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Renewable Energy in Tourism Webinar Series: Sell Your Green to Make Some Green
Session 1: Neil Gurney, Founding Partner, Integritive2 
1. Is there a certain amount of green practices that a company should have instituted before they start marketing their destination as green?

2. What are the specific challenges for tourism businesses in marketing green services as opposed to green products in other industries?

3. How has the “green consumer” changed over the years, and what do you think the “green consumer” of the future will look like?

4. What are the best outlets or mediums for green tourism marketing?

5. When should a business not market their green initiatives and services? 

a. Can you go too far with your green messaging and in fact turn people away? 

b.  Are there product lines that you should not market as green even if they are? Like hunting lodges or fishing camps that tend to draw a more conservative client base.

6. Do you think that green marketing can be used as an education tool and vice versa?

a. What would be the best method of going about this?

7. What is the number one thing that a tourism business can do to avoid “greenwashing”?

8. What percentage of a business’s marketing budget should be used for green marketing?

a. Does the size of the business matter?

9. How does a business best integrate green marketing into their current marketing practices? Are the traditional marketing message and the green marketing message two separate messages or should they be integrated?

10. Is it better for a business to invest money in being green or in marketing green? With limited resources, how does a business choose how much to dedicate from each?
11. Should different green products be marketed differently, for example offering green spa treatment versus using energy efficient lighting?

12. What do you do if you’ve been caught not being a good steward after you’ve marketed yourself green?

13. What do you do if your green product doesn’t meet the expectations of your guests and customers? The Sun Chips bag that made too much noise comes to mind.

14. Do you have any insight on how the green business-to-business customer is different than the individual green consumer?

15. The big question: will travelers visit an attraction just because it is green?

Session 2: Catherine Morton, Marketing Director, Grandfather Mountain Stewardship Foundation 
1. Does the fudge from Grandfather Mountain’s fudge shop taste better than fudge made elsewhere?
2. What specific challenges does Grandfather Mountain face while trying to market their green initiatives?

3. How does the interaction that you have with travelers on site help/hurt your green marketing?

a. Do you get a lot of feedback from travelers?

b. Do you request any feedback?

4. How has your transition from a for-profit business to the Grandfather Mountain Stewardship Foundation impacted how you market your green/sustainable practices?

5. Do you think customers choose Grandfather Mountain based on your sustainable/green practices?

6. Do you have a separate strategy for marketing your green initiatives? Are there specific markets you want to target with your green marketing messaging?

7. What other benefits have you seen as a result of the installation of solar panels on your facilities?

8. How much of your marketing budget goes towards green marketing?  How might this change as your business continues to move in a more sustainable direction?

9. Have you run into any problems with “greenwashing” or skeptics about your sustainable practices?

a. How have you handled those and what advice can you give our attendees on these topics?

10. How have your staff responded to the green practices? 

a. How do you train staff so that they can adequately respond to questions about green practices?

11. What have you found to be the best outlets for your green marketing? 
12. How has the press responded to the green practices?  

a. Are there some green practices that have generated more press than others? 

b. Has there been any negative press coverage since you started marketing your green practices? 

13. From a marketing perspective, would you suggest that businesses have some form of green certification?
General Discussion Questions
1. At what point should a business begin to consider green marketing as part of their marketing initiatives?

2. What is the number one thing that a business should consider before implementing a green marketing strategy?

a. Are there any don’t do’s when it comes to marketing sustainable practices in tourism?

3. What steps should a tourism business, in particular, take to avoid the pitfalls of greenwashing?
4. What role can social media play in green marketing for a tourism business?

a. How can a tourism business use social media to increase the green awareness of its customers?

5. What innovative examples have you seen from other green marketing campaigns that you would apply to a tourism business?

6. How does a business owner know when to hire a marketing firm or to complete the marketing initiatives in house?

7. What are the best ways to reach eco-conscious travelers?

8. What does the future hold for green marketing?

a. Do you foresee a time when all marketing will have a green element? 
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