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“We need to stop teaching people to smile for 
tourists…. We need to give them the livelihoods 
that mean their smiles come naturally.” 

Dr Auliana Poon,
Tourism Intelligence International

WTM London, November 2016



1: Ownership



“Visit a land that is home to one of Europe's lost 
tribes, the semi-nomadic Sami people.”



“The foundation and main theme in Sápmi Nature is 
our Sami culture shaped by generations of reindeer 
herding in this region. Love for the reindeer and 
nature in which we live is the starting point for the 
experiences we offer and with a warm hospitality, 
we want our customers to experience our Sápmi in 
a safe, pleasant and learning way.”

Lennart Pittja



Go Native America engages only indigenous people 
to guide our guests, thus providing indigenous 
people with a platform to define ourselves 
according to traditional beliefs and cultural 
imperatives.



Kooljaman at Cape Leveque is a remote wilderness 
camp owned and run by the Indigenous Bardi Jawi 
Communities. Situated on native title land, we 
locals invite you to share the astonishing diversity, 
pristine wilderness and unique landscape that 
celebrate this award-winning place as a once in a 
lifetime experience



Hospitality. noun

Derives from the Latin hospes, meaning 
"host", "guest", or "stranger









2: Collaboration

















3: Storytelling



























4: Authenticity









Your extraordinary story
Autentica
Natural
Is Magic Realism
Powered by Nature
Get Natural
Land of Stories
One trip. A lifetime of memories.
Where it all begins



“travel marketers must create moments of human 
relevance and authenticity in unexpected places.”

FORTUNE MAGAZINE



“Brands flogging good taste, with their authentic 
and artisanal crafts, often use fabricated heritage 
and falsified narratives to sell their products, and 
people – when wise to it – just don’t like it. It is no 
longer possible to be all things to all people and as 
soon as it looks like you might be, rest assured the 
backlash is already coiled, waiting to strike.”

WALLPAPER



“the success of ‘Chinatown’ 
everywhere – outside of 
China of course.” 



“highly fictionalised 
versions of everyday life of 
traditional peoples, a 
museum of their 
quaintness.”



“How do we explain to tourists who want to see the 
Bushmen as they lived 100 years ago… that they 
have arrived 100 years too late?”















4: Adventure Tourism



“Adventure tourists are generally seeking pristine 
natural environments and bio-diverse habitats to 
explore, and these require high levels of protection 
by governments. Protection of nature… helps 
attract adventure tourists who recognize these 
designations as adventure opportunities.”



Adventure operators reported an average of 
US$3,000 spent per person, with an average trip 
length of eight days. 

US adventure tour operators polled estimated that 
65.6% of the total trip cost from an adventure 
package remains in the destinations visited. 



By comparison, the United Nations Environment 
Programme estimates that in most all-inclusive 
mass tourism package tours…

about 80% of travelers’ expenditures go to the 
airlines, hotels, and other international companies 
instead of to local businesses or workers.



● Not capital intensive
● Attracts progressive, high value travellers, who 

stay longer and spend more.
● Extends seasons, bringing year round travellers.
● Creates advocates to protect culture & 

environment
● Moves tourists away from centralised hot spots
● Fuels rural development



5: Wellness Tourism



The wellness tourist is anyone who travels with the 
desire to improve their physical, emotional and 
spiritual wellbeing.

wellness tourists look for “Healthy Living”. 
“Rejuvenation and Relaxation”  “Meaning and 
Connection” “Authentic Experiences” 



Back in 2013 Wellness Tourism was already 
reckoned to be a $439bn market, worth one in 
seven of every tourist dollars. 

And it was forecast to grow to $678bn by 2017. 

Your typical wellness tourist spends 130 per cent 
more than the average global tourist while on a trip.



“Core wellness consumers [are those] who embrace 
holistic and integrated approaches to health, as well 
as environmental and sustainability issues, 
recognising that personal, social and planetary 
wellbeing are all interconnected.”



Any Questions????


