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Anticipated tourism growth to 2030







Emerging Markets Driving Growth





Investments in Developing Economies



Three of the Worlds Leading Economies



Asia - Rising Middle Class



Driven by increasing affordable 
air access & route connectivity







Asian LCC’s
2016 





20 Fastest Growing Global Cities in 2016 

(Source MasterCard)



Air Travel Growth 
Avg 5.3%World

Index 1990=1.00

All routes

0.5

1.0

1.5

2.0

2.5

Aviation Growth

RPKs = Revenue Passenger Kilometers
Sources: ICAO Scheduled Traffic & Boeing Co

4 x Recessions

2 x Financial crises

2 x Gulf wars

1 x Oil shock

1 x Near pandemic (SARS)

9/11



Aviation Growth 2016  (source ICAO)
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Asia 20year Passenger Growth Forecast

Source: Boeing 



Global Airport Investment - Jun 2015



Global ‘New’ Airport Development – Jul 2015
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Key Tourism Investment Areas



• Dynamic and attractive business environment

• Connectivity: e.g. Air Services, I.T., Local Infrastructure etc.  

• Proven market growth forecast

What do ‘Foreign’ Investors Expect: (Source - Eurocham) 
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Key Tourism Investment Considerations



What do ‘Foreign’ Investors Expect: (Source - Eurocham) 

• Dynamic and attractive business environment

• Connectivity: e.g. Air Services, I.T., Local Infrastructure etc.  

• Proven market growth forecast

• Favorable investment conditions and incentives

• A level playing field

• Simples transparent and consistent administration procedures

• Reliable legal system, rule of law and enforceability 

• Firm commitments and stringent implementations

• Stable Political Landscape
Source: Eurocham
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Hotel Investment Matrix
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Global Rooms Pipeline @ Jan 2017 Source:  STR

Rooms

Asia Pac 598,952

USA 575,907

Europe 163,648

ME 159,581

Africa 58,850
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+2.2% +5.1%
+6.8%

5,000 rms+ (Asia)
- Shanghai:  9,529
- Jakarta:      7,240
- Chengdu:   5,928
- Bali:            5,474



Chinese Investment



Hotel Buyer Composition





2004 Boxing Day Tsunami 



Phuket, Thailand 



Phuket, Thailand 



Sri Lanka



Sri Lanka



The Recovery Process

• There was urgency to rebuild once the grieving process had 
ended

• It required new Finance/Investment to make this happen

• A different approach to drive interest was required

• So what did they do…?
– Land ownership – They leased their land to developers

– Build – Local Fabric & Cultural Design 



2009 Samoa Tsunami



2009 Samoa Tsunami



• There was urgency to rebuild once the grieving process had 
ended

• It required new investment to make this happen

• A different approach to drive interest was required

• So what did they do…?
– Land ownership – They leased their land to developers

– Build – Local Fabric & Cultural Design 

– Brand – Identify the right company

– Employment – Utilize land owners & local labour

– Self sufficiency – Grew their own food

– Environment – Appeals to the conscious traveller 

The Recovery Process



Thailand Sri Lanka

The Recovery Process



• Seek sustainable investments that supports your future 
aspirations and objectives

• Create an investment brand in concert with your destination 
marketing

What should the Solomon Islands consider?
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• Seek sustainable investments that supports your future 
aspirations and goals

• Create an investment brand in concert with your destination 
marketing

• Be clear about your USP

• Develop a workable strategy with clear goals

• Play to your strengths

What should the Solomon Islands consider?









• Seek sustainable investments that supports your future 
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• Create an investment brand in concert with your destination 
marketing

• Be clear about your USP

• Develop a workable strategy with clear goals

• Play to your strengths

• Be clear about:
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• Seek sustainable investments that supports your future 
aspirations and objectives

• Create an investment brand in concert with your 
destination marketing

• Be clear about your USP
• Develop a workable strategy with clear goals
• Play to your strengths
• Be clear about:

– who you are
– what you want
– What you’re offering in return

• Maybe focus on the needs of the new conscious traveller?

What should the Solomon Islands consider?



The Conscious Traveller

• Travellers seeking destinations that offer more rewarding 
experiences e.g.
– Small / Exclusive  

– Authentic / Immersive 

– Relaxing / Peaceful / Spiritual

• Complete escape from their usual lives
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The New Conscious Traveller

• More travellers are seeking destinations that offer rewarding 
experiences e.g.
– Small / Exclusive  

– Authentic / Immersive 

– Relaxing / Peaceful / Spiritual

• Complete escape from their usual lives

• Seek a compelling story they feel part of and can share

• They expect to pay more for this type of experience





The New Conscious Traveller

• More travellers are seeking destinations that offer rewarding 
experiences e.g.
– Small / Exclusive  

– Authentic / Immersive 

– Relaxing / Peaceful / Spiritual

• Complete escape from their usual lives

• Seek a compelling story they feel part of and can share

• They expect to pay more for this type of experience

• Increasing investment that caters for this growing breed of 
conscious traveller 



Discreet Luxury…



• More travellers are seeking destinations that offer rewarding 
experiences e.g.
– Small / Exclusive  

– Authentic / Immersive 

– Relaxing / Peaceful / Spiritual

• Complete escape from their usual lives

• Seek a compelling story they feel part of and can share

• They expect to pay more for this type of experience

• Increasing investment in new experiences and brands that 
cater for this growing breed of conscious traveller 

• Destinations are increasingly targeting this opportunity

The New Conscious Traveller





• Booming economies of Asia and other emerging markets 

• Rapid expansion in affordable air services and connectivity

• Changing the consumer mind-set & tourism investment 
landscape

• Create an investment strategy with defined goals and 
achievable outcomes in line with investment trends

• Be clear about who you are, what you want and what you’re 
offering in return

• Develop an investment brand linked to tourism

• Publish and ‘Investment Guide’ that outlines all of this 

• …….Make it simple

• …….Don’t rush it!! 

Things to consider



Thank You

Chris Flynn

PATA

Regional Director - Pacific


