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SPTO SME Recovery
Toolkit

P

The SPTCEMERecoveryToolkitis a

handbook  providing  practical
guidanceto supportthe recoveryof
small, micro and medium tourism
enterpriseswithin the Pacific,in the
wakeof the COVIBL9 pandemic

How?

Thedevelopmentprocessconsisted
of a thorough desktop review as
well as online consultations with
stakeholdersfrom the 5 countries
(Fiji, Kiribati, Nauru, Tonga and
Tuvalu)which formed the Regional
WorkingGroupfor this project

Thetoolkit wasdevelopedthrough
a partnership with the Travel
Foundation and the funding
support of the USEmbassyn Fiji.
It is intended for TourismSMESN
the Pacific

When?

The toolkit was developedwithin
one year and virtually launchedin
October2021

The Toolkit can be accessedrom
the SPTO Website under the
Sustainabilityfab


https://southpacificislands.travel/publications/
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The SPTO SME Recovery Toolkit
aims to:

A Support Tourism SMEs in the
Pacific through their entire
product development journey

A Support the Recovery of
Tourism SMEs by adapting to
the economic changes that the
COVIBL9 pandemic has
brought

A Provide insights on how to
identify emergingnarket
trendsand build your products
sustainably around them



Knowledge booster:

More information to support knowledge and understanding of a
topic

Checklist / template:
Documents that can be downloaded and used

Case Study:

Illustrative examples .
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e Chapterl

Understandappeal Knowtrends Reflect

Understand the tour operating How are visitor trends evolving ~ HOWcan you respond to trends
landscape and the different types of globally? Getto grips with trends In - with your product and service
tourism. Which types of activities demand for increased safety, offerings?

and experiences appeal to visitors?  Sustainabilityauthenticityand Continue with research and build

equity. on your product concepts.




Responding to visitor trends

Understanding what tourists are looking for
starts with looking at the different types of
tourist activities that appeal in general
terms followed by a deeper dive into
trends.

A Smaller groups and outdoor activities
A Sustainabilityc environmental impacts

A Sustainabilityc social impacts e
A Authentic cultural / immersive experiences ey
A Gastronomy

A Nature and adventure

A Local markets

Online and corpo!

the who!
st for apRremat!

Wihilst you 0
cornpanies
produce 4idl
contant is K

pithough th
content amn
pandamic d

Hera are 5O

»  Quality
«  Guides
tightint

» EDSUrE
adverl

Understanding Tourist Appeal

What are tourists looking for?

The rich cultural heritage, landscapes and immense biodiversity of the Pacific Island
Countries hold great appeal for tourists seeking a range of expeariences.

There is significant opportunity to create high quality tourism products that protect the
environment and culture whilst bringing economic benefits and opportunities for local
communities. To do this successfully it is vital to firstly understand what tourists are looking
for.

Mature-based experiences

Towrists are locking for experiences where they can be surrcunded by nature or engage in
physical activities set in beautiful landscapes. Seeing and learning about wildlife and
ecosystems such as coral reefs and forests are also sought-after activities.

Activities can range from passive (simply enjoying the surrcundings through to adventure
sports. Typical experiences include:

Passive activities Meditation, yoga retreats or cther relaxing pastimes that
benefit from natural surroundings, staying in traditional
village accommodation

Walking, swimming, wildlife watching / safari / boat tour /
farm tour

e T R et B (e Hiking [/ trekking, kayaking, snorkelling, rafting, cycling, zip
skills not requirad) lining

Hard Adventure (More Mountaineering, white-water rafting, other sports
strenuous, technical

support required)

Gentle activities

| S
Sustainable products and experiences
The pandemic has acc the d d for s
that was already gathering pace before the COV uthe
Ntic
Ir N s
mc,e,;';g'na ionay €S i

In 3015, 10 million travaliars
using the onling booking
piattorm Skyscannor saloctod 5 BN
“Greener choice” option whan
booking.

Booking.com roportod that
72% of travailars think traval
companies should offer more
sustainabio choicas

Research suggests that becau
growing concern over sustaing
When travel resumes, thay mv
This is a good sign for paciﬁg r
A%,

REFLECTION:

Consider how you can respgis
to consider are]

Reducing energy and
Purchasing local pro
Reducing single-use
Ensuring tours do
Informing customg
Think about what S5

Tool 1.1.1: Understanding Visitors

Visitor profiles

Understanding the profile of visitors to your destination will also help you in understanding
types of activities that are in demand and the different consumer trends that may influence
their purchasing decisions and expectations. Here are some snapshots from sewveral
destinations.

employment status as illustrated in the extract below from the Internaticnal Visitor Survey
from Fiji. You can request this information from your NTO to understand the
demographics better for your destination.

TOTAL VESITORS () B SCLRCE MARKET+

A OF VS PORS (%)

GENDER MPLOYMENT

4
i STATUS

Source: Fljl International wisitor
Survey, 2019
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Chapter 1: Activity

How to adapt your product to respond to emerging trends

Think about your product, does it correspond to any emerging trends? If so, how? Which
aspect of your product aligns to the trend?

Smaller groups and ocutdoor activities
Sustainability - environmental impacts
Sustainability - social impacts

Authentic cultural / immersive experiences
Gastronomy

Mature and adventura

Local markets

Cnline and corporate markets

Once you have recorded your reflections on this first chapter of the manual it is
rescommendead that you follow up by conducting research.

This could include speaking with other tourism professicnals, businesses, associations and
agencies, meeting with community leaders to assess what may be feasible in terms of
product development and researching online to lock at other experiences on offer locally
as well as in other international destinaticns.




i Chapter2

UnderstandW @1 £ dzS Q Product basics

Understand the concept of added
value and essential product
components that add up to great
tourist experiences that are
differentiated, interactive, authentic
and responsible.

Thinking through the practicalities
of how the product will actually

be delivered is essential to making
sure it will all work, meet
customer expectations and
conform to market requirements.

Embed sustainability

It is critical that all product
development takes place through
the lens of sustainability. Ensuring
the well being of people and
planet is a key principle for
businesses and customers.




The essential elements of products

Before thinking about the details of your product it is important to understand firstly, the
essential elements or building blocks that must be prasent as well as the concept of added
value. The following two pages explains these critical aspects of product development.

Designing and adapting products

All tourism products should include the following elements, weighted differently, according
to the types of product being offered. However, being safe and enjoyable for customers, as
well as respectful to the environment and local communities should always be at the heart
of your product.

o - E

- L]
B th e e n d Of th I S ‘ I I a te r O l l WI I I In addition to these essential elements, you need to design a product that meets your
’ customers’ needs and shows that you understand what they value. This will ensure that your
product is attractive both to tourists and to tour

operators.

understand how to create a product that TP

operator and custemer requirements when selecting

. accommeodation and experiences: AnImportant way toadd value to
responds to tourist demand and know the ¢ et e e ot e
¥ Include all of the essential elements and be clear which contribute to local communities.
p ones stand out e.g., interactive, fun, unique. Care should be taken to ensure
¥ Cater for different ages and needs within your target that this Is done In consultation
- - markets with community leaders and that
¥ Provide authentic experiences that will create special any arrangements are positivefor
ractical steps for embeddin =
¥ Ensure your product has a positive impact on the chool visits
environment and local communities. should not be Included as they
Accommodate different group sizes. disturb learning and can have a

[NEN

Communicate how your business is adhering to health

negative iImpact.

Tool 2.2; Sustainable practice checklists

Accommodation & Catering

Environmental Sustainability -

Hotel reoms - energy reduction preocedures in place

Laundry request system

Automatic electricity cut when rooms not in use / Guest signage

Refillable dispenser for in-room toiletries

Toiletries provided in reusable/Tefillable containers

‘Water provided in glass bottles and glasses rather than plastic

Additional vanity kit itermns {(shower caps, combs, toothbrushes) only available on
requast

Plastic bin bags in bathroom bins only - not reguired in bedroom bins
Catering "

Food waste monitoring systemn in place

System for donating excess food to local schools/charities/homeless
shelters/community events

Straws only given on request for drinks

Plastic straws replaced with paper or metal straws

Plastic y containers replaced with biodegradable/reusable/recyclable
alternatives

Water provided in glass bottles and glasses rather than plastic

‘Water coolers/refillable staticns in place so guests can refill reusable bottles

Policy in place for maximising local sourcing/procurement of food

Comrmunications te customers pre-departure, on arrival and during trip on how
to minimise their impact on the environment

- L -
S u Stal I I a b I I I t and safety protocols to ensure the customer feels safe. Further guidancels provided latar
u In this chaptar

Each of these will be addressed throughout the handbook

Tools included: %
A Sustainable accommodation |
A Sustainable experiences e
A Sustainability checklist

Pl s, change to so::f'h‘!:;f'? Quests? If they ara in |
s is producing, ore sustainable and my

Plastic waste your busines:

Chapter 2: Activity

Once you have worked through each topic in this chapter it is recommended that you now
create a description of your product ensuring that you include all the essential elements

envir

ach < agroW ™ pe e covered:
car®  ctof ne! uests““ pine 7, Eood: Do yoy .
ndkﬂ‘l o 4 sions jon, U x 0\ jch ov B monitor how much %
@ Sapout v previos® m“‘\ab\e 50 MO Lo or WH iz ::‘:;;:i'::munt O 1050 proparad oy e * Describe your product in basic terms
is 5xat‘3d ‘“‘Ze m ad?\l;"‘ theit esul“"“o o e - TS will result in immediate cost s,,.,,:,y =~ * Explain how it adds value (stick to a few key points otherwise the messages will become
o & on 3 'S0, think ab d
< esses nin gy © {ina 2 cad out where you soyr diluted)
pusin o sr en orne from local syppii Ce your food? 2 : : i i
cust¢ reduce tnel dda\h you ““wo\.\d\\\(‘ business® carb;.p‘ }Z’jf,,,f,‘,’c ally sourced food wi » State your practices for managing environmental impacts and any codes of conduct
rawing ¥© youth 9a§had evﬂ"“ln (3 “‘?\;’\gw is Do you o s that you will adhere to
gﬂi‘,\y.hﬂ‘\'\“ o eind "\a andry ©° “a e wair‘v o water af 'edistribut:e w"::t: t°‘°9"' o:a'f food waste such a¢ * State your activities / actions for supporting communities and any specific protocols
s and pace any \° o 4 3,“ oS C s 4 C . ) Projects or farms? that you will adhere to.
xc“ S‘ome“‘ > fous :\zi\"“ your b\-\s\‘ s decred 2 mﬂatsn: waste is a large probiem for
i ° . a4
@ pioce 01 s Wt T2, taund™ and 5‘“9“""59’;'::"?::;;“ S eteTecey
as ¥ eral.




Chapter 3

Understand Importance

Understand the importance of
International and local legislation.
Get clear on customer and tourism
iIndustry requirements for safety
and security.

Follow protocols

Know where to find useful

resources about COAT®
protocols. Familiarize with good
practices in relation to safety,
security, human rights and animal
welfare.

Manage Health & Safety

Follow the simple steps and use the
templates to carry out risk
assessments and put measures in
place to reduce risks and keep
customers and staff safe.




Why is health & safety so important?

National and International Laws and Protocols

In the top source market countries health and safety is taken very sericusly. As a service
provider to tourists from these countries you must pay particular attention to it
What matters most?

International: Mational:
R . nsmauT:::v::E:l Local and . . .
e recre ot F itemationat Safety of activities and experiences
legislation suppliers follow [ Standards
applicable in the the laws applicable o
mﬁmﬁﬂ Inﬂﬂ:.nm

Source market tour operators are sometimes reluctant to contract small excursion and
attraction entrepreneurs due to concerns over health & safety standards. Demonstrating
health and safety awareness and good practice really increases the chances to sell your
product to the international tourism industry.

Naticnal laws and protocols

Contact the relevant authority in your country to access information about the health and
safey laws and protocols that apply to your business.

International Law and Industry Standards

International Tour Operators will generally be members of trade associations that exist to
support outbound travel providers. They will therefore follow the guidelines and

By the end of this chapter, you will
understand the importance of health,
safety and security tetaff, communities, o o
customers, business partneendknow to

follow good practices.

recommended best practices set by the associations. Here are some examples: 1) Safety of 2) Safety of g 4) Personal
"":'Zﬁ:m“ ciis & Josd hyglens safety and 5) Human and
accommodation P et (f provided) = animal rights
(if provided) (if provided)

CATO: Council for Australian tour Operators

TAANZ: The Travel Agents' Association of New Zealand

USTCA: United states Tour Operators Association

Eurcpe-wide ETCA: European Tourism Association

How does it work?

The way the guidelines are interpreted and enforced depends on the tour operator: the
bigger the tour operator, the less flexible it will be.

Large tour operators will usually ask the ground handler or a company specialising in H&S
audits to run safety checks on suppliers and ensure with their standards.

Audit documents represent proof that they have shown duty of care.

Tool 3.5: Health & Safety Management Templates

A International and local legislation
A Covid19 Safe Operation Protocols ssmont matixandform.

A Human Rights S R R T
A Risk Assessments ™
A Health & Safety management practices

Below is an example of a risk assessment matrix and form.

Likelihood of Serious Moderate  Minor

N accurrence
Human Rights
Wery bty
Cluite Hosdy [
\‘e Tourists expect to see that people working for and with °
g‘?‘o‘ attractions and operators are treated with respect and care. b
i - :
w.\“g(\"e we T g o:;‘ce B“dme o | UK tour operators are particularly concerned with children’s Tu' Unbceby Lo
;o\\oéd“‘\g::s A ‘5\392 oy ‘ége w\\t\ °s eV rights and will be very alarmed if school age children are *Human rights are the basic
Qat;a“.‘_,_au e‘:‘j © acc (a“““a“o( w‘-‘“n() 0 working as part of the attraction instead of being at school, entitlement of individuals to
x S ; A el s
°d.\sea<;9- i a'eo « Co““‘ co“““:‘“e“me Z 550 Similarly, where local communities and other groups are lead a dignified life, free from
od “(\W nY ot \[O‘;d“dﬁa tout s O involved in the activities, care must be taken to ensure that ~fearor V'fant- and able to
.\“c\%\a & a“‘“o‘,a‘\\a v \_\O(e\ 2" ser they are treated fairly and respectfully express independent beliefs.
pac Java™ oy 20 ae? e ¥ et o TUI is committed to protect, o . . ) )
we a(gn“ gd\‘;anﬁ 39 T o™ e 0% e et It is important that as a services provider you can demonstrate  respect and remedy human Once the level of risk is determined identify precautions that must be taken to remove or
yat \\ t s : . - PP
“‘e;mp\e5° = ‘?d“: £ Va2 ous! e that you have considered potential risks and have taken action Ifrights throuahoutour, reduce the risk. Mot all risks can be fully minimised and can even be a feature of the
o ye‘\‘ 2 L of.% o U to mitigate them worldwide operations in line N N N
, Gg d““«tﬁfs PO e 1O s with applicable laws, experience, however precautions must still be taken. See the example below.
‘“axo\“‘ conventions and regulations.”
Sample Risk Assessment Form
u A Mame of Assessor: Diate of assessment: Signature:
Site Activity /| List of risks to Risk level Precautions in place to
description | Facility tourists Med | Low | manage risks
Maticnal Walking Slipping / L 1. Guides to brief
park tour falling during tourists

river crossing

2. Offer walking stick /
aid
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) Chapter 4

Pricing Principles & Pandemic

Understand the principles of pricing
and how the pandemic is affecting
tourism businesses. Familiarize with
pricing terminology and the
practical steps to pricing profitably
and competitively.

Price it up

Calculate costs and breakeven
points for different group sizes /
occupancies. Calculate mauks
and arrive at wholesale prices.

Safeguard

Plan how to build resilience during
the pandemic and beyond through
pricing policies and strategies that
will help you to remain competitive
and financially secure.




Follow the worked examples to calculate
your own costs, margins and prices.

Use the preprepared excel templates to
Input your own values.

For tour providers and accommodation:

A Calculating costs
A Determine breakeven points
A Calculate profit margin and matips

Pricing vour tour product

The process for calculating price using the ‘cost-plus profit’ pricing strategy. This approach is illustrated in the 5 steps shown below and
explained throughout this chapter of the handbook.

are your fixed
costs.

visitors. Thesa

Breakeven points

m
o This is per person frol
1 prEVl‘DUE pﬂge

Datarrmine

your carrying margins and
capacity: the final prices to
number of arrive at the
tourist that wholesale net
You can price.
accommodate

at one time.

Fixed plus vari

for Qmup size (C} B

~

w

«Calculate

Proflt Margins / Mark-ups

1 mark-up This is the net /
2 for your wholesale rate.

(Break even
point + mark-up
x

Net rate + mark- | Net rate + value chain mark-
up %" up

ark-up |Net /wholesale
rate

Mark up % for

value chaln Final Price as advertised

71.25

37.50

29.06

26.25

e —— —

ly to customers or to an external agent would be priced at 47.50 per
four operator would sell it for would be 71.25.

arder 10 preakeven-
der to breakeven:

rson in
rson in oF

§38 por e % external mark-up and stlll be competitive. If It does not, conslider

$14 per P8

margin {0 arrive

Sad to charge
d nneed o charge

olesale net price- rk if yvou're dealing with large numbers of customers as you will achieve
to individuals or small groups.
he cost of delivering the product instead.

t to be aware of the final selling price that an external agent would sell

at the wih
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>

Access to market

Understand the different routes to
access the tourist market. Learn in
more detail how the different types
of tourism businesses work and
what they expect from SMEs.

Pros & Cons

Know the benefits and different
challenges in working with
different businesses as well as
selling directly to tourists. Work
out what mix is best for your
business.

Get Ready!

Contact tourism businesses with
confidence and professionalism.
Get your paperwork in order and
prepare your pitch to impress with
your attractive product offer.
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CUSTOMER
SERVICE &
COMMUNICATIONS

®
h

Customer Journey

Understand the customer journey
and how to deliver thoughtful and
caring customer service.

Good Practices

A warm welcome, inspirational
guiding and delivering activities and
food are all covered.

Quality in the pandemic

Reassure customers and
continuously review delivery
standards and policies to keep
standards high during recovery and
beyond.




Bookings and enquiries

Customer Service

| Qcodpracl.l ocmﬁvmanbooh by email, has ‘gg-en-s

@ s because a agreement sets mdezlyatha expected and cannot be ted. For
drect boohngs uusxsopmv.desm unity for you to interact directly with the

ral customer, to welcome them to 3! t/expenience and to maks

their upcomIng reservation.

Good Guiding Practices

ators expect ground agents to nd to their email and booking req
w.m D4 hours. This masns Hhas emeis mmansmmubemmmmm
are recsived That includes weekends s the booking might be schechled for a

staff available to answer phone
omers all cay, then enquinies from

Businesses must e that there
Glsa\demads f hemanwnev btsywvm

“Guides are so important and beneficial for your business. You really
need to make them feef loved and important”

The panderic has created a significant shift to online bookings and enquiries:
behaviour trends indicate mmmnm;y.muse Themwnmmueazdbylhepmde'n
great time to seize the opportunty to train staff on your onfine systams vith an emphasis on
andmprvmgyoubt&mssonineexpwmfmast

General Manager, Intrepid

Every interaction with customers is critical!
By the end of this chapter, you will be
familiar with the entire customer journey
and how to create a special experience for
every guest and how to support your staff
In their development.

Guides are incredibly important to your business as they are in front of the customers and
can make or break the tourist experience. Guides should be knowledgeable and act as
‘engaging interpreters’ for customers and use storytelling to create interest. Good
guiding is about connecting customers with what they are seeing and experiencing.

Guides must be alert to customer needs and interests and respond accordingly rather than
sticking to a set speech every time. The diagram below illustrates quality aspects to
guides and guiding techniques.

A Bookings and enquires
A A warm welcome

A Warm Welcome

A Transport and equipment

A Activities and food

A Guiding Practices

A Building reputation and trust

A Delivering quality during the pandemic

Adapting Have Explain the

commentary
to different
types of
audiences
(e.g. children)

clearly, at the
right level for
everyone to
hear and be
easily
understood.

excellent local
knowledge,
which they
can
communicate
through
interesting
stories.

culture
through real
life examples
(their own
experiences
and others in
the
community).

The quality of guiding and interpretation can make the difference
between a good experience and an outstanding experience.

A culturally appropriate greeting for both hosts and guests is really important for all
parties to feel comfortable, understand and respect each other’s culture. Ensure staff
understand how to welcome customers and explain the cultural significance and meaning
behind traditional greetings.

Anticipate arrival times and ensure there is always a staff member ready and waiting to receive / meet
greet customers. Never leave them waiting!

tha(stff ewellp esented as this creates the first impression fmebusmess The most
pect is clean clothing a4 dgodper:analhyglneAd ting and drinking infront of
( I 5 part ofdw experience!)

Always seek to understand how guests are feeling. For example, if they have had a stressfull or long
journey an extra smile or offer of a drink will go a long way.
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Online Bookings Get marketing! Review and optimize
Understand the rise and rise in Get started with branding and Appreciate the value of reviews and
online travel bookings and the creating online content for | learn how to harness the power!
many different platforms available. different platforms and social Strive to improve and optimize your

media channels. online presence.




Top Tips for using your social media channels

Harness the power of reviews

Online Sales and Marketing

When used correctly, social media can drive brand awareness, generate direct »  Customer reviews are extremely impertant be marketing your business successtully
bookings, and become a key revenue channel for your business. anline

Genral ips fur posting codiant anatse A *  They allow guests te lzave honest fesdback to which you can act upan and respend.

*  The more positive reviews you have wil increase your visibility on search engines

Keep text short, fun, and creative. - ! : -
and on OTA websites. This is shown in the diagram below:

Use good quality images that align to your brand identity.
Ei t: interact with your

Relevance: ensure content is helpful and interesting.

Authenticity: add real personality and stories behind what you are selling.

Using the same content across all s isn’t advisable as audiences can
| use social media and tailor it to

The better yaur reviews, the higher
yaur rating and ranking, and the
mare visibility and booking

queries you will generate.

be quite different. Think about |

Fravalla Cvarvim

1500000 ==

The boom in online travel bookings has
accelerated during the pandemic and it is
more important than ever to ensure your
business has an active and managed online
presence. Enhance your branding and
optimize your marketing activities with the
guides in this chapter.

* Encourage all customers to leave 2 review., 80% of customers who get asked to
a sign, make it easy for them by sending an email cr message with a link.

*  Minimise negative reviews by checking with customers during their stay / thair
experience that everything is geing well and as expected. This gives you the
apportunity to rectify any problems and imoraove their experisnce before they [eave
which will reduce the likelhood of negative reviews.

*  Always respond to custemer reviews to thank them, show that you care and how
vou intend to addrass any issues,

*  Keep track of your number of reviews, scores and rankings. Set targets and reward
your team for hitting them.

*  Monitor your key competitors' reviews to learn what customers appreciate about
them and where you can tweak yaur own offering to win more business.

*  Hald regular mestings with sta®f / ot-er suppliers to discuss revisws and how to
improve.

Online sales and marketing platforms
Search engines

Customer review websites

Online Travel Agents (OTAS)

Online customer journey scenarios

The illustrations on the following 3 pages are sample scenarics to show the different ways in which a tourist may conduct an online search and find
their way to making a reservation with your business.

Booking.com ) i :') )

) Oo

Branding and marketing

Creating a marketing pack
Search engine optimization (SEO)
Harnessing the power of reviews

Too o o T T I I I I I

available.

factors that are
important such as
facilities or location.

Vv’

They may
BOOK HERE

customers have said
about your business.

They may
BOOK HERE

compare prices, see mora
photos,

They may
BOOK HERE

Thay may
CONTACT YOU

Social Media ro— [~

We bs Ite A customer uses an They filter the The customer goes The customer goes to  They may lock at your
OTA to find out what results based on to TripAdvisor tofind your own websitetofind Facebook or Instagram
properties are price or other out what previous out more information e.g  pages to find out more

about you, the local area
and see what you're all
about.

They may
FOLLOW YOU

They may
MESSAGEYOU
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