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SUMMARY

PROMOTION

PRODUCT

EXPERIENCE

Armchair Tourism - bringing St Helena to your living room:
Maximising St Helena's digital footprint covering St Helena's diverse selling
points:

“Positive Isolation” - “Living COVID -19 free” - Yachting - Whale sharks -
SCUBA Diving - Walks - Bicentenary of Napoleon’s death - History - Citizen
Science - Community Engagement

Focus on St Helena’s popular niche products:
Yachting - SCUBA Diving - Napoleonic Bicentenary - Walking - Slavery
and Abolition History

Focus on St Helena's current popular geographical markets:
UK and Europe

Focus on South Africa’s high end
market

Maintain and enhance St Helena's current products:
Post Box Walks and Paths - Dark Sky - Exile of Poll Tax (Zulu) Leaders -
Slavery and Abolition History

Extend St Helena's high season:
Qualifying Marathon - Marine Activities - Soft Adventure - Enhance

the Dark history

Post Recovery Readiness by Private Sector:
Updating information - Familiarisation with St Helena’s Product - Training
and Development - Accreditation Schemes

Infrastructure Development:
Maximising digital capacity - electronic payments - variety of
currencies used

Beautification of the island - enhancement to Wharf and Wharf Facilities

Implementation of Accreditation Schemes including Safety and
Hygiene Best Practice (“SHT Assured v”)

Product Innovation support to improve quality of experience

Wharf Refurbishment to allow maximised use for Marine Activities

Competitive fare prices and
‘specials’ to entice people to
choose St Helena




CONTEXT

During 2019, St Helena earned approximately £1.8m - £2.4m from international tourists and £2.4m - £3.3m from
visiting friends and relatives. This is the highest contributor to the Island’s economy from any single sector.

Contributing to this, St Helena saw growth of 24% in tourists between 2018 and 2019 and 15% growth in visiting
friends and relatives. lt was noticeable during the peak season of January to March 2020 the number of tourists
arriving to St Helena for marine activities.

On 12 March 2020, the World Health Organisation announced that the COVID-19 virus increased to pandemic
status. Soon after, South Africa, whom St Helena relied on as a gateway to the outside world, closed its
international borders and grounded both domestic and international travel. St Helena followed suit, out of
preservation for its small, aging, and vulnerable population, and due to its dependency on South Africa for air
access.

Whilst this health response was vital to control the spread of the COVID-18 virus, St Helena being such a small
island, felt the economic impact of the crisis, particularly in the tourism sector. This originated in March 2020, at
the end of St Helena’s peak season, therefore limiting the extent of the initial commercial impact.

UK Government, St Helena Government, Bank of St Helena and Enterprise St Helena collaboratively provided
financial relief measures to allow most businesses to survive during this period. Some businesses also received a
small amount of customer demand from the yachtsmen that were in transit here as a result of sea ports being
closed worldwide.

During the pandemic, St Helena received international limelight being one of the few places in the world that is
COVID-19 free. Life on island continued as normal.

However, during this pandemic it has become clear that to recover St Helena’s tourism industry and its economy
as a whole, significant planning would be required. This includes planning for how St Helena manages the recovery
phase which would dictate lead time for bookings, travel planning, industry upskilling, re-engagement with the
travel trade as well as establishing COVID-19 safety measures.

This strategy is intended to guide St Helena’s tourism industry in planning and implementing the Island’s recovery
as an emerging tourism destination.



The elobal impacts on the aviation industry as a result
development of an Aviation Strategy for St Helena to support the fiotrism

With reference to the most recent study completed by Aquila Aviation Limited, direct flights from UK/Europe will only be feasible for commercial services if the market price i
attractive to the traveller, St Helena Government continues to gather data from the repatriation flights (flying directly between the UK and St Helena, with a fuel stop in Africa) td
test this route’s viability.

nOSU-,_‘Hw measures

People will net travel to St Helena as a holiday destination whilst quarantine measures are in place.

érw_mﬂﬁm.m..,c_A Government has created travel corridors for a list of countries from where you can travel to England and may not have to self isolate, including St Helena, St Helena’
quarantine measures remains for all visitors. These parameters are constantly being monitored. See St Helena Government’s website www.sainthelena.gov.sh

_:m.am.M3nm companies are slowly evolving their policy in response to COVID-19 and insurance claims related to coronavirus are now likely to be excluded from any travel insurancg
‘policy, as it is considered a “known event” that travellers are aware of. However some offer coverage for emergency medical costs and repatriation in the event that the travelle
eatch coronavirus whilst on holiday. There are a small number that are exception to this rule who have amended their policies to cover some types of cancellation claims, such a
cancellation in the event that the traveller catch coronavirus or was exposed to someone who caught it and need to self-isolate.




TOURISM INDUSTRY FOCUS

Following the advice made available from the United Nations World Tourism Organisation, and discussions
with various advisors - our aim is to recover. Therefore this strategy is intended for St Helena to resume
tourism activity - building on the effort St Helena has already made with the international travel trade —

RECOVERY NOT START AFRESH.
To resume St Helena’s tourism sector, the island will need to continue focus on:




RESTART TIMETABLE

Predicting a timetable when the Island would restart travel for tourism is difficult and depends very much on how the world, in particular St Helena’s target markets and
air gateway respond to the COVID-19 pandemic.

St Helena Tourism has therefore put forward a phased approach, operating a timetable of Immediate to Short Term and Medium to Long Term.

Whilst St Helena Tourism will try its best to provide a timeline to the phased approach, the timeline will change as new information and decisions are made worldwide
and locally. This is a period of uncertainty the world over.

SHORT TERM

March 2021 December 2021 December 2024
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Any foreign national is allowed to enter St Helena, subject to .%m mﬂwc__mjha immig| mrn_

There are quarantine restrictions for entry. See St Helena Government’s website <<.<<

19 symptoms and as an extra reassurance have tested negative for COVID-19 on 3
(based on official ship’s records), days spent quarantined on a vessel in St Helena

suitable location). \ i 3 . y

A mutual recognition exemption from quarantine -BE\ be possible for those countries and __ﬂmw:.wo:mm that St Helena reccgnises as COVID-19 free (e.g. Ascension, Tristan

da Cunha and Falkiand Islands). ! \
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During this dBm itis important for St Helena to remain in the forefront of potential travellen’'s minds. Surveys indicate that peaple will want to travel again, and are currently

\

home «mB_:_mn_zm over past holidays and thinking of Lﬁc_‘m destinations. The St Helena [Tourism enquiries also provides evidence of people querying when St Helena will

reopen and how to travel to the Island.
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MEDIUM TO LONG TERM

This is based on:
The regular flight schedule resuming.

Falternative routs will be explored as part of long term
anning for St Helena.

2020, the gateway remains South Africa and uses




- —

P = «.xw /1 — B ™
L 2
/ Py \_kiq..w ﬁL_




IMMEDIATE TO SHORT TERM

11 -




PROMOTION

in the iImmediate to Short Term St Helena needs to remain in the minds of potential travellers’, as an attractive destination. With the limited budget available, St Helena's
promotion neads to be targeted and focused on niche products.

focus on Armchair Tourism — bringing the warid into your living room. The aim is to maximise the capabilities of St Helena’s current digital
connection to engage with those sitting at home by creating virtual experiences and increase interest through a fresh brand management.

St Helena Tourism wii
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For the period of the Immediate to Short Term, St Helena’s existing tourism products will need to be maintained and those that are work in progress to be continued.




EXPERIENCE

Industry accommodation, tours etc, needs to be seamless.

The Immediate to Short Term is a period of uncertainty for the Island and for businesses
that rely on tourism. St Helena will need service providers to survive the pandemic.
Financial support packages therefore need to be constantly reviewed and made
available to those areas of the private sector which are directly impacted. This will

The new normal following the COVID-19 pandemic is to minimise contact where possible.
Countries are therefore reducing the amount of physical transactions. St Helena, within its

current parameters will need review and implement contactless transactions.

include project funding to enhance the experience being offered to tourists.

Infrastructure

Whilst the industry uses the Immediate to Short Term to prepare their business offering,
the island’s infrastructure and facilities could also be refurbished and enhanced, using this
down time for beautification projects.

With yachting being one of the markets that can continue to visit during the short term,
ensuring the amenities at the wharf are refurbished is essential.

Air access will need constant review, in particular the cost of the flight to the Island. In the

In readiness for the recovery stage or Medium to Long Term, St Helena needs to turn eyes of a tourist, travel to St Helena is expensive, especially when they are making
the interest into sales. Review of the sales funnel is needed with the aim of making comparators to other destinations. Whilst it is recognised that St Helena is not a cheap
the booking experience as simple as possible. The conversion process from being destination, to grow its tourism industry the Island must become competitive with

interested in visiting the Island to making a physical booking and payment for flights, established destinations.
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PROMOTION

Product Promotion

To encourage visitors to the Isiand post CC 1 i ! o concenirate its focus on a select few niche products

including those that were bring e numbers to the island to the pandemic.

Yachting

Scuba
Diving

Positive

isolation

ng or the
soft adventure

Napoleonic
Bicentenary




OMOTION

Geographical Markets

At the outset of the Medium to Long Term, St Helena will continue to focus on the UK and European
markets. These were the natural markets that St Helena saw the highest number of visitors prior to
COVID-19. In order for St Helena to maximise the use of the funds being made available for promotion it
would be prudent for St Helena to focus on saturating these markets, before allocating resources to new
ones.

Whilst South Africa is St Helena’s gateway, due to the currency exchange, St Helena is an expensive desti-
nation for the average South African. The pandemic has also hit South Africa hard and their economy is
currently struggling. However, in the Long Term marketing efforts can be made to target the high end
South African residents with the products that St Helena has to offer. St Helena will need to procure
services within South Africa to assist with penetration of this market.

Travel Trade Partnerships

International representation is key for St Helena to continue raising its profile with target markets. The
constant push of key messages to high profile media and influencers is needed for a developing
destination.

During the Medium-Term St Helena will need to continue collaboration with Tour Operators that survived
the pandemic and are still selling St Helena. Confidence in sales is key and therefore education of Tour
Operators regarding the destination, and package development is essential.




PRODUCT

Analysis prior to the COVID-19 pandemic identifies St Helena as a seasonal destination, with the high season being
approximately 4 months between December and March. Review of products will need to be undertaken to

determine how the high season can be widened. For e.g. November to May.

St Helena recognises that it has a diverse range of products that can be offered for tourism, and products that
can gain significant international attraction are:




EXPERIENCE




HOW DO WE GET THERE?

How we get there, is based on the current assumptions. If changes are made, this will impact the strategy.
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