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Hi everyone, and welcome! I’m Hamid Dwyer, Destination Sustainability Officer, and I’m thrilled to have you here with us today.Today’s workshop is all about discovering how we, as tourism professionals and industry supporters, can equip businesses to deliver more intentional and inspiring sustainable experiences. We’re going to explore how a simple tool—customer journey mapping—can help businesses do just that.This room includes a diverse mix of professionals, each with a unique perspective. Some of us are on the ground with businesses every day. Others are shaping policies or creating programs. And we have many businesses here today that participate directly with tourist and local visitors. But we all share the same goal: to strengthen the sustainability of our region’s visitor experience.



Destination Sustainability Officer at RTO3

I am a Sustainability Specialist
• Sustainable Tourism
• Green Healthcare
• Fossil Fuel Divestment
• Renewable Energy Policy & Planning

And I am also a Business Analyst...

HAMID DWYER

Who am I?

Presenter Notes
Presentation Notes
A bit of a detailed background on me. My title is Destination Sustainability Officer, but my career title is Sustainability Specialist. I do work in sustainable tourism, I have done applied research in green healthcare and have looked at business decision making and rationalle regarding fossil fuel divestment. I have researched renewable energy policy and planning in ontario public housing developments and in Nova Scotia.I am also a business analyst. I analyze and evaluate business processes, systems, and data to identify areas for improvement and recommend solutions that enhance efficiency, profitability, and overall business performance.This background, I hope, will provide some context for this workshop and also other STLS related events and resources.



BSAT Webinar + Recording

Sustainability Spotlights

Fall Industry Exchange + White Paper

STLS so far...

Ad va n c in g  Su s ta in a b le  To u ris m  Th ro u g h  
Ed u c a tio n  a n d  Le a d e rs h ip

Dr. So n ya  Gra c i

Le s le y Ro b b

Spring Industry Exchange
Da vid  Ad a m e s

Va rio u s  o rg a n iza tio n s  th a t s u p p o rt o u r in d u s try
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Script: Before we dive into our workshop, let’s take a moment to reflect on the bigger picture—our ongoing Sustainable Tourism Learning Series. This workshop is part of a larger regional effort to deepen sustainability knowledge, foster peer learning, and build practical tools for tourism operators and supporters alike.Here’s a quick look at what we’ve covered so far:•	Fall Industry Exchange with Dr. Sonya Graci: This session brought together regional leaders to explore how sustainability principles can be embedded into business operations. The insights gathered informed our foundational White Paper, outlining pathways to a more sustainable regional tourism system.•	Monthly Sustainability Spotlights: Every month, we’ve showcased key resources on sustainability and tourism, and throughout the summer we will be including inspiring practices from local operators and national leaders—covering topics from Indigenous partnerships to waste reduction and regenerative tourism.•	Basic Sustainability Assessment Tool Webinar: We recently launched a swebinar introducing our self-assessment tool for tourism businesses. This sesion - led by Lesley Robb of Swell Impact - helped operators better understand where they’re at on their sustainability journey—and where they could go next. A recording is now available for anyone who missed it.All of these touchpoints—like the one we’re exploring today—are helping build capacity and momentum on the sustainable tourism subject. 



DEFINE THE VISITOR AND EXPERIENCE

Step 1
Let’s start by identify who your customer is and the experience they’re 
having - this is called the customer persona.

On your worksheet, write out your visitor and what experience (of yours) 
are they engaged with.

Presenter Notes
Presentation Notes
As we dive into defining the visitor and their experience, let’s take a moment to focus on the concept of the customer persona.First, who is your customer? Understanding your visitor is crucial.This customer does not need to be real, they just have to be ideal. Someone who will visit your business, city or region and what their values might be. This is not a guessing exercise, this is a way to reflect on the type of customers you get.Next, consider the experience they’re having with your offerings. This is not just about providing a service; it’s about crafting an experience that resonates.On your worksheet, I want you to write down who your visitor is and what specific experience they are engaged with right now. This exercise will help us clarify our focus moving forward.Remember, defining these elements is the first step toward creating the customer journey map!



“Tourists Care!”
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Okay let's move forward. If you did not know this already, sustainability is no longer a niche concern—it’s at the heart of how the travel industry is evolving.According to research by Stern Education at NYU, in their Sustainable Market Share Index™ - products marketed as sustainable are growing at twice the rate of other products. That growth isn’t just in retail—it’s in travel, too. More and more visitors are choosing experiences that align with their values and are becoming more educated on sustainability issues and are becoming more aware of greenwashing in the marketplace.Tourists Care!We need to treat sustainability as more than just a box to check. It’s about building trust and transparency. It’s about embedding responsible choices at every important moment of the visitor experience.As professionals who support tourism businesses - and those who work directly with visitors - we’re in a unique position. We can empower businesses to view sustainability not as an extra task, but as an integral part of a business' brand promise—and after today we will be equipped to help design experiences that are both memorable and meaningful. As an industry, we can advise our visitors on what it means to be sustainable visitor and make the path easier for guests to buy-into sustainable practices.



It’s more than just ‘customer service’...

It’s a way of uncovering moments that matter—those key 
touchpoints that shape impressions, spark emotions, and 
influence decisions.

Stepping into the shoes of the visitor...

What is the 
Customer Journey?

It’s storytelling, it’s education, and it’s a way to bring 
sustainability to life.
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The customer journey is the full experience a guest has with a business—from the first time they hear about it, all the way through to when they leave a review or come back to visit again.Journey mapping highlights the important interactions; its is about stepping into the shoes of the visitor and viewing the experience through their eyes. It’s a way of uncovering moments that matter—those key touchpoints that shape impressions, spark emotions, and influence decisions.Let’s say a small eco-tour company wants to improve their guest experience. Their journey might start with social media that highlights local conservation efforts. At check-in, they offer reusable water bottles. After the trip, they send a follow-up email with a discount for guests who refer others or donate to a restoration project.This is more than customer service—it’s storytelling, it’s education, and it’s a way to bring sustainability to life.



Booking - The customer has decided and takes action to reserve or buy.

Awareness - The stage where a potential customer first becomes aware of a destination, 
product, or service.

Transactions - The financial part of the booking — payment is made, and confirmation is 
received.

Consideration - The customer is now interested and starts researching and comparing options.

The 7 Stages
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There are other ways that organizations or analysts might define the stages of the customer journey, but for consistency, there are the 7 stages we will be using today are. You might recognize some of these stages, since they are closely related to what we in the industry know as the Travel Purchase Cycle.1. AwarenessWhat it is: The stage where a potential customer first becomes aware of a destination, product, or service.How it happens: Through advertising, social media, online content, word of mouth, media coverage, or partnerships.Goal: Capture attention and make a memorable impression.2. ConsiderationWhat it is: The customer is now interested and starts researching and comparing options.How it happens: They visit websites, read reviews, watch videos, compare destinations, look at itineraries, and ask for recommendations.Goal: Provide compelling, clear, and helpful information to guide their decision.3. BookingWhat it is: The customer has decided and takes action to reserve or buy.How it happens: Through a booking platform, travel agent, direct website, or app.Goal: Make the process seamless, secure, and user-friendly to reduce friction.4. TransactionWhat it is: The financial part of the booking — payment is made, and confirmation is received.How it happens: Credit card, PayPal, digital wallets, or invoicing.Goal: Ensure transparency, security, and immediate confirmation to build trust.5. On-Site ExperienceWhat it is: The customer is now engaging directly with the experience — whether that’s staying at a hotel, attending an event, or exploring a destination.How it happens: Everything from check-in to tours, customer service, cleanliness, staff interaction, and the destination itself.Goal: Deliver an exceptional and consistent experience that meets or exceeds expectations.6. Post-VisitWhat it is: After the customer leaves, the emotional and reflective part of the journey.How it happens: They look back on their experience, share stories, and begin to either become a repeat customer or move on.Goal: Stay engaged with the customer through thank-you emails, offers, or loyalty programs to encourage retention.7. FeedbackWhat it is: The customer shares their thoughts — positive or negative.How it happens: Reviews, surveys, social media posts, testimonials.Goal: Collect insights, address concerns, celebrate successes, and use feedback to improve and grow.



Feedback - The customer shares their thoughts — positive or negative.

On-Site Experience - The customer is now engaging directly with the experience — whether 
that’s staying at a hotel, attending an event, or exploring a destination.

Post-Visit - After the customer leaves, the emotional and reflective part of the journey.

The 7 Stages

Presenter Notes
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5. On-Site ExperienceWhat it is: The customer is now engaging directly with the experience — whether that’s staying at a hotel, attending an event, or exploring a destination.How it happens: Everything from check-in to tours, customer service, cleanliness, staff interaction, and the destination itself.Goal: Deliver an exceptional and consistent experience that meets or exceeds expectations.6. Post-VisitWhat it is: After the customer leaves, the emotional and reflective part of the journey.How it happens: They look back on their experience, share stories, and begin to either become a repeat customer or move on.Goal: Stay engaged with the customer through thank-you emails, offers, or loyalty programs to encourage retention.7. FeedbackWhat it is: The customer shares their thoughts — positive or negative.How it happens: Reviews, surveys, social media posts, testimonials.Goal: Collect insights, address concerns, celebrate successes, and use feedback to improve and grow.



“You are seen by customers and tourists as an expert in your business. It 
is your job to tell them how they should interact with your service or 
product in a responsible and sustainable way!”

THROUGH 7 KEY STEPS

Reframing the Journey 
Through a Sustainability 
Lens
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“You are seen by customers and tourists as an expert in your business. It is your job to tell them how they should interact with and experience your service or product in a responsible and sustainable way!”Now that we’ve explored the seven stages generally, let’s talk about how we map the customer journey through a sustainability lens.Along this timeline, we explore their needs, emotions, touchpoints, and most importantly, where we can weave in sustainability.We’ll walk through this process:1.	Define a visitor persona – Who are they? What are their sustainability values or expectations?2.	Identify the seven journey stages – Awareness, Consideration, Booking, Transaction, On-Site Experience, Post-Visit, Feedback.3.	At each stage, add:Key interactionsGuest goals or barriersOpportunities for sustainable choices (big or small!)



1

2

3

4

Awareness with authenticity 

Consideration through education 

Eco-friendly booking & packaging 

Ethical & transparent transactions 

Making a promise and setting expectations. How do your marketing 
materials reflect your sustainability values?

Equip guests with information to make value-based decisions. Think 
of blogs, behind-the-scenes videos, or guided Q&A sessions.

Offer options like digital tickets, minimal packaging, or slower, 
lower-emission travel routes.

Communicate how your prices support local communities, fair 
wages, or on-site sustainability initiatives. 

6 Post-visit engagement 

Share impact results, invite them to join a community, or offer a 
loyalty program that rewards low-impact travel.

7 Feedback & improvement

Make it easy for guests to share what worked and what didn’t—and 
show that you’re listening. Be open to suggestions on sustainability!

5 On-site experience 

This is where your values shine. Interpretive signage, reusable 
products, or hands-on learning moments all play a role.

Presenter Notes
Presentation Notes
Let’s break the customer journey into seven stages and explore how sustainability can be woven into each one:1.	Awareness with authenticity – This is about making a promise and setting expectations. How do your marketing materials reflect your sustainability values?2.	Consideration through education – Equip guests with information to make value-based decisions. Think of blogs, behind-the-scenes videos, or guided Q&A sessions.3.	Eco-friendly booking & packaging – Offer options like digital tickets, minimal packaging, or slower, lower-emission travel routes.4.	Ethical & transparent transactions – Communicate how your prices support local communities, fair wages, or green upgrades.5.	On-site experience – This is where your values shine. Interpretive signage, reusable products, or hands-on learning moments all play a role.6.	Post-visit engagement – Keep the conversation going. Share impact results, invite them to join a community, or offer a loyalty program that rewards low-impact travel.7.	Feedback & improvement – Make it easy for guests to share what worked and what didn’t—and show that you’re listening.



Touchpoints: Awareness, onsite 
experience, post-visit follow-up

TOFINO RESORT + MARINA

Touchpoints: Ticketing, park experience, 
dining, waste management

DISNEYLAND PARIS

Touchpoints: Awareness, planning, 
booking, on-site experience, post-visit 

engagement

VISIT ICELAND

Champions

Presenter Notes
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To get the creative juices flowing let's look at some examples of where the sustainable customer journey is evident: Visit IcelandTouchpoints: Awareness, planning, booking, on-site experience, post-visit engagementAwareness & Planning: Visit Iceland's website offers resources like the "Eleven Sustainability Travel Tips," encouraging travelers to explore lesser-known regions, travel during off-peak seasons, and support local businesses .Visit IcelandBooking: They promote eco-friendly accommodations and tours, guiding visitors toward sustainable choices.Visit IcelandOn-Site Experience: The "Iceland Academy" provides educational content on responsible travel practices, such as staying on marked paths and respecting wildlife .Visit IcelandPost-Visit Engagement: Visitors are encouraged to share their sustainable travel experiences, fostering a community committed to responsible tourism.Disneyland ParisTouchpoints: Ticketing, park experience, dining, waste management•	Digital ticketing reduces paper waste, while sustainable transportation options are promoted.•	Restaurants offer locally sourced, organic menu options and eliminate single-use plastics.•	Waste sorting stations throughout the park educate visitors on responsible disposal.•	Renewable energy initiatives, such as a solar canopy over parking areas, reinforce sustainability.Tofino Resort + Marina Touchpoints: Awareness, onsite experience, post-visit follow-up•	Marketing emphasizes conservation partnerships, like Clayoquot CleanUp, and sustainable seafood sourcing via their Dock to Dish program.•	Offers reusable water bottles and compostable food containers on tours.•	Educates guests during excursions about marine conservation and local ecosystem protection.•	Follows up with guests via email to invite them to contribute to ongoing conservation campaigns.



Touchpoints: Product, property 
experience, community building

WEST AVENUE CIDER HOUSE

Touchpoints: Awareness, on-site 
engagement, education

ROYAL BOTANICAL GARDENS

Touchpoints: Booking, guided experience, 
follow-up

GRAND RIVER RAFTING 
COMPANY

Champions in our Region
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We also have some champions in our Region!Grand River RaftingTouchpoints: Booking, guided experience, follow-upBooking: Website educates guests on river conservation and includes responsible recreation guidelines.Experience: Offers eco-adventure tours that integrate local ecology education and Indigenous history along the Grand River. Guides actively promote Leave No Trace principles.Post-visit: Sends follow-up emails with trip photos and invites guests to join local river cleanups or restoration projects.Royal Botanical Gardens (Burlington)Touchpoints: Awareness, on-site engagement, educationAwareness: Website and social media highlight climate action programs, pollinator-friendly gardens, and water conservation initiatives.On-site: Guests experience extensive native plant gardens, composting stations, and interpretive signage about biodiversity.Engagement: Hosts eco-education workshops, sustainable gardening classes, and citizen science programs for visitors and members.West Avenue Cider HouseTouchpoints: Product, property experience, community buildingAwareness: Tells the sustainability story of their orchard—heritage apple varieties, pesticide-free farming, and solar-powered production.On-site: Offers tastings in a repurposed barn, picnic experiences with zero-waste kits, and educational orchard tours.Ongoing engagement: Hosts community events like harvest festivals and local maker markets focused on sustainability.



Let’s bring this to life!

In small groups, you’ll use a blank journey map 
template and work with a fictional persona to create 
a sustainable customer journey.

Suggestion: Focus on one experience at a time. If 
you offer multiple experiences (dining, tours, 
lodging, etc) stick with one!

JOURNEY MAPPING PRACTICE

Activity 2
Instructions:

• Fill out each of the 7 journey stages.
• For each stage, answer:

⚬ What is the visitor doing or deciding?
⚬ What do they care about?
⚬ What sustainability touchpoint can be 

added or improved?

You’ll have 10–12 minutes. Be creative, practical, 
and visitor-focused. We'll then share a few ideas as 
a group.
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Let’s bring this concept to life! In small groups, you will utilize a blank journey map template and collaborate on a fictional persona to design a sustainable customer journey. Instructions:- Complete each of the 7 journey stages.- For every stage, consider the following questions:  - What actions or decisions is the visitor making?  - What matters most to them?  - What sustainability touchpoint can be enhanced or introduced?You’ll have 10–12 minutes to brainstorm. Be creative, practical, and keep the visitor in mind. Afterward, we’ll share some of our ideas as a group.



Le t’s  h e a r fro m  a  fe w g ro u p s !

1. Wh a t a d d itio n s  to  th e  c u s to m e r jo u rn e y d id  yo u  c o n s id e r?

2.Wh a t to u c h p o in ts  s p a rke d  n e w id e a s ?

An s w e r in  Me n t i 

3314  0 8 0 7

Activity Summary



1. Ru n  c o - c re a tio n  s e s s io n s  u s in g  jo u rn e y m a p s  with  a  

s u s ta in a b ility le n s

2.Em b e d  th is  th in kin g  in to  to u ris m  d e ve lo p m e n t a n d  

m a rke tin g  p ro g ra m s

3.Le ve ra g e  th e  s im p lic ity o f p lu g - a n d - p la y re s o u rc e s  like  th e  

Vis ito r Ple d g e  vid e o  a n d  s u s ta in a b ility g u id e s

4 .Sh a re  d a ta  a n d  vis ito r in s ig h ts  o r e xa m p le s  fro m  to d a y’s  

s e s s io n !

Other considerations
How can your role (e.g. as a DMO, advisor, consultant) support implementation?

Presenter Notes
Presentation Notes
As industry professionals, how can we bring this technique to the businesses we work with?Here are some ideas:Run co-creation sessions using journey maps.Embed this thinking into tourism development programs.Leverage the simplicity of plug-and-play resources like the Visitor Pledge Video and guidesShare visitor insights or examples from today's session.Journey mapping isn’t just a one-off exercise—it’s a tool for long-term thinking, for aligning purpose and experience. And when used well, it can unlock creative, cost-effective, and memorable ways to practice sustainability.



Presenter Notes
Presentation Notes
I will end with a brief story:A small family-run bed and breakfast in rural Ontario wanted to "go green," but didn’t know where to start. They began with just one change: replacing their single-use toiletry bottles with refillable glass dispensers and adding a small card that explained the change and their hope to reduce plastic waste.Guests began commenting on the effort—some left notes of appreciation, others shared the initiative on social media. One guest, who ran a tour company, was inspired to implement similar changes. Another left a glowing review that helped boost their bookings. A local supplier even reached out with better eco options after seeing the post online.What started as a small, inexpensive switch led to deeper conversations, stronger connections with guests, and a growing sense of pride in the changes they were making—not just for their business, but for the planet.The takeaway? You don’t have to overhaul everything overnight. One intentional choice—aligned with your values, strengthened by your purpose and shared with your visitors—can set off a ripple effect that goes far beyond what you imagined.



LINKTR.EE/RTO3

RTO3 Socials

LINKTR.EE/SUSTAINABLETOURISMRTO3

STLS Linktree

HAMID.DWYER@THEHEARTOFONTARIO.COM

Email Me

Thank you!
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Thank you so much for you time and attention.If you want to continue this discussion 1-on-1, whether you are a business or DMO, my email is here!Also if you have not done so already, visit the STLS linktree and the RTO3 linkedin and instagram!
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