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Guide to the 2009 Adventure Industry Research Roundup

Since September 2008, the global community has been hit by multiple financial and economic
crises that have affected numerous businesses, industries and markets around the world. The
debates seemed never-ending on a variety of topics — e.g., whether developing economies
had “decoupled” from the developed economies and would be able to sustain growth and eco-
nomic development on their own, even in the face of severe economic recession in developed
economies; or if the cycle of recession and recovery would be V-shaped (a rapid descent fol-
lowed by a rapid ascent), U-shaped (a rapid descent followed but a gradual improvement) or
W-shaped (meaning that there would be a modest recovery, followed by another brief reces-
sion before ultimate recovery). It is now generally agreed that the global economy has hit or
is hitting the bottom and will be followed by a modest recovery in 2010.

It now appears that the global tourism and travel industry will face a slow rebuilding year. His-
torically, the travel sector has been a lagging indicator, namely, a return to growth will lag sev-
eral quarters behind other sectors of the economy, and there is no reason to think it will be
different this time around. Industry observers see a continued lack of consumer confidence,
resulting in constraints placed on spending, particularly for discretionary budget items such
as tourism and travel. Some analysts say that, while 2010 will not be as bad for the travel and
tourism (T&T) industry as 2009, it will not recover completely until unemployment goes down
in a sustained and meaningful way.

Some industry analysts argue that the consumer attitudes and behaviors on spending and
saving which have emerged over the last year are the “new” normal. The factors driving
change in the travel and tourism industry this past year were not just related to the recession;
they were also a result of rapid changes in technology as well as the changing nature, atti-
tudes, values, expectations and behaviors of travelers themselves.

In addition to a lack of consumer confidence which will impede recovery, there are supply-
chain issues which will also curtail growth: overcapacity in airlines, hotels, buses, and other
assets; cutbacks in T&T employment; and limited expansion in new product and service
development. It is also accepted that consumers are still expecting attractive bargains and
that mid-price hotels, low-fare airlines, all-inclusive hotels, packaged tours and cruises are
likely to dominate the mainstream tourism business in 2010: the perception of affordability
and value is predicted to continue, with consumers becoming extremely savvy in using the
latest Internet tools to ferret out deals.

As Richard Turen, contributing editor of Travel Weekly, stated in his editorial of December
21st, 2009: “We are entering a decade that is going to be characterized by chaotic, connected,
diverse and ‘non-ruthless’ corporate success stories such as Apple, Amazon, Zappos, Google,
Virgin and JetBlue.” It can no longer be “business as usual” for any company, including those
in the adventure-travel business. We must continue as an industry to professionalize; estab-
lish industry best practices across our operations; be creative, collaborative, and diverse,
able to respond to changes quickly and efficiently; think of ourselves as a key part of a global
community of businesses proactively working to solve local economic-development issues;
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and use all of the online and offline tools available and used by emerging companies in other
industries and markets to not only survive but thrive in what is expected to be an even more-
rapidly changing global economy.

In the first section of the report, we update the current status of the global economic reces-
sion and its effects on tourism in general since our last research roundup published in Octo-
ber 2008. Then, in following chapters, we review the status of consumer sentiment interna-
tionally on changing spending priorities in the current economic environment; the profile of
the adventure traveler in the current environment, with an attempt to flesh out more fully who
the adventure traveler is today and likely to be in the future; consumer online-technology
usage trends; general media trends; and destination marketing trends. Unveiling new research
conducted in collaboration with The George Washington University and the Adventure Travel
Trade Association, we provide information on the size of the adventure travel consumer mar-
ket and the destination and lifestyle preferences of these travelers.

We will then discuss the effects of climate change, with an emphasis on water availability and
scarcity, on adventure travel businesses since they are feeling the effects of climate more
acutely and earlier than many other tourism businesses given the ecologically sensitive envi-
ronments in which they work.

We also discuss the current environment for financing entrepreneurial, small businesses in
general and adventure travel companies in particular because of the increasing demands on
these businesses in light of increasing financial constraints as well as obligations given the cli-
mate-change and water-scarcity imperatives.

We strongly believe that tourism can deliver economic-development benefits more than most
sectors of the economy. Mobility and curiosity about “otherness” is a fundamental urge of the
human state, and as a result, tourism is one of the biggest export sectors in the world econ-
omy. At this critical time in world history when the competing challenges of travel as a con-
tributor to climate change and travel as an enabler of new approaches to solving the prob-
lems of climate change and water scarcity, the tourism industry needs to make sure that it is
aligned closely with, and is proactively establishing a leading role in helping set, the evolving
standards on climate change and economic development.

As we stated last year, the adventure-travel industry will have to act proactively and cre-
atively to the challenges of developing, maintaining and refreshing adventure travel products
and services within the broader context of overall economic development strategies for spe-
cific communities and regions of the world.

An adventure tourism development approach must be tailored to the particular economic,
political, cultural and environmental circumstances of a host country, region and/or locality
since one size (or type of product) will not fit all. Because of the rapidly growing importance
of the BRICMs (Brazil, Russia, India, China and Mexico), both as tourist destinations as well
as emerging sources of tourists, we are publishing separately analyses of each of the BRICMs,
tying each country’s climate-change and water-resource challenges to the evolution of the
adventure tourism industry.




