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…it‟s a soft demand 

 

and the messaging hasn‟t been effective 

Demand is growing for sustainable tourism, but… 



Market Research on selling green 

A 2011 study of Chinese and American consumers’ 

attitudes and behavior toward green products (all 

product types, not focused on travel/tourism): 

 

The study divided populations into 3 categories: 

 Super Greens – motivated to purchase green 

 Middle Greens – concerned about green issues 

but not super motivated in their purchasing 

 Green Rejecters 
 

 

 



The Mass in the Middle 

China: 

 48% Super Greens 

 50% Middle Greens 

 2% Green Rejecters 

In all source markets, there are large groups of 

“Middle Greens” 

USA: 

 16% Super Greens 

 66% Middle Greens 

 18% Green Rejecters 



How to reach the Middle Greens 

What NOT to do: Sell green for the sake of green 
 
Instead: 
 
 Sell experience first, and talk about green/sustainable 

in secondary messaging 
 

 Avoid green stereotypes; focus on personal benefits 
of your product and service 
 

 Sell enjoyment over altruism! 
 

 Overcome the perception that green means lack of 
comfort 

 
 



Dr. Xavier Font, Surrey University, UK 

Research on what works and what doesn‟t in 

terms of messaging 

 

Make the message appealing, not a list of facts:  

 

“for example, a menu advertising „sustainable 

food‟ isn‟t as likely to be as appealing as one 

offering „locally sourced, fresh, authentic food‟” 



Authenticity: unspoiled, not commercialized 

sites, “old Asia” 

Sell “what‟s in it for me” (the traveler) 

 “Cool” and unique -- “cool” to under 60; 

unique/special  

Up-close and personal – meet local people 

 Experience and participation – this can 

range from museums or outdoor soft 

adventure 






