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What do we know?

A 2007 survey by US TraveAssociation,1® increase in USA residents
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A In 2008, 69% of resort managers in USA and Caribbean agre@dange

number of clients are asking about thegreen practicex ~ 5 HDQMD X
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PhoCusWright's2009 Going Green Study

A44% of U.S. travelers considereghvironmental impact to be important to them
when planning travel.

A56% of U.S. travelers were skeptical of what companies were telling them abc

green practices.
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CMIGreen

Community Marketing, Inc.

The largest, most comprehensive green consumer research collaboration of its kind.
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http://www.greenlodgingnews.com/downloads/cmigreentraveler2010v1.pdf



Methodology:

A 4,109 adults from across the USA were surveyed on sustainable travel from
May 22 to July 8, 2009
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O dohey travel, how much and where?

OWhatCNDR yYyRTRS@HM@AKDxXx NQ yFQDDMx SC
OWhat drives their interest in green travel options and destinations?

OWill they pay a premium for sustainable choices?

Ols there a gap between their intentions and their behavior?

OWhat do they expect from green travel brands? How do they view green
brandingand messagin@ What gives them trust8 or makes them skeptical?

OHow deep is their commitment to green travel, and how far will they taRe it
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Motivations
Price
Convenience

Comfort

Quality

Experience
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A85% had turned off the lights when they left the room

AOver 75% had recycled and used their towels and sheets more than once.
Abj A yQDRD@QBGDC @MC ANNJDC FQDDMD

ALess than a quarter rented a more fuelfficient car

AOnly 12.6% offset the impact of their travel
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Top motivators that make them choose a hotel:

A3DRONMCDMSR Q@MJDC ySGD GNSDKR
out of 15 total possible attributes.

APrice, location, quality and brand are still the primary influences in
travel purchasing decisions.
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The green price point:

A43% of survey respondents say they would be willing to pay up to 5%
more to decreaseS GDO-BIN KWINF HB @K ENNSOQHMS x
many say they would pay more than that.

A61% of respondents said that they did not pay anything more to stag at
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HOW GREEN IS TRAVEL IN 20097

NEEDS WORK

GREENWASHING
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6. Just not credible
"Eco-friendly’ cigarettes
anyone? ‘Greening’
a dangerous product
doesn't make it safe

1. Fluffy language
Words or terms with no clear
meaning, eq ‘eco-friendly’

2. Green products v dirty 5
company Bu
Such as efficient light bulbs made MmE 7. Gobbledygook \_*

in a factory which pollutes rivers Jargon and information
that only a scientist could

check or understand

A “+  8.Imaginary friends

H i A’label’ that looks like third-
3. Suggestive pictures & party endorsement..except
Green images that indicate a (unjustified) green » 3t iYs made up
impact, eg flowers blooming from exhaust pipes s

’ 9. No proof :
4. Irrelevant claims It could be right, but 3
Wuf;f"”’ Emphasising one tiny green attribute where’s the evidence? .
RRFELT ¢ when everything else is un-green

= 4B ¥ 10. Outright lying

Totally fabricated claims

5. Best in class? "
G O G R E E N Declaring you are slightly greener than the or data

rest, even if the rest are pretty terrible

Greenwashindpy www.futerra.co.uk/




ROOMFEOR DIFER/éNTIATION




AConfusion!

AOver 75% of respondents were skeptical, to some degree, of the
environmentally responsible claims of hotel operators.

AAImost 25% said they were skeptical af/ green claims.

AOver 40% of respondents looked for 3rd party certification to
UDQHEX SG@S @ SQ@UDK RTOOKHDAOQ

A1 QDRDMSKX SGDQD @QD NUDQ df k
certifications8 and 97% of respondents could not name any.
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QLORADOSCONVENTIONICEN

Visit Denver
Event Calendar
Our Center
Order Online

About Us

Green Meetings

Sustainability Prg
Green Meeting P
Green Vendors

Wells Fargo Theat
¢ Interactive Floor

Press Releases
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