activities to capture greatest willingness to pay.

APioneer activity and differentiate among competition; ATiered pricing often encourages consumers to opt for
however, this is likely to require significant capital funds. middle-priced options.

Source: Euromonitor International
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-GENERAL US TOURIST OVERVIEW 12
Greater CBT awareness among US tourists will generate mor¢dondCBT participants

Awareness Interest Desire Action

A79% of US tourists would be
interested in doing CBT in the
Caribbean once they became
aware of the term.

AAcross all respondents,
Traditional Cuisine had been
experienced by 39% ocal
Tourism by 34%, Festival by
26%, andHeritage Site by
26%.

A44% of respondents would
consider doing CBT in the
Caribbean because it would be a
learning experience . Tourists
find certain elements of CBT
activities personally appealing
such as authenticity

A21% of respondents are
familiar with Community -
Based Tourism (CBT)
presenting an opportunity to
build greater awareness.

A55% of the Guyanese in the
Diaspora that traveled to
Guyana in the past three years

A10% of US tourists show a high

. ) AThe funnel results in US tourists
level of interest and are looking

A21% would not consider participating in CBT activities.

are familiar with CBT
representing the largest share
among profiles. In contrast, only
17% of Caribbean Explorers
are familiar with CBT.

to participate in CBT on their
next trip to the Caribbean.
These are potential customers
for Caribbean MSMEs to target.

Source: Euromonitor International based on consumer survey in the US. N=469

doing CBT because they do not
know what the term means.

MSMEs can offer promotions
and exclusivity among other
measures to encourage greater
participation.
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High

Caribbean benefits*

Low

INTRODUCTION / EXECUTIVE SUMMZBRIYACTIVITIESOURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

-SELECTED CBT ACTIVITIES IN THE CARIBBEAN
Activities were divided into four groups based on regional benefits and tourist interest

A

A

B) Promote internationally

e 00
Homestay "'
School Exchanges . Volunteer with Local
and Cultural Experience

Immersion

=

=

<= Local Tourism

A) Prioritize 1 .
Food and Beverage Tour

6§ .

ﬁ Traditional Cuisine

Farmto Table 3]

(]

[Q,Qﬂ Ecolodge . .Farm To

J Traditional Health and
W Indigenou

Wellness

é Wellness

D) Redefine

Heritage Site

ur

Wildlife Tourism in
Natural Habitat

D

5 Tourism

P Festival

C) Develop locally

»

Low

Source: Euromonitor International

*Caribbean benefits refer to the combination of metrics from the scorecard (community involvement, employment potentialfycaudivity price, and number of businesses)
**|nterest levels based on consumer survey, N = 629

Interest level of tourists**

High

14

A) Prioritize

AThese activities show highest benefits for
the region.

AThey are most interesting to US tourists

B) Promote internationally

ABenefits for the Caribbean are high

AUS tourists show low interest; therefore,
promotion and repositioning are required.

C) Develop locally

AUS tourists are highly interestedn these.

AThey bring lower benefits to the region ,
therefore, they need further development

Alnterest level among tourists is lowas are
the benefits for the Caribbean compared to
the rest of the activities

ARequires repositioningto strengthen both.

JASUSYUSOSUSN



A) Prioritize

A These activities offer high benefits for the Caribbean
A Level of interest among tourists is also high

A Activities include:

o Local Tourism
o Food and Beverage Tour

Traditional Cuisine

Farm to Table
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LOCAL TOURISM OVERVIEW IN THE CARIBBEAN % 16
Multi-activity excursion striving for an authentic and local experience T

Local Tourisnis a tourism activity that offers experiences linked to the
local/host community. May includeultiple activities across various
tourism niches and categoriesith an aim to offer amuthentic and
local experienceExperiences may be packaged to include
transportation, accommodation, meals, a guide, etc.

Favorable characteristics for Local Tourism

Al FEAOO AOimEhRl 6EASOARDAOEAT AA &A1 O
the history and cultural traditions of the destination, fostering
true appreciation of the community.

ATourists more clearly understand the direct benefit of tourism
dollars on the community based on positioning.

ACultural preservation through structured and repeated tourist
activity led by educated and knowledgeable locals.

AlLocal guide, transportation, and various structured activities

I
mm=  boosts confidence among tourists and encourages participation.
|
I

Examples in the Caribbean

ATypically extended multi -day stays with variations of full -day
offerings that combine school visits, museum visits, Heritage Sites and
local cuisine as seen in 'Country Style' in Jamaica.

AAuthentic and unique experiences are exemplified by 'Porus
Manchester Rastafarian Experience’, a muiactivity experience
involving direct interaction with a local family, participatory
cooking experience prepping local cuisine, transportation and docal
host.

Challenges for Local Tourism

ATourist uncertainty as to activity outcomes and expectations can
drive them to choose other activities while traveling.

AExisting physical infrastructure can limit access to rural
communities that could offer Local Tourism.

ALocal communities and villages can be perceived by tourists as
unsafe due to lack of information and knowledge (about crime).

AUncertainty as to amenities, including quality of food and water,
available in communities can limit greater tourist participation.

A'Jamaican Root Experience' offers a similaomplete experience
focusing onstorytelling and traditional folklore.

AThe 'Belvedere Community Nature and Heritage Woodlands' is an
excursion to anisolated village including natural elements off the
beaten pathsuch aslocal knowledge aboutherbal remedies and
folklore.

Source: Euromonitor International based on consumer surveys in the US (230 respondents for Local Tourism) and trade imtbieie® and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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ALUE PROPOSITION FOR LOCAL TOURISM 17
Opportunity to visit various tourist spots for an insider view of destination %

Who to target What tourists expect to get

APopular among broad demographics, including couples, solo travelers, and AUsually lasts from half to a full day, depending on activity selection.

families with children, but skewed towards adults over 50. . : . . : i
ATypically stay in a hotel or allinclusive resort and plan several activities to do

AUsually travel with their partner or friends, plan their vacations up to 1 year as well as enjoying some time at the beach.

in advance, but activities are decided closer to the travel date or on the spot. - . : - .
P ATourists expect this activity to have a local guide that walks them through all

ATourists choose unique activities that can be enjoyed with their family while the attractions that typically include a combination of town visits, cultural and
they relax. This is why they normally include climate and safetgmong top agricultural attractions and a homecooked meal.

considerations when selecting a destination. ; . : : :
A Travelers expect a convenient experience, with transportation to and from

AThe seek to gain an irdepth local understanding of the destination country. their accommodations, and all entry fees paid for all activities on the tour.

How the activity should be positioned Where to promote and advertise the activity

AA unique opportunity to witness the destination and interact with locals to

. o o . AAdvertise online in source market through travel websites to encourage pre
gain a true appreciation of the community, its culture, and heritage.

booking as a 1day excursion
Al £EAOO AT ET OEAAO OEAx ET O OEA AAO(}\EIAOE ) Et Q01 ou Al A p | OOAAEOQE]
romote also at destlna ionas many tours are booked af er arrlva via r esort
with the aid of a local guide, which boosts tourist confidence as tourists are
staff and activity brochures, through billboards, tourist information kiosks,
concerned about issues such as local crime and the safety of water and food. .
tour operators, and taxis.
ATourists are mostly interested in combining Local Tourism with culinary
activities such as Food and Beverage Tours or Traditional Cuisine, and are
willing to pay more if these come as part of a package deal.

AThe majority of tourists expect to book online and pay with credit or debit
card, or pay as part of the package with the tour operator or hotel.

Source: Euromonitor International based on consumer surveys in the US (230 respondents for Local Tourism) and trade imtbieie® and the Caribbean

JASUSYUSOSUSN
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Couples who seek immersive and local experiences that combine different activities

@

72% over 46 years oldJ

84% college graduate or
higher degree

US$105,870 average

household income

ﬁ 7% have family in the

=3 Caribbean

51% female
49% male

63% are married

50% have kids
Most are older
than 18 years

52% arecurrently

_| working E

A) PRIORITIZE

% 18
1

General travel habits

AThey normally travel with their partners looking for learning experiences.

AThey plan their vacation at least three months in advance but decide what
activities to do once the date is closer or when they are at the destination.

AAirline and hotel websites are used to search and book, while destination
and travel websites are preferred to research about the destination.

About the Caribbean

Alnteresting tourist attractions, especially the beautiful beaches, as well as
the tropical weather make the Caribbean an attractive destination for
those tourists that want to travel there in the next 18 months.

AThe length of the trip will be a week and an alinclusive resort is the
preferred accommodations. Taking a cruise is also of their interest.

About CommunityBased Tourism

AMost tourists are unfamiliar with the term CBT.

AMost tourists might consider doing CBT because they want to explore the
community with locals, making it a unique and different experience.

AHowever, unfamiliarity with the term discourages people as they do not
know what to expect and how they can benefit from the activity.

Source: Euromonitor International based on consumer surveys in the US (230 respondents for Local Tourism) and trade imtbieie® and the Caribbean
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-HOW THE TOURIST DESCRIBES THE ACTIVITY

19

Half to full-day activity that provides guidance and convenience when visiting key loca its

Length of the activity

Two days _ 6%
Three days or more _ 9%

A Length of activity can vary from a few hours
to a full day

A It depends on the number of sites to visit

and if it is combined with other activities.
Preferred accommodation

Hore! | :
All-inclusive resort _ 27%
Not included _ 7%
Homestay _ 7%
Others _ 6%
Short-term rental _ 6%
Bed and breakfast | 2%

With family/friends - 3%
Ecolodge I 0%

A Hotels and afinclusive resorts are the main
type of accommodations for tourists.

A Some cruise tourists also choose Local
Tourism as an activity to do while they stop
in a country for a few hours or a day.

Travel companions

Partner _ 63%
Alone _ 13%
Friends _ 11%
Family with children - 7%
Family without children - 5%

Others I 1%

A The majority select their partner as
their travel companion.

A Some might also consider doing Local
Tourism alonesince they expect to
engage directly with the local people.

Characteristics of the activity

Local guice |
Town visits _ 20%
All entry fees paid _ 18%
Interaction with locals _ 15%
Culture _ 13%
Home-cooked meals _ 7%
Agriculture - 3%

Others I 1%

A Tourists expect to have a local guide to show
them where to go and what towns to visit, as well
as facilitating all logistical aspects.

A The activity can combine different visits; if so,
tourists expect to have local transportation
included.

Source: Euromonitor International based on consumer surveys in the US (230 respondents for Local Tourism) and trade imtbieie® and the Caribbean
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WILLINGNESS TO PAY 20
Duration and number of activities have a significant impact on prices %

Price range thatourists How much more tourists would be willing to pay if the activity included:
US$3 1300 are willing to paybased
. L. Organic certification 67%
on their description
71%

Grown with no chemicals

' I
USSL0@K+  seredin he caribbean

33%

Includes accommodation BRI
How to encourage tourists to pay for a higher ticket: Eirtrade certeation i
AOffer tourists the possibility afustomizing their —
. . . Benefits everyone fairly 66%
activities, letting themselect what to do, time spent,
and restaurants visited according to their interests Children area/babysitting a1
and needs.
, . . .. . Environmental sustainability Ei 58%
AHighlight theauthenticity of the local experienceas
tourists are willing to pay more if they know a Known % to the community I o
percentage of the ticket goes to the community.
. . . __ VIP option/access 49%
AOffer convenienceo visitors by providing OO ».-r--c- rerrrerrrerrrrerrrerrrrs N REPT RPN .
FEL 38% E

transportation to and from the hotel. :  Customized/personalized package i3

>100% 51%-99% 25%-50% <25% 0%
| | | |

Source: Euromonitor International based on consumer surveys in the US (230 respondents for Local Tourism) and trade imtbieie® and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS 21
Accommodation, transportation, and customization offer highest value for tourists %

Greatest share of tourists willing to pay more

A67% of tourists value accommodations enough to pay extnal the greatest share of touris838%) ae willing to pay up to 25% more.
A68% are willing to pay more if the experience includes transportation; 53% of them are willing to pay up to 25% more.
A62% are willing to pay more for customized packages; 43% of them up to 25% more for them.

AOver 50% of respondents are also willing to pay more for VIP access and known percentage that goes back to the comnarfiity. Mos
them are willing to pay no more than 25% extra.

Middle share of tourists willing to pay more

A30-45% of respondents are willing to pay for Local Tourism with Organic and Fairtrade certification, locally sourced products,
environmental sustainability, fair community benefits, etc.

AMost of them are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

A29% of tourists said they are willing to pay extra for Local Tourism and produce grown with no chemicals.
A19% of tourists said they are willing to pay extra for Local Tourism with child care.

A8% of tourists are willing to pay at least 25% more for child care.

Source: Euromonitor International based on consumer surveys in the US (230 respondents for Local Tourism)
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INTRODUCTION / EXECUTIVE SUMMZBIYACTIVITIES OURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX
-FOOD AND BEVERAGE TOUR OVERVIEW IN THE CARIBBEAN — 22
Gastronomic tour that allows tourists to appreciate unique flavors and products Ei,gi

Food and Beverage Toare expeditions that include visits/excursions Favorable characteristics for Food and Beverage Tours

linked to food and related products and activities. Tours might highlight
the process, include &asting and/or culinary cookingactivity. Popular
tours include rum, coffee, spices, and chocolate.

AAuthentic foods and beverages unique to destination country.

AFull learning and gastronomic experience from agricultural
education, food and beverage production, to tasting.

AComplementary activity within tourist itinerary that allows
tourists to experience new things, as well as rest and relax.

ATours may focus solely on th@roduction process of alocal product AEnvironmentally conscious tourists interested in locally sourced
as seen at the Pick Pepper Sauce Factory that also houses a retail store ingredients for food and beverage production.
for tourists to purchaselocally made culinary products. ] AOrganized Food and Beverage Tours are more trusted than less
structured agro and food tourism offerings.

Examples in the Caribbean

AOther tours aremulti -activity such as the 'Mero Secret Tour' including
atour of the banana plantation, nature hike to waterfalls, beaches,

. - . . Challenges for Food and Beverage Tours
sampling local cuisine, and an optional bat cave experience.

AT ¢ q 4 alcoholic b woicallv | ¢ ted ATourists perceive food to be a risk in terms of safety, and are
ours focused around aiconolic beverages are typically 1€ss frequente hesitant to take part in activities with a strong focus on tasting

by families; however, popular experiences includeum tours in
Y Pop P food and beverages.

Barbados and throughout the Caribbean islands. i : _
) _ _ ANot all geographies have welmarketed and unique food and
AOther regional products include coffee and cacao;tour examples beverage offerings.
include ‘Mavis Bank in the Blue Mountains' which combines coffee
tours with a full day of events. A singlectivity, tour-only option

is available at the same locale.

Source: Euromonitor International based on consumer surveys in the US (292 respondents for Food and Beverage Tournéeigadein the US and the Caribbean

Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtiohgern
YSUSUUSUSUS
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A) PRIORITIZE

INTRODUCTION / EXECUTIVE SUMMZBRIYACTIVITIESOURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

.VALUE PROPOSITION FOR FOOD AND BEVERAGE TOURS
An addon experience that is a unique, authentic aspect of destination

Who to target

AMarried adults over 55 years old as well younger adults aged 26 to 35 who
generally travel to countries closer to the US.

AThese demographics usually seek affordable beach destinations where they
can relaxand alsosee, try, or learn something new. They pay special attention
to food and restaurant offerings, followed by sightseeing offerings.

ADestination and travel websites are their main source dghformation but they
also rely on recommendations from acquaintances to determine which
activities to do. Typically, they decide closer to the departure or on the spot.

How the activity should be positioned

AHighlight the unique aspects oproduction processes in the Caribbeaso that
tourists gain a deeper understanding of what they are paying for and its
cultural meaning.

ACertifications, hygiene, and safety practices are important factors for tourists
xEOE OO0oiTc¢c Ai1T AAOT AAiT 6O OEA OACEI]
AAs culinary experiences are highly popular, they can also be promoted

together with Traditional Cuisine or Farm to Table as consumers are willing
to pay for a wellrounded, local culinary experience.

23

What tourists expect to get

AThe activity is expected to last from a few hours to half a day, and most
tourists enjoy these activities more if done with their partner.

ATourists want to witness firsthand how local products are made through a
guided or selfguided tour. They expect to see the authentic local practices as
well as the local ingredients used. and be able to try the final products.

AConvenience is highly appreciated, as they expect to have a local guide and
local transportation, especially if the location is located far from their
accommodations. They also want to pay for the full tour ahe time of
booking.

Where to promote and advertise the activity

AAdvertise both in source market and at the resort. For pe@lanned
itineraries offered by travel agents and hotels, includas one of the activities.

AOnline, destinationspecific and global travel websites that allow for pre

1 BOBKIGAN/ PRI RINE KR ORI R Eferpbrone

ourists.

AAdvertisements and/or features on food and travel channels will help
develop awareness and interest.

Source: Euromonitor International based on consumer surveys in the US (292 respondents for Food and Beverage Tournéeigadein the US and the Caribbean
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NCBIYACTIVITIES ¢
A -5 ProRLE _ 24

Time split evenly between relaxing at beach and exploring country authentically
The audience can be broader General travel habits
@ as Millennial travelers - : } :
consider taking part in in AThey_ seek a good balan_ce be_tween_ trying somet_hmg new an_d having a
69% over 46 years oIdJ Food and Beverage Tours. relaxing, no-stress vacation with their partners, friends or family.
AlLeverage online resources to learn about the destination and activities.
AAre price-sensitive but also prioritize the local food and restaurants
55% female availableas well as sightseeing options in making their selection of
80% college graduate or 45% male destinations.
higher degree About the Caribbean
AThe Caribbean is an ideal destination, mainly for the tropical weather and
61% are married beaches that allow tourists to let go of their stresses and relax.

ATourists all show interest in exploring local, authentic food and drinks.

US$107,877 average AThe trip will typically last a week at an alinclusive resort or hotel with

household income 45% have kids $ convenient and direct access to the beach.

Most are older
than 18

About CommunityBased Tourism

AMost tourists do not know the term CBT. They guess it means engaging
ﬁ 8% have family in the with people in the community or locals that run guided tours for visitors.
=3 Caribbean
54% are currently AAlthough interest in CBT is high, 25% are hesitant as it is something
_| working completely new that they have never done before, they do not know what
@ it involves, and theymight simply prefer to relax on the beach instead.

Source: Euromonitor International based on consumer surveys in the US (292 respondents for Food and Beverage Tournseigadein the US and the Caribbean
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HOW THE TOURIST DESCRIBES THE ACTIVITY

A haltday culinary experience that involves cookiagal foodand tasting local products

Length of the activity

Two days . 2%
Three days or more - 4%

A The activity can last up to half a day.

A Time spent depends on whether it also
includes food tasting, full meals, or just

visiting the establishments.
Preferred accommodation

Allinclusive resort. | : -
Hote! |, 2o
Not included |NEGEEEEEEE ¢
others NG &
Bed and breakfast _ 5%
Short-term rental [N 4%

with family/friends | 3%
Ecolodge [ 2%

Homestay [JJjj 1%
Hostel | 0%

A Most travelers would rather
stay either at a resort or hotel.

A Thus, tourists can book the
activity through the reception or
concierge.

A) PRIORITIZE

25

Travel companions

Partner _ 68%
Friends _ 13%
Alone - 9%
Family with children - 7%

Family without children . 3%

A Food and Beverage Tours are meant to
be shared with travel companions.

A They usually choose to go with their
partners, but Food and Beverage Tours
are also suitable as a social event with
friends.

Others | 0%

Characteristics of the activity

Local guice |
Local transportation _ 28%
All entry fees paid _ 21%
Home-cooked meals _ 20%
Culinary cooking activity _ 18%
Testing the product _ 18%
Tour the facility _ 15%
Purchase the product _ 5%

Others . 2%

A The activity should be guided and include convenient local
transportation if the distance is long.

A Tourists expect the tour to go beyond just seeing the facility
but also having a meal, tasting the product and even having
an option to take a cooking class if possible.

A Simply purchasing the product is not enough if they do not

Source: Euromonitor International based on consumer surveys in the US (292 respondents for Food and Beverage Tournéeigadein the US and the Caribbean
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WILLINGNESS TO PAY o 26
Tourists are unlikely to pay high sums for an-atidactivity to their beach vacations ,!m-l

Price range thatourists How much more tourists would be willing to pay if the activity included:

U S$5@300 are willing to paybased

on their description

' I
US$361,200 cicredin ve cariobean

Organic certification 63%

How to encourage tourists tdo the activity : Includes local transportation

37%
ACombine the tours with other activitieshat Fairtrade certification [JEEES 65%
enhance the food and beverage experience such
Farm Tours to see where ingredients come from, Benefits everyone fairly 66%
cooking classes that use local ingredients, or visit _
. . . Children area/babysitting 82%
Heritage Sites that are relevant in the area.
AOffer amore convenient experiencevith Environmental sustainability o1
transportation to/from the hotel or port, and flexibl _
. Known % to the community 11% 47%
schedules adapted to the needs of tourist groups.
AHighlight all thebenefits of this activityincluding the B o
completelearning experiencdor curious foodies as _ _
_ ) Customized/personalized package 47%
well as the profits that go badk the community
Il -100% 5199 [l 25%-50% [ <25% 0%

thanks to the tourist investment.

Source: Euromonitor International based on consumer surveys in the US (292 respondents for Food and Beverage Tournéeigadein the US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS = 27
Local transportation and tours combined with other activities offer highest value

Greatest share of tourists willing to pay more

A63% of respondents are willing to pay more if the activity includes transportation, with most willing to pay up to 25% more.
A61% show more willingness to pay for an activity package. 396tig$ts are willing to pay up to 25% more.

A53% are also willing to pay more for a known percentage that goes back to the community and customized packages. Most®f them
willing to pay no more than 25%.

Middle share of tourists willing to pay more

A34-49% of respondents are willing to pay for Food and Beverage Tours with Organic and Fairtrade certification, locally remlurctsg p
ingredients grown without chemicals, environmentally sustainable, VIP access and fair community benefits.

AThe majority of them are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

A18% of tourists said they are willing to pay extra for Food and Beverage Tour with child care.
A7% of tourists are willing to pay at least 25% more for child care.

Source: Euromonitor International based on consumer surveys in the US (292 respondents for Food and Beverage Tournéeigadein the US and the Caribbean
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TRADITIONAL CUISINE OVERVIEW IN THE CARIBBEAN §99 28
Culturally relevant cuisine and flavors unique to destination geography D""—“

methods of food preparatiorare the primary pull factors and key . .
: : sample local flavors and culturally relevant cuisine unique to
aspects of the experience. Can be offered at family and local restauran o . . :
the destination and interact with local chefs in a more real, less

including the traditional fish fry. touristic way

Examples in the Caribbean AEasy access and feasibility for Caribbean residents to open

] _ _ _ businesses and create employment opportunities.
AFamily -owned restaurants such as Plas Kassav in St. Lucia that

. AVariety of options from budget singlecourse meals or snacks to
feature local cuisine.

gourmet multi-course meals.
ACommunity events that offer food and a lively music celebration
attracting both local community members and tourists  such as the
xAAET U 'TOA , A 2AUA &EOE &OU EI
Barbados.

AYelp and other applications make easy for tourists to post and
read reviews, and find local businesses.,

Chaﬁ)eﬁg%s'ofor ‘?‘rédﬁiona{l Eucljsi%)eE 160 &EOE &OU EI

ATourists perceive regulation as limited and so they place great
trust in customer reviews; negative reviews can seriously limit
traffic.

Traditional Cuisinas activities in the destination where the local food Favorable characteristics for Traditional Cuisine
and beverage includinggricultural products, gastronomic offerings and AO. AOO ET OAGEOAS AOI OOOAI Ei | AOOEI
ts
I
|

ARestaurants that serve local cuisine such as Little Ochi in Alligator Pond
and Alligator Hole arepromoted by community tourism networks.

AHigh investment costs required for players that want to open
upscale or more premium restaurants featuring local cuisine.

ALimited gourmet options and Caribbean recognition to merit
higher willingness to pay by tourists.

ATourists perceive certain areas in towns as unsafe due to high
crime and thus are hesitant to visit outlets without a local guide.

JASUSYUSOSUSN

Source: Euromonitor International based on consumer surveys in the US (293 respondents for Traditional Cuisine)
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtiohgern
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INTRODUCTION / EXECUTIVE SUMMZBRIYACTIVITIESOURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

.VALUE PROPOSITION FOR TRADITIONAL CUISINE

RSIHEQ AY

¢NE (GKS WNEBI f

Who to target

APopular among all demographics, especially among foodies that are up for
trying new things when on vacation and look to enjoy a meal at a local
restaurant that is different from cuisine they have at home.

ATravel usually accompanied by their family or friends, and they might take
their children (mostly over 18 years old).

AChoose destinations that offer a good balance among local activities (e.g.
sightseeing and cultural attractions), food and restaurant availability and
time off, as these are reasons why tourists find Beach Tourism in the
Caribbean attractive.

How the activity should be positioned

APositioned as an authentic local experience, as tourists are looking to try the
real local food and not an adapted version.

AConsumers are also willing to pay more to have a personalized experience,
offering options appealing to different tourists, as well as a socially
responsible educational experience, as tourists are interested in appreciating
and benefiting the local community while having an educational experience.

AFood safety is a concern. Thus, certifications and transparent practices can be
showcased to increase credibility among tourists.

f 20! f

What tourists expect to get

ATypically lasts a few hours up to half a day, done with their partner.

ALooking to dine one or two times at a local restaurant, but not necessarily
interested in having cooking classes or Farm to Table activities.

AThey do not want to go to a hotel restaurant simulating local food. They want
a place that provides a local feel, and prefer locally owned restaurants from
the community they are visiting.

ATourists also appreciate being able to interact with the owners, even get the
chance to gain a local recipe and value locally sourced ingredients.

Where to promote and advertise the activity

AAn online presence is a must since it is the first source tourists check when
deciding where to make a reservation.

AWebsites that allow for online reservations as well as posting reviews and
photos that are unbiased boost credibility and encourage tourists to book.

ATravelers expect to be able to pay with credit or debit card. Cash payment is
less common among tourists that might not carry cash on vacation.

Source: Euromonitor International based on consumer surveys in the US (293 respondents for Traditional Cuisine) arehtiaale intthe US and the Caribbean
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Pricedriven foodies that enjoy relaxing on vacation but want a taste of real local cuisinﬁ-

@

70% over 46 years oldJ

86% college graduate or
higher degree

US$102,645 average

household income

10% have family in
—7 the Caribbean

B

The audience can be broader
since Millennial foodies are
also interested in local dishes
that they can photograph

and post on social media.

54% female
46% male

Ox

51% are married

44% have kids
Most are older
than 18

55% are currently

_| working E

A) PRIORITIZE

§49 30

General travel habits

ATourists enjoy trying, seeing, and learning something new on vacation but
also taking time to relax with their partners, friends or family.

ANormally plan their trips at least three months in advance, but are more
spontaneous when they choose what activities to do at the destination.

ADestination selection depends on total cost and main attractions available.

About the Caribbean

AMost express interest in visiting the Caribbean for the tropical weather
and the beaches, where they can stay for a week with their partners at a
hotel or resort, to enjoya relaxing vacation.

AAdditionally, they appreciate that the Caribbean is an affordable
destination with a interesting offer of local food and Traditional Cuisine.

About CommunityBased Tourism

ALow familiarity with CBT; they interpret this as mainly engaging with the
community while on vacation, which is not attractive for over 20%.

AlLack of knowledge about CBT limits interest and willingness to take part
in it as tourists seek learning opportunities more related to local food,
rather than immersive and fully cultural or historical experience.

Source: Euromonitor International based on consumer surveys in the US (293 respondents for Traditional Cuisine) arehtiaale intthe US and the Caribbean
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HOW THE TOURIST DESCRIBES THE ACTIVITY

A oneof-a kind, 100% local meal that lasts fdieav hoursand is shared with a partner

Length of the activity

Two days . 2%

Three days or more - 8%

A Many travelers spend a few
hours outside the hotel to
have one or two meals.

Preferred accommodation

Allinclusive resort | N -
Hote! | 2
Not include! |

Others | 7%
Short-term rental _ 5%
Bed and breakfast 4% . .
I A Most travelers would either stay
Homestay | 4%
Ecolodge [N 3" at a resort or hotel.
colodge o ; )
With family/friends N 3% A Thus, tourists can book the
Hostel [ 1% activity through the reception or

concierge.

A) PRIORITIZE

§49 31
=N

J

Travel companions

Partner _ 59%
Friends _ 17%
Alone _ 10%
Family with children - 8%

Family without children - 4%
Others Il%

A Culinary experiences are meant to be
social experiences shared with travel
companions.

A Tourists typically travel with their partners,
but also travel with friends.

Characteristics of the activity

Local transportation _ 25%
Interaction with locals _ 11%
within hote! || EEG_ 2
Live music _ B%
Community event - 6%

Others I 1%

AC2dzNARAGAQ YIAY LINA2NARGE A&
cuisine that they can enjoy during their beach
vacations.

A They also want to be guided by someone who
knows where to find the best local restaurants,
and can help them get around the destination
and keep them safe.

Source: Euromonitor International based on consumer surveys in the US (293 respondents for Traditional Cuisine) arehtiaale intthe US and the Caribbean
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WILLINGNESS TO PAY 69 32
Tourists are willing to pay more than current offering if meal has a local feel ﬁ

Price range thatourists
U S$151OO are willing to paybased

on their description
Price rangeurrently
U S$1@15 offered in the Caribbean

AHighlight theauthenticity of the Traditional Cuisine
offered, and itdood standards and safetin order to
draw travelers to the restaurant.

AlaS GKA&a YSItE a |
capture the attention of tourists that might be

interested in learning moreabout where the
ingredients come from:

APartner with local farms to promote followp
activities such as Food and Beverage Tours.

AAlso offer additional isnouse activities such as
cooking classes or food tasting events to
encourage travelers to come back.

How much more tourists would be willing to pay if the activity included:

Drganl-c certfieation =

Grown with no chemicals
Sourcing products locally

Combining it with other activity 35%

Includes local transportation 32%
Fairtrade certification
Benefits evervone fairly
Children area/babysitting

Environmental sustainability

Known % to the community

VIP option/access [EEEEECH

>100% 51%-99% 25%-50% <25% 0%
| | | |

Source: Euromonitor International based on consumer surveys in the US (293 respondents for Traditional Cuisine) arehtiaale intthe US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS

§9 33
Customized packages that also include transportation show highest potential ﬁ

Greatest share of tourists willing to pay more

A68% of respondents are willing to pay more if it includes transportation. The majority of tourists (50%) are willing patpa$w more.

A65% also consider an activity package to be valuable and 44% of tourists are willing to pay up to 25% more.
A61% of respondents are also willing to pay more for a customized packages, and most of them are willing to pay up to 25%.

AOver 50% of respondents are also willing to pay more for products sourced locally, known percentage that goes back tmtiméyGom
and VIP access. Most of them are willing to pay no more than 25%.

Middle share of tourists willing to pay more

A37-44% of respondents are willing to pay for Traditional Cuisine with Organic and Fairtrade certification, with ingrediente/itfiowt
chemicals, environmentally sustainable, and fair community benefits.

AMost are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

A19% of tourists said they are willing to pay extra for Traditional Cuisine with child care.
A8% of tourists are willing to pay at least 25% more for child care.

Source: Euromonitor International based on consumer surveys in the US (293 respondents for Traditional Cuisine) arehtiaale intthe US and the Caribbean
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FARM TO TABLE OVERVIEW IN THE CARIBBEAN
Full gastronomic experience from local sourcing to prepared culinary experience iﬂ

Farm to Tablds aculinary experiencehat includes products that are Favorable characteristics for Farm to Table

locally grown or sourced. This may include a farm tour, harvesting
ingredients, and/or a cooking class in addition to a meal/tasting using
locally sourced ingredients.

AActivity that allows tourists to explore new things, relax and
enjoy time spent with partners, family, and friends.

AAppreciation for natural products including locally sourced foods.

APreferred activity by foodies that encompass a full gastronomic
experience from ingredients to prepared meals.

AAwards such as Rainforest Alliance Certification and Green
Tourism certificate resonate with the environmental values of
more and more tourists.

Examples in the Caribbean

AExperiences can take placat a farm such as the Crooked Tree Good
News Cashew and Mango Picking Tour, which includes a tour of the
farm, lets tourists pick their own cashews and mangos, antste
locally grown foods.

AHotels strive to locally source foods such as fish and fresh produce
from purveyors in the community to beprepared by local chefs and
served asgourmet dishes. Some hotels offer guests an opportunity to
go to local markets or sources of food andinvite them to take part in
food preparation at the hotel.

Challenges for Farm to Table

AFarm to Table experiences without any culturally unique or
diverse elements are often considered activities that tourists can
do in their home countries, and are not perceived as special.

ATourist perception of food regulations being insufficient, so foods
are less trusted in terms of safety; thisnakes some tourists
hesitant to take part in activities such as Farm to Table.

APerception that the Caribbean is limited in terms of culinary skill
and is not recognized as having gourmet cuisine.

ASome farms, hotels, and providers of local cuisine highligtically
sourced ingredients and certifications such as Organic or Fairtrade.

g
!

Source: Euromonitor International based on consumer surveys in the US (106 respondents for Farm to Table)
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtiohgern
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.VALUE PROPOSITION FOR FARM TO TABLE
A more comprehensive and handa Traditional Cuisine experience

Who to target

AFoodies seeking something more than just a meal at a local restaurant.

AOpen to trying new cuisine at new locations, often engaging with the source
of the ingredients such as a farm.

APopular among all demographics, including food enthusiasts and experts (e.g.

food bloggers) looking to capture moments and share everything online.

AUsually travel with their partner or friends to a destination where they can
relax but also experience new things.

How the activity should be positioned

AOpportunity to experience authentic dishes that are unique to the local
cuisine, emphasizing regional flavors and spices, and the fact that are
prepared with locally sourced ingredients.

AAn interactive experience, in which tourists can learn about local history and
traditions as well as help keep them alive with part of what they pay for the
experience going back to the community.

AActivity to be combined with Food and Beverage Tours, Traditional Cuisine
and Local Tourism, as tourists are willing to pay more for a comprehensive
experience.

35

©

What tourists expect to get

AUsually lasts a few hours up to half a day, done with a partner.

ATourists describe the Traditional Cuisine experience as having a meal with
locally sourced ingredients, that lets them see where and how they were
grown. The experience can also include a cooking class or demonstration.

AThe meal is meant to be an experience that is educational but also fun and
hands-on.

AEmphasis is on the local and wholesome ingredients used that are grown in a
sustainable way using local approaches to farming.

Where to promote and advertise the activity

AOnline presence is a must since it is the firgtlacetourists check when
deciding where to make a reservation.

APartnerships with culinary influencers (bloggers) could help increase
awareness and influence the decisiomaking process when tourists choose
their destination.

ATourists expect to pay by credit or debit card both if they préook online
and if they pay at the beginning/end of the activity.

Source: Euromonitor International based on consumer surveys in the US (106 respondents for Farm to Table) and trads intén@ie\8 and the Caribbean
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NCBIYACTIVITIES ¢
A o rsTeroriE

Middle-aged explorers who want to learn more about what they are already familiar wiﬁﬂ

The audience can be broader -
@ because Millennials are General travel habits

Intaesteel 1 el o THols APrefer to experience new things with their companions on vacation but

experiences that they can . . : : "
70% over 46 years OIdJ photograph and post on also want time to simplyrelax and unwind without an itinerary.
social media. AChoose destination and travel websites and magazines as their main

source of information when planning trips and looking for fair prices.

60% female % AHighly interested in trying local foods and restaurants while on vacation.

86% college graduate or _40% male
higher degree About the Caribbean

68% are married ATourists might be interested in visiting the Caribbean to enjoy the tropical
weather and relax on the beach with their partners.

AThey will typically stay for a week and the preferred accommodation is an

US$118,868 average all-inclusive resort or hotel, if the budget does not allovior more.

household income 17% have Kids
Most are older
than 18

2 ACBT is an unfamiliar term, They think it relates to engaging with people

7% have family in the from the community or communities that guide tourists while visiting.
=3 Caribbean

About CommunityBased Tourism

59% are currently AAlthough the majority would consider doing CBT, almost 30% do not
_| working show interest as it is a totally new concept that they need to research, and
@ it might take time away from enjoying the Caribbean beaches and food.

Source: Euromonitor International based on consumer surveys in the US (106 respondents for Farm to Table) and trads intén@ie\8 and the Caribbean
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INTRODUCTION / EXECUTIVE SUMMZERYACTIVITIESOURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

-HOW THE TOURIST DESCRIBES THE ACTIVITY
Halfday activity to do as a couple and have a meal with locally soumgeedients

Length of the activity

Full day _ 12%
Two days - 5%

Three days or more I 1%

A Many travelers spend a few hours

A It can be extended to a half day if it
includes a variety of activities.

Preferred accommodation

Hote! | -
Alinclusive resort. | 2:

not included |GG 11
Bed and breakfast || NG 1o
Homestay _ T4
short-term rental [ 5> A Most tourists expect to stay at all
others | 3% inclusive resorts and hotels.

with family/friends [ 2%
Ecolodge . 1%

A They might also like to can reserve a
spot through the hotel and bill the final
cost to their rooms.

©)

Travel companions

Friends [T 1
Alone - 0%
Family with children - B%

Family without children I 2%

A Culinary experiences are meant to be
social experiences shared with travel
companions.

A Tourists typically travel with their
partners, but also with their friends

Others | 1%

Characteristics of the activity

Locally sourced ingredier | :-
Local guice | : -
Local transportation _ 22%
Farm tour | -
cooking class | 1>
Cooking demonstration _ 13%

Interaction with locals _ 8%
all entry fees paid || NN = A When travelers think about this activity, what
others [l 2 they envision is a meal using local ingredients

prepared by locals that can take them
through the culinary experience.

A The experience can also include a Farm Tour
where they can see where and how the foods
are grown, as well as a cooking class or
demonstration, in which they can also learn a
few recipes to take back home as a type of
souvenir of their trip.

Source: Euromonitor International based on consumer surveys in the US (106 respondents for Farm to Table) and trads intén@ie\8 and the Caribbean
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WILLINGNESS TO PAY ) 5 R R o - R i o
b2 NR2Y (2 AyONBIasS LINAOS & OdNNByid LIO|IOSa

Price range thatourists How much more tourists would be willing to pay if the activity included:

U S$3 ]'_1. O O are willing to paybased Organic certification

on their description

Price rangeurrently
U S$2 51 1 O offered in the Caribbean

ATourists are generally not willing to pay much morg
for anything to be added to the activity. Thus, the
goal is to encourage interested tourists to book ang

purchase the activity:

Benefits everyone fairly sgd 58%

82%

ABepresent onlinewhen tourists are in the Children area/babysitting
research phase to invite them to book

Environmental sustainability 51%

AHighlight all thebenefits of this activityincluding

the full learning experiencehey will receive, as Known % to the community a4%

well as the profits that go badk the community

from the tourist investment. VIP option/access 2%
46%

APromote wordof-mouth and positive Customized/personalized package
recommendations onlingo bring in new tourists. B0 Woieoss [l osesor M s

0%

Source: Euromonitor International based on consumer surveys in the US (106 respondents for Farm to Table) and trads intén@ie\8 and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS 39
The majority of Farm to Table participants are willing to pay more for local transportati‘ﬂﬂ

Greatest share of tourists willing to pay more
A65% of tourists are willing to pay more if it includes transportation. The majority (57%) are willing to pay up to 25% more.
A58% of tourists are willing to pay more for an experience combined with other activities. 43% of tourists would pay uprtor@5%

AOver 53% of respondents are also willing to pay more for attributes such as locally sourced product, customized packewesnand
percentage that goes back to the community. Most of them are willing to pay no more than 25%.

Middle share of tourists willing to pay more

A39-49% of respondents are willing to pay for Farm to Table with Organic and Fairtrade certification, with ingredients grown with
chemicals, environmentally sustainable, and fair community benefits.

AThe majority are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

A18% of tourists said they are willing to pay extra for Farm to Table with child care.
A7% of tourists are willing to pay at least 25% more for child care.

Source: Euromonitor International based on consumer surveys in the US (106 respondents for Farm to Table)
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B) Promote internationally

A These activities offer high benefits for the Caribbean

A Level of interest among tourists is low

A Activities include:

0 Homestay
o0 School Exchanges and Cultural Immersion

o Volunteer with Local Experience




B) PROMOTE INTERNATIONALLY
- INTRODUCTION / EXECUTIVE SUMMZERIYACTIVITIES DURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

HOMESTAY OVERVIEW IN THE CARIBBEAN ~ 41
Alternative accommodation that provides true appreciation for community R}

A Homestayproperty is an alternative accommodation irpavate Favorable characteristics for homestays
residence/local homeghat accommodates paying guests. Travelers usuall
stay with a familyand experience their cooking. Homestays can be offere

by individuals and their families or by structured organizations.

AProvides true appreciation for the community.

ATry authentic and local food.

AMore affordable than hotels or resorts.

Al EOAT A-doDavidate@nd familiar platform for tourists
looking to book alternate accommodations, which can positively
expand homestay revenue streams for local families.

Examples in the Caribbean

APositioned as aralternative to camping while hiking national trails
as offered byindividual families on Waitukubuli National Trail in
Dominica.

AVoluntourism as experiences often include homestays.

ACountry Style Homestay as done in Jamaica positioned asvilage
experience with a local family during which a tourist might

: : : : : Challenges for homestays
experience cooking authentic food, storytelling, and local music. g y

. . o ) AShortage in homestays due to hurricane destruction.

ATraditional indigenous homestay experience as offered by the g Y
Kalinago community in Dominica, which offershome-cooked meals
and access to otheactivities at the cultural center.

ATechnological literacy and access to internet of Airbnb owners
could reduce demand for traditional homestay offerings.

AConcern about level of regulation and perception of overall safety
by US tourists.

APerception of a rural, rustic experience linked to developing
countries, since tourists seek upscale resorts in the Caribbean.

AAirbnb offers tourists to booklocal homes as opposed to traditional
hotel accommodations.

AMulti -day voluntourism experience with local homestays.

1
!

ATourists prefer to participate in other activities on vacation.

Source: Euromonitor International based on consumer surveys in the US (25 respondents for Homestay) and trade intenei&l@sand the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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.VALUE PROPOSITION FOR HOMESTAY
A unique experience to gain insider view of community that can be booked online

Who to target

AMature adults over 50 years old, with at least a college degree.

AThe majority are retired, married and with adult children older than 18 years
old, and do not have family in the Caribbean.

AThey travel with their partners, plan their vacations about six months in
advance, and search for information online on travel and supplier sites.

ATourists choose activitiesthat let them explore and learn new things, so they
prioritize the main attractions when choosing a destination and typically look
for sightseeing, cultural and historical attractions, food, and restaurants.

How the activity should be positioned

AA oneof-a-kind, exclusive cultural experience that offers the opportunity to
explore the local culture, customs, and traditions at an affordable price.

AOffers an insider view of living in the community, with authentic local food
and beverage as part of the package.

AConsumers are also interested in including other culinary activities as part of
the experience such as Food and Beverageurs or Farm to Table.

AAs an alternative form ofaccommodationsfor volunteers in the Caribbean.

42

What tourists expect to get

AThe activity usually lasts more than 2 days ani$ done with their partner.

AAnN opportunity to experience and more deeply understand the local culture
and cuisine, as tourists enjoy the interaction with a local family and they
expect to get homecooked meals.

ATourists would like it if the experience also included a local guide and the
possibility to get local transportation for a small extra cost.

AOne added benefit is the lower cost compared to hotels in the country.

Where to promote and advertise the activity

AAdvertise online via booking websites to attract tourists when they are
researching their trip. They appreciate online reviews which boost the
credibility of packages and places.

ATourists expect to book online and pay by card, therefore homestays should
be able to accept credit card payments at least by partnering with suppliers|

AVolunteer organization and tourism boards can also advertise these services,
and travel agents can add homestay as part of the packs offered to tourists,

Source: Euromonitor International based on consumer surveys in the US (25 respondents for Homestay) and trade intenei&l@sand the Caribbean
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Mature explorers highly interested in traveling to Caribbean but are unfamiliar with CB'

@

64% over 56 years oldJ

80% college graduate or
higher degree

US$103,000 average

household income

20% have family in
—7 the Caribbean

B

Homestay is an alternate
accommodation often
considered by those
participating in S.A.V.E.*
which include mixeehge
groups and students.

60% female
40% male

Ox

52% are married

56% have kids
Most are older
than 18 years

44% are currently

_| working E

B) PROMOTE INTERNATIONALLY

43

General travel habits

AExplorers that choose to see, try, and learn new things on vacations and
inform themselves with destination travel websites or magazines.

APlan their flights and lodging at least three months in advance but are
willing to decide on activities closer to the date of departure or on the
spot.

AHighly influenced by the destination activities, closely followed by price.

About the Caribbean

AHigh interest; would like to travel to the Caribbean in the next 18 months
because it is affordable, the weather and beaches are attractive.

AThey plan to travel with their partner to stay no more than 14 days.

AGoing to the beach is the preferred activity but would also enjoy
socializing with locals to experience their food, music, and lifestyle.

About CommunityBased Tourism

ALow familiarity with the term CBT.

AThey think it mainly entails engaging on vacation with people in the
community who guidethem around the area they are visiting

AThe majority might be interested or have never thought about doing CBT
but find it appealing as a unique opportunity to interact with locals.

Source: Euromonitor International based on consumer surveys in the US (25 respondents for Homestay) and trade intenei&l@sand the Caribbean
*S.A.V.Erefers to Scientific, Academic, Volunteer and Educational tourism
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INTRODUCTION / EXECUTIVE SUMMZERYACTIVITIESOURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

-HOW THE TOURIST DESCRIBES THE ACTIVITY

Three+ days homestay in Caribbean with partner, with haomeked meals

Length of the activity

A Length varies among tourists.
Half day _ 16% A Almost 40% choose a homestay
for 3+ days ,while others would
rather stay for less time.

36%

Three days or maore

Preferred accommodation

Homestay 44%

Hotel 24%

All-inclusive resort 12%

Hostel B%

A Homestayis the top choice.

A Some would also combine it with
other forms of accommodations
such as hotels or resorts.

Short-term rental B%

Bed and breakfast 4%

44

Travel companions

B0%

Partner

Alone 16%

12% A The majority select their partner as their travel
companion, as homestays tend to be more intimate

and partners provide comfort.

Family with children

Friends

[-=]
*I

A Some might also consider doing it alone as tourists can
be focused on engaging with locals for authentic
experience.

Family without children . 4%

Characteristics of the activity

Home-cooked meals 44%

Local transportation 36%

Local guide 32%

Interaction with a local

24%
family

Perform daily activities

[
&

A Homestay enthusiasts would like to have local
transportation and a local guide included.

A The interaction with the family is appreciated if it
means sharing a homeooked or traditional meal.

Source: Euromonitor International based on consumer surveys in the US (25 respondents for Homestay) and trade intenei&l@sand the Caribbean

JASUSYUSOSUSN



B) PROMOTE INTERNATIONALLY
INTRODUCTION / EXECUTIVE SUMMZERIYACTIVITIES DURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

WILLINGNESS TO PAY ~ 45
Enthusiasts are willing to pay slightly more than current prices offered R
U S$3 1300 Price range thatourists How much more you are willing to pay for Homestay?

are willing to paybased

Organic certification [EES

on their description
Grown with no chemicals BE3

Price rangeurrently _
U S$351 1 O offered in the Caribbean Sourcing products locally

Combining it with other activity B&3
Includes accommaodation

Includes local transportation g

How to encourage tourists to pay for a higher ticket: Frosseneeees
Fairtrade certification &%

AAllow tourists to feel special by offering thenVviP
treatment for which are willing to pay more.

Benefits everyone fairly B3

) Children area/babysitting
APromote thehomestay as a full local learning

experienceby combining it with other CBT activities
rather than just offering accommodations.

AOffer thepossibility to customize the homestalgy
allowing tourists to select if they want only
accommodations or additionahings such as

homemade meals, local transportation or a local
guide B :100% B sio0 [l 25%s0% M <25 0%

Other requirements BE

Source: Euromonitor International based on consumer surveys in the US (25 respondents for Homestay) and trade intenei&l@sand the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS A~ 46
Tourists are willing to pay more for homestay packages with combined activities

Greatest share of tourists willing to pay more

A64% show higher willingness to pay if the homestay includes local transportation, can be combined with other activitiess Ui
options or personalized packages with the option to add other activities.

ATourists also care about the percentage of the ticket that goes back to the community; over 60% are willing to payhextra if t
percentage is known.

AOverall, most of them (over 36% of respondents) are willing to pay up to 25% more if the homestay includes any of the above.

Middle share of tourists willing to pay more

A40-48% of respondents show some extra willingness to pay for homestay with Organic and Fairtrade certification, with ingpexients
without chemicals, locally sourced products, environmentally sustainable, and fair community benefits.

AThe majority are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

A36% of tourists said they are willing to pay extra for Homestay with child care.
A20% of tourists are willing to pay at least 25% more for child care.

Source: Euromonitor International based on consumer surveys in the US (25 respondents for Homestay)
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SCHOOL EXCHANGE AND CULTURAL IMMERSION OVERVIEW IN THE CARIBBEAN a7
Multi-activity and personalized cultural learning experience =5

Favorable characteristics for school exchange and cultural immersion
po@y‘% fo explaresupigue Juigbptes giEleSHRIRNIRFagas a 5
personalized and unique cultural experience.

AT 11 AAO xEOE AT A AGPAOEAT AA EEOOC
cultural practices including art, history, dance, and religion.

AOften includes elements of highly popular activities such as Local
Tourism and Traditional Cuisine.

AEmployment opportunities for community (guides,

School Exchange and Cultural Immersisra travel experience which has
& F LINAYINB Y2U0AQ0FGA2Yy GKS G2dz
learning, seimprovement, intellectual growth and skills development.
Includes a broad range of products and services related to academic
studies, skill enhancement, school trips, career development courses a
language learning among others. Experiences can be focused on specif
subject areas or aspects of culture where learning is the primary goal,
and travel is a complementary criterion.

Bl transportation, accommodations, teaching, craft demonstrations,
Examples in the Caribbean W= cooks, etc.).
AM[.““ 'O!?y IMMeTsive '“”eraf'es that are organlzeql by faculty and : I Challenges for school exchange and cultural immersion
universities in source countries, often with local Caribbean community
connections, for students to study specific subjects and experience AFewer local businesses and organizations in the Caribbean that

culture firsthand. currently offer things targeted towards tourists (as opposed to
school and religious or nonprofit organization groups).

ASchool exchanges are less favorable to the majority of tourists as
structured educational experiences are less desired on vacation.

ALimited awareness and understanding of activity limits demand.

ASmaller volume niche segments including families with children,
and formal curriculum activities.

ACultural immersion experienceshosted by local Caribbean
organizations intending to provide educational experiences in an
immersive way incorporating homestays, local cuisine, and Local
Tourism activities as partof theitinerary.

ATypically extended multi -day stays, as full-day variations are
typically Local Tourism experiences.

Source: Euromonitor International based on consumer surveys in the US (16 respdiod&tkool Exchanges and Cultural Immerséong) trade interviews in the US and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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\%

ALUE PROPOSITION FOR SCHOOL EXCHANGES AND CULTURAL IMMERSION 48

Personalized cultural learning experience with direct community engagement

Who to target
ADiverse populations of mature adults oveb0 years old, and adults ages 26 to
45 with above average interest in this activity.

AThe majority are female, employed, married, andithout children, and do
not have family in the Caribbean.

ATourists choose activities toexplore unique aspects of the destinatiothat
result in a personalized experience in which they can learn something new.

APlanning time for flights and lodging is at least 6 months and travel agents
are the main source of information. Activities can be decided on the spot.

How the activity should be positioned

AHighlight aone-of-a kind cultural experience, even if part of a school
exchangeto generate greater interest among more tourists.

APosition it as a learning experience as part of a package that includes other
popular activities such as local cuisine, Heritage Sites, and wildlife tourism in
a natural habitat that complement cultural learning experience.

APromote ability to interact with local community members.

ATours up to a day should target hotel guests, whereas multiay experiences
can also offer homestay for schodbased or organizatiorbased group travel

=o

What tourists expect to get

AThe activity usually lastsa few hoursand is done with partners, friends, or
alone.

AA chance to experience firsthand the community's unique cultural
practices,led by a local guide.

ATourists would appreciate if the amount of tourist dollarsthat goes back to
the community is disclosed, and also appreciate attributes such as
accommodations and local transportation at a small extra cost.

ATourists are willing to pay almost doubleif combined with other activities,
and offered in a personalized and customizable package.

Where to promote and advertise the activity

AAdvertised online, especially in blog posts, videos, and travel sites to help
tourists understand what to expect and what they will gain from
participating, which will help drive overall interest in this activity.

ATourists expect to book as part of the package with the tour operator, and
thus school exchanges and cultural immersion should partner with tour
operators and ensuretheir ability to accept credit card payments.

ARelationship-based partnerships such as universities, primary and secondary
schools, and religious and other organizations1 source markets promote
theseactivities, including organized group travelopportunities.

Source: Euromonitor International based on consumer surveys in the US (16 respdiod&tkool Exchanges and Cultural Immerséong) trade interviews in the US and the Caribbean
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Younger, curious, and mostly female; unfamiliar with CBT yet interested in Caribbean =

@

69% over 36 years oldJ

87% college graduate or
higher degree

US$134,375 average

household income

ﬁ 6% have family in the

=3 Caribbean

Second greatest share of
interest among tourists aged
26 to 35 with a growing
interest in ethical living

75% female ! % ’
25% male
50% are marrie

38% have kids
Most are older
than 18 years

63% are currently

_| working E

B) PROMOTE INTERNATIONALLY

49

General travel habits

ATourists that choose to see, try, and learn new things with their partner, or
alone, and educate themselves via travel websites and magazines.

APIlan flights and lodging at least six months in advance but are willirtg
decide about the activities closer to the date of departure or on the spot.

ASelect destinations based on cultural attractions, followed by price.

About the Caribbean

AWould like to travel to the Caribbean in the next 18 monthbecause of its
tropical weather and being a friend and family-friendly destination.

APlan to travel with their partner to stay a week or two.

A While beach and cruise tourism are preferred activities, spending time
with locals and experiencing food, music and lifestyle are also of interest.

About CommunityBased Tourism

ALower familiarity with term CBT, but greater than other activities.

APerceive CBT as mainly engaging local communities thguide tourists to
explore and learn about the area they are visiting.

APlan to participate or might be interested inCBT since it provides an
opportunity to interact with locals and connect with the community.

Source: Euromonitor International based on consumer surveys in the US (16 respdiod&tkool Exchanges and Cultural Immerséong) trade interviews in the US and the Caribbean

JASUSYUSOSUSN



B) PROMOTE INTERNATIONALLY

INTRODUCTION / EXECUTIVE SUMMZERYACTIVITIESOURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

-HOW THE TOURIST DESCRIBES THE ACTIVITY

Individual cultural immersion experience that lasts a few hours with a local guide

Length of the activity

Few hours 44%

Half day 13%

Full day

to last for a few hours.

Three days or more

19% A Some might also be
interested in a longer activity
from a full day to 3+.

Preferred accommodation

Hotel

44%

Homestay 19%

Others 13%

Bed and breakfast 13%

A Hotel is the top choice especially for those

All-inclusive resort interested in an offering of a few hours.

A Others prefethomestay, especially those
seeking a multday and immersive
experience (often the preferrefbrm of
accommodationgor university field
courses).

Not included

25 A Tourists expect this activity

50

=o

Travel companions

Family with children _ 13%
Friends - 6% A Greatest share of interesh participating
alone in this activity relative to other
- 6% activities as School Exchange and Cultural
Immersion can be considered an individual
growth and learning experience.

Others

Characteristics of the activity

Local guide 50%

Local transportation 25%

Interaction with locals - 6%
Cultural - 6%
STEM - % A Participants would like to have a local guide,
followed by local transportatioas part of
Others - 6% the offering.

A The local guide allows them to directly
engage with the community, and also
facilitatesthe desired learning experience.

Source: Euromonitor International based on consumer surveys in the US (16 respdiod&tkool Exchanges and Cultural Immerséong) trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY 51

5Aa402yySOG Ay OdzNNByild 2FFSNAYy3I FyR (N BSt SN

Price range that How much more tourists would be willing to pay if the activity included:

U S$3 1500 tourists are willing to T T O T T O O O

pay based on their E Combining it with other activity
description :

U S$ 1 Q k+ Eft;clgree;al?lgtﬁgrrently E Includes accommodation

Caribbean

Includes local transportation

How toencourage participatiorand generategreater
revenues®

31%

AOffer shorter packages at lower pricahat tourists find
appealing, to encouraggreater volume and frequency of
participation; whereashigher cost multiday experiences

Known % to the community

should be developed and offered for the niche segment
seeking school exchange, and cultural immersion enthus

VIP option/access

AProvide activity within package that includes
accommodations, and other activities such as higkrest Customized/personalized package
agro and food tourism optionghat also contribute to overa
learning and cultural experience.

50%

>100% 51%-99% 25%-50% <25% 0%
| | | |

Source: Euromonitor International based on consumer surveys in the US (16 respdiod&tkool Exchanges and Cultural Immerséong) trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS 52
Knowing how much goes back to community is most valuable attribute for tourists ~ E=e

Greatest share of tourists willing to pay more

AAlmost 70% of respondents are willing to pay extra for school exchanges and cultural immersion activities that disckerseritegp
that goes back to the community. The majority of respondents (50%) are willing to pay up to 25% extra.

A56% of tourists are willing to pay more if the experience could be combined with other actigitd®yr included accommodations, local
transportation or VIP access. Over 38% of tourists are willing to pay up to 25% more.

Middle share of tourists willing to pay more

A50% of respondents that show interest in school exchanges and cultural immersion activities would pay extra if they oseld cho
customized packages.

AThe majority are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

AEnvironmental sustainability is the least valuable attribute among tourists.
A69% of tourists said that they are not willing to pay extra for this service.

Source: Euromonitor International based on consumer surveys in the US (16 respdiod&tkool Exchanges and Cultural Immersion)
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OLUNTEER WITH LOCAL EXPERIENCE OVERVIEW IN THE CARIBBEAN

> el . - ik ;. M L, oa A , [ ) v53,\
Multi-R &8 SELISNASYOS 6AGK @2fdzy i SSNAYy3 G(KIPPP RS«

Volunteer with Local Experiencaretrips taken to a destination for the Favorable characteristics for Volunteer with Local Experience

purpose ofassisting the host communityoften with a social cause as the
primary motivation with travel as a complementary feature. Examples
includevoluntourism for reconstructionin the aftermath of a natural
disaster, community development activities, conservation, and clgan

A[Re]build infrastructure in a community.

AEmployment opportunities and potential generated from multi
activity and multi-day itineraries.

ASocial cause (e.g., health, education, animals) is primary to

Examples in the Caribbean activity generating local community benefit.

AProvides a learning experience and offers a real perspective of

AMulti-day excursion promoted by international organizations like DVIHES _
daily life in the community.

Rotary Club International or Habitat for Humanity =~ focusing on
infrastructure development, medical missions and more. AOften includes elements of highly popular activities such as Local

AMission trips as led bychurches and other religious groups Tourism and Traditional Cuisine.

AGovernment supported and tourism association promoted  multi - Challenges for Volunteer with Local Experience
day volunteer experiences to aid insland reparations and rebuild

. : ) . ATravelers may be interested in volunteering at home, but natn
post-hurricane destruction as seen in Dominica.

vacation,and it is harder to generate greater willingness to pay as
OEEO EO PAOAARAEOAA AO OCEOEI ¢ OEAE
experience.

ALocally developed and run organizations offering volunteer trips
that include homestays and/or Ecolodge as exemplified by '3 Rivers
and Rosalie Forest Voluntourism and Adventure Package' blending
multiple CBT activities (Traditional Health and Wellness with Sulphur
baths, Farm Tours, cooking classes, and more).

ALimited awareness of offerings limits tourist demand.

ARequires different partnerships for promotion including
churches, universities, NGOs, development agencies, etc. for

AlLocal and private hoteliers offering a volunteer element as part of group tours (often less frequent in visits).

sustainable practices and giving back to the localcommunity.

g
!

AFewer locally organized CBT providers in the Caribbean.

JASUSYUSOSUSN

Source: Euromonitor International based on consumer surveys in the US (56 respdiodé&fdiinteer with Local Experiencaid trade interviews in the US and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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ALUE PROPOSITION FOR VOLUNTEER WITH LOCAL EXPERIENCE ° i ° 54

Adults seeking genuine community interaction and real community impact promoted off

Who to target

ACouplesaged 26+ withinterest, and those aged 55+ (with a tendency for
greater participation), and groups wanting to participate in voluntourism.

AThe majority are employed, married anchave adult children, and danot have
family in the Caribbean.

ATourists choose activities toexplore unique aspects of the
destination that result in a personalized experienceand typically stay at
ahotel, including bed and breakfast and alinclusive options.

How the activity should be positioned

APlace primary emphasis on the genuine cultural and personal growth
experience in a safe environment, as even those tourists interested in giving
back need to understand what they will gain personally from the experience.

AQualify the tourist's firsthand community impact like [re]building
infrastructure (as secondary focus of positioning) while demonstrating the
tourist's simultaneous personal and direct interaction with community
throughout.

A'_I'ours that last afew hours should be positioned to beach vacationers as a
Ol AOO ET OAOEOAS

What tourists expect to get

AThe activity usually lastsa few hours to a full day, whereas group tours
typically are multi-day and multi-activity experiences.

ATourists expect that this experience will be led by a local guide, and offers
interaction with the local community as they seek learningppportunities
while directly impacting the community.

ATourists would appreciate it if accommodations, transportation and amount
that went back to the communitywere included for a small extra cost.

Where to promote and advertise the activity

APromote experiences that last a few hours through hotel partnerships that
support giving back to the communityin a relaxed way

AHotel partnerships are a viable partner for local CBT providers in offering
credit or debit card payment, which most tourists expect to be able to do.

ARelationship-based partnerships such aseligious and other organizations
with community missions in source markets formulti -day organized group
travel opportunities.

_AAdvertising online, and promotion_by tourism ministries and tourism

AGDAOEAT AA OEAO AE OO0 poshsBildtburisPuardnéds did c'?eHitBilié/ Ahet cé‘wéogr% to_participate.

Source: Euromonitor International based on consumer surveys in the US (56 respdiodé&fdiinteer with Local Experiencaid trade interviews in the US and the Caribbean
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NCBIYACTIVITIES ¢
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Costconscious and curious travelers interested in Caribbean but unfamiliar with CBT

@

72% over 46 years oldJ

91% college graduate or
higher degree

US$108,929 average

household income

ﬁ 9% have family in the

=3 Caribbean

52% female
48% male

52% are marrieo

57% have kids
Most are older
than 18 years

64% are currently

_| working E

B) PROMOTE INTERNATIONALLY

55

General travel habits

AExplorers that choose to see, try, and learn new things on vacations
and inform themselves with destination travel websites or magazines.

APIlan their flights and lodging at least three months in advance, yet decide
about the activities closer to the date of departure or on the spot.

ACost is the primary decisioamaking factor, followed by activities available
at destination, of which historical and cultural attractions are preferred.

About the Caribbean

AHigh interest; would like to travel to the Caribbean in the next 18
months because of the tropical weather and being affordable.

AThey plan to travel with their partner or friends to stay one to two weeks.

AGoing to the beach is the preferred activity but they would alsenjoy
socializing with locals to experience their food, music, and lifestyle.

About CommunityBased Tourism

AThey think CBT is mainly engaging with people in the community, led by a
guide, anda, unique experience among the local community.

AThe majority might be interested or have never thought about doing
CBTbut would considerit since it is an opportunity to learn new things
and allows for interaction with locals.

Source: Euromonitor International based on consumer surveys in the US (56 respdiodé&fdiinteer with Local Experiencaid trade interviews in the US and the Caribbean
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HOW THE TOURIST DESCRIBES THE ACTIVITY o0 o 56
Few hours to fulday volunteer experience with partner led by local guide 'i'

Length of the activity Travel companions

Few hours 27% Partner 48%

Half day

18% Alone 23%

Full day

27% Friends 16%

A Tourists usually prefer to travel with partner
11% or friends as voluntourism activities are

Three days or more _ 1%  ATourists are equally interested  ramily without children . 2% usually perceived as group activities.

in offerings that last a few A However alone is second preferred option,

Two days 14% Family with children

hours or a full day. more preferred to friendsfor this activity as
. L . single enrollment in group tours can lend
Preferred accommodation Characteristics of the activity itself for social experience.
Hote! |, - Local guide 43%

Bed and breakfast _ 16%
All-inclusive resort _ 13%

Homestay _ 11% Local transportation

With family/friends _ 11% Home-cooked meals

Short-term rental _ 7%

Not incluced [N 7
A Hotels are the most preferred Medical
ecolodge [N

Others - 2% SEERTIMEIELINS, Disaster Relief

A Bed and breakfasts follows, which often
provide a more intimate connection for o )
tourists with hotel staff for a richer experience. A Trqr_nsportan_oq and homeooked meals_ also

facilitate logistics and complement their
involvement in the local community.

Interaction with locals 30%

27%

23%

Educational

5%

5% A Participants wish to havelacal guide and
interaction with locals as principal attributes.

Source: Euromonitor International based on consumer surveys in the US (56 respdiodé&fdiinteer with Local Experiencaid trade interviews in the US and the Caribbean
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W|LL|NGNES§TO PAY R e o ) o R e 0 o S7
| INNBy G 2FFSNAy3 SEOSSRa (NI 05t SNBQ oA §Ay 3

Price range that How much more tourists would be willing to pay if the activity included:
US$3 1300 tourists are willing to

pay based on their Combining it with other activity BRI 34%
description
Price rangeurrently :

U S 80@ k+ offered in the E Includes accommodation k3 By
Caribbean

Includes local transportation

How toencourage participatiorand generategreater
revenues Environmental sustainability EEEES

AReposition package withJNRA Y I NB F 2 é dza R e CEEREEEEEREEED
personal benefitsand secondary focus on community :
impact; this will help tourists shift their perception of :
giving their time for free to volunteer (generating overy B RRRRRRREEELLLLLD

Known % to the community &

lower willingness to pay) to thepersonalized experieng

. . . . VIP option/| 52%
with the local community which they are more willing crrenEEee
pay.
AProvide activity as part of package that includes Customized/personalized package [0 36%

accommodations and transportatiomnd that highlights
amount of tourist dollars that returns to the communit M -wo%  Wsieoox [ 2sw%sox [l <2s% 0%

Source: Euromonitor International based on consumer surveys in the US (56 respdiodé&fdiinteer with Local Experiencaid trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS °
Tourists value volunteer experiences that include accommodations and transportaﬂon'i‘

Greatest share of tourists willing to pay more

AOver 75% of respondents show a higher willingness to pay for volunteer experiences that include accommodations, locahtiamspo
and that disclose the percentage that goes back to the community.

AMost of them mentioned that they are willing to pay a price that is 25% higher if it included one of these extra charesterist

Middle share of tourists willing to pay more

A61-66% of respondents are willing to pay for environmental sustainability, customized packages, and combining this withiwitiess. ac
AThe majority are willing to pay up to 25% more for these extras.

Least share of tourists willing to pay more

A48% of tourists said they are willing to pay extra for Volunteer with Local Experience with access to VIP options.

A21% of tourists are willing to pay at least 25% more for this service.

Source: Euromonitor International based on consumer surveys in the US (56 respdiod&fatinteer with Local Experience)
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C) Develop locally

A These activities offer low benefits for the Caribbean
A Level of interest among tourists is higher
A Activities include;

o Heritage Site

o Wildlife Tourism in Natural Habitat

o Festival




O DEVELOP LOCALLY
- INTRODUCTION / EXECUTIVE SUMMZERIYACTIVITIES DURIST PROFILES / CBT TRENDS / CONCLUSIONS / APPENDIX

HERITAGE SITE OVERVIEW IN THE CARIBBEAN 60
Sightseeing that offers a cultural and historical learning experience o]

Heritage Siteis historical, cultural, archeological and indigenous sites and Favorable characteristics for Heritage Sites
ruins such asnonuments, buildings, structureand cemeteries of AUNESCO sites offer additional promotion of destination.
si_gnificant local value or whemmlitical, military, cultural or social AExplore unique physical assets of destination while learning
history has been preserved. about its culture and history.
I
[ ]
[ ]
I

AConnect firsthand with community, often via a travel guide, to
understand unique cultural and/or religious practices.

ABeach and cruise tourists often participate in on@lay sightseeing
city tours that stop at Heritage Sites.

Examples in the Caribbean

AHeritage Site tours often groupgmultiple sites, both natural and man -
built, on day -long excursions that include local transportation and
local tour guides. AEmployment opportunity created through local guides and

AThese tours can beersonalized and structured according to Traditional Cuisine offered on or near sites.

interest; for example, there are variougeligious sites of interest
which can be grouped to createustomized tour.

AOne-d ity t ff : ¢ itinle Herit Sit ALimited UNESCO sites in all geographies results in reduced
ne-day city tours  offer experience to see multiple Heritage Sites, an promotion of Heritage Sites.
experiencecommonly offered in various destinations.

Challenges for Heritage Sites

AUNESCO sites can be run by n@emmunity members
contributing to an overall lowering in the number of locally led
and run tours, which in turn limits employment for local
community members and overall community involvement.

ATourists may feel their safety is at risk in areas where sites exist.

Source: Euromonitor International based on consumer surveys in the US (179 respdodétestage Siteand trade interviews in the US and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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.VALUE PROPOSITION FOR HERITAGE SITE
A bucket list experience that can be added to city tours to get to know local culture

Who to target

APopular among many demographics as Heritage Site visits are commonly
part of one-day city tours booked by cruise travelers and overstay tourists.

AEspecially popular among weHeducated senior couples, who are older than
60 and have no family in the Caribbean.

AThey plan their trips up to six months in advance and usually search for
information on destination or travel websites or travel magazines.

ATourists choose activities to see and learn new things and that is why they
prioritize historical and cultural attractions to select the destination.

How the activity should be positioned

AThe Heritage Sites can be divided and offered based on their significance, as
they can have cultural, historical, natural or even scientific relevance.

Alt should be an educational experience for tourists with the support of local
guides that provide information and insight, not only to check off all the
important sites on their bucket list, but to learn the story behind them

AProvides an opportunity to explore something unique about the destination
such as famous monuments or sites, highlighting the Caribbean Heritage
Network certifications and awards.

61

12

What tourists expect to get

AUsually lasts a few hours if it is part of a city tour excursion, up to half a day.

ATourists are interested in visiting ruins and UNESCO sites to check off their
bucket lists, and to learn about the history of the country.

AlLocal guides are very important to maximize the experience of tourists by
sharing knowledge, recommending where to go and what to do, warning
them about crime and keeping them from going off the beaten path.

AVisitors are willing to pay more for a personalized experience, in which they
can select only the site(s) of their interest, and with an exclusive guide.

Where to promote and advertise the activity

ATo attract the attention of tourists, advertise online in leading global travel
platforms, social media, tourism ministry websites, and pages or forums in
travel, art, history, museums and related websites or magazines.

APromoting and selling the activity as part of packages at hotels and resorts
will also allow tourists to pre-book along with other day tours and activities.

AVisitors expect to pay with credit/debit card on site (if there are existing
entry fees or other fees) but among tourists that book in advance, they
typically pay online or as part of the package they purchased.

Source: Euromonitor International based on consumer surveys in the US (179 respdodétestage Siteand trade interviews in the US and the Caribbean
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Mature couples that want to enjoy travel by learning new facts about their destination

@

65% over 56 years oldJ

85% college graduate or
higher degree

US$111,034 average

household income

ﬁ 8% have family in the

=3 Caribbean

47% female
53% male

63% are married

46% have kids
Most are older
than 18 years

54%are currently

_| working E
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General travel habits

ATypically travel with their partners or friends and seek experiences in
which they can learn new things, such as sightseeing and visiting cultural
and historical sites, as well as trying new things such as local food.

Aln addition to the main attractions, cost of trip is an important factor.

AUsually plan six months in advance but may decide activities on the spot.

About the Caribbean

AThe majority consider traveling to the Caribbean as their next destination
or for the next 18 months for beach or cruise tourism.

AThey plan to stay for 12 weeks because it is an affordable destination
where they can enjoy the tropical weather, relax, and is close to home.

ATourists are likely to stay in hotels and atinclusive resorts.

About CommunityBased Tourism

AFew are familiar with the term CBT. and are unsure if just means
engaging with people in the community or having local guides to teach
them about the area.

ASome might be interested in doing CBT in the Caribbean, while others
have never thought about it, mainly because they have no previous
experience and would first like to do more research on CBT.

Source: Euromonitor International based on consumer surveys in the US (179 respdodétestage Siteand trade interviews in the US and the Caribbean
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HOW THE TOURIST DESCRIBES THE ACTIVITY 63
No more than half a day visiting local attractions with a local guide to help them explor

Length of the activity Travel companions

rew nours | - Parnee
1 L
wer <o | - Frenc: I
Alone 8% . . i
ot o [ - C ] A Tourists mostly prefer to travel with
Family without children - 4%

their partnersas this is their typical

70%

Two days - 3% ) Family with children . 3% travel partner.
Three days or more [ AThere is a great variety of Heritage Sites. Others [ 2% A Others choose to travel with friends
A This is why activity can last from a few hours to half a day or alone.
if more sites are included in the tour.
Preferred accommodation Characteristics of the activity
Hote! | % Local guide I ;-
All-inclusive resort || NENGTNTNGINNEEEE Local transportation _ 35%
ot included IS 12% ———— =
Short-term rantal _ 6% All entry fees paid _ 26%
i — unesco sites | -+
Bed and breakfast [ 4% museurns. | -2
With family/friends [l 3% A Hotels and alinclusive resorts are the most Interaction with locals | 12
Ecolodge [l 2% preferred accommodations. Home-cooked meals | -
Hostel [l 1% A Accommodations might not be included for Others i 2%

A Most tourists agree that they would enjoy and
appreciate the Heritage Site if a local guide could take
them and explain them the history and meaning.

tourists that are part of a cruiseyho spend
several hours visiting local sites and then leave.

A Local transportation as part of the experience is also a
great addition, especially if the site is located far away
from where they are staying, and if there are many sites
on the tour.

Source: Euromonitor International based on consumer surveys in the US (179 respdodétestage Siteand trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY 64
Tourists are willing to pay more if they perceive added value of experience 9]}
Price range thatourists How much more tourists would be willing to pay if the activity included:
U S$3.'300 are willing to paybased :
on their description Combining it with other activity [z 17% 36%
U S$2300 Pl’ice rang@urrently ; Includes accommodation 31%
offered in the Caribbean
. Includes local transportation [EE3 32%
How to encourage tourists to pay for a higher ticket: e T R :
AOffer afull educational experiencéy providing a Children area/babysitting
local guide that is knowledgeable about the Heritag
{A0S8SQa KAAUGZ2NRZX _
Environmental sustainability
AProvidetransportation to and from the hoteland
combine the Heritage Site visit with other activities - N -
such as meals at local restaurants and indigenous I
tourism, creating a more fulfilling experience.
AGive tourists the possibility @ustomizing the VIP option/acces: g =
experienceby choosing which sites to visit, the
amount of time to spend at each one, and other Customized/personalized package s

tourism activities they wish to include in the
package. Il -100% 5199 [l 2550 [ <25% 0%

Source: Euromonitor International based on consumer surveys in the US (179 respdodétestage Siteand trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS 65
Combining activities and VIP access generates at least 25% ticket price for 20% of tOL;

Greatest share of tourists willing to pay more

A69% of tourists are willing to pay more for Heritage Site with accommodations; 38% of tourists are willing to pay agteaste5
A68% of tourists are willing to pay more for Heritage Site with local transportation; 17% of tourists are willing to ey 2&% more.

A64% of tourists are willing to pay more for Heritage Site combined with another activity; 22% of tourists are willingittepay25%
more.

Middle share of tourists willing to pay more

A43-58% of tourists are willing to pay for Heritage Site with environmentally friendly activities, VIP access, customized packdmpn a
known percentage of the price goes back to the community; the majority are willing to pay up to 25% more.

A20% of tourists are willing to pay at least 25% for VIP access.

Least share of tourists willing to pay more

A14% are willing to pay more for child care; 8% of tourists are willing to pay at least 25% more.

Source: Euromonitor International based on consumer surveys in the US (179 respdodétastage Site)
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WILDLIFE TOURISM IN NATURAL HABITAT OVERVIEW IN THE CARIBBEAN 66
Appreciation of and desire to preserve unique natural geographical assets 0.0

Wwildlife Tourism in Natural Habitagre trips to destinations with the Favorable characteristics for Wildlife Tourism in Natural Habitat

main purpose obbserving the local faunalncludes birdwatching, turtle
watching, and generally observing wildlifeits natural habitat This
does not include reserves or sanctuaries.

AEmerging and growing popularity as alternative to wildlife in
non-natural habitat due to environmentally friendly practices.

ASustainable tourism and ecotourism policies/standards

supported by local governments in certain geographies.
Examples in the Caribbean

AExperience unique natural assets and species of destination.

ADaytime and nighttime excursions to experience wildlife in their A# AOEAAAAT 80 AAOT AATAA 1 £ O1 ENOA 1
natural habitat such as birdwatching on Mt. Charles in Jamaica, which AExploration with local guide and knowledge expert can offer
also is a multractivity offering including swimming and local cuisine. Bl .gventurous yet safe experience.

|
AExcursions oftenEECEI ECEO OEA CAI COAPEUSO OT ENOA AT A OAOA 1T AOOOAI
assets: This includes a number of exotibird species in Trinidad and — . o .
Tobago, humpback whale watching, turtle watching, and observing the ] (?hallenges for Wildlife Tourism in Natural Habitat
biodiversity of rainforests, endangered species, coral reefs, and more. ATourists perceive wildlife in natural habitat as activity they can
participate in independently and unguided, which reduces
employment potential.

ALimited sustainable tourism and environmental policies to
support nature preservation in natural habitat.

Awildlife in natural habitat can be perceived as less safe and
dangerous depending on wildlife and species.

Source: Euromonitor International based on consumer surveys in the US (222 respdod#visllife Tourism in Natural Habitaénd trade interviews in the US and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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ALUE PROPOSITION FOR WILDLIFE TOURISM IN NATURAL HABITAT

Fun outdoor experience, environmentally sustainable, that appeals to wide audience 0

Who to target

AMost travelers prefer to engage in wildlife tourism while accompanied,
mostly by their partners or friends but some like to take their children.

AThey usually plan their vacations six months in advance, especially for their
hotel and flights, and they use direct suppliers for booking.

AActivities are determined closer to departure and also on the spot. They rely
on travel websites or seek recommendations to determine what to do.

ADestination selection depends on affordability and main attractions to learn
new things, enjoy the outdoors, and be in contact with nature

How the activity should be positioned

AActivities should be divided into land and water-based activities that are
unique to the geography. For instance, water enthusiasts engage in
snorkeling to get closer to coral, fish and turtles in a memorable and
sustainable way.

AHighlight sustainable practices, as this is key for wildlife enthusiasts who
want an enriching experience without harming wildlife.

AlLocal and experienced guides are highly important to guarantee compliance
with safety and sustainable standards (especially for more risky activities
that can be lifethreatening for visitors and/or wildlife species).

What tourists expect to get

AUsually lasts between half a day to a full day.

ATourists expect to get a unique and educational experience, getting close to
unique wildlife species, without disturbing their habitat.

AThey can benefit from having experienced local guides, as their knowledge of

the destination will further enhance the tourist experience.

APreferences on arrangements varySomeexpect these tours to take place
inland with walks included, while others prefer waterbased tours.

Where to promote and advertise the activity

ANature channels, magazines, and websites such as National Geographic as
well as more activity-specific sites such as diving association, bird
conservation sites, WWF and related organizations.

AWildlife conservation forums, universities/education-related forums
involved in wildlife work, as this can also be an educational experience for
academic programs or volunteers to work together sustainably.

AMore than half of tourists expect to pay with credit/debit card or for costs to
be included as part of the package they purchased at home or the hotel.

Source: Euromonitor International based on consumer surveys in the US (222 respdod#visllife Tourism in Natural Habitaénd trade interviews in the US and the Caribbean
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Adult couplesralueobservation; younger travelers choose adventure

MCBIYACTIVITIESC

Another niche segment includes
younger nature enthusiasts (20
35 years old) that seek thrills and
adventure while getting a closer
look at the unique way of life of
species.

50% female
50% male
61% are married

-®

49% are currently

_| working E

@

68% over 56 years oldJ

86% college graduate or
higher degree

US$107,208 average

household income

47% have kids
Most are older
than 18 years

3% have family in the
Caribbean

(@)
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General travel habits

AEnjoy seeing, trying, and learning new things and usually look for
destinations where they can do sightseeing and visit historical and
cultural attractions.

AThey are costconscious, and also consider the uniqueness of the
destination and its level of safety.

ATravel with partner or friends and plan tours up to six months in advance.

About the Caribbean

ATravelling to the Caribbean is on their list for the next 18 months,
attracted by its tropical weather and beaches, and to relax.

AThey are likely to stay for 22 weeks, in allinclusive resorts and hotels.

ABeach Tourism is their top activity, but they are also interested in cruise
tourism.

About CommunityBased Tourism

AThey have little knowledge about CBT, and mainly think it mearengaging
with people in the community while on vacation.

ASome might be interested in doing CBT, while other have never thought
about it. Those who are interested see it as a unique opportunity to learn
new things, while other need to do more research first to decide.

Source: Euromonitor International based on consumer surveys in the US (222 respdod#visllife Tourism in Natural Habitaénd trade interviews in the US and the Caribbean
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HOW THE TOURIST DESCRIBES THE ACTIVITY 69
A guided activity that can take up to a day and is shared with a partner 0.0

Length of the activity Travel companions

it <2y |1 : Aone [
Friends _ 10%
rull o= |, o T~
Family with children - 7% A Tourists mostly prefer to travel with their
Two days _ 6% o ) partners.
Family without children - 5%

A Some choose to travel alone to be immersed in

Three days or more _ 7% A Length can go up to a full day, depending on the Others . 2% nature (quiet and relaxed) or with friends
characteristics of the activity. '

Preferred accommodation Characteristics of the activity
Hote! | 1% Local guicte | N 0
All-inclusive resort _ 18% Local transportation _ 32%
Ecolodge | 3% Allentry fees paic | EEEEE >
i Q
Not included |G, 12’ watk [ 2
Others | = interaction with locals | o
Bed and breakfast | NNENNERNEEEN - Areracton withfoeals ’
short-term rental | ¢ Home-cooked meals _ 9% ;
Homestay I 3% A Hotels are the most selected option for tourists, water I &% A Convenience is highly important.
With family/friends [ 3% followed by akinclusive resorts. infand | 6% A The majority expect to get a local guide to avoid
Hostel | 0% A Ecolodges come in third place and it is a way to get a getting lost, or straying into dangerous areas..
more immersive experience in the region: visiting A Tourists would also like wildlife tourism to include
wildlife in their natural habitat an sleeping in a transportation from a to the hotel and pay upfront for

adzadrAylrotS YR Wyl GdNIfQ Sail ot AaKYSyYyd®  allthe costs to go into the activity without worrying
about extra fees.

A The activity can be either landr water-based; they
did not show specific preferences.

Source: Euromonitor International based on consumer surveys in the US (222 respdod#visllife Tourism in Natural Habitaénd trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY

az2@0S TNRYZ2UNHER2TO

Price range thatourists

U S$3.'300 are willing to paybased

on their description
U S® 100 Price rangeurrently
- offered in the Caribbean

How to encourage tourists to pay for a higher ticket:

AMake itconvenientby offering a final price that
includes all entry fees paid as well as local
transportation and an experienced local guide.

APromote wildlife tourism as aenhanced learning
experiencewith local guides that also benefits local

communities as a relevant source of income.

AOffer customized packages which they can select
land-based, watetbased or a combination of both
activities, and the option to add other activities (suf
as local cuisine and visiting other Heritage Sites) t¢
extend the experience during the day.

O DEVELOP LOCALLY

70
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How much more tourists would be willing to pay if the activity included:

Fairtrade certification

Benefits everyone fairly

Children area/babysitting

CUStDmIZEdfpersonaIIIEd pECkage _ E

Il -100% 5199 [l 25%-50% [ <25%

Source: Euromonitor International based on consumer surveys in the US (222 respdod#visllife Tourism in Natural Habitaénd trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS 71
Tourists (18%) WTP at least 25% more for customization, VIP access and combining i @ ities

Greatest share of tourists willing to pay more

A68% of tourists are willing to pay more for Wildlife in Natural Habitat with local transportation; 52% are willing to {@a®5% more.
A65% of tourists are willing to pay more for Wildlife in Natural Habitat combined with other activities; 46% of them up &%

AAt least 60% of tourists are willing to pay more for Wildlife in Natural Habitat with a known percentage of ticket pricbagiéo the
community or offered with customized package; 18% are willing to pay at least 25% more for both of these.

Middle share of tourists willing to pay more

A37-51% of tourists are willing to pay for Wildlife Tourism in Natural Habitat that is environmentally friendly, with VIPaactésgy
benefits everyone and has a Fairtrade certification; the majority are willing to pay up to 25% more for these extras.

A18% of tourists are willing to pay at least 25% more for Wildlife Tourism in Natural Habitat with VIP access.

Least share of tourists willing to pay more

A16% of tourists are willing to pay more for Wildlife Tourism in Natural Habitat and child care; only 6% are willing toeénama5%.

Source: Euromonitor International based on consumer surveys in the US (222 respdoddnisllife Tourism in Natural Habitat)
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FESTIVAL OVERVIEW IN THE CARIBBEAN - 72
Celebration that highlights local culture and community assets “A-

Festivalsare events centered on celebrating @@mmemoratingsome Favorable characteristics for Festivals

aspect of local indigenousulture, heritage and traditionsspiritual
practice, gastronomy, film and/or music of a country, community, religion,
ethnic or social group. Festival Tourism is a popular niche market
segment, defined as travel for the main purpose of attending festivals

AThe Caribbean is recognized for annual Festivals that showcase
its unique heritage, music, dancing and traditional food.

APromotes entire community and its collective offering.

ACommunity members offer local food and beverages, and craft
stalls that appeal to the interests of various tourist segments.

Examples in the Caribbean )
AExperience culture and unique aspects of the destination through

AMany islands offerannual island Festivals suchas Guadaloupe's Goat celebration that fosters atrue appreciation for the community.
Festival highlighting local cuisine, music and dance performances, [
artisan crafts, and more, while otherdave areligious focus. —

ALarger island Festivals such as Domfesta in Dominica provide an — _
opportunity with high -tourist traffic yet only for a limited number of Bl Challenges for Festivals

community members. ALimits of community infrastructure (e.g., accommodations)

within geographies hosting Festivals restrict Caribbean capacity.
ANeed for central planning committee for large Festivals.
A Bl differgntiatigh among Caribbean cultural Festivals.

AMost Festivals are free of charge, limiting total potential revenues
for community.

Alnconsistent and seasonal, limiting employment potential.

AFestivals can focus on specific events such as thezz CreoleFestival
in Dominica.

s A

AFestivals can balay-long to multi -day eventsn + A1 ET ACT 8 O
weeklong Festival embracing cultural traditions.

Source: Euromonitor International based on consumer surveys in the US (208 respdodé&stivaland trade interviews in the US and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongtioiveern
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.VALUE PROPOSITION FOR FESTIVAL
An authentic experience for a wide audience that seeks out local music and/or food

Who to target

ABroad segment that ranges from young travelers to mature adults and
retirees because of their wide interest in local food and music.

AWnhen on vacation, they want to experience new things and seek activities
they can do accompanied but also have some time to relax and unwind.

AThey are careful deciders that plan they vacation six months in advance and
pay attention to a variety of aspects before deciding their destination.

AAlthough they are cost sensitive, activity offering, safety and the local
weather can make or break their decision.

How the activity should be positioned

AAn opportunity to take part in the local cultural experience and explore
something unique and authentic about the community that is fulfilling.

ADifferentiate Caribbean Festivals by emphasizing unique heritage with music,
dancing, and traditional food. The interaction with locals also provides a
sense of unigueness as tourists can live the experience as if they were locals.

AFestivals are more than just a fun activity to do in the Caribbean but also an
opportunity to contribute with something more meaningful for the
community: celebrating and preserving its heritage and traditions.

. 73
y
) 4\

What tourists expect to get

ATourists enjoy Festivals in company of their partners or friends.

AThey choose to spend a few hours or half a day, and sometimes even a full day
at Festivals, and expect to combine them with other activities during their
stay such as Beach Tourism, food tours and Traditional Cuisine.

AMusic is the top attraction at Festivals, where tourists expect to engage in the
festivities while learning more about unique heritage, dance and food.

AThey are concerned about their safety at the destination, so they expect to see
security to reassure them so they can enjoy the event without worry.

Where to promote and advertise the activity

ADraw the attention of travelers mainly online on tourism websites and travel
channels, as well as lifestyle publications or online magazines. Reviews or
comments from tourists that have experience can motivate newcomers.

APartner with local hotels so that they can highlight special promotions or
deals during the Festival season to make it even more attractive to visit.

AAt the destination, local billboards or flyers can help catch the attention of
current visitors to encourage them to attend the local Festival.

Source: Euromonitor International based on consumer surveys in the US (208 respdodé&stivaland trade interviews in the US and the Caribbean

JASUSYUSOSUSN



C) DEVELOP LOCALLY
NCBIYACTIVITIES ¢
A o rsTeroriE 74

From younger to mature tourists that value affordable but unique activities such as CBﬁ

Younger tourists (185 years

old) also show high interestin _ oeneral travel habits
these activities since they look ALikely to travel with partner or friends.
R for opportunities to interact with i
65% over 46 years OldJ locals and live an authentic AThey are pricedriven, and in addition to the main attractions offered, are

experience as if they were locals. usually mindful of the safety of the destination.

ATypically combine Festivals with other sightseeing activities, visiting

historical and cultural attractions, and relaxing at the beach.
80% college graduate or 55% female
higher degree _45% male | male About the Caribbean

AConsider the Caribbean an attractive destination because they can relax
its beautiful beaches and enjoy the tropical weather.

53% are married

Alnterested in Festival participation as an additional activity together with
US$93,991 average experiencing local fqod, while their main interest in the Caribbean is
beach or cruise tourism.

household income 72% have Kids
Most are older : -
than 18 years About CommunityBased Tourism

ALow familiarity with CBT, whichthey believerelates to engaging with

12% have family in people in the community while on vacation, or a community that

=/ | the Caribbean encourages tourists to celebrate traditional culture, music, etc.
51%are currently

B

_I working ASome might be interested in doing CBT in the Caribbean, mainly
@ motivated by seeing it as a unique opportunity to learn new things.

Source: Euromonitor International based on consumer surveys in the US (208 respdodé&stivaland trade interviews in the US and the Caribbean
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-HOW THE TOURIST DESCRIBES THE ACTIVITY

From several hours to a full day spent with their partners at a music Festival

Length of the activity

Two days _ 5%
Three days or more _ 5%

the Festival is set up.

A The preferred accommodation are either resorts
or hotels.

Preferred accommodation

Allinclusive resort. | <"
Hote! |, :07:
Not included || ENNENEG 1
Others NG 7
With family/friends - 4%
Short-term rental | 3%
Ecolodge [ 3%
Bed and breakfast [ 2%

Hostel | 2%

Homestay [ 1%

the Caribbean.
A Music was selected as the top characteristic.

A Length can go up to a full day, depending on how

- 75
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Travel companions

Partner 55%

Friends 22%

Family with children 10% ; ) ) .
A Tourists mostly prefer to travel with their

Family without children partners.

Alone

A Others choose to attend a Festival with

0% friends or even consider doing so with their
children as it tends to be a lively, social, and
interactive event.

Others

Characteristics of the activity

Music

38%
Local transportation

30%

Traditonsl cuisine. [N
Al entry fees paic R '

Dance 25%

Local gice. | >

A Tourists agree that Festivals include a wide variety of options in Interaction with locals | EEEG_G—_|i— 17

ants & Craes | >

Others . 1%

A Tourists also value Festivals where they can try local food, dance

with their partners or friends , or even meet locals.
A Arts and crafts are not as popular as other options.

A They prefer to pay for everything in advance (if there are entry
fees) as well as adding the option of local transportation to and

from their resort or hotel , for greater convenience.

Source: Euromonitor International based on consumer surveys in the US (208 respdodé&stivaland trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY - 76
Tourists might not be willing to pay for Festivals unless they include-aalded options "“‘"ﬁ
Price range thatourists How much more tourists would be willing to pay if the activity included:
US$3.'300 are willing to paybased o o
on their description e eereaner
Grown with no chemicals EEEIE= 63%
U S%IA Price rang@urrently Sourcing products locally
offered in the Caribbean
Combining it with other activity
Includes accommodation
Tourists expect to get packages that allow them to : | [ncludeslocal transportation
LIJAZNDO Kl aS WO2ydSYASYyOSQod trade cerafeation _ -
AOffer promotions on resorts and hotelgluring —
Festival season to encourage people to visit the
country at this time; even promote multlestination Children area/babysitting 76%
trips to attend other Festivals at a more accessible
price. Environmental sustainability [E&3 60%
ALaunch a VIP optiothat includes transportation to Known % tothe community 0%
T T 1 Eaaivel] €17 i EEiE] Cloias S wpopmniaccess ............................................................ 4 m .........................
as seating space, backstage passes to meet artis :
unlimited drinks/food, special shows/events, etc. : Customized/personalized package 41%
C R R T T O :

Source: Euromonitor International based on consumer surveys in the US (208 respdodé&stivaland trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY FOR ADDITIONAL ACTIVITY CHARACTERISTICS 7
Tourists value accommodations and VIP access; at least 24% are willing to pay 25%+ ﬁ'e

Greatest share of tourists willing to pay more

AB66% of tourists are willing to pay more for a Festival that includes local transportation; 50% are willing to pay up tor&5% m

A66% of tourists are willing to pay more for a Festival with accommodations; 28% are willing to pay at least 25% more.

AAt least 53% of tourists are willing to pay more for a Festival combined with another activity, VIP access, or offeustbaszed
package; 24% of tourists are willing to pay at least 25% more for a Festival and VIP access.

Middle share of tourists willing to pay more

A35-50% of tourists are willing to pay for a Festival that includes Organic and Fairtrade certification, with ingredients igiown w
chemicals, locally sourced products, environmentally sustainable, and benefits community fairly/gives back to the community.

AWhile the majority othem are willing to pay up to 25% more for these extras. Bi¥espondentsare willing to pay at least 25% more if
a known percent of the ticket price of the Festival goes back to the community.

Least share of tourists willing to pay more

Annms 2F G2dz2NAadGa FNB gAfftAy3a (2 LI & Y2NB F2N | CSaapaystléastg A G K O
25% more.

Source: Euromonitor International based on consumer surveys in the US (208 respdodé&istival)
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A These activities offer low benefits for the Caribbean
A Level of interest among tourists is also low

A Activities include:

o Ecolodge

o Farm Tour

o Traditional Health and Wellness
o Wellness

o Indigenous Tourism
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ECOLODGE OVERVIEW IN THE CARIBBEAN 79
Alternative accommodations that embrace sustainable practices and preserve environ &<t

A touristaccommodationfacility that isecologically designednd
managed to have minimal negative impact on the natural
environmentand host community in which it is situatelcolodgesare
mainly located in a remote destination in nature, and are often built fro
natural materials.

Favorable characteristics for Ecolodge

AEnvironmental conservation that results fromsustainable efforts.

APersonalized and unique experience in natural and outdoor
setting.

AGratitude-generating experience living within community with

Examples in the Caribbean fewer amenities (desire for simplicity and digital detox).

ASustainable tourism and ecotourism policies and standards

AOffered throughout the Caribbean ,often positioned asustainable and _ _ _
as support by local governments in certain geographies.

socially conscious alternative accommodations.
AMulti-day tours like S.A.V.E.* choose an Ecolodge as

mm ions.
natural landscape andlocally prepared meals, and offers access to accommodations

community tourism activities. Challenges for Ecolodge

AJungle Bay Resort on Dominica offerslaxury Ecolodge experience

: " o : : : APerception of limited regulation for safety and hygiene.
with additional CBT activities based orsustainable tourism practices. P g Y yg

ALess promotion as distinction when compared to other regions of
the world (e.g. Costa Rica) limit awareness of Caribbean offering.

ALimited sustainable tourism policies and support by thirdparty
stakeholders.

Aln the Rio Grande Valley of Jamaicthe Ecolodge experience includes
an interaction with Maroon culture.

ACitris Lodge is an Ecolodge in Dominica théires and trains local

employees.

AHigh costs to purchase land and construct eefsiendly Ecolodge
in line with tourist expectations including aesthetics and
sustainable practices.

| |

ARosalie Forest and 3 Rivers offerEcolodge accommodationswithin —
|

|

Source: Euromonitor International based on consumer surveys in the US (38 respdiodéidslodgennd trade interviews in the US and the Caribbean
Activity definition source: Caribbean Tourism Organization, United Nations World Tourism Organization, and Euromongédiofrakrn
*S.A.V.Erefers to Scientific, Academic, Volunteer and Educational tourism
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.VALUE PROPOSITION FOR ECOLODGE

80

Ecofriendly and comfortable experience for travelers who like to be in contact with nat <]

Who to target

ABoth younger (25-35 years old) and mature adults over 50.

ASee themselves as someone who prefers to try, see, and learn new things, as
well as someone who likes to be outdoors and in contact with nature. That is
why the majority has participated in CBT before, and show a high interest in
overall CBT activities.

APrioritize the experience and main attractions when deciding the travel
destination, while trip cost is less important if the experience is unique and a
full learning experience.

How the activity should be positioned

AChance to live in pure unspoiled natural setting that can also be premium and
comfortable not only for nature enthusiasts but for a wider audience.

AO' OAAT FEfiie@dfy, bdt is aldo Adfe, hygienic and prepared in case of
emergency. Allows travelers to be involved in nature conservation.

AOpportunity to enjoy unique natural resources special plant life, wildlife,
natural geographical features in the vicinity, trails, lakes, etc.

APositioned together with wildlife and/or Local Tourism as travelers are
willing to pay more if combined with other activities.

What tourists expect to get

AUsually lasts 3+ days and can also be combined with other types of
accommodations such as hotels or alhclusive resorts.

AOffers tourists a unique, relaxing ecdriendly experience, allows them to
enjoy the nature all around (e.g. listening to wildlife sounds at night) and may
also include organic and natural local dishes.

Al T AOOOAI
practices and certifications (e.qg. Fairtrade, Green Tourism certificate).

Ol b Agb,

AThey expect Ecolodge to provide security to protect guests from crime/theft.

Where to promote and advertise the activity

AOn hotel booking websites such as hotels.com and trivago.com, as these are
where most tourists go to find out their options for accommodations.

AReviews from visitors are also important as they help travelers choose
among different options, commonly picking those with the best reviews.

AFoster partnerships with faculty and universities, and voluntourism
providers that are more likely to choose Ecolodge as an alternative to hotels.

APromote with travel agents as they recommend tried and tested places to
tourists, offering a discounted price for reservations made through them.

Source: Euromonitor International based on consumer surveys in the US (38 respdiodéitsiodgennd trade interviews in the US and the Caribbean
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e

Middlel 3SRX WANBSYSND G2dzNAada OGKFG o1 yia [ S

35 years old) are also the target

market because they are more

72% over 46 years oldJ conscious consumers and
appreciate sustainable
experiences while on vacation.

@ Younger nature enthusiasts 20  General travel habits

ANature enthusiasts that seek unique experiences different from home.

APlan their trips no more than six months in advance but some decide
which activities to do at the destination based on recommendations.

ADestination and travel websites, as well as hotel and airline websites, are

the main source for research and informing themselves.
91% college graduate or 52% female
48% male

higher degree About the Caribbean
AWould like to visit the Caribbean to enjoy the tropical weather and
5204 are married @ beaches, and get some time to relax with their partners.
AThe trip would last 1-2 weeks and they would choose an Ecolodge if the

experience combines enjoying the natural setting with being in contact
with nature, as well as time spent at the beach.

US$108,929 average

household income 57% have Kids
Most are older
than 18

About CommunityBased Tourism

ATheyhave sme familiarity with the term CBT and believe it refers to local
ﬁ 9% have family in the communities that guide tourists to explore and learn about the area.
=3 Caribbean
64% are currently AThey show high interest in doing CBT because they think it would be an
_| working interesting learning experience, but they need to find out more about it.
@ AThey want to know what it entails but also howit benefits the community.

Source: Euromonitor International based on consumer surveys in the US (38 respdiodéitsiodgennd trade interviews in the US and the Caribbean
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-HOW THE TOURIST DESCRIBES THE ACTIVITY
3+ days with their partners in an Ecolodge with possibility to also stay at hotel

Length of the activity

Few hours 32%

Half day ~ ..
A From a few hours to visit the

establishment to several days
for an overnight stay.

Full day

Two days 13%

Three days or more 7%
Preferred accommodation
Ecolodge 47%

Hotel 20%

All-inclusive resort

Hostel 5%

Others - 3%
Homestay - 3%

With family/friends - 3%

A Ecolodge is the top choice but
some would combine it with other
forms of accommodations such as
hotels or resorts.

Travel companions

-=rtne | -
Friends - 8%

Family without children - 5%
Others . 3%

A Tourists usually prefer to travel with their
partners.

A However, some solo travelers would choose
Ecolodges to spend the night for a relaxing
retreat.

Characteristics of the activity

Local transportation _ 21%
Sustainable hotel practices _ 21%
Home-cooked meals _ 18%
Interaction with locals _ 16%
Sustainable architecture _ 16%
Local owner _ 13%
Others - 3%

A Tourists highly value the natural setting of a

sustainable Ecolodge as it allows them to relax on

vacation while being in contact with nature.

A Sustainability is also relevant for tourists as they
expect sustainable practices and/or certifications.

A Some would also appreciate if they could get
local transportation and local dishes.

Source: Euromonitor International based on consumer surveys in the US (38 respdiodéitsiodgennd trade interviews in the US and the Caribbean
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WILLINGNESS TO PAY 83
Price range is in alignment with tourist expectations, but they are willing to pay more [¢—

Price range that
US$5]‘J.,OOO tourists are willing to

pay based on their

description

' I
US$861,200 eeante

Caribbean

How to encourage tourists to pay for a higher ticket:

A Diversify Ecolodge by offering a premium alternativer
hesitant tourists that want to be comfortable and pampere
such as with hotels or ailhclusive resorts, but also who enijf
sustainable and socially responsible accommodations.

A Provide acustomized experiencéy allowing them to
purchase adébns such as other CBT activities, local
transportation, discounts at local restaurants, or local fooc
that are also sustainable and grown with no chemicals.

A Promoteecotourism certificationsas a high number of
Ecolodge enthusiasts are willing to pay 50% or more.

Source: Euromonitor International based on consumer surveys in the US (38 respdiodéitsiodgennd trade interviews in the US and the Caribbean
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