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1 OVERVIEW AND BACKGRO UND 

This document outlines recommendations and actions for implementing and 
supporting eco-tourism activities through the Linking Communities, Wetlands and 
Migratory Birds Project: linking the Western Hemispheric Shorebird Reserve Network 
and IBA sites of Chaplin Lake (Saskatchewan Canada), Great Salt Lake (Utah, USA) 
and Marismas Nacionales (Nayarit, Mexico).   

“Linking Communities ” works to connect people living along the shorebird migration 
Flyway and to conserve the associated birds throughout their range, using science, 
education and eco-tourism. The specific recommendations put forward within the 
context of this document is on creating alternative livelihood opportunities, additional 
awareness and giving birds direct economic value through eco-tourism activities.  

Initial discussions held in June 2010 facilitated by Jonathan Stacey, Manager of the 
Rio Tinto BirdLife International Partnership sought to engage ETC-Africa in 
developing a plan of action for implementing eco-tourism activities through the 
"Linking Communities " project sites.  

Subsequent desktop research as well as site visits and workshops were held in 
Canada, the USA and Mexico on August 2010. This document outlines 
recommended actions and interventions for the Linking Communities project to 
facilitate in order to strengthen eco-tourism activities along project sites. 

2 ECO-TOURISM 

Eco-tourism is defined by the international eco-tourism society (TIES) as 
"Responsible travel to natural areas that conserves the environment and improves 
the well-being of local people." (The International eco-tourism Society, 2007)  

Eco-tourism is about uniting conservation, communities, and sustainable travel. This 
means that those who implement and participate in eco-tourism activities should 
follow the following eco-tourism principles: 

• Minimize impact. 
• Build environmental and cultural awareness and respect. 
• Provide positive experiences for both visitors and hosts. 
• Provide direct financial benefits for conservation. 
• Provide financial benefits and empowerment for local people. 
• Raise sensitivity to host countries' political, environmental, and social climate. 

Of note here is the distinction between "Eco-tourism" and "Nature Based Tourism". 
Nature Based Tourism is defined as "Leisure travel undertaken largely or solely for 
the purpose of enjoying natural attractions and engaging in a variety of outdoor 
activities. Bird watching, hiking, fishing, and beachcombing are all examples of 
nature-based tourism." (Travel Industry Dictionary, 2006) Eco-tourism by definition 
holds direct benefits for conservation activities, socio-economic development and 
cultural awareness and sharing. These principles of eco-tourism should underpin any 
eco-tourism activities undertaken by the Linking Communities project and care 
should be taken to ensure benefits are harnessed.  

3 ECO-TOURISM'S  VALUE FOR CONSERVAT ION  

The positive link between eco-tourism and conservation has been well documented 
and forms the rationale for Linking Communities' involvement in eco-tourism 
Research undertaken at various levels has proven the positive conservation benefits 
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from providing socio-economic benefits to communities through eco-tourism. 
conclusions from the report “Impacts of birdwatching on human and avian 
communities” (Sekercioglu C, 2002) highlights this:  

“Birdwatching is a most promising branch of eco-tourism because birdwatchers 
comprise a large and increasing pool of educated and wealthy individuals who desire 
to observe birds in their native habitats and whose activities have relatively low 
environmental impact. Among various kinds of eco-tourism, birdwatching has the 
highest potential to contribute to local communities, educate locals about the value of 
biodiversity, and create local and national incentives for successful protection and 
preservation of natural areas. The governments of less-developed nations, local and 
international NGOs, and birdwatching companies should give priority to birdwatching 
promotion and education. These organizations should also strive to increase the 
contribution of birdwatching to rural communities and local grass-root organizations 
since birdwatching has a significant potential to generate income through the 
protection and promotion of natural areas.” 

Basing tourism activities around firm principles of eco-tourism is essential and central 
to the vision and mission of Linking Communities projects. Research into the demand 
and trends within the eco-tourism sector were complied in a report commissioned by 
the world eco-tourism society entitled “Consumer Demand and Operator Support for 
Socially and Environmentally Responsible Tourism” (Chafe Z; 2005) excerpts on 
main trends are outlined below  

Education and Information  

• More than half (53%) of U.S. tourists surveyed agree that they have a better 
travel experience when they learn as much as possible about their 
destination’s “customs, geography, and culture.” 

• Nearly two in three British tourists (63%) want some information on the ethical 
issues associated with their vacation, and 37% said they try to learn about 
local culture before they travel. 

• More than three in four (78%) British package vacation travelers reported that 
the inclusion of social and environmental information in tour operators’ 
brochures is important to them. Over half (52%) of British respondents 
indicated that they are interested in finding out more about local social and 
environmental issues before booking a trip. 

• In Australia, the opportunity to “learn about the environment” was the 
motivation most frequently cited by those choosing to patronize eco-tourism 
operations. 

• An overwhelming majority (82%) of Dutch tourists believe that integrating 
environmental information into all travel brochures is a good idea. 

• A survey of executives from the U.S.’ 2,000 largest foundations found that 
80% were interested in hotels’ social and environmental practices, and 73% 
wanted to know similar information about airlines. 

Social and Cultural Aspects  

• Over half (62%) of U.S. travelers surveyed in 2003 say that it is important that 
they learn about other cultures when they travel, and 52% seek destinations 
with a wide variety of cultural and arts events/attractions. Nearly half (49%) 
prefer trips with small-scale accommodations, which are run by local people. 

• While cost, weather and quality of facilities are paramount in choosing a 
holiday, 42% of British tourists look for the quality of local social, economic 
and political information available; and 37% identified opportunities to interact 
with local people as an important factor. 
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• A separate study found that 75% of British and Australian travelers, and 33% 
of U.S. tourists, favor seeing local people on their hotel beach.  

• Three in four British tourists agree that their trip should include visits to 
experience local culture and foods. This number increased by 4% between 
2000 to 2002, from 77% to 81%. 

Environmental Impact  

• More than two-thirds of U.S. and Australian travelers, and 90% of British 
tourists, consider active protection of the environment, including support of 
local communities, to be part of a hotel’s responsibility. According to a 2002  
survey, these travelers are more likely to patronize hotels with a “responsible 
environmental attitude.” However, only 14% of U.S. travelers, and 26% of 
Australians, actually ask hotels if they have an environmental policy. Not a 
single British traveler surveyed spoke to the hotel about their policies.  

• In the U.S more than three-quarters of travelers “feel it is important their visits 
not damage the environment,” according to a 2003 study. This study 
estimates that 17 million U.S. travelers consider environmental factors when 
deciding which travel companies to patronize.  

• In Britain, 87% of tourists interviewed in 2002 stated that it was either “very” 
or “fairly important” that their vacations not damage the environment; this was 
up from 85% in 2000. 

• Additionally, 66% of British travelers said that they had placed importance on 
the fact that their last trip “had been specifically designed to cause as little 
damage as possible to the environment.” 

• In a 1997 survey, 18% of British tourists said that a hotel’s lack of concern for 
the environment would prevent them from returning to the same place again. 

• A 2002 survey found German tourists expect environmental quality: 65% (39 
million) want clean beaches and water, and 42% (25 million) “think that it is 
particularly important to find environmentally-friendly accommodation.” 

Authenticity and Pristineness  

• Travel experiences are better when the destination is a well-preserved 
natural, historical, or cultural site, according to 61% of U.S. tourists surveyed. 

• One in three U.S. travelers is influenced by a travel company’s efforts to 
preserve the environment, history, or culture of the destinations it visits. 

• Nearly 91 million U.S. travelers (59%) support controlling access to and/or 
more careful regulation of national parks and public lands in order to preserve 
and protect the environment. 

• More than half of U.S. tourists (54%) notice that there are fewer unspoiled 
destinations than there used to be. 

• In Britain, the figure is even higher: nearly all (83%) British tourists indicated 
that dirty beaches and a polluted sea “mattered a great deal” in choosing or 
recommending travel destinations. 

• As many as 42% of European travelers surveyed agreed that they want to 
visit a “place with clean air [and] water.” 

• At least 85% of the tourists that visit Costa Rica consider national parks and 
rainforests the most important places to visit in the country.  

 

 

Ethics and Reputation  
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• In choosing a holiday, “the three main criteria are weather, cost and good 
facilities. But [UK] tourists do show concern about ethical policies and 
environmental considerations.” 

• In Britain, 27% of tourists surveyed placed “high” importance and another 
34% placed “middle” importance on a tourism company’s ethical standing 
when choosing a vacation. 

• In 2000, 70% of British tourists surveyed felt that the “reputation of the holiday 
company on environmental issues” is “very important” or “fairly important.” 
This figure dropped to 65% in 2002. 

These trends certainly indicate a need for and the high potential for growth in the 
eco-tourism sector as well as changing consumer habits in favour of more 
socially, economically and environmentally responsible tourism products – 
providing this could be an important niche for the Linking Communities project to 
fill and achieve its mission. 

4 SCOPE 

This report covers the following geographic areas: 

• Lake Chaplin and Quill Lakes areas of Saskatchewan Province of Canada 
• Great Salt Lake and surrounding areas of Salt Lake City, Utah state, United 

States of America 
• Marismas Nacionales and areas surrounding the San Blas area in Nayarit 

state of Mexico.  

And includes the following: 

• Joint outline / observations with regards to the institutional capacity and 
scope for eco-tourism development at Linking Communities project sites. 

• Marketing strategy for promoting the project sites as eco-tourism destinations 
and the Linking Communities partnership as a whole.  

• Development plan for a community based eco-tourism programme in the San 
Blas area of Nayarit, Mexico has been included as a separate document. 
(See: Proposed San Blas Birding Route Development Recommendations and 
Marketing Strategy)  

• Observations and recommendations for harnessing value from eco-tourism 
activities.  

5 METHODOLOGY AND BASIS FOR RECOMMENDA TIONS 

In order to prepare this document it was critical to get a detailed understanding of the 
various "local situations" at project sites. This was undertaken from a perspective of 
"tourist and consultant" - as all the sites were relatively unknown to ETC-Africa staff it 
did give a rather unique perspective, a perspective which is likely to be shared by the 
average tourist seeking information on birding, related activities and supporting 
infrastructure.  

The following are the key activities undertaken in preparation for drafting this 
document: 

• Desktop research including 
! Review of Saskatchewan Birding Trail documentation 
! Tourism Saskatchewan brochures, online materials  
! Linking Communities website, newsletters and internet articles 
! Investigations into various local and international tour operator 

websites and itineraries  
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! Online birding resources for San Blas, Saskatchewan and The Great 
Salt Lake 

• Direct interactions including 
! Site visits to Quill Lakes international birding area as well as meetings 

with Clint McConnell, Director Leisure Services for the town of 
Wynyard. (11-12 August 2010) 

! Site visits to Lake Chaplin and meetings with Lori Wilson from Lake 
Chaplin visitors centre (13 August 2010) 

! Site visits to other potential birding areas / eco-tourism product within 
a 100 km's radius of Quill Lakes and Lake Chaplin, Saskatchewan, 
Canada (11-14 August 2010) 

! Workshop session with the Linking Communities Project at Weber 
State University, Utah, USA (17 August 2010) 

! Site visits to areas of eco-tourism potential around San Blas, Mexico 
(21-25 August 2010) 

! Workshop with eco-tourism stakeholders and Pronatura, San Blas 
Mexico (23 August 2010) 

! Informal discussions and interviews with eco-tourism stakeholders 
around San Blas, Mexico (21-25 August 2010)  

• An online survey and research was conducted amongst established birding 
tour operators 

The basis for recommendations are based on the following principles / 
understanding: 

• The Linking Communities Project seeks to promote and act as a catalyst for 
eco-tourism activities at project sites. 

• Implementation and actions need to be carried out at a local stakeholder 
level. 

• Eco-tourism activities need to engage with and be driven by the private sector 
to ensure long-term sustainability and interest. 

• Benefits and ownership of activities should strengthen conservation 
awareness and capacity at project sites. 

• Actions and recommendations try to balance the restraint of organizational 
capacity with the need for professional service and commercial activities 
required to support effective eco-tourism initiatives.  

• Marketing and branding recommendations form the basis for creating a 
conceptual linkage between the sites in the eyes of the tourist / public as well 
as strengthen the Linking Communities  "brand" 

6 SITUATIONAL ANALYSIS AND RECOMMENDATIONS 

The geographical spread of the sites along the Linking Communities project creates 
a varied set of eco-tourism product with highly variable capacity and institutional 
support, requiring unique site level interventions to harness potential. The following 
outline summarizes the eco-tourism situational analysis of each site along the Linking 
Communities Project.  

NOTE: Potential income opportunities have been forecast to demonstrate potential 
only. These figures are based on broad assumption and comparative costs elsewhere. 
These figures are intended for illustrative purposes and would require detailed 
investigations at a local level before considering them accurate.  
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7 CANADA, LAKE CHAPLIN  AND QUILL LAKES 

INTERNATIONAL BIRD A REA 

7.1 Situational Analysis: Strengths, Weaknesses, 

Opportunities, Threats ( SWOT) 

Strengths  

Excellent if not world class 
infrastructure 

Excellent road signage 

FM radio station for birding 

Excellent council / local government 
support (at Quill Lakes) 

Interpretive centers, particularly at 
Wynyard and Chaplin 

Human resources available for 
organizing logistics / support services 
for birding groups 

Good ideas, active support group but 
no financial resources 

Openness to working together, low 
levels of "ownership" / turf politics 

Enthusiasm is definitely there 

High visitor numbers and ideal 
location (along main highway) at 
Chaplin very valuable  

SK Birding Trail Strategy well 
researched and provides valuable 
framework for development 

 

Weaknesses  

Lack of financial resources for further 
development and promotion 

Lack of skills and know how to 
effectively market to birding tourists 

No formal links between Quill Lakes and 
Lake Chaplin 

Quill lakes not integrated into Linking 
Communities project 

SK birding trail not providing direct 
benefits 

No birding groups coming through 

Low total visitor numbers <1000 / annum 
at Quill lakes 

No guides 

Accommodation not ideally suited to eco-
tourists  

Little market research or market 
understanding  

No communicated links on brochures or 
at interpretive center in Quill Lake 
regarding the links to Great Salt lake or 
Mexico. (This information was present at 
Chaplin) 

Website information not ideally suited in 
terms of checklists, logistical information 
etc... 

Birding product not offering many unique 
species or suitable for tour operators 

No promotion by tour operators or 
inclusion on itineraries 
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Opportunities  

Provide platform for effective 
communication with birding market 

Links between Chaplin and Quill Lakes 
could be strengthened, share ideas and 
capacity 

International marketing know how and 
skills could provide valuable growth in 
visitor numbers to the region. Small 
growth would mean a lot to this site 

Engage with and develop additional 
private sector support, this will allow for 
input of resources (from for example 
membership schemes)  

Engage and encourage private sector 
business for eco-tourism - bird guides 
and farm stays would add value  

Implementing the SK Birding Trail 
strategy  

Threats  

Loss of enthusiasm  

Potential lack of resources could see 
infrastructure becoming dilapidated in 
coming years (Particularly at Quill 
Lakes) 

"Competition" with Chaplin or feelings 
of exclusion from SK birding trail could 
de-motivate Quill Lakes area. 

Very small pool of human resources to 
drive projects, reliant on small group of 
volunteers.  

Questionable direct socio-economic          
impacts on communities around the 
sites. 

 

7.2 Key recommendations for Canada, Chaplin and Quill 

Lakes:  

7.2.1 The question of Quill Lakes International Bi rd Area :  

There appears to be uncertainty as to Quill-Lakes' international bird area's 
involvement in the Linking Communities project. The stakeholders at Quill Lakes are 
unaware of the Linking Communities project and information at Quill Lakes does not 
provide information on the Linking Communities Project or other project sites. Quill 
Lakes is referred to in Linking Communities literature inconsistently and at a local 
level, their involvement in the project is uncertain.  
 
Quill Lakes has a secondary concern in that they do not get high visitor numbers 
using the facilities. Over C$250 000 has been invested by the towns of Wadena, 
Wynyard and Foam Lake into developing birding tourism with negligible returns. In 
order to maintain any levels of enthusiasm and continued financial support they do 
need support in terms of marketing, interaction with birding community and an overall 
support base. Clint McConnell, Director of Leisure Services for the town of Wynyard 
specifically requested support in terms of marketing and "how do they access the 
birding market".  
 
Quill Lake's role in the Linking Communities project needs to be formalized. The links 
between the Lake Chaplin group and the Quill Lakes group also needs to be 
formalized. Even down to a quarterly meeting where ideas are shared and cross-site 
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marketing takes place will have a major benefit for the Quill Lakes area, which needs 
support and "birding input"  
 
7.2.2 The Saskatchewan Birding Trail  

The Saskatchewan Birding Trail (see: www.publications.gov.sk.ca/details.cfm?p=11114) 
was developed in 2007 with funding from the Saskatchewan Watershed Authority. 
This is a key output from the Saskatchewan Birding Trail Strategy. (Saskatchewan 
Wetland Conservation Corporation; 1998) Although this document1 is over 10 years 
old, it's findings and recommendations remain valid.  
 
The Saskatchewan Birding Trail in its present form is a missed opportunity. This trail 
exists only as a downloadable PDF document with information on key birding sites in 
the province. Furthermore the Birding Trail PDF is not readily available to birders (it 
will not be found on the internet without a very specific internet key word search)  
 
The document does represent a significant effort in information gathering, we would 
like to avoid a full critique of this project due to many potential mitigating factors, 
however it could be significantly strengthened through the following actions:  
 

• Develop a local Birding Route Steering Committee that could implement 
further activities and actions outlined in the Saskatchewan Birding Trail 
Strategy Document prepared for the Saskatchewan Wetland Conservation 
corporation  

• The Saskatchewan Birding Trail needs to be made available online as a 
website tool and include the following critical components: 
• Details on accommodation options 
• Details on guides and itinerary recommendations  
• Traveling information and detailed maps 
• Getting there, local culture and related travel information relevant to first 

time visitor to Canada 
 

Additional concepts and basic principles for effective "Route Development" can be 
found in The Proposed San Blas Birding Route Development Plan and Marketing 
Recommendations (although different regions and a much smaller potential for 
market growth in Canada, the principles are the same and value could be harnessed. 
The key difference would only be the target markets, where Saskatchewan sites 
would likely focus more on the domestic Canadian market) 
 
A direct contact point needs to be established where potential birders or eco-tourists 
can ask questions and get additional detailed information. Several attempts were 
made to contact the authors of the Saskatchewan Birding Trail and other contact 
points made available in the publication without any success. A typical tourist 
expects "instant gratification" and high service levels. "Direct contact" is potentially a 
very valuable medium for generating increased eco-tourism activity and assists in 
understanding potential client needs as well as for marketing and market research 
activities.   
 
The Saskatchewan Birding Trail needs to be linked to a concerted marketing effort. 
Many marketing initiatives outlined in the Saskatchewan Birding Trail Strategy hold 
value and remain valid activities to undertake in the area.  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
"!This strategy has been included in the document pack for Linking Communities.  
!
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Marketing activities outlined in this document (Sections 11-16: Linking Communities 
Marketing Strategy) would add significant value, as it is unlikely that this resource is 
reaching the market.  
 
7.2.3 Birding weekends  

Developing a formula for annual "Birding Weekends" (potentially linked to the 
Chaplin Birding Festival could hold benefits in terms of generating additional income 
revenues, involving surrounding farming communities and providing direct financial 
benefits for businesses in the Towns of Chaplin, Wadena and Wynyard.  
 
The basic outline for these weekends is as follows: 
 
A two night fully catered and hosted birding experience, this weekend could have a 
naming sponsor and marketed to bird clubs and associations around Canada.  
The concept would be to host birders with farm owners / farming community families, 
this accommodation is provided pro bono and would generally give birders a rather 
unique farm stay experience.  
 
The basic program could include: 

• Getting together at a central facility for a welcome evening with talks by 
birding experts / guest speakers  

• Guided walks and drives to key birding areas including those not normally 
accessible to regular tourists  

• Catering and meals when out birding (pack lunches) provided by local 
business (restaurants, hotels etc...) 

• Opportunities to engage in conservation action (Bird banding, censuses etc...) 
 
The central idea is to offer clients on the weekend a very unique experience with 
insurmountable service, these birders would then go back and tell friends and bird 
club members about their experience, providing valuable word of mouth marketing. 
Trip report can be posted on birding forums and other media, providing additional 
below the line marketing. This could become a platform for creating a stronger "eco-
tourism" component to the birding festival in Chaplin and broaden benefits to the 
Quill Lakes Area.  
 
Assuming two weekends are hosted (one at Chaplin and one at Quill Lakes) with the 
following assumptive income and expenses: 
 
NOTE: Potential income opportunities have been forecast to demonstrate potential 
only. These figures are based on broad assumption and comparative costs elsewhere. 
These figures are intended for illustrative purposes and would require detailed 
investigations at a local level before considering them accurate 
 

Income  Amount  Notes  

20 Birders Chaplin C$ 10 000 Based on C$ 500 per person 

20 Birders Quill C$ 10 000 Based on C$ 500 per person 

Sponsorships C$ 10 000 Naming rights to weekend 
(Corporate or optics 
manufacturer etc...) 
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Expenses    

Food and meals C$ 5 000  

Marketing C$ 2 000  

Travel, meetings etc... C$ 2 000  

 

A net profit of around C$ 21 000 could be generated for future eco-tourism or 
conservation work. Key to realizing the income generating potential of these 
weekends however is securing sponsorship and home stays (at no cost) from the 
farming community, allowing income from clients to be direct "profit" for the 
organizing group.  
 
7.2.4 Other income generating activities  

Both groups, at Lake Chaplin and Quill Lakes cited financial restraints as the main 
hurdle to implementing more conservation or eco-tourism activities on the ground. In 
order to harness the eco-tourism potential benefit for financing activities on the 
ground the following recommendations could be considered  
 
Membership Scheme for Hotels, Tour operators and Restaur ants .  
Engaging the private sector, specifically in the Saskatchewan Birding Trail, where the 
private sector could have direct financial incentives would offer the Linking 
Communities Projects at Chaplin and Quill Lakes a useful income source. This could 
be through including "accredited establishments and operators” on the 
Saskatchewan Birding Trail. Criteria for membership could include the proximity to a 
prime birding area, offering flexible meal times, providing information on birding in the 
area such as bird lists and directions to access points, contact details for guides and 
tour operators and a minimum set of environmental standards.  
 
Membership could be based on the completion of a self-assessment form and 
approved by the Saskatchewan Birding Route Steering Committee. Membership 
subscriptions are renewable annually. 
 
The lack of information on where to stay (especially the type of accommodation 
normally preferred by birders) is a general weaknesses in Saskatchewan, this 
network of service providers would add value to the users of the Saskatchewan 
Birding Trail and potentially generate membership revenues of anything between C$ 
2 000 and C$10 000 per annum depending on costs for membership and how many 
members are recruited. Our general opinion is that if more farm stays and non "motel 
/ hotel" accommodation could be sourced and promoted that it would add value to 
eco-tourists.  
 
In order to ensure members are recruited effectively it is imperative to ensure that 
members get a variety of benefits, these could include: 
 

• Listing on the Saskatchewan Birding Trail website 
• Brochures displayed at interpretive centre’s 
• Listings in future Saskatchewan Birding Trail Publications 
• Information on birds in their area, bird lists etc... Which can be included in 

guests rooms 
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• Invitations to annual workshops / training opportunities (understanding birders 
or basic bird identification courses)  

• Use of the Saskatchewan (or Linking Communities) branding  
 
Provision of seasonal accommodation  
One of the concepts discussed with stakeholders is the opportunity to directly provide 
accommodation to birders visiting Quill Lakes or Lake Chaplin. This could be in a the 
form of self contained log cabins overlooking either of the lakes, potentially linked by 
a self guided trail from interpretive centers.  
 
It would potentially be relatively easy to find finance / grant funding to develop these 
options and services would be kept to a minimum. These would have a significant 
benefit in terms of offering on location accommodation for birders (there are not any 
accommodation options in Chaplin or Quill Lakes that take full advantage of the 
direct proximity to the lakes) Eco-tourists in general will choose a destination based 
on availability of suitable accommodation or the experience accommodation 
provides.  
 
Assuming two four-bed chalets were built adjacent to Lake Chaplin and two four-bed 
chalets adjacent to the Quill Lakes area with grant funding. Further assuming a 
conservative 20% occupancy rate over the summer months would result in an 
income of C$ 20 000.  
 
However careful attention would need to be applied to following when considering 
such a venture: 

• Maintenance costs 
• Potential conflict / competition with private sector, established hotels 
• Ability / capacity for taking bookings and logistical operations 
• Day to day management (cleaning, maintenance etc...)  
 

 
 
8 KEY RECOMMENDATIONS FOR USA, UTAH, GREAT  SALT 

LAKE NODE  

The areas around the Great Salt Lake have very well developed industries, tourism 
and other. This results in a scenario where "livelihoods" based interventions or small-
scale eco-tourism activities are unlikely to make a resounding impact on the 
economy and as a result unlikely to have a major impact on destructive development. 
However, the combined eco-tourism value of the Great Salt Lake and surrounding 
areas is likely to be of significant value.  
 
The primary recommendations for the strengthening eco-tourism activities around the 
Linking Communities Project in Utah would be around the value it could add to the 
sites in Mexico and Canada from a perspective of being able to access the market.  
 
Other interventions focus around the Birding Festival, marketing support for Mexico 
and Canada and branding (which is dealt with separately under section 9 and in the 
Linking Communities Marketing Strategy)  
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8.1 Collate / commission detailed Eco -tourism market survey 

for Utah State.  

In the context of Salt Lake City, as a rapidly developing city, leveraging the eco-
tourism value of birding sites around the Great Salt Lake area as a benefit for 
conservation would require detailed information on the eco-tourism / direct financial 
contribution of eco-tourism to the region.  

Protection of a site where threats are from economic activity with extremely high 
financial value requires and extremely valuable economic alternative. The current 
tourism market value in Utah is $6.2 billion per annum with 66% of that spend being 
on the leisure market (Kohler S; 2009)  

This represents a significant contribution to the contribution to the local economy 
from tourism, however being able to further quantify this down to the level of 
contribution from birding or specific eco-tourism related activities focused on the 
Great Salt Lake would provide a valuable lobbying tool for the Linking Communities 
Projects in Utah.  

The Utah Office of Tourism appears to undertake in depth regular research into the 
tourism markets in the region. (see: 
http://www.http://travel.utah.gov/research_and_planning/index.html) 

Utah office of tourism would be a valuable partner to engage with and request them 
to include research into market segments such as eco-tourism and birding tourism.  

8.2 Tracy Aviary as "marketing node"  

Tracy aviary; although we did not get to experience this site during our on site visits 
in Utah, with 70 000 plus annual visitors the aviary could play a pivotal role in 
promoting and marketing the Linking Communities Projects, especially eco-tourism 
activities in Mexico and Canada. The Utah based Linking Communities project has 
one major benefit from an eco-tourism perspective and that is its proximity to the 
market and the ability to reach this market on behalf of the other Linking 
Communities projects. Providing a coordinated marketing effort from Utah for all 
project sites would create real value on the ground at other sites. Tracy Aviary's 
location and visitor numbers makes it an appealing option for this.  

 
9 BIRD FESTIVALS  

The Linking Communities Bird Festivals all play a very valuable role in terms of 
education and awareness. In the Utah context, Linking Communities Partners are not 
directly involved in organizing the festival and have some challenges in terms of 
harnessing benefits as the Festival is managed and hosted by Davis County 
Tourism. The festival website and related paraphernalia indicate a very well 
organized and professional event. However from an eco-tourism perspective the 
could play a far larger role if these festivals could address the following: 

• Become income-generating activities for Linking Communities conservation 
work.  

• Higher profile branding and communication regarding Linking Communities 
projects on festival websites and printed materials. 

• Encourage broader base of eco-tourism related exhibitors, lodges, tour 
operators etc...This could also be incentivized as a tool to encourage tour 
operators to include Utah packages on their itineraries, (See table 3: The 
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inclusion of tour operator's itineraries at Linking Communities Project sites. 
Section 14 Tour Operator Market Size) 

• Encourage and develop frameworks to encourage more out of state visitors 
through offering "packages" / structuring the festivals to include a strong 
"birding weekend" component. 

• Aggressively profile and promote eco-tourism actives at each other’s sites at 
Festivals.  

• The basic strategy should be to turn festival attendees into eco-tourists to 
other sites; this is where real value could be harnessed.  

10   ECO-TOURISM COMMITTEE  

The Linking Communities eco-tourism committee needs to be structured to include 
various portfolios in each area of focus; a critical portfolio to develop would be that of 
marketing and branding to implement recommendations set out in the Linking 
Communities marketing strategy.  

The following actions should also be considered to strengthen the eco-tourism 
committee and interactions between sites: 

• Membership portfolio: Private sector involvement: Engaging the private sector 
is an important action to encourage and play a role in eco-tourism at all three 
sites. Membership systems are possible and recommendations have been 
made in this regard for Saskatchewan and Nayarit 

• Sites and Information Portfolio: Partner with Wasatch Audubon. Wasatch 
Audubon appears to have developed a good database of eco-tourism / 
birding sites and related information for the Great Salt Lake. The opportunity 
also exists to use the Wasatch Audubon to organize birding tours (similar to 
other Audubon chapters elsewhere in the USA) to Mexican and Canadian 
sites for their members; this would add significant value to the sites and 
partnership.  

• Marketing Portfolio: Establishment of marketing sub committees within the 
eco-tourism committee, this group (or individuals) would be responsible 
purely for marketing activities such as website updates, marketing co-
ordination, brand management and other activities outlined in the marketing 
sub committee.  
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MARKETING  AND BRAND STRATEGY FOR LINKING 

COMMUNITIES   
NOTE: The recommended marketing plan for the Linking Communities project 
as a whole and the proposed San Blas Birding Route have a lot of similarities. 

We have deliberately tried to keep them as aligned as possible as the 
recommendation is that a joint marketing effort will reach broader markets and 
strengthen the projects as a whole. However failing consensus being reached 
on a joint marketing initiative, this plan is structured in such a way as to make 

it possible to still implement locally. 

!
!
11  INTRODUCTION 

The basis for this report is to outline potential branding and marketing interventions 
that could enhance the Linking Communities brand and awareness for the project's 
work. Of importance to the Linking Communities eco-tourism initiatives will be the 
strengthening of the brand and reinforcing the shared resource between the three 
countries engaged in the project. The three products are geographically distinct and 
unlikely to be visited (consciously) by eco-tourists as part of the same "product" 
however with a joint marketing and branding strategy, the conceptual link between 
the three sites can be created enabling the project to better support local eco-tourism 
initiatives. This would effectively market these initiatives and most importantly 
reinforce the link between the three sites in the minds of the eco-tourist.  
 
The objectives of this marketing report are as follows: 

• Create a joint brand strategy for the three Linking Communities projects to 
implement. 

• Outline the potential market size and market mix to guide marketing focus. 
• Analyze the market to ensure actions are relevant and effective 
• Outline a plan of action / marketing plan and specific activities which would 

grow the potential eco-tourism market size at project sites.  
 

Eco-tourism is primarily a service-based industry; the principal products provided by 
eco-tourism businesses are recreational experiences and hospitality.  
 
These are intangible products and more difficult to market than tangible products 
such as automobiles or similar. This also makes it more difficult for potential 
customers to evaluate and compare service offerings. In addition, instead of moving 
the product to the customer, the customer must travel to the product 
(area/community). Travel is a significant portion of the time and money spent in 
association with recreational and eco-tourism experiences and is a major factor in 
people's decisions on whether or not to visit your business or community.  
 
As an industry, eco-tourism has many components comprising the overall "travel 
experience." Along with transportation, it includes such things as accommodation, 
food and beverage services, guides, entertainment, aesthetics and special events. 
This adds to the difficulty of maintaining and controlling the quality of the experience. 
To overcome this hurdle, eco-tourism related businesses, and organizations need to 
work together to package and promote eco-tourism opportunities in their areas and 
align their efforts to assure consistency in product quality. This is the key role that the 
Linking Communities partnership can play, facilitating the linking of opportunities to 
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the market (marketing) and linking the private sector to the opportunities (birding 
sites)  
 
12  MARKET ANALYSIS  

Birdwatchers are one of the best sources of eco-tourism income since they form the 
largest single group of eco-tourists, are educated and have above average incomes 
(Cordell and Herbert 2002). The majority of birders will often plan their trips around a 
‘wish list’ of particular bird species, especially those that are rare, endangered, 
endemic and special. Predominantly they seek out areas where a large diversity of 
species can be found within a short distance of each other, usually linked to differing 
biomes or habitats. Birding tourists generally travel in small numbers and are known, 
with some exception, for having a low impact on the environment. Birders often 
require a high degree of information and/or specialist guides. In addition, birding 
tourists generally favour areas where infrastructure in terms of travel, such as roads, 
airports, and accommodation are of a high standard and are easily accessible. The 
average birder has the following profile: 
 

• Ages 35 – 60 years age 
• Committed birders tend to be more male than female, but more general eco-

tourists tend to be slightly more female than male. 
• Higher income levels – hence higher disposable income for travel/trips 
• Higher education levels – tend to be information-intensive in selecting travel 
• A preference for more gentle activities (i.e. walking, birding) compared to 

younger generations who prefer active holidays (i.e. adventure activities, 
mountain biking) 

 
13  MARKET SIZE  

There are over 2,500,000 members of BirdLife International (Birdlife Website), and 
the membership of the Royal Society for the Protection of Birds (RSPB) has doubled 
in recent years to more than 1m. (Lovibond, 2005) The US Forest Service reported in 
their 2000 survey that there are 71 million people who enjoyed bird-watching, up 
from 21 million in 1982. The U.S. Fish & Wildlife Service tracked more serious 
birders, who number 46 million, up nearly 10% in five years.  
 
Beginning in 1990s, the eco-tourism industry grew at 20% - 34%/year (Mastny, 
2001). In 2004, eco-tourism/nature tourism was growing globally 3 times faster than 
tourism industry as a whole. (World Tourism Organization, 2004)  
 
A 2003 study estimates that 46 million US travelers “buy from specific companies 
because they know that these companies donate part of their proceeds to charities.” 
Close to one in three (31%) of American tourists feel it is important that the travel 
companies they use employ local residents and support the local community. (TIA 
and NGT 2003) This provides a valuable marketing angle for the Linking 
Communities projects.  
 
There are a large number of birding tourists who travel in pursuit of their hobby, and 
in the USA just over 18 million of the 46 million birders travel away from home to 
watch birds (US Fish & Wildlife Service 2001). In the Canadian Context 30% of adult 
Canadians go on outings specifically to watch birds, and 20% describe themselves to 
Statistics Canada as "studying birds" (Saskatchewan Wertland Conservation 
Corporation, 1998). Annual expenditure on birdwatching in the United States in 2001 
was estimated at US$ 32 Billion (US Fish & Wildlife Service 2001). This type of 
substantial economic impact from birding is not restricted to developed countries, 
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and in 1999 Costa Rica received over US$ 400 million in revenue from birders 
(Sekerciouglu 2002).  
 
Of further note for the Linking Communities projects is the fact that 77% of birders 
surveyed in the United States specifically listed watching "waterbirds" as a key 
activity / favoured birding activity. (US Fish & Wildlife Service 2001) this bodes well 
for the Linking Communities project’s focal area; wetlands.  
 
In identifying the Linking Communities project’s target market, several key questions 
were addressed. The first was in terms of identifying whether to focus on committed 
birders, active birders or the more general interest birders. Also addressed were 
what each group looks for in a birding tourism experience and what core messages 
are needed.  
 
14  DEFINING THE MARKET  

Birders fall into various groups or areas of interest. These have been generalized 
and broken down in the following table with key areas of interest and means to target 
these groups outlined below. These are broad generalizations and more specific 
market segmentation will probably not carry value for the Linking Communities 
projects due to the financial and human resources required to target more specific 
market segments.  
 

Target 
Group  

Key traits  Key Message  Means of 
contact  

Percentage 
focus of 

marketing 
efforts  

Committed 
Birder 

Willingness to travel 
at short notice 
 
Keeps life list, 
actively seeks new 
species 
 
Subscribes to 
birding magazines 
Members of one or 
more clubs 
 
subscribes to email 
forums 
 
Makes use of 
specialist tour 
operators  
 
Less likely to use 
unqualified local 
guide unless 
recommended 
 
Accommodation 
preferences not 
specific 
 

Specific species, 
especially 
endemics in 
Mexico  

Direct engagement 
via tour operators 
 
Actively lobby to 
include sites on 
tour operator 
itineraries 
 
Detailed website / 
site information  
 
Editorial and 
articles in birding 
publications 
 
Birding e-mail 
forums, rare bird 
alters  

High value for 
Mexico - currently 
the key Linking 
Communities sites 
patronized by 
specialist tour 
operators 

Active 
Birder 

Travels frequently to 
watch birds,  
 
keeps life list but 

Specific species, 
variety of species 
 
Congregations, 

Birding magazines 
 
Website 
information, 

All sites - 
potentially variable 
levels of interest 
between sites 
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unlikely to travel at 
short notice 
 
Seeing new species 
rather than hunting 
rarities 
 
Self drive and 
occasionally 
organised groups 
 
Subscribes to 
birding magazines 
and bird club 
publications 
 
Active on the 
internet but less 
active on email 
forums  
 
Birding important but 
secondary activity  
 
Likely to use local 
guides  
 
Accommodation 
preferences specific, 
require comfort  

high "spectacle" 
value 
 
Easy self drive 
options 
 
Conservation 
activities will be of 
high value  

especially self 
drive itineraries 
 
Birding Festivals 
and club talks  

Casual 
Birder and 
general 
eco-tourist 

Birding incidental 
activity but very 
interested 
 
Subscribes to 
general interest 
outdoor magazines 
 
Seeks variety of 
activities 
 
Self drive potentially 
more independent  
 
Seeks experiential 
activities likely to 
use local guides  
 
Accommodation 
preferences specific, 
sense of place 
important. 
 
Will support 
community owned 
product readily  

High aesthetic 
value 
 
Congregations of 
birds 
 
Conservation 
linkages and eco-
tourism principles 
will be of high 
value  

Internet and social 
media. 
 
Word of Mouth 
high 
 
General Eco-
Tourism 
publications 
 
Well researched, 
guide books etc...  

Highest growth 
value and 
opportunity for 
awareness. Will 
make use of sites 
even if they dont 
offer "new species"  
Likely to respond 
well to 
conservation 
message  

 

15  TOUR OPERATOR POTENTIAL MARKET ACROSS SITES  

Below is an outline of some of the major birding travel companies scheduled 
departure tours to Utah, USA, Nayarit, Mexico and Saskatchewan Canada. The 
figures outlined below illustrate how many nights are included on scheduled 
departure itineraries. This is for illustrative purposes only as some companies have 
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multiple departures depending on demand and others need to cancel some 
departures based on lack of demand. However it does give a good indication of 
interest levels and market potential across the sites.  

Tour Operator Market 
location 

Days on 
itinerary in 
San Blas 
area (average 
per tour does not 
include multiple 
tours) 

Days on 
itineraries 
in Utah or 
Great Salt 
lake area 
(average per 
tour does not 
include multiple 
tours) 

Days on 
Itineraries in 
Saskatchewan 
area (average per 
tour does not include 
multiple tours) 

Avian Journeys  USA 0 0 0 

BirdQuest USA 3 0 0 

Birding Ecotourism South Africa 0 0 0 

Rockjumper Tours South Africa  2 0 0 

Tropical Birding Ecuador  4 0 0 

Avian Adventures UK 0 0 0 

Toucan Tours UK 3 0 0 

Traveling Naturalist UK 2 2 0 

NaturTrek UK 0 0 0 

Wings USA 6 2 0 

Birdtreks USA 9 0 0 

VENT USA 5 0 0 

Field Guides USA 8 0 0 

Westwings USA 7 7 0 

Bird Ventures USA 0 0 0 

Sunrise Birding USA 0 0 0 

Wildwings UK 0 0 0 

Wildlife Wilderness UK 0 0 0 

Sarus Birding Tours UK 0 0 0 

Limosa Tours UK 0 0 0 

Birdfinders UK 0 0 0 

Borderland Tours USA 7 0 0 

Total   56 11 0 

Table 3: The inclusion of tour operator's itineraries at Linking Communities Project sites.  

16  BRAND ANALYSIS  

16.1 Situational Analysis of the Linking Communities 

Brand  

A brand goes beyond the "logo" - the brand of a project or business represents what 
it stands for, its values and ethics. The effectiveness of this brand in turn is dictated 
by public perceptions of that brand. The following analysis unpacks the potential 
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brand effectiveness and key actions to enhance the brand from an eco-tourism 
perspective.  

Current:  

 

 

 

 

 

The current Linking Communities ’ 
logo is effective, good on the eye and 
overall attractive. However from a 
tourism and multi-stakeholder 
ownership perspective, it does not 
reflect the nature of the organizations 
work or multiple country scope. A 
suggestion is outlined below that could 
be used to enhance a sense of 
ownership as well as reinforce 
conservation message / eco-tourism 
opportunities.  

Recommended changes / 
adjustments : Discussions need to be 
held and agree on wording / strap line 
that brings in key elements of the 
partnership’s work and other elements 
for adjusting. Once agreed, Linking 
Communities can supply ETC-Africa 
with high-resolution logo for editing 
into several look and feel options for 
consideration. 

 

 

 

 

 

 

  

 

Capturing the various partner 
country flags will enhance sense 
of joint ownership and multi 
country product in the eyes of 
tourists.  

Enhancing the wording on the 
strap line - outlines key area of 
activities  

Key intervention  

Regardless of the potential changes or look and feel to the Linking 
Communities project, guidelines and requirements with regards to use 
of the logo and mention of the project is an important action to follow up. 

All partners need to display the Linking Communities Logo on their 
printed materials and website. Implementing detailed brand use 
guidelines (brand manual) will probably be met with a relative level of 
disdain. As a first step, a simple request to use the logo, link between 
websites and provide information on the project's should suffice.  

Important is to communicate the rationale for this, this is not 
"corporatize" the Linking Communities Projects but in order to enhance 
the value of the sites, create the conceptual link between the sites in the 
eyes of the public. The cross marketing benefits of someone visiting 
Canada for example and being made aware, even at a very subtle 
brand level of the links to Mexico and potentially the conservation 
issues carries significant value for the Linking Communities Projects 
and downstream marketing.  

A full audit of Linking Communities related partner websites and 
brochures should be undertaken and requests submitted to place 
branding, links and other key information on these sites or printed 
materials.  

Similarly, a punchy twenty-word description of the Linking Communities 
initiative should be developed and circulated for use on any newsletters, 
websites and press releases by project partners.  
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16.2 Key branding actions  

The Linking Communities Logo is used in a variety of ways but unfortunately not 
used widely. Key partner organizations and publications lack the Linking 
Communities logo or information, a few examples: 
 

• Great Salt Lake Bird Festival 2010 brochure: No Linking Communities logo 
• Tracy Aviary Website: No information on Linking Communities project or logo 
• Chaplin Nature Centre website carries no Linking Communities logo or 

information 
• None of the Mexican websites hosting information on the San Blas Bird 

Festival had any branding or information on Linking Communities  
 

In fact, we could find no other use of the Linking Communities project logo on any 
websites or printed materials other than the Linking Utah Website and Z-Fold 
brochure. These partner sites and publications are invaluable opportunities for 
promoting the Linking Communities work and projects.  
 
 
16.3 Marketing Plan  implementation an coordination  

Coordination of marketing activities between the three countries should be 
considered. This does not imply that all marketing activities are undertaken centrally 
nor does it imply a top down approach to marketing, it merely implies a working 
together for a consistent approach to marketing as well as "marketing each other" - 
Coordination of marketing activities would carry value for the following reasons:  
 

• Cost savings, printing brochures or creating electronic media will likely be 
more cost effective for all parties if costs are shared and coordinated centrally 

• Improved branding and linkages between projects through a consistent look 
and feel as well as content  

• From an eco-tourists perspective, constant reinforcement of the conceptual 
link between the three countries will be crucial for "joining" the products.  

• Coordinated marketing efforts will increase the reach and value of marketing 
activities across the project sites. 

 
16.4 Above the Line actions   

 
16.4.1 Website  

The project's website is the single most important marketing tool. Research indicates 
that over 70% of birders (domestic and international) plan their entire trips online! 
(BirdLife South Africa 2006) The Linking Communities Project website needs to have 
the following principles 
 

• One stop shop for information and resources 
• Content rich  
• Unique / Direct URL for easy recall. 
• Unique keywords for best results on search engines 
• Direct and simple navigation from home page  

 
The website needs to fulfill the following objectives 
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• Provide information and resources on the Linking Communities projects 
• Provide marketing benefits to all 

partners, partner sites and projects 
• Be a one stop information 

resource for the traveling birder 
visiting any project sites 

• Act as a repository for birding data, 
research reports, trip reports and 
other published documents.  

 

16.4.2 Website content:  

The current website (www.utahlinking.org) 
has a very appealing look, feel and layout 
and suggested that this overall looks and 
feel remains. The website does however 
need some modifications and inclusions, 
these include: 
 

• New landing page with the option 
to view the website in English or Spanish  

• Each menu Item, Eco-tourism, Education, and Conservation should have 
drop down menus for each country in order for content to be more specific to 
a particular site. 

• It is important that the website has content on all pages, pages with little or no 
content are better off kept hidden until they are populated. Pages such as 
"links" and "partners" are critical areas for creating a sense of ownership 
amongst partners as well as improving search engine rankings, both these 
pages are currently unpopulated.   

 
The following needs to be included (This has been cross referenced against a 
template of the Zululand Birding Route (ZBR) website, from an eco-tourism 
perspective, the ZBR website has been very effective as a marketing tool and highly 
ranked on most search engines. A similar exercise has been undertaken as a 
recommendation for the San Blas Birding Route Website, whether or not this website 
is a joint initiative between the three project sites and the level of detail included 
needs to be agreed by the Linking Communities partners. If a joint website is 
developed then agreement needs to be made with regards to updating information 
and ensuring accuracy.  

 

Menu Item  Explanation  

1. Home page  Home page – direct landing at site / information 
client will want. Potentially to have the landing page 
open with a map and / or flags of each country to 
direct tourists to their preferred destination 

2. Linking Communities 
Home 

Return Link to Linking Communities site – so 
identity / ownership can be logically made. Similarly, 
the Linking Communities Website should have a 
prominent link / button for "Birding Tourism 
Information"  

NOTE: This is assuming Linking Communities 

THE CURRENT WEBSITE URL 

www.utahlinking.org should probably be changed to a more 
inclusive sounding URL.  From a tourist’s perspective, this 
could imply that the Linking Communities Projects are only 
in Utah or Utah focused and from a stakeholder 
perspective, this could reduce the sense of joint ownership. 
Examples of potential URL options1 could include: 

www.linkingbirds.com 

www.linkingbirds.org 

www.linkingwetlands.com 

www.linkingwetlands.org 

A similar domain name should also be registered for each 
country suffix, Ie: www.linkingbirds.org.ca or 
www.linkingbirds.org.mx and redirect to a central home 
page  

!
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generic information and site level eco-tourism 
information is not hosted on the same website.  

3. Map Downloads  Useful for self drive birders – On other eco-tourism 
websites of a similar nature, map downloads are 
one of the top 3 visited pages. 

4. Checklists  The number 2 visited page – birders thrive on 
checklists – as detailed as possible  

5. Sponsors  Value adding to project sponsors. Links to sponsor 
websites, sponsor profiles  

6. Brochures  Order form for brochures or download links (For 
example, an ideal area to host the Saskatchewan 
Birding Trail PDF ) 

7. Conta ct us  Needs to provide at least 3 contact methods in each 
country site. Email, Phone or direct/physical.  

8. About Linking 
Communities  

Explanation of what the project is about. This is the 
projects place to set you aside from commercial 
operators and reinforce conservation benefits of the 
project. For most birders this will be the a unique 
selling point  

9. Access / Links to 
other routes  

Not a key consideration for Linking Communities at 
present. But could have links to other birding trails 
across the Americas  

10. Site information  See 16 – 19 for minimal site level information 
requirements  

11. Guides  Information / pages for community guides, what 
they offer etc. as well as social information. 
Economic benefits of projects. This is where the 
route sells the fact that it’s a community project vs 
normal commercial operator. This will be extremely 
beneficial for the Mexico component where there is 
a good opportunity to engage community guides 
and tours.  

12. Tour Operators  Links and information on route members, product 
owners and commercial partners. Marketing for tour 
operators here could be an incentive for tour 
operators to include sites on itineraries.  

13. Community projects. 
Infrastructure 
projects  

General information on projects the route is 
involved in. Developments such as new bird hides 
or walking trails  

14. Events  Also one of the most visited pages on the South 
African sites. Valuable for domestic market looking 
to getting away, joining regional event, birding 
weekend etc…. Ideal for profiling Bird Festivals 
etc.... 



!

! "%!

15. Links  Links to high quality, content rich sites with high 
Google rankings will have major impact on google 
ranking of route site. Needs to link to as many 
international sites and local birding sites as 
possible.  

16. Directions  Site level information – directions to the site. Valued 
by self drive birders and opens general growth of 
activity at the site.  

17. Accommodation  Details on accommodation members near the site – 
can also redirect to online booking system 
downstream or via partnering with a specific travel 
agent.  

18. Specials  Detailed birding information – what is found, how to 
find it. Guides on the area. Trails in the area and 
other general birding information 

19. Enhancements  Other points of interest or added attractions – 
cultural activities, boat trips etc… would all fall 
under this heading  
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16.4.3 Printed materials  

Printed materials carry significant cost and easily become outdated. Considering the 
financial and human resource capacity restraints, as a start it is recommended that a 
small informative brochure is more than adequate for promotional purposes and can 
redirect people to website based information.   

Potentially a Z-Fold flyer outlining the projects key sites, activities and contact details 
will be an initial cost effective action. Central to the success of any printed materials 
is a distribution plan, how do you get these materials into the hands of the potential 
eco-tourist? This can be achieved by distribution at trade shows (see below) but the 
most effective means would potentially be negotiation with a birding or eco-tourism 
travel publication / magazine to insert flyers on the route.  

16.4.4 Trade shows  

Representation at all the major trade shows and Bird Festivals is important for 
networking and marketing to a broader base of eco-tourists. Many operators 
marketing at the British Birding Fair in the UK are unable to give an indication of 
exactly how much business they get from the fair but say “If you are not here, you 
simply don’t exist in the birding world” (Pers comms, Callan Cohen; Birding Africa 
2003) The British Birding Fair (www.birdfair.org) is the biggest of its kind on the world 
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with most countries and major eco-tourism tour operators well represented as 
exhibitors. Although attendance in the early years of the project would require 
significant financial resources it does provide a very valuable opportunity to launch 
the product and network with tour operators, especially considering the opportunity 
for growth in the short term that exists within this group. 
 
Opportunities should also be sought to exhibit, give presentations and talk at 
selected state level birding festivals in the USA. Key to "cross pollination" between 
Linking Communities sites will also be the attendance / exhibiting and giving 
presentations at the San Blas, Utah and Canadian Bird Festivals by all project 
partners. 
 
Other avenues for direct interaction with the market potentially includes: 

• Discover America: http://www.discoveramericapavilion.com/ 
• Travel and Adventure Show: http://www.adventureexpo.com/ 
• International Eco-tourism Society Conferences: http://www.eco-

tourismconference.org 
 
Literally scores of these sorts of shows exist and provide valuable networking and 
learning experiences. They carry high costs and logistical challenges, but as a 
shared venture between the Linking Communities project sites, it could be a feasible 
activity. Opportunities should also be investigated to share stands and exhibitions or 
partner with state / provincial tourism marketing bodies.  
 
16.5 Below the line marketing opportunities  

Word of mouth and other “below the line” marketing opportunities are extremely 
valuable. The current marketing trends globally, suggest that below the line, non-
traditional marketing is more valuable and provides greater returns than normal 
printed materials / above the line approaches. The current global trend towards 
social networking and “campaign” approach to marketing is an avenue that the 
Linking Communities projects should be considering due to its low input, high return 
nature. Birders are also well connected socially, belong to clubs and interact widely 
with other birders, making this approach extremely viable.  

16.5.1 Events / word of mouth  

Birding Weekends and other events provide excellent word of mouth and awareness 
for the route. This could potentially be a major value addition to all the Bird Festivals. 
Attracting a greater proportion of non-resident attendees to the Bird Festival. The 
festivals could harness a lot of value through direct focused promotion on the events 
as a "mega birding weekend", invite high profile guides and guest speakers, develop 
all inclusive packages for attending birders and promote the event vigorously through 
the various state Audubon Societies.  

We are of the opinion that the current model for the Bird Festivals across the Linking 
Communities Projects add excellent value in terms of education and awareness but 
at present a missed opportunity in terms of eco-tourism. These festivals need to 
bring in some sort of direct economic benefit in order to play a sustainable role in 
growing the eco-tourism industry in the areas they are hosted. These festivals also 
need to be marketed at a broader level to lever the potential eco-tourism benefits. 

16.5.2 Ambassadors  

A challenge for any new tourism product is to harness credibility. The average 
international tourists will approach booking a holiday / product with a certain amount 
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of skepticism. Gaining credibility and the confidence of the market can be a tough 
road. Securing an ambassador for the project sites, a high profile birder or someone 
who has the public’s confidence endorsing the projects and sites should be 
considered. This approach will give the Linking Communities  project sites immediate 
credibility amongst the birding market. 

The “Ambassador” approach could be harnessed by getting a sponsored trip for a 
high profile international birder / author or other public figure to the project sites. This 
trip could include public talks, outings to key birding areas etc… in return the “public 
figure” would do editorial in his or her home base birding magazines. Television 
coverage could also be secured.  

16.5.3 Trip reports  

Trip reports are used by birders as a key tool in planning their trips and often very 
detailed accounts of what was seen, when, positive and negative experiences etc... a 
good trip report can literally make or break an area. The project sites need to begin 
collating a library of trip reports from people who visited the area, comments from 
these reports can contain very valuable PR as well as giving birders the level of 
information they require before making a decision on where to go. Birding resources 
such as www.fatbirder.com or www.travellingbirder.com are both very well used sites 
for birders planning their trips – the route needs to be seen to be active at this level 
as well having these resources available for potential eco-tourists. An online "library" 
of trip reports from all project sites would be valuable. 

16.5.4 Soc ial Media and E -mail forums  

Developing a string social media platform for the Linking Communities  projects is a 
relatively simple and inexpensive exercise.  

Facebook pages such as: The American Birding Association 
(http://www.facebook.com/group.php?gid=22934255714) can be an invaluable tool 
for sharing project information, marketing bird festivals or other events  

List servers are increasingly used by birders to gather information, request 
information and share news, trip reports and sightings. Regular (or irregular) postings 
on forums such as these on project news, recent sightings etc.... can generate 
incredible word of mouth marketing and downstream value. A full list of potential 
birding related list servers can be found at  

http://www.aba.org/resources/mailinglists.html  

A dedicated portfolio on the eco-tourism committee could be developed to ensure 
ongoing regular effective e-communications.   

16.5.5 Media plan  

A communications and media plan should be developed for the Linking Communities 
projects, this should include 

• What angles and key messages need to be communicated? 
• Who do these messages need to be communicated to? 
• How will this be communicated? 
• What media will be used to communicate this message? 
• How can this communication be aligned to other partners  



!

! #+!

Consideration should also be given to events / activities that could attract media 
attention – a formal launch of the eco-tourism initiative or new website?  A story on 
one of the community guides?  A story on a positive impact the project has had on 
conservation or tourism in the area? 

17  MONITORING AND EVALU ATION 

One of the biggest challenges with any marketing strategy is being able to 
understand what is working, are the benefits worth the costs, how did people hear 
about us, did that brochure reach our target market? The following needs to be done 
at a site level to ensure that impacts are quantifiable: (This is where membership 
systems add additional value as it allows for easy data access or gathering 
information)  

• Audit of all accommodation and occupancy rates on the birding routes (where 
existing)  

• Audit of all activities and revenues on the birding route, including gate fees to 
community conservancy areas etc... 

• Keep records of all contact with the birding route from eco-tourists 
• Questionnaires developed which can be sent to or given to any birders 

coming to the area where key questions are asked - how did you hear about 
the area, what did they enjoy, what did they not enjoy etc.... 

• If some of the projects can develop to a point of offering central reservations 
facility to accommodation and activity providers, this would allow for the 
projects to easily quantify impacts.  

18  CONCLUSION  

The variances across the projects sites in terms of eco-tourism opportunities, market 
potential and capacity are incredibly varied and require specific interventions at a site 
level to harness the full value. 

From a central Linking Communities perspective, the value that can be added is to 
strengthen and develop the partnership brand, which will in turn create higher levels 
of awareness and downstream marketing benefits for the Linking Communities 
projects.  

Eco-tourism is primarily a service-based industry; the principal products provided by 
eco-tourism businesses are recreational experiences and hospitality.  
 
These are intangible products and more difficult to market than tangible products 
such as automobiles. This also makes it more difficult for potential customers to 
evaluate and compare service offerings. In addition, instead of moving the product to 
the customer, the customer must travel to the product (area/community). Travel is a 
significant portion of the time and money spent in association with recreational and 
eco-tourism experiences and is a major factor in people's decisions on whether or 
not to visit your business or community.  
 
As an industry, eco-tourism has many components comprising the overall "travel 
experience." Along with transportation, it includes such things as accommodations, 
food and beverage services, guides, entertainment, aesthetics and special events. 
This adds to the difficulty of maintaining and controlling the quality of the experience. 
To overcome this hurdle, eco-tourism related businesses, and organizations need to 
work together to package and promote eco-tourism opportunities in their areas and 
align their efforts to assure consistency in product quality. This is the key role that the 
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Linking Communities Partnership can play; facilitating the linking of opportunities to 
the market (marketing) and linking the private sector to the opportunities (birding 
sites)  
!
!
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