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Resonance Consultancy Ltd. creates marketing  
strategies, development plans, and tourism 
brands that shape the future of destinations and 
developments around the world.

Our team has advised destinations, communities, 
cities and governments in more than 15 states and 
70 countries. We provide leading public and private 
sector organizations with visioning, trend forecasting, 
marketing strategy, stakeholder engagement, 
economic development strategy, and tourism policy to 
help realize the full potential of communities.

From Bucharest to Brasilia, Hawai‘i to Haiti, we have 
helped clients understand consumer trends, influence 
policy, engage their communities, plan for the future, 
and market their unique destination.

Our future-focused visions, reports and strategies 
help our clients find their way forward, provide plans 
for action, and give officials, investors and the public 
reasons to believe.

The principals of Resonance have more than a half-
century of development and tourism experience, and 
have completed more than 100 visioning, strategy, 
planning, policy and branding projects for destinations 
and communities around the world. Together, we’ve 
created an integrated process that helps both public 
and private sector clients look ahead – ahead of the 
curve, around the corner or a decade from now. 
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It is also, as every tourism official acutely knows,  
a region in the throes of profound change, and every 
island is feeling the effects. In the most tourism-
intensive region in the world – according to the World 
Travel & Tourism Council (WTTC) – tourism is also 
forecast to grow GDP at only 3.4% annually over the 
next 10 years, placing the Caribbean 10th of 12 world 
regions. A similar forecast is expected for travel & 
tourism investment, with 9 world regions of 12 growing 
their investment at a higher rate.  

In the face of nimble traditional competitors, and 
emerging new places called paradise, these are 
unsettling statistics. The region is reacting in different 
ways: some are reaching farther than ever to entice 
new markets, drawing increasing numbers of Russians 
and Europeans, and hungrily eyeing China. For other 
players in the region, the Caribbean need just look 
north for its biggest opportunities. In his keynote 
address at the Caribbean Tourism Organization’s (CTO) 
State of the Industry Conference (SOTIC) in St. Thomas 
this fall, Apple Leisure Group CEO Alex Zozaya told 
the assembled that the market of 300 million in North 
America has created only 12 million tourists a year for 
the region. “I don’t see why we can’t attract 30 million 
tourists a year,” he said. “The biggest competitor is the 
number of Americans who have never traveled beyond 
the borders of their own country.”  

For some observers of the Caribbean scene, the 
search for new, exotic markets underscores the 
urgency for the region to act together, a chronic 
Caribbean challenge. Speaking at the recent Caribbean 
Tourism Summit and Outlook Seminar in Montego Bay, 
Jamaica, David Scowsill, the head of the WTTC, said 
that to fully tap into the potential of travel and tourism, 
Caribbean nations need to speak with one voice, a 
sentiment that has been echoed repeatedly over the 
years. Yet One Sea, One Voice, One Caribbean is 
elusive, even though success in faraway markets will 
certainly depend on it. Sir Ronald Saunders told the 
Huntington News that the preparatory work to attract 
the complex Chinese market needs to be undertaken 
by a group acting on the region’s behalf. 

Other key areas demand regional attention: Policy 
issues, from layers of bureaucracy to inefficient airlift 
challenges, tax burdens, ferry service and more are old 
complaints in the region. Increasingly, sustainability 
concerns – related to everything from high energy 
costs to climate change to the importance of bringing 
the next generation into the hospitality industry – 
are adding critical new challenges that demand a 
coordinated response. Untreated, they’ll continue to 
undermine efforts to grow the industry that’s critical 
to all. 

THE CARIBBEAN IS A REGION AS  
COMPLEX AS IT IS COMPELLING, 
AND AS VARIED AS ITS 
COLLECTION OF MORE THAN 
TWO DOZEN COUNTRIES, 59 
LANGUAGES, A PALIMPSEST OF 
HISTORICAL INFLUENCES AND 
MORE THAN 7,000 ISLANDS 
CAN POSSIBLY MAKE IT. 



Wherever visitors come from, be it Russia, Germany, 
China, London, Mexico or Miami, travelers are 
increasingly looking for both the sun and sand that 
have been the traditional appeals of Caribbean 
tourism, and they’re also looking for a tangible, 
enviable, memorable moment that ties them to the 
place. This experience-seeking traveler is going ever 
farther afield in an ever-smaller world in the search for 
the exceptional and the unforgettable. See our Key 
Trends Takeaway on Page 09.

At the SOTIC in 2013, that point was underlined. 
Hugh Riley, the Caribbean Tourism Organization’s 
(CTO) secretary general said, “It is the quality of the 
experience that will determine if our guests develop 
such an emotional attachment that they become 
influencers and repeat visitors. The whole Caribbean 
will enhance its competitive advantage by providing 
unique and memorable experiences to our visitors.” 
For Alex Zozaya of Apple Leisure Group, “Unique 
experiences make people more likely to come back 
to a place. It also lengthens their stay. And when they 
return home, they’ll talk with their friends about the 
things they did.”
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Former CTO Secretary General Vincent Vanderpool-
Wallace, a former tourism minister of the Bahamas, 
told SOTIC in 2013 that, “It is so much easier today 
and getting easier every day to share one’s impression 
of a destination, hotel or other travel experiences via 
social media. These ubiquitous digital impressions 
are so powerful that they have been described as 
permanently archived word of mouth,” he said. 
“Instead of focusing only on ‘managing social 
media,’ people who understand the power of those 
impressions begin to focus far more on delivering a 
better experience for their customers.”

Part of delivering a better experience comes with 
constant evaluation of the experience from start 
to finish. Hugh Riley says that, “By introducing a 
program that enhances and measures the entire visitor 
experience, from hotels to food to infrastructure, we 
can improve the product, share best practices, lift 
service standards, attract more tourists, and continue 
to thrive for years to come.” 

The other critical aspect of better experiences is 
creating more of them, and many destinations have 
understood that they need to develop new tourism 
product. John Murphy of efm, an important hospitality 
consultant in the region, says, “The discerning 
customers that travel now are not going to accept 
second-rate experiences. We’re being compared to a 
lot of new destinations like Dubai...So we need to keep 
upgrading our product.” 

INCREASINGLY, OF COURSE, THEY TALK TO THEIR FRIENDS ON 
SOCIAL MEDIA, WHICH IS NOW INFLUENCING CHOICES FAR 
BEYOND WHAT ANYONE COULD HAVE IMAGINED EVEN FIVE 
YEARS AGO. THAT’S THE REASON RESONANCE CHOSE TO 
FOCUS ON DATA FROM SOCIAL MEDIA FOR THIS CARIBBEAN 
TOURISM QUALITY INDEX – AND ALSO WHY DESTINATIONS 
ARE INCREASINGLY DOING THE SAME. 
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The focus on product is even leading some destination 
marketing organizations (DMOs) around the world 
to restructure. In the Caribbean, the Aruba Tourism 
Authority has updated its DMO business plans to 
incorporate functions of destination management into 
the organization‘s operations and budgets, adding 
the second ‘M’ to their moniker and embarking on 
the important evolution from Destination Marketing 
Organization to DMMO – Destination Marketing and 
Management Organization. DMMOs do more than 
push the destination out to the world; they’re influential 
in determining product development and increasingly 

responsible for the guest experience. Elsewhere in 
the region, Barbados has addressed the development 
challenge by splitting itself  
into two distinct entities – one for marketing and the 
other for product development.

Resonance’s work in many countries in the world has 
shown us that destination management is increasingly 
the future for the industry. President Chris Fair says, 
“Better integration between product marketing and 
product development can help destination marketing 
organizations gain the control of the overall visitor 
experience they need to ensure that the destination is 
firing on all cylinders for visitors.”

Some Caribbean destinations are taking first steps 
toward coherent planning with a long-term view. 
Anguilla, Barbados, Curaçao, Dominica and Jamaica 
have embarked on Destination Development Plans 
or Tourism Master Plans to set out their policies, 
strategies and operations to develop, refresh and 
rejuvenate their tourism infrastructure, services and 
products. 

The findings in this report indicate that the products 
and experiences that destinations need to create – 
ones that, in turn, visitors will want to share – need 
to reflect and tell a unique story of the character of 
each island, rewarding travelers with one-of-a-kind 
adventures, whether that’s exploring an UNESCO 
Heritage site, discovering a new culinary treasure, or 
finding an underwater wonderland.

Zozaya told SOTIC this fall that, “The Caribbean needs 
to step out of its comfort zone, be pragmatic and run 
tourism like a business. It cannot afford the levels of 
bureaucracy that now exist. Put the political agendas 
aside, and you will move faster,” he said.

With an attentive ear to what visitors are telling 
destinations, and the right kind of strategic response, 
destinations may even be able to move at the speed of 
social media.
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What follows is a combination of our understanding of 
the larger forces shaping tourism and our observations 
about emerging tourism trends in the Caribbean 
based on the results of this report. The trends have 
been created with an eye towards suggesting the 
opportunities they represent for tourism in the region. 

THE IMPORTANCE  
OF EXPERIENCE 1: 
TO BEACH OR 
NOT TO BEACH
The trend worldwide, and the findings of this report, 
point to the essential importance of experiences for 
visitors of every demographic – we live in a post-
recession era where experience trumps old-school 
consumption. The definition of experience is broad – it 
can range from visitors who stay aboard their ships 
and all-inclusive fans who barely dip their toes into 
an authentic island experience to others who are avid 
explorers of local life in all its manifestations. One thing 
is clear from the findings of this report: While beaches 
are as well-appreciated as they ever have been, they’re 
no longer the only experience that visitors seek. Today, 
guests are looking for and sharing their experiences in, 
over, under and sometimes far from the cerulean waters 
that were once the sole focus of Caribbean tourism. 

THE IMPORTANCE 
OF EXPERIENCE 2: 
BOLDLY BIG. 
PROUDLY BOUTIQUE.    
There are appealing contrasts in the development 
strategies of the Caribbean region – from countries like 
the Dominican Republic, which embrace and create 
infrastructure that attracts every form of tourism, to 
destinations like Anguilla that have no all-inclusive 
resorts and target specific niches of travelers. The 
choices islands make to differentiate themselves are 
key to helping consumers understand the destination 
and to guiding development authorities in the creation 
of appropriate tourism product. 

THE IMPORTANCE 
OF EXPERIENCE 3: 
ROCKING THE 
(CRUISE) BOAT 

Cruise companies have been taking increasing 
control of the customer experience on the islands 
by building docks big enough to accommodate 
massive vessels and leased environments that 
incorporate food, culture and craft experiences. 
Beach days for cruise passengers, while always 

RESONANCE CONSTANTLY MONITORS TRENDS IN TOURISM TO HELP OUR 
TEAM AND OUR CLIENTS UNDERSTAND THE FUTURE OF THE WORLD’S 
LARGEST INDUSTRY AND THE CHALLENGES AND OPPORTUNITIES IT 
REPRESENTS. MORE THAN 25,000 INDUSTRY FOLLOWERS HAVE VIEWED 
OUR REPORT ON GLOBAL TOURISM TRENDS, WHICH IS AVAILABLE ON 
SLIDESHARE AT: RESONANCECO.COM/TRENDS.HTML
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popular, are becoming increasingly sophisticated. 
This multiplicity of experiences satisfies the trend 
toward multi-generational travel, providing attractions 
for family members of several different ages and 
desires. Carnival has been investing in Puerta Maya at 
Cozumel; Grand Turk in the Turks & Caicos, south of 
the Bahamas; Mahogany Bay on the island of Roatan 
in Honduras; and now, at $65 million, Amber Cove 
Cruise Center on the Bay of Maimon near Puerto Plata 
on the north coast of the Dominican Republic.

THE IMPORTANCE 
OF EXPERIENCE 4: 
THE PRIDE AND 
PARTIES OF HISTORY 
As a region, the Caribbean has more than a dozen 
UNESCO Heritage sites, a remarkable concentration 
of historic and colonial riches. Old San Juan and Old 
Havana ranked near the top of all experiences, and 
other islands blessed with historical treasures have an 
opportunity to further leverage their charms to draw 
travelers into the color and texture and flavor of their 
past. Likewise, the excitement of Carnival throughout 
the islands ties the region together and offers revelers 
reasons to reach beyond their own destinations to be 
part of the party in other regions. 

THE IMPORTANCE 
OF EXPERIENCE 5: 
CREATIVITY IS THE 
SPICE OF ISLAND LIFE
Creative tourism is defined as tourism that allows 
visitors to learn in a hands-on fashion; for these 
visitors, participation is a key part of the pleasure 
of the experience. The islands’ bred-in-the-bone 
creativity in arts, music and food provides multiple 
opportunities to increase the range of activities offered 
in a given destination, as well as to create experiences 
unique to them. Culinary tourism has emerged as a 
major trend around the world, with destinations from 
Norway to Chile, Cambodia to Hawai‘i investing in the 
creation of innovative food experiences. The Caribbean 
contains an enormous variety of authentic flavors, and 
travelers have responded to them through enthusiastic 
rankings and participation in food events and festivals, 
as well as food sourcing and preparation experiences. 
Likewise, just as the newly popular category of ‘craft’ 
spirits such as bourbon have earned knowledgeable 
and enthusiastic followers stateside, so rum, the 
spirit of the islands, is well positioned to continue 
to leverage visitor interest in the creation and the 
consumption of this authentic island libation.  
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SAFETY AND 
SUSTAINABILITY
There’s trouble in paradise when one destination is 
within one shooting of losing all its cruise lines, and 
other safety rankings in the report are significant red 
flags. At the same time, the region is feeling other 
pressures: the ravages of climate change are being 
felt with every unusually powerful hurricane, the cost 
of energy places ever more pressure on scarce island 
resources, and coral reefs, a true Caribbean treasure, 
are threatened with every channel dredged for ever-
larger ships.

THE IMPROBABLE 
BECOMES POSSIBLE: 
CUBA AND HAITI 
RISING
Cuba is the elephant in the bright turquoise room of 
the Caribbean as travel there begins, ever so slowly, 
to become possible for American citizens. While the 
island is already a major destination for many of the 
world’s travelers, the dawn of less restricted travel 
to Cuba by Americans could profoundly change 
the dynamic of tourism in the region. Meanwhile, 
in beleaguered, resilient Haiti, the dynamic Minister 
of Tourism Stéphanie Villedrouin Balmir, who has 
resurrected the portfolio with a fierce determination, 
has taken the idea of Haitian tourism from laughable 
to possible. In fact, the CTO reports that Haiti’s 
visitor numbers increased more than 20% in 2013, 
the second-highest increase of any destination in 
the region. In August 2014, Carnival Corporation 
announced that it had signed a memorandum of 
understanding to develop a $70 million destination 
cruise project in Tortuga (Ile de la Tortue), an island 
off Haiti’s northern coast – the largest cruise industry 
investment ever made in Haiti.
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Resonance Consultancy has undertaken Destination 
Assessments and Tourism Development Plans for 
a wide range of places, and we’ve learned that 
traditional measures of success – numbers of visitors 
and the spending they generate – don’t tell destination 
marketing and/or management organizations the 
whole story. 

That’s why this research offers a new lens – one 
that’s firmly focused on the less-considered supply 
side of tourism for the countries in the Caribbean 
region. Visitors themselves are increasingly influencing 
tourism through their experiences and evaluations of 
destinations, including comments, images and reviews 
offered to family, friends, and associates, as well as 
to strangers researching the destination. Although 
business travel in the region is on the rise, this study 
focuses on leisure aspects of travel. This ranking of 
destinations from the supply side is designed to help 
destinations understand, evaluate and manage this key 

THE WAY VISITORS EXPERIENCE THE CARIBBEAN, AS WELL AS THE 
WAY THEY SHARE THOSE EXPERIENCES WITH FRIENDS, FAMILIES AND 
FOLLOWERS, HAS UNDERGONE A PROFOUND SHIFT. FROM A RESEARCH 
PERSPECTIVE, THIS SHEDS A WHOLE NEW LIGHT ON THE ELEMENTS 
AND EXPERIENCES THAT ARE IMPORTANT TO POTENTIAL VISITORS. 

aspect of their offering – the products, programming 
and experiences that resonate with consumers today.

We drew from a wide range of sources, including some 
of the world’s most influential travel review sites, and 
chose key criteria that influence demand for leisure 
travelers. Twelve factors were considered: outdoor 
activities and parks, attractions and amusements, 
food experience, museums and fine arts, culture and 
performing arts, shopping, places to eat and drink, 
and nightlife. In our analysis of thousands of traveler 
reviews, we considered only entries rated as very good 
or excellent in order to ensure that the rankings spoke 
not just to the quantity of products on offer, but also 
the quantity of quality experiences as rated by visitors 
themselves. A separate source was used to include 
crime rate statistics. Only destinations with 100,000 
or more visitors per year have been analyzed for 
this report.
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We think the results of the Caribbean Tourism Quality 
Index are telling. They allow tourism organizations – 
be they DMOs or DMMOs – to understand what their 
consumers (visitors) are saying about their product 
and services, how they consider the destination and 
how it stacks up to the competition. They offer DMOs 
a new kind of snapshot of their destinations, showing 
both areas where they are performing well and those 
in which they need to improve based on benchmarking 
with their competitive set from both an infrastructure 
and experiential perspective, and factoring in the 
opinions of the people who really count – the visitors.

We trust you’ll find the report an important first step 
to creating meaningful tourism development strategies 
and plans for your destinations in our exciting and 
endlessly-evolving industry.
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As one might expect, the largest Caribbean 
destinations (Dominican Republic, Puerto Rico, Cuba, 
Jamaica and the Bahamas) tend to rank highest in 
the total number of quality products and services as 
a function of their physical size and high volumes of 

visitors, which can often translate into a significant 
number of consumer reviews.

Taking a closer look at the details illustrates how 
these destinations did in each category.

Top 10 Promotion Rankings

Dominican Republic

Puerto Rico

Cuba

Jamaica

Bahamas

Barbados

U.S. Virgin Islands

Aruba

Saint Lucia

Martinique

Cayman Island

Guadeloupe

Bermuda

Antigua & Barbuda

01
02
03
04
05
06
07
08
09
10
11
12
13
14

Trinidad & Tobago

Curacao

Turks & Caicos Islands

Saint Maarten

British Virgin Islands

Grenada

Saint Kitts & Nevis

Saint Martin

Saint Vincent & The Grenedines

Haiti

Bonaire

Anguilla

Saint Barthelemy

Dominica

15
16
17
18
19
20
21
22
23
24
25
26
27
28

ABSOLUTE 
RANKING
The following table is the 2014 ranking of Caribbean destinations with the greatest number 
of quality tourism products and experiences as evaluated by past visitors: 
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Overall 
Ranking

Country

01 Dominican Republic 1 2 3 5 3 2 3 2 2 6 18 1

02 Puerto Rico 5 1 3 2 2 3 2 4 1 3 20 4

03 Cuba 4 8 10 14 1 1 1 1 3 9 3 3

04 Jamaica 2 5 1 1 6 3 4 5 4 9 25 2

05 Bahamas 3 3 6 4 5 5 6 3 5 7 22 5

06 Barbados 6 7 7 2 12 7 8 7 9 1 6 8

07 U.s. Virgin Islands 17 6 2 6 8 9 5 6 6 2 24 14

08 Aruba 11 10 9 14 13 7 16 8 7 5 2 6

09 Saint Lucia 8 9 5 6 13 14 12 15 17 14 17 11

10 Cayman Islands 22 4 23 10 10 9 10 22 12 7 14 9

11 Martinique 17 16 18 10 6 9 12 22 10 14 1 17

12 Guadeloupe 10 11 14 6 10 14 24 20 8 12 9 16

13 Bermuda 21 12 17 14 4 14 7 12 15 11 8 20

14 Antigua & Barbuda 9 17 7 14 13 14 22 16 16 12 11 15

15 Trinidad & Tobago 22 14 18 6 13 5 11 12 14 25 21 9

16 Curacao 24 15 14 12 8 14 14 10 19 20 13 13

17 Turks & Caicos Islands 7 13 12 14 25 14 19 19 20 14 4 20

18 Saint Maarten 25 23 11 14 18 14 19 9 13 4 26 7

19 British Virgin Islands 14 20 21 14 18 9 22 10 18 19 5 20

20 Grenada 11 23 14 12 18 9 17 22 21 18 12 20

21 Saint Kitts & Nevis 28 20 13 14 13 14 9 12 22 22 23 18

22 Saint Martin 16 25 24 24 25 14 17 16 11 14 16 20

23 Haiti 13 28 28 14 18 14 21 27 27 25 10 12

24 Saint Vincent & The Grenadines 14 22 27 24 18 14 14 16 24 25 19 20

25 Bonaire 26 18 20 14 18 14 25 22 24 22 28 19

26 Anguilla 20 26 25 24 25 14 26 20 23 21 7 20

27 Saint Barthelemy 17 27 26 24 18 14 26 22 26 22 27 20

26 Dominica 26 19 21 24 25 14 26 27 28 28 15 20
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Having leveled the playing field between smaller and 
larger destinations by adjusting for visitor counts, the 
above table of rankings illustrates those Caribbean 
destinations with more quality products and services 

per visitor. Turks & Caicos tops the list, followed by 
Barbados, Trinidad & Tobago, Martinique and Anguilla.

Taking a closer look at the details illustrates how 
these destinations did in each category.

Turks & Caicos Islands

Barbados

Trinidad & Tobago

Martinique

Anguilla

Bermuda

Saint Kitts & Nervis

Saint Vincent & The Grenadines

Grenada

Cuba

Bonaire

Saint Lucia

Curaçao

Jamaica

01
02
03
04
05
06
07
08
09
10
11
12
13
14

Guadeloupe

Aruba

Antigua & Barbuda

Dominican Republic

Puerto Rico

U.S. Virgin Islands

Saint Martin

Cayman Islands

British Virgin Islands

Bahamas

Saint Barthelemy

Saint Martin

Haiti

Dominica

15
16
17
18
19
20
21
22
23
24
25
26
27
28

INDEXED 
RANKING

The following table is the 2014 ranking of Caribbean destinations with the most quality tourism 
products and experiences per visitor (indexed against each destination’s visitor count):
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Overall 
Ranking

Country

01 Turks & Caicos Islands 5 1 1 7 16 14 5 7 2 2 19 20

02 Barbados 9 15 13 2 17 6 10 6 15 1 7 9

03 Trinidad & Tobago 22 4 10 1 10 1 6 5 6 26 23 1

04 Martinique 23 8 12 3 3 4 7 25 4 9 3 14

05 Anguilla 2 5 3 24 6 14 12 4 1 3 24 20

06 Bermuda 13 6 11 12 1 14 4 8 12 6 12 20

07 Saint Kitts & Nevis 11 7 2 10 5 14 2 3 11 20 25 11

08 Saint Vincent & The Grenadines 1 2 14 24 4 14 1 1 3 22 26 20

09 Grenada 3 11 8 5 13 3 8 24 13 8 20 20

10 Cuba 24 25 25 23 2 2 3 2 9 23 1 3

11 Bonaire 4 3 5 8 9 14 15 21 10 16 28 12

12 Saint Lucia 10 13 4 6 18 14 14 16 22 14 18 8

13 Curacao 21 12 15 11 7 14 11 9 19 21 16 6

14 Jamaica 12 22 6 9 20 5 17 14 21 24 14 2

15 Guadeloupe 20 9 18 4 12 14 24 23 5 12 10 16

16 Aruba 26 17 17 21 25 7 19 10 14 5 2 5

17 Antigua & Barbuda 8 16 7 16 15 14 22 18 18 11 15 10

18 Dominican Republic 19 18 20 20 14 8 18 12 17 17 4 4

19 Puerto Rico 28 20 22 15 8 10 9 20 8 15 5 17

20 U.s. Virgin Islands 27 21 9 14 22 13 16 15 23 4 13 19

21 Saint Martin 7 26 19 24 27 14 13 13 7 10 21 20

22 Cayman Islands 18 10 27 13 19 12 21 26 24 13 8 15

23 British Virgin Islands 15 19 23 17 21 9 23 11 20 19 9 20

24 Bahamas 14 24 26 18 23 11 26 19 26 25 6 18

25 Saint Barthelemy 16 23 21 24 11 14 25 22 16 18 27 20

26 Saint Martin 25 27 24 22 28 14 27 17 27 7 17 13

27 Haiti 17 28 28 19 24 14 20 27 28 27 11 7
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