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INTRODUCTION
This Tourism Strategic
Plan provides us with the
strategic direction to
develop tourism as a
driver of our economy. It
elaborates a vision of the
future
direction
and
content of the sector
which will help to focus
and guide the actions of
all stakeholders towards
this shared goal.

By any standards Saba is an exceptionally beautiful and interesting
island - the scenery is different, the scale is different, and the
ambience is different to other islands in the Caribbean. Although
small geographically, Saba possesses unique natural, man-made
and heritage attractions which include the grandeur of Mt. Scenery,
challenging wall diving, a diverse network of hiking trails, the
world’s shortest commercial airstrip and potentially the most
difficult, and, of course, Saban architecture – one of the most
cohesive and coherent vernacular styles to be found in the
Caribbean.
Despite the general recognition of these attractions, Saba has not
yet fully translated this resource base into a significant tourism
industry. Although there are reasons for this – hurricane damage,
insufficient funds for marketing, lack of accommodation – the net
result is that the tourism sector is about the same size now as it
was a decade ago.

The Plan also specifies the major projects, programmes, roles and
responsibilities of key players, institutional arrangements and
resource requirements for achieving the vision.
We, at the Saba Tourist Bureau, are fully committed to the
implementation of the Strategic Plan and look forward to working
with all involved in our industry to achieve a significant and vibrant
tourism sector, benefiting all Saban citizens.

Recognizing the contribution that tourism can make to wealth
creation for all Saban citizens in terms of job opportunities,
increased incomes, and revenues for government to fund social
services, the Executive Council wishes to establish the tourism
sector as a sustainable driver of national economic activity.
However, the Executive Council is aware that the realization of the
island’s tourism potential will not just simply happen. Tourism
development requires strategic direction, stimulation and change.
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1.

SUMMARY
Methodology of the Tourism Strategic Plan

the environment; the absence of traffic noise (pollution) conveys a
sense of serenity.

In formulating the strategic plan, three fieldwork missions were
undertaken to Saba during which consultations were held with
stakeholders directly associated with the tourism sector, in addition
to an extensive review of published and unpublished tourism
related reports, policy papers and other documents.

These are Saba’s core strengths which must be maintained and
enhanced.
The Target – Doubling Tourism in 10 years

An important part of the study approach was the involvement of
stakeholders in a highly participative manner so that the initiatives
would be designed in such a way as to directly meet the needs of
the sector and evoke its support and enthusiasm for their
implementation.
This was chiefly achieved through the
organization of a Tourism Planning Workshop on 15th February,
2011, under the aegis of the Saba Tourist Bureau.

Currently, Saba receives just under 12,500 stay-over arrivals and
just over 10,000 excursionists yearly. Based on our assessment of
Saba’s market potential for product expansion and diversification, a
target of approximately doubling tourism over the next decade has
been established – 25,000 stay-over arrivals and 20,000
excursionists by 2020.

Saba – A Special Place

The Vision – Tourism 2020
Implementation of the Tourism Master Plan has transformed
the tourism sector in Saba, enabling it to move away from a
period of under-performance to become once more the
mainstay and growth engine of the local economy. This is
reflected in its contribution to employment (having now taken
over from government the position of single largest
employer); increased tax revenues for government (also a
result of the new property tax which has significantly
increased tax yield from the sector); and reduced
dependency on state-aid. Both the number and proportion of
Sabans employed in the tourism sector has increased as
graduates from the new Technical College increasingly find
work in tourism or tourism-related occupations. This
necessary and timely transformation has been achieved
through (a) implementation of a well conceived marketing
strategy and plan; (b) enhancement and expansion of the
product offer; and (c) better overall sector management.

Our fieldwork research, supported by the various tourism studies
that have been prepared to date, suggests that Saba’s uniqueness
lies in its:
•
•
•
•
•
•
•
•

Nature environment, unspoilt wilderness.
Authenticity old world charm – timeless character.
Slow pace of life.
Peace and tranquility.
Safety.
Friendly people.
Exclusivity – a private hideaway.
Intimacy – small population and relatively few tourists.

There is a feeling of ‘harmony’ about Saba. The size of the
population is in balance with the island’s resources; the number of
tourists do not overwhelm the community or adversely impact on
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The promotional campaign was spearheaded by the Saba Tourist
Bureau with generous support from both the Island and Dutch
Government and the full involvement of SCF, SBA and the wider
private sector.

As part of the overall strategy of promoting Saba as an upmarket destination, with reduced dependence on the pricesensitive visitor, Quality Standards have been established for
the accommodation sector and other tourism-related
businesses. These are being administered and enforced via a
new Quality Assurance Unit at STB.

This has increased Saba’s international profile and contributed in
large measure to the near doubling of the number of stay-over
tourists and excursionists – over the last decade with resulting
economic benefits for all those linked to this industry. Reflecting
the increased demand, air and sea access has increased.

The tourism product - which has traditionally been narrowly
focused on diving and hiking - has been enhanced and
broadened.

Cruise tourism has also expanding with new calls by targeted
boutique cruise lines, which has resulted in the provision of a
new Visitor Centre at Fort Bay which is used by other day
visitors, as well as divers and yachtsmen (whose numbers have
also increased following the provision of additional moorings and
implementation of measures to counteract erroneous perceptions
of Saba as an ‘unsafe’ destination for visiting yachts).

Divers have benefited from the overall enhancement of the
harbour area through implementation of a Harbour
Beautification Scheme (which has created a more pedestrianfriendly environment through the physical separation of leisureoriented activities from commercial and industrial activities; tree
planting and other landscaping; new and/or refurbished
tourism-related buildings; and the better organization of traffic
flows) as well as measures to reduce pollution of the marine
environment from waste disposal, dust, landfill run-off, etc.
Following feasibility studies the GEBE plant is to be relocated
and an incinerator allows the dump to burn much of the solid
waste accumulated there, without emitting toxic or noxious
fumes. The hiking product has been enhanced through the
provision of new trails. Following the publication of a new Guide
Book, Rock Climbing, Bouldering and Caving has been added
to the existing tourism product.

The accommodation sub-sector has benefited from an increase
in occupancy rates generating higher profit margins and more
money for re-investment in property maintenance and
enhancement.
The improved demand scenario has also
encouraged new investment in the tourism sector, exemplified by
a major 40 villa-and-real estate development at Windwardside
that also incorporates the former Captain’s Quarter site which –
no longer an eyesore – has been tastefully re-developed with
restaurants, shopping, parking and other amenities, as well as
possible villa development at Giles Quarter (which might also
incorporate a yacht marina).

Meanwhile, at long last, local residents (and visitors too) have a
suitable coastal area for swimming and other recreational
activities. This follows the approval and implementation of the
Cove Bay Development Plan which has provided an improved
swimming area protected by a breakwater; landscaped terraces
offering shade and seating; graded areas for picnicking; and
better car parking arrangements.

A major new internationally-branded resort spa in Saba has
recently opened.
The new Planning Ordinance has ensured that all such new
developments will meet the most stringent planning conditions so
that they conform to the traditional Saban architectural style and
fit harmoniously into the natural environment. The new planning
legislation also ensures that adequate provision is made for
water supply to new developments.
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Finally, the tourism sector is now better organised and
managed. The STB has been provided with the additional
resources – both human and financial – needed to carry out its
existing and new responsibilities, while the SBA now speaks as
the united voice of the tourism industry and plays an active part
in the deliberations and decisions of the new public/private
sector Tourism Committee, including approval and funding of
joint marketing activities.

The Police have introduced measures to control rowdy parties,
noise pollution, littering, etc.
The Museum (seen as a critical component of Saba’s bid for
World Heritage Site status) has been considerably enhanced
and expanded through the provision of new galleries; a
reception area; and an underground section for safe storage of
valuable or fragile items (which has allowed the return of
artefacts formerly stored in Holland). The level of visitation –
both by visitors and local Sabans – has more than doubled.

With its resumed membership in the Caribbean Tourism
Organization, and new membership of the Caribbean Hotel and
Tourism Association (CHTA), Saba is able to participate in, and
benefit from, the membership and other programmes operated
by or through these bodies.

However, perhaps the most exciting development has been the
addition of a new world class flagship product to Saba’s product
offering. This is the BioPark which was established on a site
lying between the Trail Shop and the Museum. The BioPark
showcases Saba’s diverse flora and fauna. The project includes
an interpretative room (with a video presentation on what the
BioPark contains); exhibition areas with interlinking pathways to
showcase Saba’s rainforest, plants, bird life, as well as its
marine life; restaurants and retail outlets; meeting rooms; and
parking). It is now a major draw for both visitors (including stayover tourists, cruise passenger and excursionists from St.
Maarten and St. Barts) and local residents alike.

The increased level of activity in the tourism sector has
provided widespread benefits, but at the same time is not
negatively impacting on what attracts people to Saba, namely
its unspoilt character and relaxed way of life. The growth that
has taken place is well within the island’s carrying capacity,
both on land and at sea. The balance between day and stayover visitors is being carefully monitored and preserved.
Measures are in place to control traffic volumes, noise pollution
and littering, while the new planning laws ensure that all
building fits in harmoniously with the physical and built
environment. For tourists, Saba remains a unique and muchloved destination but now with a greater range of things-to-doand-see, particularly for the non-divers. For local residents,
there are new business and job opportunities. For school
leavers, the chance of a rewarding job. And for government, a
healthier economic and fiscal position.

With the increase in the number of excursionists and cruise
visitors, The Bottom has become a livelier place. There is now
a popular ‘heritage trail’ and a number of shops and cafes.
Windwardside too has benefited from the increased flow of
visitors. Although always a magnet for visitors, Windwardside
now boasts of a town plaza where visitors and locals meet,
relax, have refreshments and shop.
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Sustainable Development – The Challenge Facing the Industry

An Investment Driven Strategy

The challenge facing the industry is threefold, viz

The fundamental reason why tourism has not expanded further
over the last decade is because Saba has pursued what is called a
primary factor driven strategy. This is a strategy which essentially
relies on the natural (or primary) attractions as the motivation for
tourists to visit. It is characterized by limited investment in thingsto-see-and-do, insufficient accommodation and a medium quality
product. But Saba’s natural attractions, though unique in many
ways, are not sufficiently strong in themselves to attract the
numbers required to support a sustained expansion of the tourism
sector.

¾ Enhancing Saba’s touristic tourism product, so that visitors are
attracted to Saba year after year.
¾ Safeguarding Saba’s environment, heritage and ambience –
the core appeals which makes Saba unique.
¾ Ensuring that tourism development results in wealth creation
for all Saban citizens.

Saba is not alone in this regard. All destinations, where the core
tourism products are nature and culture based (but are not
considered as world class as say the Galapagos, Egypt, Greece),
face this problem. The strategy that destinations which do not
have ‘world class’ nature and cultural attractions have pursued is to
invest heavily in product enhancement and diversification. These
destinations have seen their tourism sectors prosper and grow.

Strategy Implementation – Seven Initiatives
Strategy implementation requires some seven initiatives:
¾ Improve conservation planning and enhancement of the
environment.
¾ Expand and diversify the tourism product.

To move on to the next stage of development requires an
investment driven strategy, with sustained investment in all
aspects of the industry – new products, destination marketing,
environmental enhancement, human resource development etc.

¾ Develop tourism attractions and amenities.
¾ Upgrade quality and service standards.
¾ Increase destination marketing and air access.
¾ Improve research and statistics.
¾ Strengthen institutional arrangements and increase tourism
awareness.

TOURISM STRATEGIC PLAN FOR SABA 2011 – 2014
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Recommended Tourism Development Strategy for Saba

Tourist
No.s / Revenue

Investment
Driven
Primary Factor
Driven
2010

2020

Action Planning – What to do in next 3 years
The development of Saba’s tourism sector will not simply happen.
It has to be stimulated, directed and the activities of the various
tourism and tourism related organizations coordinated.
We recommend the establishment of a Steering Group to guide
and facilitate the action plan outlined on Table 1.1 following.
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Table 1.1: Action Plan

Actions
A. Arrangements
Implementation

for

Strategy

B. Improve Conservation Planning
and Enhance the Environment

C. Expand and Diversify
Tourism Product

D. Enhance Tourism
and Amenities

the

Attractions

Phase I
2011 – 2014 Organizing for Growth Phase
¾
Island Council approval of strategy
¾
‘buy in’ by stakeholders
¾
publication of strategy document
¾
adequate funding for STB
¾
specification of designated conservation areas
¾
elaboration of guidelines & regulations for
conservation areas
¾
preparation of plan for ‘beautification’ of harbour
¾
improved management at land fill site
¾
implementation of regulations to reduce road
congestion
¾
traditional street lighting in Windwardside and The
Bottom
diving
¾
feasibility assessment of acquiring a ship ‘wreck’
¾
preparation of 4 additional dive sites
¾
feasibility plan for marine park visitor centre
hiking
¾
trail improvements
¾
update guides/maps/dvd
¾
signage
rock climbing/birding
¾
guide/maps
yachting
¾
moorings
¾
shower/toilet/laundry block
BioPark
¾
preparation of feasibility study and plan
niche markets
¾
weddings/honeymoons
¾
‘gay’ market
¾
MICE
museum
¾
review and finalize feasibility study
heritage trail for The Bottom
¾
improvements to landmark monuments, Wilhelmina
Park etc
¾
establish walking trails
¾
production of leaflets/booklet
Cove Bay
¾
feasibility and physical plan study for breakwater

¾
¾

Phase II
2015 – 2020 ‘Growth Take-Off’ Phase
update of growth strategy
increased funding for STB

¾
¾
¾

implementation of ‘Harbor Beautification’ Plan
preparation of plan for re-location of GEBE
installation of incinerator at land fill site

Cost ($)

Cost ($)

3,000

50,000

5,000
20,000
5,000
250,000
50,000
10,000
15,000
100,000
20,000
10,000

3,000
50,000

diving
¾
acquisition and placement of a ship ‘wreck’
¾
3 additional dive sites
¾
Construction of visitor centre
hiking
¾
new trails
¾
update guides/maps/dvd
¾
signage
rock climbing/birding
¾
guide/maps
yachting
¾
moorings
BioPark
¾
development of BioPark
niche markets
¾
weddings/honeymoons
¾
‘gay’ market
¾
MICE
museum
¾
upgrade/rehabilitation of museum
Cove Bay
¾
implementation of works at Cove Bay

250,000
15,000
70,000
250,000
50,000
10,000

15,000
100,000

n/a

20,000

n/a

50,000
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Actions
E. Upgrade Quality and Service
Standards

F. Increase Destination Marketing
and Air Access

G. Improve
Statistics

Research

and

H. Strengthen
Institutional
Arrangements and Increase
Tourism Awareness

Phase I
2011 – 2014 Organizing for Growth Phase
quality standards
¾
appoint quality standards expert to draw up codes of
practice
service standards
¾
training needs assessment survey & plan

Phase II
Cost ($)
10,000

3,000

marketing and promotion
¾
upgrade range of collaterals
¾
promotional & pr campaigns
¾
improve web site
air access
¾
promote new services
research and statistics
¾
visitor exit survey
¾
accommodation survey
¾
website statistics
¾
profile of tourism sector
industry cooperation
¾
set up joint STB/industry tourism committee to meet
monthly
¾
rejoin CTO
tourism awareness
¾
lectures, career fairs, essay competitions
¾
identification of community-based tourism projects

300,000 per
annum

15,000 per
annum

2015 – 2020 ‘Growth Take-Off’ Phase
quality standards
¾
introduction of regulations and implementation
service standards
¾
implementation of
−
train-the-trainer modules
−
training course for taxi drivers
marketing and promotion
¾
upgrade range of collaterals
¾
promotional & pr campaigns
¾
improve web site
air access
promote new services
research and statistics
¾
visitor exit survey
¾
accommodation survey
¾
website statistics
¾
profile of tourism sector
tourism awareness
¾
implementation of community-based
projects, including identification of
sources

Cost ($)
n/a

50,000

300,000 per
annum

15,000 per
annum

tourism
funding
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PART I – TOURISM TO SABA TODAY

Final Report, 18th April, 2011

2.

SOCIO-ECONOMIC STRUCTURE

2.1

POPULATION, LABOUR FORCE AND EMPLOYMENT
In the 2001 Netherlands Antilles census, the population of Saba
was recorded as 1,349 inhabitants, giving a population density of
104 inhabitants per km². Since then, the population has grown to
an estimated 2,000 residents (2010 estimate), including some
400 medical students and teaching staff at the School of
Medicine.

Accounting for 142 employed, Hotels & Restaurants was the next
largest sector followed by Wholesale & Retail Trade (98);
Education (81), including the Medical School and Building (57).
Chart 2.1: Sectoral Employment Distribution

There is a general lack of up-to-date information on Saba’s
economy. There appears to be little or no information on either
the size or sectoral breakdown of the island’s economic output
(Gross Domestic Product), or of its past performance. Tourism
(mainly diving and hiking) is the main economic sector, but the
School of Medicine also makes an important contribution to
income and employment on the island, while Government is the
largest employer. Less significant contributions are made by
fishing, construction, communications and services sectors.
External financial support also contributes substantially to
economic development.

Other
8%
Building
8%
Public
Sector40%

Education
10%
Trade 13%

Hotels &
Restaurants 20%

Such economic data that does exist relate mostly to the
employment sector. Just over half (51%) of the total population
(excluding the medical students) is estimated to be economically
active. The average unemployment rate was around 8% over the
period 2004-2007, but is likely to have fallen since then with
increased activity in the construction sector and tourism’s
recovery from the damage caused by two severe hurricanes –
George in 1998 and Lenny in 1999.

The number of foreign workers (including Dutch volunteers and
trainees), has increased significantly in recent years. These
persons are mostly employed in three sectors - hotels &
restaurants (where a high proportion of the staff is from Spanishspeaking countries); wholesale and retail trade; and the building
industry - where employers reportedly find it difficult to recruit
local labour. This suggests that public education does not fit the
needs of the labour market. On the other hand, locals are said to
prefer jobs in government which are perceived as having better
social benefits and less pressure than jobs in the private sector
(see Economic Development Plan 2004-2007, Island Territory of
Saba, February 2004).

According to research compiled under the Saba Small Enterprise
Stimulation Programme (SENSA) and published as Pies to the
Road Map, the total number of employed persons in 2005 was
estimated at 732, of which 429 were employed in the private
sector and 303 in the public sector (local and central government
and state-owned companies).
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According to the SENSA research, Hotels & Restaurants
accounted for just under one-fifth of total employment. This
almost certainly under-estimates the true economic contribution
of the tourism sector, as a number of other sub-sectors, such as
the dive shops, airport and seaport services, guiding, are not
included. Moreover, neither are the tourism sector’s wider indirect
and induced effects included.
It is worthwhile noting that this was found to be the case with the
School of Medicine. Whereas, according to the SENSA research
the direct employment generated by the School amounted to only
81 persons, an Economic Impact Study (IMD, 1995)
commissioned by the Executive Council estimated that the
School created a total of 200 jobs on the island directly and
indirectly and contributed approximately $4.8 million in total to the
island’s GDP. In addition, considerable tax revenues were
generated for government.
The same would be true of the tourism sector if all tourism and
travel activities were taken into account as well as the sector’s
wider economic impacts.
2.2

ECONOMIC CHALLENGE
The strategic objective for the tourism sector is to further the
creation of a higher standard of living and well-being for the
people of Saba through the development of tourism on a
sustainable basis. To achieve this, the Island’s Executive Council
has mandated the tourism sector to have a lead role as the main
growth engine of the island’s economy, contributing to
•
•
•
•
•

Creation of job opportunities;
Income generation;
Tax revenues for government;
Improved quality of economic and social infrastructure; and
Improved quality of the environment.

TOURISM STRATEGIC PLAN FOR SABA 2011 – 2014
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3.

TOURISM DEMAND TO SABA

3.1

TRENDS IN VISITOR ARRIVALS
Since 2007, the number of stay-over arrivals has averaged just
over 12,000 annually. A significant increase occurred during this
period, partly as a result of an increase in official/business travel
arising from the change in Saba’s constitutional status within the
Kingdom of the Netherlands.

Trends in visitor numbers since 2000 are shown on the following
table.
Table 3.1: Visitor Arrivals 2000 – 2010
Numbers
Visitors

2000

2001

2003

2005

2007

2008

2009

2010

24,750

23,945

21,374

24,887

24,090

22,530

23,650

22,500

The United States and The Netherlands are the main source
markets, accounting for just under 70% of all stay-over arrivals.

Source: STB

3.3

The visitor numbers refer to stay-over arrivals and excursionists.
Temporary residents (medical students, retirees) are not included
in the figures. As shown on Table 3.1, total visitor numbers – at
about 23,000 yearly – have shown little variation either over the
last 5 years or indeed over the last decade.

TRENDS IN EXCURSIONIST ARRIVALS
For much of the last decade, the numbers of day trippers have
fluctuated between 10,000 and 12,500 per year.
Table 3.3: Excursionist Arrivals 2001 – 2010

The number is almost equally divided between stay-over tourists
and excursionists (which include cruise visitors, yacht visitors as
well as other day visitors).
3.2

Excursion
/ists
Air
Sea
TOTAL

TRENDS IN STAY-OVER TOURIST ARRIVALS
3.4

2006
4,080
635
3,615
650
370

1,890
10,780

70
9,420

2008
4,450
760
4,000
710
350
825
950
12,045

2003

2007

2008

2009

2010

3,535
7,595
11,130

2,530
9,885
12,415

2,280
8,205
10,485

2,700
8,990
11,690

2,520
7,680
10,200

2009
3,800
910
4,500
850
280
850
740
11,960

CRUISE SHIP ARRIVALS
In 2009, SeaDream made nine calls at Saba (of which three were
by SeaDream I and six by SeaDream II). The number of
scheduled calls by SeaDream vessels in 2010 is 16. As these
vessels have accommodation for a maximum of 112 guests
(excluding crew), our estimate for the number of cruise visitors

Table 3.2: Stay-Over Arrivals by Main Source Market 2002 –
2010 (selected years)
2002
3,740
640
3,230
575
705

2002
3,760
8,320
12,080

Source: STB

Numbers of stay-over arrivals by source market for selected
years are shown on Table 3.2.

Market
USA
Canada
Netherlands
France
Caribbean
Dutch Caribbean
Other
TOTAL

2001
5,290
9,650
14,940

2010
3,800
1,065
4,615
860
330
820
810
12,300

for 2009 and 2010 is about 1,000 and 1,500 respectively.

Source: STB
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3.5

YACHTING ARRIVALS
In 2009, the number of yachts visiting Saba was 366 compared
with 354 in 2008. With an average number of persons on board
of around 6, visitor number were about 2,200 in 2009.
Table 3.4: Yachting Arrivals and Associated Visitors

Yachts
Visitors

2000

2001

2002

2003

2004

2005

2006

2007

2008

2009

302
1,940

2,750

2,000

1,850

1,900

1,600

1,350

2,000

354
2,100

366
2,200

Source: STB

3.6

2010
*
2,500

*consultants estimates

VISITOR
ARRIVALS
VISIT/ACTIVITY

BY

PRIMARY

PURPOSE

OF

As there is no published information on the characteristics of
Saba’s visitors (what they do, spend etc), the following
breakdown of visitor numbers by ‘primary’ activity engaged in can
only be regarded as indicative.
Table 3.5: Indicative Breakdown of Visitor Arrivals by
Activity/Motivation
Activity/Motivation

Numbers
2009

2010

A. Stay-Over Arrivals
(i) Vacation
- nature/hiking & general leisure
- scuba diving & general leisure

4,590
5,770

4,700
5,800

(ii) Visiting Friends and Relatives

500

500

(iii) Business/Official

600

800

500
11,960
2,200
1,000
8,500

500
12,300
2,500
1,500
6,500

(iv) Other
TOTAL STAY-OVER ARRIVALS
B. YACHTING VISITORS
C. CRUISE VISITORS*
D. OTHER EXCURSIONISTS

Source: Consultant’s estimates

*excluding crew
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PART II: TOURISM SECTOR REVIEW
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4.

STRUCTURE OF TOURISM SECTOR
Successful tourism requires many different components to be in
place before there is a ‘competitive’ product on offer in the
marketplace. The implication is that a deficiency in any one
component will undermine the capacity of Saba to meet the
expectations of tourists.

As illustrated on the following diagram, Saba’s tourism sector is
composed of environment based natural attractions, facilities,
amenities, services and supporting economic infrastructure. In
looking at the island’s tourism sector it is important to distinguish
between:
¾ the primary tourism attractions – natural environment, cultural
heritage etc
¾ the economic infrastructure – air and sea ports, roads, utilities,
telecommunications
¾ the tourism facilities and services – accommodation,
restaurants, dive operators
¾ the enabling environment – institutional arrangements,
regulations, human resource development etc
¾ sector management – destinations marketing, research and
statistics etc.

Fundamental Importance of Economic Infrastructure and
Environmental Planning
Adequate infrastructure is essential for the successful
development of tourism. Water and power utilities, sewage and
solid waste disposal, drainage and telecommunications are all
components of the infrastructure typically required for
development of tourism. Proper development of infrastructure is
also very important to maintain environmental protection from air
and water pollution, other types of environmental problems, and
also in achieving resource conservation.

The primary tourism attractions, economic infrastructure,
supporting facilities & services, enabling environment and sector
management are interdependent in several ways:
(i)
if the primary attractions are or become severely impaired
by environmental damage or overuse etc – the raison
d’etre for tourism facilities disappears
(ii)
conversely, the primary attractions can effectively attract
tourism only if there is adequate supporting facilities and
services available
(iii)
underpinning the tourism facilities, it is necessary to have:
•
•
•

However, it is important to note that although economic
infrastructure and environmental planning are necessary conditions
for successful tourism development, they are not sufficient
conditions. Other factors also have a determining influence,
particularly destination marketing, product development and sound
sector management.

the
economic
infrastructure
of
roads,
airports,
telecommunications etc
the enabling environment of appropriate institutions,
regulations etc
effective sector management covering policies and planning,
destination marketing etc.
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FIGURE 4.1: SABA’S TOURISM SECTOR

ENVIRONMENTAL
MANAGEMENT

INVESTMENT
PROMOTION

DESTINATION
MARKETING

POLICIES,
PLANNING,
RESEARCH

INSTITUTIONAL
ARRANGEMENTS

BUSINESS
ENVIRONMENT

LAW/
REGULATIONS

SECTOR
MANAGEMENT

HUMAN
RESOURCE
DEVELOPMENT

VISITOR
FACILITATION

ENABLING
ENVIRONMENT
AMENITIES/
ATTRACTIONS

ACCESS
TRANSPORT

HOTELS/
RESTAURANTS

SEA PORT

AMENITIES, FACILITIES &
SERVICES
AIRPORT

ROADS

COMMUNITY
SETTLEMENTS

UTILITIES

ECONOMIC
INFRASTRUCTURE
CULTURAL
HERITAGE

TERRESTRIAL
ENVIRONMENT

MARINE
ENVIRONMENT

ENVIRONMENTAL & CULTURAL
RESOURCES

TOURISM STRATEGIC PLAN FOR SABA 2011 – 2014
13

Final Report, 18th April, 2011

5.

ENVIRONMENT, COMMUNITIES AND
HERITAGE

5.1

ENVIRONMENTAL SETTING
In recent years, the venomous Pacific red lionfish (which can have
serious detrimental effects on fish populations and coral reef
ecosystems) has been sighted in Saba’s waters. In answer to the
threat posed by the rapid spread of the species throughout the
Caribbean, the SCF has prepared a Lionfish Response Plan.

Located in the North Eastern Caribbean, Saba is the smallest
(about 13km2 in area) of the six islands that comprise the Dutch
Caribbean. Although the average yearly temperature is a mild
27oC, and generally varies by only a few degrees throughout the
year, higher elevations on the island have cooler temperatures.
Average yearly rainfall is just under 1,070mm. The island lies
within the North Atlantic hurricane zone and when not suffering
direct hits – as with George (1998) and Lenny (1999) – can
experience high winds and tides in the aftermath of hurricanes and
tropical storms that pass close by.

5.2

A number of regulations ensure that the park's thriving aquatic life
remains healthy.
•

Zones divide the area according to acceptable uses. For
instance, commercial fishing is forbidden in certain places to
prevent overfishing;

•

The reefs are protected from damage by the provision of 36
permanently anchored buoys at which boats must moor; and,

•

Scuba divers are not permitted to dive by themselves; they
must dive with guides from one of Saba's three dive shops.

MARINE ENVIRONMENT
The Saba National Marine Park encompasses the waters and sea
bed encircling the island, from the high water mark to 60 metres
(200 feet) deep. In total, the marine park covers approximately five
square miles (1300 ha). At the time of its creation in 1987, the
government passed the Marine Environment Ordinance to protect
the coral reefs and other marine life found in the park. The Saba
Conservation Foundation (SCF) manages the Marine Park, as well
as the island's hyperbaric facility and natural sites on land.

5.3

TERRESTRIAL ENVIRONMENT
Although Saba is primarily renowned for its underwater
environment, the island also has an abundance of natural wealth
above the waterline. The Saba National Land Park is a 43 ha
tract of land on the north coast of the island formerly owned by the
Sulphur Mining Company. In 1999, the property was officially
turned over to the Saba Conservation Foundation. The area has
important biological, geological and historical values. It
encompasses all vegetation zones present on Saba, an
abandoned sulphur mine, hot springs, and it is an important
nesting area for Red-billed tropic bird and several other species of
seabirds. The "Elfin Forest" - an 8.6 ha plot of montane cloud

Many different species of life inhabit the Saba National Marine
Park, including soft corals, turtles, conch, lobster and a variety of
crabs. Divers are attracted by the fact that Saba's reefs have
remained healthy, and also by several natural formations (such as
Pinnacles which rise up to 100 feet (30 m) from the ocean floor,
covered with corals, sponges and other invertebrates), underwater
caves, tunnels, and rock walls.
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forest, on the top of Mt. Scenery, consists of two areas of primary
forest. The area is supposed to be public land and the Island
Government intends to claim title to the land by prescriptive rights.
Legislation to formally designate the area as a national land park
and strict nature reserve will then be submitted to the Island
Government as soon as the Island Ordinance Nature Conservation
has been prepared.
At 877m, Mount Scenery is the highest point of the Dutch
Caribbean islands, and also (with Saba’s new constitutional status)
of The Netherlands.
5.4

COMMUNITIES/SETTLEMENTS
As illustrated in Map 5.1, the major settlements on Saba include
The Bottom, Windwardside, Hell’s Gate and St. John’s. The
administrative capital of the island is located at The Bottom.
The Bottom
The Bottom – Saba’s administrative capital is, as illustrated, a very
attractive settlement. From the tourism standpoint, The Bottom
contains a number of amenities and heritage sites which would be
of interest to the visitor. These include Wilhelmina Park, Cranstons
the Catholic Church, the Lt. Governor’s residence, the Foundation.
The problems are that a number are in need of repair/renovation
and all need interpretation. Also, from the tourism standpoint, The
Bottom is totally lacking in visitor facilities – restaurants, cafes,
shops, public toilets etc. This is understandable as few tourists
visit The Bottom.

The Bottom – Saba’s Administrative Capital
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MAP 5.1: MARINE AND TERRESTRIAL ENVIRONMENTS
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Windwardside

Cranstons

Windwardside, because of the range of hotels, restaurants, cafes
and shops located there, is the place where visitors tend to
gravitate. The settlement has a number of landmark monuments
and amenities which include the RC Church and cemetery, the
museum, and of course, the unique townscapes for which Saba is
famous. Similarly, these monuments and heritage sites need
repair/renovations. From a tourism, and indeed local standpoint,
Windwardside lacks a focal point – a public plaza where visitors
and locals alike could meet.
5.5

CULTURAL HERITAGE
Saba boasts a unique cultural environment. The exceptional
natural setting as an island mountain and the island’s relative
isolation created a distinct cultural patrimony comprising
•
•
•
•

Historic villages and vernacular architecture including the
traditional Saban cottage with its cisterns and family graves;
Historic infrastructure needed to create a sustainable living
environment e.g. the step roads, historic trails and water
catchment installations;
th
th
Historical settlements of the 19 and early 20 century
(abandoned villages, sulphur mine); and
Amerindian and even recently-discovered pre-ceramic
Amerindian sites.

Wilhelmina Park
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Traditional Saban Architecture

Saban Architecture

The architectural heritage of Saba presents one of the most
cohesive and coherent vernacular styles to be found in the
Caribbean. The evolution of a building methodology over time,
based on a rational form of construction utilizing renewable
resources – primarily timber – has led to a modern architectural
expression totally consistent with its historic counterpart.
The net result of this logical evolution is the well-mannered
suburban landscape to be experienced on Saba today. Arrays of
white-walled, red tiled buildings, stepping down across the steep
slopes toward the water, create a dynamic sub-urban morphology
totally in keeping with the character of the island.
The method of construction employed, i.e. box-framing or ballon
framing in timber, allows for the development of an organic
architecture, with building forms accommodating themselves
intimately to the terrain. This method also allows for great freedom
of expression in design, and the range of building elevations
possible is extremely large. The addition of applied decoration –
on balustrades, on gables, on finials, on bargeboards, etc., adds
another layer of exquisite decoration to the basic architectural
form.
The final layer of this townscape is the treatment of the space
between buildings. Retaining and screen walls utilising local stone;
white picket fences enclosing neat gardens planted with exotic
sub-tropical species; the characteristic buried cylindrical form of the
ubiquitous water cistern; the neatly kept grave enclosures – all
serve to visually unite the building groups in the cascading
landscape.
The traditional good manners in design are observed today in the
construction of new buildings, and in the extension/alteration of
existing buildings, resulting in the cohesive sub-urban pattern
mentioned above.
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Museum

5.6

The Harry L. Johnson Museum is located in a 160-year old Saban
sea captain's cottage in Windwardside. It stands in the middle of a
meadow, used as a public park for picnics and (formerly) for
Sunday croquet games. There is a playground for small children.
The museum interior has retained the furnishings of the Victorian
era. There is a small resource centre with articles on Saba and a
collection of artefacts from the Amerindian archaeological sites
around the island. Plans have been drawn up (but not yet
approved) for the enhancement and expansion of the museum,
including provision of underground space for the storage of
artefacts presently held for safe keeping in Holland.

ENVIRONMENTAL CONCERNS
While the marine and natural environment is being well controlled
and protected though the work of the Saba Conservation
Foundation, the built environment (existing buildings and future
developments) has until now remained largely unregulated posing
a potential threat to the long term well being of the tourism sector.
However, this has now changed with the coming into force of the
new Foundation Law for Spatial Development (which will enforce
zoning, building design, construction standards, etc.) in January
2011.
The extension of building and planning controls to private houses
is particularly welcome from a tourism point-of-view as the new
controls will enable large new houses and villas (which in the past
have been built on prominent sites, often in previously unspoilt
rural areas, or on skylines) to be properly located and
sympathetically designed.

Museum

The new legislation should also ensure that existing vegetation on
steep slopes (which provides the only safeguard against erosion,
landscape degradation and rock falls) is protected during building
and construction activities.
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6.

ECONOMIC INFRASTRUCTURE

6.1

AIRPORT
There is a small ramp and terminal on the south side of the
runway. The ramp also has a designated helipad. A new terminal
was completed in 2002; the runway re-surfaced and a hill flattened
to make the area wider.

With a paved runway length of only 396m (1,300 feet), the Juancho
E. Yrausquin Airport has the world's shortest commercial runway
and is approved only for STOL-equipped aircraft (such as DHC-6,
BN-2 and helicopters). Jet aircraft are unable to use the airport,
because the runway is too short. Considered by some aviation
experts to be potentially one of the most difficult in the world, no
major incidents or accidents have actually occurred at the airport.
The danger arises from the airport's physical position. Airlines have
been able to land there by obtaining waivers from the Netherlands
Antilles' Civil Aviation Authority.

The terminal building houses offices for Winair, immigration and
security, a fire department with one fire truck and a tower. The
tower is an advisory service only and does not provide air traffic
control. Aviation fuel is not available on the island of Saba. Landing
fees are moderate and have not been adjusted for several years.
The departure tax is $5.00 per passenger (compared with $8 in St
Eustatius).
Some changes came into force on 10 October 2010 when Dutch
Border Control took over responsibility for Immigration and
Customs. Increased screening of passengers and the possible
enclosure of the departure hall are likely so as to conform with
Dutch regulatory requirements. Although consumption taxes will be
applied to purchases made by locals in St Maarten, this should not
apply to visitors making duty free purchases at Juliana International
Airport in St. Maarten.
In certain strong wind conditions, it is not safe to use the present
short runway. As a result, an annual average of 5% of flights
to/from Saba has to be cancelled, with obvious consequences for
tourist arrivals and other economic activities. The possibility of
creating a re-oriented longer new runway (which would allow larger
aircraft with more tourists to visit Saba) has been looked into, but
feasibility studies have shown that this would be too costly. Another
option might be the construction of a type of platform at the end of
the current runway, with a foundation based on the rocky bottom
below.

Juancho E. Yrausquin Airport Runway
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6.2

HARBOUR
Fort Bay is Saba’s only port. It is situated on the south side of the
island. The port is very important for the island as most of its
supplies arrive here by boat. The port is small in size as it currently
has only two piers. The larger pier is dedicated to the cargo boats
and the loading and unloading of dive boats, while the second
smaller pier is mostly used by local fishermen. Over the years, Fort
Bay has frequently suffered from the effects of hurricanes, the
latest being Omar in 2008 which severely damaged one of the
piers.
Fort Bay is a working port serving mixed uses, including cargo
ships; passenger ferries; fishing boats; dive boats; yachts and
yacht dinghies; and cruise ships. It also is the site of the GEBE
power plant, one of the island’s gas stations, the Big Rock crushing
plant, and the landfill site. It is used extensively by diverse groups
of visitors, including day visitors arriving by ferry; cruise
passengers; yacht tourists (both day visitors and those
overnighting); and stay over dive tourists, both staying at hotels
and on live-aboard dive boats. It is also used by local residents as
a swimming spot.

Harbour Development
It is vitally important for Saba to have a safe and well-functioning
harbour. To this end, the Dutch government is financing a major
harbour improvement project. Phase 1 (financed through the SEI)
is for the building of a large retaining wall in the area of the rock
slides, widening of the road and the creation of additional dock
space. The new layout (see Figure 6.1) will also create a dive dock
where the former sundeck was located. This will make the step
on/step off less dangerous for divers and diminish traffic to the
large pier which will then be used exclusively for commercial
business. The smaller jetty will continue to serve the fishermen.
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FIGURE 6.1: NEW LAYOUT OF HARBOUR
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Harbour Appearance
For visitors, arriving by ferry, yacht or cruise ship, first impressions
of the harbour and Saba are far from good. The noise and pollution
from the GEBE power plant and the heavy traffic to and from the
crusher and landfill make the harbour noisy and dirty. The 1997
Tourism Master Plan had this to say about the appearance of Fort
Bay:
“The existing Fort Bay harbour area represents a degraded
environment which is unacceptable in its present form for an island
with aspirations for developing its tourism industry and which seeks
to position itself as an up market nature-based destination with
impeccable environmental credentials”.
The situation is very much the same today. Indeed, in a number of
respects, the situation is worse. The buildings
are dilapidated; the toilet block has been condemned by the
Planning/Health Department and is to be demolished.
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6.3

ROADS AND VEHICULAR TRAFFIC

6.4

ELECTRICITY SUPPLY

The road network, albeit limited, is well maintained with a
good concrete surface. For the visitor, the main concerns are the
narrowness of the roads; the lack of road signage – both directional
and informative (e.g. the lack of ‘no entry’ signs in Windwardside);
the lack of adequate parking spaces (particularly in Windwardside
and The Bottom); and the growing number of vehicles (some
excessively wide for the island’s narrow roads).

Electricity is supplied by GEBE whose shareholders are the
governments of Saba and St. Eustatius, St. Maarten.

Equally worrying is the growing incidence of noise pollution,
particularly from motorists’ sound systems which is being
exacerbated by the increased number of vehicles on the island.

The company is seeking to reduce the visual intrusion caused by
power lines. Most of the high voltage cables from the harbour to
the greater part of The Bottom are now underground as well as a
further 2.5 km to St. John’s and from the airport to Hell’s Gate.
Windwardside (which is bigger and more congested) will be tackled
in 2011. There are also plans to install antique-style street lighting
standards in Windwardside and The Bottom.

Availability of electricity supply is not and should not in the future
be a constraint on the development of the tourism sector. Total
installed capacity is 4.1 MW whereas peak demand is in the region
of 1.4 MW, leaving an excess capacity of 3.6 MW.

The existing power plant (which together with the Harbour Office
pre-dates later building and construction at Fort Bay) is a major
impediment to making the harbour area more attractive to visitors
and locals alike. The noise it generates is the main problem. It is
most unlikely that it could be re-located in the short term as the
cost would be “huge” but in the longer term other forms of energy
supply might be possible e.g. solar; wind; geo-thermal. The latter
would need large scale investment and would have to supply other
markets (e.g. USVI, BVI) via underwater cables costing $100
million or more as the Saba market alone would be too small.
It remains unclear as to what will happen to the company after 10
October 2010 when the constitutional changes affecting the
Netherlands Antilles begin to come into force. Options range from
carrying on as normal to division into three separate companies or
subsidiaries. On its own, the Saba operation is not profitable. The
position of the Executive Council of Saba is that St. Maarten alone
cannot decide on the future of GEBE and that any future talks
between the Dutch government and GEBE should be held in
consultation with the Island Territories of Saba and St. Eustatius
(especially as GEBE is collectively owned by the three Windward

In addition, some roadside activities
are ‘eyesores’ and detract from the image of the island.
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6.5

Islands). Losses on the operations in Saba and St. Eustatius are
said to be minimal compared with the company’s other losses.

fires burning these items reaching up to St. John’s where the
schools are located.

WATER SUPPLY

In the past, car wreckages and other metals have been exported to
scrap companies in neighbouring islands.

The Economic Development Plan for Saba 2004-2007 states as
one of its objectives that water should be provided for hotels and
other businesses at a low cost throughout the island. This is to be
achieved through the construction of cisterns, purification
equipment and possibly some dams (which will also reduce erosion
effects and create short-to-medium term employment). A feasibility
study to have pipelines throughout the island determined that this
would be almost impossible to carry out. The conclusion was that
Saba would remain largely dependent on cistern water and
additional “grey” water cisterns would be needed to support
development.

Liquid waste eventually reaches the sea where the nutrients and
toxics in the wastewater can be threat to the marine ecosystem.
Litter does not appear to be a major problem, except perhaps after
public events.
6.7

Saba has a well-developed telecommunications infrastructure.
Land line, cell phone, internet and island-wide Wi-Fi internet
service are provided by Satel N.V., a government-owned company
which has been in business for almost 40 years. While the speeds
of internet packages has increased in recent years, the service is
still considered by operators of tourism businesses to be too

Most households and commercial properties (including hotels)
already have access to their own cisterns which collect rain water.
During the dry season, additional supplies can be purchased from
the Reverse Osmosis desalination plant (Aqua Design N.V.) at Fort
Bay. This plant sells water to the GEBE Power Plant, the dive
shops, private residents and the tourism sector, but has a very
limited capacity of only 5,000 gallons per day whereas the average
tourist consumes around 50 gallons per day. In periods of more
prolonged drought, water has had to be shipped over from St.
Maarten. New developments involving a significant increase in
tourist accommodation and numbers would have to make provision
for their own independent water plants (in addition to any cisterns)
to cater for the increased demand.
6.6

TELECOMMUNICATIONS

slow and business internet service rates to be expensive.
However, the Dutch Government has approved a plan for the
laying of a fibre-optic cable.

WASTE MANAGEMENT
There appears to be an efficient garbage collection service for solid
waste which is then taken to the landfill at Fort Bay which, while a
major eyesore, is mostly not seen by visitors to the island.
However, there is no provision for recycling and no incinerator at
the landfill to burn inflammable items. The lack of an incinerator
gives rise to the problem of toxic and noctous fumes from open
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7.

ACCESS TRANSPORT
Visitor arrivals by mode of transport are shown on Table 7.1.
Table 7.1: Visitor Arrivals by Mode of Transport, 2000 – 2010
Mode of Transport
A. Air
Stay-over arrivals
Excursionists
Total A
B. Sea
Stay-over arrivals
Excursionists
Total B
Total A + B
Source: STB

2001

2002

2003

2006

2008

2009

2010

5,900
5,300
11,200

6,560
3,760
10,320

6,790
3,540
10,330

5,320
5,840
11,160

7,030
2,530
9,560

7,060
2,280
9,340

7,680
2,700
10,380

8,050
2,520
10,570

3,110
9,650
12,760
23,960

2,860
8,320
11,180
21,500

3,420
7,600
11,020
21,350

4,100
8,800
12,900
24,060

4,640
9,880
14,520
24,080

4,980
8,200
13,180
22,520

4,280
8,990
13,280
23,650

4,270
7,660
11,930
22,500

note: figures rounded

Over the last 5 years, (and indeed over the last
decade), there has not been any consistent pattern
of growth in respect of air or sea visitor arrivals
respectively. During this period, arrivals by air have
averaged about 10,000 yearly, whereas arrivals by
sea have averaged about 13,000 yearly.
Excursionists are more likely to arrive by sea
whereas stay-over tourists are more likely to arrive
by air.
7.1

2007

It should be noted that in recent years Winair has cutback on the number of flights to Saba.
Charter services are provided via Anguilla Air Services
aboard a 9-seater Britten Norman BN-2 Islander.
The Winair flight to St Maarten takes about twelve
minutes. Reliability is good considering the need to
take wind conditions into account. The average yearly
load factor is around 75%, and in recent years the
overall market has been stagnant. Student demand can
at times be a block to tourist access especially as many
tourists (e.g. divers) do not book so far ahead. Most
bookings are now made via Winair’s online website
(which, together with interlining arrangements with
other airlines - but not American - is described as a
great marketing ‘boon’ for Saba), plus other online
booking engines, such as Orbitz.

AIR ACCESS
Scheduled airline services are provided by Winair
which operates between 5 and 7 (normally 5) daily
flights between Saba and St. Maarten, some via St.
Eustatius. The aircraft used is a 19-seater DHC-6
Twin Otter which usually flies with maximum of 16
passengers but may occasionally increase this to 19
passengers depending on wind conditions and
baggage weight.
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If demand were to warrant an increase in flight frequencies, Winair
could respond but would want to see concrete evidence (e.g. tour
operator bookings) of market growth before putting on extra
scheduled flights or special charters (which it already does at peak
times of travel by medical students).

Table 7.2: Comparative Air Fares (US$)
To
Hub
A. St. Maarten to:
St. Barths (SBH)
Nevis (NEV)
Antiqua (ANU)
Saba
B. Antigua to:
Barbuda (BBQ)
Montserrat
C. Curacao to:
Bonaire
D. St. Croix to:
St. Thomas

The air fare for the round trip from St. Maarten is normally $148.
Winair also offers promotional fares which can be as low as $93.
The airline has tried to offer packages but found this to be too
complicated.
There is a constant complaint that fares are too high but this fails to
take into account the fact that flying to Saba is quite an expensive
operation, requiring rigorous pilot training, and, unlike longer routes
where larger aircraft can be used and seats sold at discounted
rates, short hops are expensive operations. Compared with other
Twin Otter operations in the region (e.g. to BVI or St. Barths), the
Saba fare is in fact quite reasonable as illustrated on Table 7.2.
7.2

Moreover, when interpreting the figures on Table 7.2, it should be
noted that the fares for Nevis, Montserrat and Barbuda are all
subsidised by their respective governments.

Highest

Lowest

Promo

Flight Time

279
279
343
148

197
126
279

127
93

10 mins
30 mins
45 mins
12 mins

95
171

138

91

20 mins
20 mins

142

88

220

179

15 mins
174

20 mins

SEA ACCESS
Sea access to/from St. Maarten is provided by two ferries: The
Edge and Dawn II
(i) The Edge
The Edge (a 50-passenger catamaran owned by St. Maartenbased Aqua Mania) operates 5 times a week (from Wednesday to
Sunday inclusive) during the season, with a reduced service in the
off season. The service is designed mainly for the day visitor from
St. Maarten, with the boat leaving St. Maarten at 9.00am and
returning from Saba at 3.30pm, with the journey normally taking
around 90 minutes.
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The round trip costs $75 for a day visit; and $100 for a stay-over
visit, plus departure taxes of $5 on leaving Saba and $7 on leaving
St. Maarten. The departure tax is paid by all passengers (visitors
and local persons alike).

7.3

ACCESS CONSTRAINTS AND POSSIBILITIES
With a maximum of 60-90 available seats to Saba per day (of
which a significant number are taken up by local residents,
business travellers, medical students or day visitors), the number
of available seats for stay-over tourists wishing to travel to Saba by
air is quite small and (even though Winair might increase flight
frequencies) is clearly a constraint on the future growth of the
tourism sector.

The service does not operate if there are fewer than 12
passengers, but otherwise if there are sufficient passengers, the
service will operate Wed-Sun even during the off season.
The ferry is rarely full except during Carnival and at the beginning
and end of the Medical School year (and other important Medical
School occasions). The local agent is Saba Deep and it is very
seldom that divers are unable to get to Saba on this ferry. (The
majority of divers use the ferry).

For visitors wishing to travel by sea, The Edge offers the most
convenient service, but this is used mainly by day visitors from St.
Maarten while Dawn II is used mainly by Sabans for shopping visits
to St. Maarten. In 2009, the total number of stay-over tourists
arriving in Saba by sea was only 4,280, but there is unused
capacity to handle more at most times of the year.

(ii) Dawn II
The Dawn II Sea Ferry is a 65' aluminium vessel licensed to carry
50 passengers, personal effects and cold storage. It is owned by
Saba C-Transport (SCT), which is based in Saba.

The feasibility of establishing direct ferry links between St.
Maartin’s cruise port and Saba and between St. Bart’s and Saba
primarily geared to the excursionist market has been assessed.
Findings indicate that such services would not be viable because of
the journey times involved (2 hours in either direction) would leave
inadequate time for the visitor to tour Saba.

The Dawn II Sea Ferry operates three times weekly (on Tuesdays,
Thursdays and Saturdays). At first, when the service started, it
operated every day, but demand was insufficient to maintain this
frequency.
The service is mostly used by persons living on Saba wishing to
make shopping visits to St. Maarten (plus same day and stay-over
visitors), with the boat departing Saba at 7.00am and returning
from St. Maarten at 5.00pm.
The fare for a same day return is $80 (plus departure taxes) and
$102 for an ordinary return. SCT offers specials for weekends or
events and is also available for private charters. Special services
are provided for medical students at peak times of the school year.
Transport of cold goods keeps the company afloat as demand for
passenger travel is not strong.

TOURISM STRATEGIC PLAN FOR SABA 2011 – 2014
28

Final Report, 18th April, 2011

8.

ACCOMMODATION, FACILITIES AND
SERVICES
The following represents a pen picture of Saba’s tourist facilities
and services in 2010 - mainly derived from STB’s register of tourist
facilities and services as well as from other information obtained by
the Consultant.

Table 8.2: Tourist Accommodation

Table 8.1: Tourist Facilities and Services, 2010

Hotels
Villas
Cottages*
Total - Accommodation
Restaurants**
Taxi Services
Dive Operators

Number of
Properties
7
6
11

Number of
Rooms /Units
79
14
18

24
11
8
3

111

Number of Rooms/Units
10 cottages
12 cottages (for up to four persons)
6 cottages; 1 apartment
9 rooms; 1 apt; two 2-bedrm cottages

Queen’s Garden Resort, Troy Hill
Scout’s Place, Windwardside
Shearwater Resort, Booby Hill

12 suites
10 rooms ; 1 2-bedroomed cottage
12 rooms

Sub-total
Villas (6)
Cottages (11)
Total

79
14
18
111

All properties are relatively small, with none having more than 14
rooms. In 2005, the average occupancy rate for the eight reporting
properties was 35%, but this varied between 65% and 9% for
individual establishments. Demand is highly seasonal.

*excluding cottages operated by Juliana’s and Scout’s Place
**includes restaurants in accommodation facilities but excludes fast food
outlets
Source: STB and Consultant’s estimates

8.1

Property
The Cottage Club, Windwardside
Ecolodge Rendezvous, Windwardside
El Momo Cottages, Windwardside
Juliana’s Windwardside

Overall, there has been little change in the number of hotel rooms
over the past decade or so, with the number fluctuating between
89 in 2002, 75 in 2005 and 79 in 2010. Over this period, Captains
Quarters, Cranstons and The Gatehouse have gone out of
business, but El Momo and the Cottage Club have opened, and
there have been extensions at Juliana’s and refurbishment at
Shearwater.

TOURIST ACCOMMODATION
The tourist accommodation listed on the STB website consists of
79 hotel rooms, 14 rooms in villas and 18 rooms in cottages
(excluding cottages operated by Juliana’s and Scout’s Place)
making a total of 111 available rooms. Some rooms (particularly
the suites) can accommodate more than two persons, either in
pull-out beds or lofts. In addition to the STB-registered
accommodation, it is believed that a number of private homes take
in paying guests, but this has not been verified.
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Gardens Resort (for up to 40 persons) and Juliana’s - popular for
company or board meetings, with seating for some 20 persons in
classroom style.

The only hotel project that is currently under construction is at The
Level, comprising eight themed cottages, which is scheduled to
open in 2011.

8.4

There is another proposed project to develop villas and/or
condominium units, and other tourism-related facilities (shopping
retail outlets, car parking, restaurants, etc.) on a site adjacent to
the former Captain’s Quarters (which might also be incorporated
into the project).

Saba has three fully equipped dive operators – Saba Deep Dive
Center; Saba Divers and Scout’s Place Hotel; and Sea Saba Dive
Center. The island is also visited by live-aboard dive boats. The
dive shops are located along the Fort Bay pier front. One operator
also has a restaurant there while the other two have offices, with
retail outlets in Windwardside.

Phase I of this project envisages the development of 30-40 units.
A ‘buy and leaseback’ type of arrangement is proposed whereby
the units would be put in a rental pool when not required by the
owners. Phase II might include a marina at Giles Quarter, with
ancillary villa and other real estate development, perhaps even
including a golf course.

8.2

All dive operations are currently owned and/or operated by nonSabans and nearly all their employees are also not local.
Operators would like to hire locals but have difficulty finding
qualified Sabans who are willing to work in the demanding private
hospitality sector which include dive operations. Locals tend to
prefer jobs in the public sector. The result is that most jobs are
filled by outsiders. This is not an unusual situation in a number of
Caribbean islands. For example, the same is true on Curacao.

RESTAURANTS
12 restaurants are included on the STB website, one of which (at
the harbour) is currently closed. This number includes five hotel
restaurants (Ecolodge, Juliana’s, Queen’s Garden, Scout’s Place
and Shearwater) but excludes fast food outlets. Service standards
vary considerably, with at times, poor value for money in some
establishments. A SENSA survey (2005) among hotel and
restaurant customers investigated the ratio between price and the
product value. Approximately one-third of the restaurants were
considered “unsatisfactory” in terms of perceived value-for-money,
whereas only one hotel received such a low rating.

8.3

DIVE OPERATORS

8.5

CAR HIRE, TAXIS AND PUBLIC TRANSPORT
Car Hire: two companies - one with four vehicles and the other
with 4/5 vehicles for hire - plus two other individuals each with one
vehicle.
Taxis: 10 licensed taxis but only 8 are full-time taxi drivers. Taxi
rates are set by government. Vehicles are well-maintained and
drivers (many of whom are retirees) are courteous and
knowledgeable about the island.

MEETINGS AND CONFERENCES

Public Transport: no public transport apart from school buses.
There is said to be insufficient demand to warrant a scheduled bus
service.

Saba lacks the facilities to host large meetings or conferences. The
largest of the available meeting rooms is the Eugenius Johnson
Center in Windwardside which can accommodate up to 150
persons classroom style. Other facilities include those at Queen's
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8.6

ENTERTAINMENT AND RECREATION

8.8

Organised entertainment and recreational amenities for visitors are
rather limited. Apart from tennis at Shearwater Resort, there are no
sporting facilities suitable for visitors (although it appears that
croquet used to be played on the Museum grounds). Golf is
included in some of the plans for the proposed tourism
development at Giles Quarter. Night-time entertainment is
restricted to bars and restaurants.
8.7

Saba is able to offer the visitor authentic examples of local art and
crafts. Crafts include the famous Saba Lace (also known as
“Spanish work”), a unique needlecraft painstakingly created by
local women. Items are sold by the makers from the Community
Centre in Hell’s Gate and from their homes, and at the Artisan
Foundation in The Bottom and other retail outlets in The Bottom
and Windwardside. Saba Spice is a local liqueur composed of a
blend of over-proof rum and local herbs and spices. The Jo Bean
Glass Studio at Booby Hill makes a variety of glass-flame formed
beads while the Peanut Gallery in Windwardside carries a variety
of work by artists from Saba and other Caribbean islands.

EVENTS
A number of events take place throughout the year, attracting
visitors and locals alike. These include:
•

•

•

SHOPPING

Souvenirs and other items can also be purchased at the Sea Saba
Gift Shop; El Momo Folk Art; The Trail Shop; Saba Divers’ Gift
Shop; the Peanut Galley and other retail outlets.

Carnival: a weeklong celebration held from late July to early
August that features many special events, visiting bands, food
stands, and parades, culminating with the final Grand Carnival
parade;

8.9

VISITOR INFORMATION AND FACILITATION
Visitor information services are available at the office of the Saba
Tourist Bureau in Windwardside.

Saba Day and Weekend in early December: this comprises a
long week end of island-wide festivities with competitions,
sporting events’ barbecues, steel bands and dance contests;
and

Visitor facilitation as experienced at airport immigration is
considered to be friendly and courteous. As yet, there are no
custom procedures on Saba, but this will change with the island’s
new constitutional status as part of The Netherlands and thereby
subject to Dutch border control regulations.

Sea & Learn: Saba is justifiably proud of its nature and
preservation efforts and throughout the entire month of
October each year plays host to a variety of naturalists,
scientists and academics who provide casual but informative
multi-media presentations for visitors and locals alike. In
addition to the nightly presentations, visitors are invited to join
field/research projects or assist in nature surveys conducted
throughout the event. These same experts also work with
Saba’s school children to ensure that the next generation
continues to have appreciation for the island’s nature. All,
events are open to the public and are free of charge (with the
costs being met by sponsors).

8.10

OTHER SERVICES
Banking Services: there are two banks – the RBTT branch office
in Windwardside and the Windward Islands Bank branch office in
The Bottom. Both have external 24-hour ATM machines.
Medical Services: two resident doctors plus a team of registered
nurses provide medical services at the A M Edwards Medical
Centre. For more serious conditions, patients have to travel to St.
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Maarten (or further afield), either by ferry or by air. Emergency
evacuations by air are normally only possible during daylight hours.
A four-person recompression chamber operated by a staff of
specially-trained volunteers from all the dive shops and a resident
doctor, has been operating since 1980 and is administered by the
Saba Conservation Foundation. (The chamber is not operating at
the moment, but is expected to be repaired in the near future). A
hyperbaric master's programme at the School of Medicine provides
"call teams", medical students and local volunteers, to treat diving
accidents and conduct research into treating barotraumas and
wounds.
There are plans for the refurbishment of the hospital. When this is
completed, the re-compression chamber is to be relocated there.
8.11

PUBLIC SAFETY AND SECURITY
One of the greatest attractions of Saba for visitors is the
friendliness of the local people, the almost total lack of crime and
the ability to walk safely - even after dark - everywhere on the
island without fear of being molested or harassed.

School of Medicine
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9.

TOURISM PRODUCTS AND ATTRACTIONS

9.1

DIVE SITES

9.2

HIKING TRAILS
As shown on Map 9.1, the island features a network of 12
recommended hiking trails, which are carefully marked out and for
the most part well maintained (but can be slippery and in need of
clearing after storms and heavy rain). However, some require
upgrading.

The Saba Marine Park offers 29 permanently moored dive sites, all
of which can be reached with 5 to 20 minute boat rides from Fort
Bay. Mooring depths vary from 20 feet to 95 feet, and maximum
depths from 35 feet to 110 feet. The main dive sites are listed in
Table 9.1 and shown on the following map.
Table 9.1: Dive Sites
Name
Name
1. Mont Michel
16. Hot Springs
2. Third Encounter
17. Tedran Reef
3. Twilight Zone
18. Tent Reef Wall
4. Outer Limits
19. Tent Reef
5. Shark Shoals
20. Tent Reef Deep
6. Diamond Bank
21. Greer Gut
7. Diamond Rock
22. Giles Quarter Deep
8. Man o’War Shoals
23. Big Rock Market
9. Otto Limits
24. Giles Quarter Shallow
10. Torrens Point
25. Hole in the Corner
11. Well’s Bay Point
26. David’s Drop Off
12. Ladder Bay Deep (Custom’s
27. Core Gut
House)
13. Porites Point (Lou’s Ladder)
28. Cove Bay
14. Babylon
29. Green Island
15. Ladder Labyrinth
Source: Saba Conservation Foundation/Sea Saba.

Most are designed for easy hiking, but some require a guide. The
trails also provide opportunities for bird watching, including
sightings of the Red-billed Tropicbird.
Trails in order of popularity are: Mount Scenery/Mas Cohone,
Sandy Cruz, Bottom Mountain, Buds Mountain, The Ladder,
Sulphur Mine/Hot Springs, Crispeen Track, Paris Hill, Tide Pools,
Spring Bay, All Too Far, Tara Grounds, Mary’s Point, North Coast,
Giles Quarter.
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MAP 9.1: RECOMMENDED HIKING TRAILS
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9.3

BEACHES
Saba lacks the conventional white sand beaches to be found in
most other Caribbean islands, but instead offers a unique
“wandering beach” at Well’s Bay (which comes and goes
depending on climatic conditions) but is overshadowed by a
somewhat menacing overhanging cliff from which rock falls can
occur. There is another, more permanent beach at Cove Bay
(which has been the subject of enhancement studies). Locals also
swim at Fort Bay (diving off the pier) but conditions here are
currently far from suitable for recreational use.

Fort Bay

Cove Bay
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9.4

YACHTING

9.5

In 2009, the number of yachts visiting Saba was 366. The average
number of persons on board was around 6, and the average length
of stay about 1-2 nights. Nearly all visiting yachts are individuallyowned as several yacht charter companies do not permit clients to
include Saba in their itineraries due the perceived dangers from
rough seas, even though SCF provides safe moorings

CRUISE TOURISM
Saba lacks the necessary infrastructure – harbour, roads – to
accommodate large cruise ships. Nor should it aspire to attract
this kind of tourism which would be out of keeping with the image it
wishes to project as a unique, unspoilt eco-tourism destination.
In 2009, SeaDream made nine calls at Saba (of which three were
by SeaDream I and six by SeaDream II). The number of scheduled
calls by the SeaDream vessels was 16 in 2010. Some 32 calls are
expected in 2011. Calls are made exclusively in the period from
November to April as the vessels are deployed in Europe for the
rest of the year. With a maximum of 112 guests and a crew of 95,
the company product is described as “yachting, not cruising”. Its
two ships visit harbours and ports where large cruise ships cannot
go, often including overnight stays in port. In Saba, SeaDream
visitors typically take a tour of the island, stopping in each of the
four villages, and visiting churches, some of the resort hotels, the
airport (to see the world’s shortest runway used by commercial
flights) and handicraft shops to purchase the local lace and
jewellery. Hardier passengers may climb Mount Scenery.

Permanent mooring buoys have been placed within the Saba
National Marine Park for specific user categories. Yellow moorings
are specifically for use by visiting yachts. They cannot be reserved
and are on a first come basis. Vessels are allowed to occupy these
moorings for up to seven days.
There are two designated anchorage zones within the Saba
National Marine Park; one between the Ladder Bay and Wells Bay
(with 11 mooring buoys in total) and one in front of the Fort Bay
Harbour (with 4 mooring buoys).
Due to the limited docking space in the harbour, it is necessary for
yachts to anchor out and use a dinghy to come in (unless given
special permission to use the pier for loading/unloading purposes).
The small pier at Well’s Bay is also used by yacht dinghies (but not
during rough seas). Alternatively, it is a 15-minute dinghy ride from
Well’s Bay to the harbour.

The only other cruise ship to visit Saba in 2009 was The World - a
ship that serves as a residential community owned by its residents.
Another visit by The World is planned for 2011.

Upon arrival, visiting yachts must proceed to the Harbour Office in
Fort Bay for immigration clearance. At present, there are no
custom procedures to be observed on Saba, but, as mentioned in
Section 8.9, this will change with the island’s new constitutional
status as an integral part of The Netherlands subject to Dutch
regulations. Visiting yachts can get water and fuel at Fort Bay (but
fuel has to be transported in containers as there is no fuel line to
the boats).

3 calls are planned by Grand Marimer for 2011.
In 2012, SeaDream will be joined by Seabourn Spirit (which carries
208 passengers) which is scheduled to make calls at Fort Bay.
The STB will continue to target these and other smaller vessels in
companies such as Sea Cloud Cruises, Silversea Cruise Line and
Windstar Cruise Line.

There is no marina, although a proposed marina-and-real estate
development at Giles Quarter has been under consideration for
some years, but, as explained earlier, this is unlikely to happen
soon.
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10.

TOURISM TRAINING, EDUCATION AND
AWARENESS
After Government, the next largest employer is the Hotels &
Restaurants sector, with 142 persons employed (2005 estimate).
This figure includes self-employed owners/managers. As already
mentioned in Chapter 2, there are others who, while not directly
employed in tourism establishments, provide services to such
establishments (including construction workers, electricians,
plumbers, gardeners and in areas such as pool maintenance, air
conditioning, etc.). At present, many of the existing jobs and
services are being filled by foreign workers or Dutch volunteers
and trainees. Staffs are being recruited from Colombia, the
Dominican Republic, Haiti and elsewhere.

10.1

The proposed new Technical College at Cove Bay will provide
more advanced courses in technical skills which can lead to jobs
for graduates in tourism-related establishments.
10.2

TOURISM EDUCATION
In schools throughout the Caribbean region, tourism is accredited
as one of the core units or options of the Social Studies module in
the revised CXC syllabus. This helps to inform secondary
schoolchildren about the importance of tourism to the local
economy as well as about prospects for careers in the tourism
industry. In Saba, the new Caribbean Certificate of Secondary
Level Competence (CCSLC), which complements the existing CXC
programme, also includes Social Studies as a core subject. There
is need to develop a supplementary career guidance service for
those studying tourism.
Within the OECS sub-region, the Antigua and Barbuda Hospitality
Training Institute (ABHTI) is in the process of being established as
an OECS Centre of Excellence in Tourism and Hospitality There
are plans to expand its reach to the wider OECS tourism and
hospitality community. Saba - which already has Observer Status
at the meetings of the OECS Council of Tourism Ministers – could
benefit from this initiative.

TRAINING DELIVERY
Current training efforts only address a relatively small proportion of
the overall need for skills development and capacity building.
Present approaches depend to a large extent on in-house training
programmes for hotel and restaurant staff, diving instructors, and
tour guides. Some may have undergone training at hotels in St.
Maarten or other islands. In the past, STB staff have received
training in respect of statistical processing and visitor surveys at
CTO (when a member of that organisation).
Training programmes are organised by the Saba Conservation
Foundation involving dive guides and local teachers.

10.3

The Saba Comprehensive School offers courses in Customer
Service and Home Economics as well as technical skills. Under the
Technical Vocational Education Training Programme (introduced in
August 2009), the subjects presently offered are Carpentry,
Electricity, Welding Woodwork and Technical Drawing. Planned
new subjects include Auto Mechanic, Plumbing, Masonry and
Joinery.

TOURISM AWARENESS
For tourism to be developed on a sustainable basis, the wider
public needs to be given the opportunity to learn about tourism and
its importance to the local economy. There is also need to raise
awareness among government officials, the media and other
opinion formers in order to generate a better appreciation of how
Saba as a whole benefits from the tourism sector.
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On-going initiatives to address these objectives include:
•

The Sea & Learn nature and conservation programme of
activities in October each year.

•

‘Know your islands’ environment’ programmes, also organised
by the SCF; and

•

The Tourism News update on the STB website (but this needs
to target locals as well as visitors).

Other initiatives, such as school lectures, career fairs and essay
competitions can raise awareness among schoolchildren and
young people about the importance and benefits of tourism, and
help to build local pride.
The identification and implementation of community-based tourism
projects such as are found in other Caribbean islands (e.g.
Dominica, Jamaica, St. Lucia) would help to spread more widely
the economic and social benefits of tourism.
10.4

KEY ISSUES
The main challenges with regard to human resource development
in the tourism sector are to (i) to substantially increase the number
and proportion of Sabans in the tourism workforce both as
entrepreneurs/employers, employees and service providers; and
(ii) increase the effectiveness of the HRD support system.
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11.

DESTINATION MARKETING
The main functions of the Saba Tourist Bureau (STB) is destination
marketing, achieved through a combination of activities such as
advertising, production and distribution of collaterals, public
relations and through its web-site.
The STB undertakes all of these activities, the main constraint
being lack of funds. In this regard the STB is severely underresourced. In 2010 the Bureau’s total budget was NAf 206,000.
Provision for salaries, utilities and other administration overheads
absorbs about 80% of the budget, leaving little for destination
marketing activities.

11.1

11.2

•

Ad-hoc promotions sponsored by USONA.

•

Participation at travel fairs and exhibitions (when funds
permitted)

•

Web-site
− newsletter.

SABA’S WEB-SITE
Increasingly, tourist destinations are using their web-sites not only
to provide information to potential tourists, but also to actively sell
holidays (through links to product suppliers) and customer relations
management (CRM).

PROMOTIONAL ACTIVITIES
Private Sector
Considerable promotional effort is undertaken by the private
sector, primarily on an individual basis but also jointly with the STB.

Saba’s web-site is simple, though attractively designed. However,
there are a number of shortcomings which need to be addressed,
viz

Saba Tourist Bureau

•

Some of the links to tour operators websites are defective
− link to Harlequin travel does not link to the agency’s
website, but to a domain registration company in the UK –
Ukreg.com
− some of the tour operator websites listed do not feature
Saba (AMV Plongee, Ultramarina, France)
− some links can’t be made (MJM Tours, Switzerland, Scuba
Mare Tauchreisen)

•

Photo gallery of Saba sub-standard
− poor quality photos
− badly displayed
− too many

•

Map of Saba,
uninformative.

•

No blogging facility.

Despite the lack of funds, the STB has managed to maintain
Saba’s presence in the market-place through:
•

Publicity and PR
− journalists familiarisation/study trips
− advertorials in various publications

•

Production and distribution of collaterals
− maps
− generic brochures (giving general information on the
island)

•

Advertising and video displays
− advertisements in selected consumer magazines
− video display at Queen Juliana airport, SXM

dating

from

2003

is

unattractive

and
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11.3

USE OF WEBSITE
•
As website statistics are not collected on a consistent basis, it is
not possible to form any judgement as to the use, performance or
effectiveness of the website. However, available data indicate:
•

Nearly 6.5 million hits in the 12 months to end Oct, 2010.

•

Just over 890,000 pages viewed from just over 295,000 visits.

•

Usage by country (in terms of hits) reflects Saba’s main
tourism source markets - US, Holland, Canada.

•

Usage statistics for the month of January over the period 2005
– 2010 show a significant increase in visits, pages viewed and
hits.
Jan
Hits
Pages
Visits

11.4

2004
273,443
42,825
12,255

2005
317,836
53,085
16,244

2006
485,911
72,171
22,726

No profile of the tourism sector
− direct and indirect economic value of tourism
− number of jobs directly and indirectly dependent on
tourism
− nights spent and room occupancy rates in hotels, villas,
cottages.

2010
711,282
96,465
30,119

RESEARCH AND STATISTICS
Although tourism is a key sector of Saba’s economy, it is poorly
documented. This, of course, is due to the lack of resources to
undertake research and statistical analysis. In particular
•

No characteristics of stay-over tourists or excursionists
collected
− arrivals by nationality are enumerated, but this is not
necessarily the same as place of residence
− no information on the characteristics of their stay such as
length of stay, accommodation used, activities engaged in,
spending on island, attitudes etc.

•

Web-site statistics not consistently collected in respect of
− number of ‘hits’ and pages viewed
− number of unique visits (IP addresses) by source market;
day/week/month of year.
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12.

INSTITUTIONAL ARRANGEMENTS

12.1

ISLAND GOVERNMENT

Diagram 12.1: Island Government

The institutional structure of the Island Government of Saba is
founded on the Island Council which is the highest authoritive
body, and is composed of five members, of which two site on the
Executive Council.

ISLAND GOVERNOR

The Executive Council is charged with the daily administration of
island public affairs and consists of the Island Governor (appointed
by the Crown for a period of 6 years) and a minimum of two and a
maximum of seven Commissioners as members.
The
Commissioners are elected by the Island Council.

ISLAND COUNCIL
(5 MEMBERS)

The Executive Council controls all the departments of the Island
Government, - Finance, Planning, Tourism etc. Each Head of
Department may have a number of collaborators or assistants
working with him/her, as shown on the following diagram with the
names of the present incumbents in brackets.

EXECUTIVE COUNCIL (EXCO)

The portfolio of the Commissioner responsible for tourism also
includes Constitutional Affairs, Public Works and Education.
Tourism is not specifically listed. The other Commissioner is
responsible for Finance, Health, Sports and Culture.

Isl. GOVERNOR
(J. JOHNSON)

COMMISSIONER
(C. JOHNSON)

COMMISSIONER
(B. ZAGERS)

DEPARTMENTS

OTHER DEPTS

HEAD OF PLANNING
(B. ZAGERS)

HEAD OF TOURISM
(GLENN HOLM)

OTHER DEPTS
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The BES islands (Bonaire, St. Eustatius and Saba) became special
municipalities of The Netherlands following the dissolution of the
former Netherlands Antilles on October 10, 2010. These special
municipalities will resemble ordinary Dutch municipalities (with a
mayor, aldermen and a municipal council) and will have to
introduce most Dutch law. There are however some derogations
for the BES islands e.g. social security will not be on the same
level as in Holland, while the US dollar was introduced as the
currency on January 1, 2011. There is a five year transitional
period for the integration of Saba and the other BES islands into
the Dutch constitutional order.

management of the Saba National Marine Park and the Saba
National Land Park. SCF works closely with STB and the tourism
private sector (particularly the dive shops) in carrying out its
functions, which includes training and awareness programmes.
Membership of Regional Organisations
Saba has Observer Status at meetings of the OECS Council of
Tourism Ministers.
Saba is not currently a member of either the Caribbean Tourism
Organisation or the Caribbean Hotel and Tourism Association
(CHTA) which means that it is unable to participate in, or benefit
from, the membership and other programmes operated by or
through these bodies.

However, the National Office for the Dutch Caribbean has
assumed responsibility for taxation, policing, immigration,
transport, infrastructure, and health, education & social security in
Bonaire, St. Eustatius and Saba on behalf of the Government of
the Netherlands.
12.2

12.3

TOURISM RELATED ORGANISATIONS

INSTITUTIONAL RELATIONSHIPS AND ISSUES
Saba’s approach to tourism development is that the sector should
be ‘government-led, private sector-driven and community-based’.
However, for this approach to be effective there must be good
communications and coordination of activities between all
stakeholders. Feedback from stakeholders during the fieldwork
suggested that this is lacking. Equally important, the modalities or
mechanisms for effective communications are also lacking.

Saba Tourist Bureau
The Saba Tourist Bureau continues to perform well with very
limited human and financial resources – a staff of only three
persons (including the Director) and a budget of only NAf 206,000
for 2010. From time to time, the STB also receives funding from
Dutch agencies (e.g. USONA) for special tourism projects, such as
marketing and promotion.
Saba Tourism and Hotel Association
The Saba Tourism and Hotel Association is a sub-committee of the
Saba Business Association.
Saba Conservation Foundation
The Saba Conservation Foundation (SCF) is a nongovernmental
organization established in 1987 with a mission to preserve and
manage Saba's natural and cultural heritage. This includes
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PART III – STRATEGIC PLANNING FRAMEWORK
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13.

TOURISM OUTLOOK AND GROWTH
OBJECTIVES

13.1

DEMAND TRENDS FOR STAY-OVER ARRIVALS
Since 2000, global travel has increased by about 3% yearly, but
the pace of growth has been constrained by a variety of factors –
9/11 terrorist attacks in the US, sluggish economic growth in
Europe, SARS in Asia, current global financial crises etc.
In 2010, international (stay-over) travel to and within the Caribbean
was estimated to be about 19.6 million tourist arrivals, an increase
of about 5% compared with the corresponding figure for 2009, but
virtually the same number of arrivals as were recorded three years
previously in 2007. However, tourism performance was unevenly
spread across the Caribbean with Cuba and the Dominican
Republic being high growth destinations.

13.2

•

They are older, more physically and mentally active
− activities and interests increasingly determine choice of
destination
− greater range and depth of niche market customer
segments.

•

They are increasingly using the internet to get information on
destinations and make bookings, rather than the traditional
retail travel agent
− looking for value-for-money and transparent cost
structures
− women make more holiday decisions than their male
partners, and account for 70% of the travel guide
purchasers.

•

They use the internet to voice dissatisfaction: disappointed
customers are quick to report their dissatisfaction, and the
internet gives a huge international reach to their negative
comments. This greatly increases the premium to be placed on
customer satisfaction and rapid response to complaints.

•

They are better educated, more discerning and look for fulfilling
memorable, high quality, experiences as well as relaxation
− the traditional division of vacation demand into concepts of
nature v. beach holiday; activity v. relaxation holiday;
touring v. resort holiday is now obsolete. It is the capacity
of a destination to provide a range of fulfilling experiences
that is determining choice. Consumers may seek out a
selection of differing experiences during the course of their
vacation.

CUSTOMER TRENDS
International tourism and its markets are facing unprecedented
change because of increasing affluence (despite the current
economic recession), demographic shifts, changing lifestyle values
and rapidly evolving technologies. This changing profile of
customers makes it difficult to determine the pattern of future
tastes and preferences. The complexity of the market makes the
concept of the typical or average tourist of little practical use for
tourism planning purposes.
Some characteristics of tomorrow’s customer provides pointers for
Saba as to their needs:
•

They are more affluent
− increasing numbers purchasing vacation
though this has slowed in recent years
− taking more frequent and shorter trips
− want a quality product.

properties,
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13.3

•

Key customer needs which tourism and leisure activities
should seek to satisfy include delivering:
− authenticity, reward, rejuvenation, relaxation, fun, selfactualisation (mental stimulation/learning), discovery,
energising experiences, freedom, safety and healing. The
set of needs and emphasis on particular ones varies from
customer to customer. Larger destinations can respond to
a wide range of needs; smaller destinations may focus on
just two or three, but need to ensure clarity of
communication of their content and deliver to a high
standard.

•

More and more tourists, especially in older age groups, seek
authenticity, and the values they seek in destinations and
products include:
− ethical, natural, honesty, simple, beautiful, rooted and
human.

•

The brand promise of a destination needs to embody trust,
safety and quality assurance.

GROWTH TARGETS
The overall growth target is to approximately double tourism over
the next 10 years, with
¾ Stay-over tourist arrivals increasing from an estimated 12,500
in 2010 to 25,000 by 2020.
¾ Excursionists increasing from an estimated 10,000 in 20
¾ 10 to 20,000 by 2020.
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14.

PRODUCT EXPANSION AND DIVERSIFICATION POTENTIAL
In planning for the realisation of the growth objectives, a major issue is the extent to which the supply of Saba’s tourism product can be expanded and
diversified.
An assessment of what the market wants, linked to Saba’s ability to supply the required tourism products is shown on the following matrix. Correlating
what the market wants with what Saba can realistically supply indicates how Saba’s tourism product can be expanded and diversified and what is
necessary to achieve this in terms of product development which is the basis of Saba’s sustainable tourism vision.
The assessment outlined on Table 14.1 following is based on the product/site inspection trips undertaken during the course of the fieldwork; a review
of existing development plans and other relevant documents; meetings with individuals stakeholders as part of the process of this tourism strategy
formulation.
Table 14.1: Matrix of Product – Market Potential for Expansion and Diversification
MARKET SEGMENT

CHARACTERISTICS

REQUIREMENTS

DEVELOPMENT POTENTIAL ISSUES

A. Nature Tourism
•
•
•

birding
botanical
natural history

•
•
•
•

high use of tourism plant
high spend
seasonal
moderate growth rate

•
•
•
•

nature reserves/parks
guides & ground tour arrangements
range of accommodation
good interpretation

major potential, but
•
interpretation lacking – need for a BioPark
•
guiding limited

•
•
•
•

moderate use of tourism plant
moderate spend
seasonal
moderate growth rate

•
•
•

nature reserves/parks
marked trails
range of accommodation

major potential, but
•
new trail to link trail network required
•
increased on-going maintenance required
•
activity centre needed

•
•
•

moderate use of tourism plant
moderate spend
seasonal

•
•
•
•
•

nature reserves/parks
mountains/rough terrain
good information
range of accommodation

limited potential, but
•
climbing guides required
•
maps and other information lacking

high volume
very short stay
high environmental impact
seasonal demand

•

interesting/attractive/accessible nature
sites
historic sites/old city
cultural and heritage experiences
shopping
ambience
safety and security
things-to-see-and-do

significant potential, but
•
harbour improvements required
•
transport services from Fort Bay to The Bottom and Windward
•
limited carrying capacity of 1 cruise ship visit per day

B. Activity Tourism
•
•
•

hiking
mountain biking
kayaking

C. Soft and Hard Adventure
•
•
•

climbing
abseiling
rock climbing

D. Cruise Visits

•

•

•
•
•
•

small cruise ships
(up to 150 passengers and
crew)

•
•
•
•
•
•
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MARKET SEGMENT

CHARACTERISTICS

REQUIREMENTS

DEVELOPMENT POTENTIAL ISSUES

E. Health & Wellness
•
•

mountain resorts
wellness/spas

•
•
•
•

high spend
high use of tourist plant
all year demand
high growth

•
•
•
•
•
•

small scale hotels
high quality facilities (e.g. infinity pool)
secluded settings
nature walks, trails, things-to-see-and-do
professional therapists, dieticians
medical support facilities

significant potential but on small scale
•
number of possible locations available
•
need for international ‘brand’ such as Baynan Tree, Sixth
Senses
•
wellness treatment by professionals
−
high quality clinical equipment

•

villa/town houses, condos (ownership
rentals)
holiday homes
long, frequent visits
high spend
high growth

•
•
•
•
•
•

seamless access from regional hubs
reassurance about safety and services
things-to-do
tax incentives
regulatory framework
medical support facilities

significant potential but on small scale
•
small hotels and lodges of appropriate scale
•
planned development of 30 to 40 villas with associated retail
facilities etc.

•
•
•

comprise groupings of participants, fans
and passive spectators
high use of tourist plant
short 2 – 4 days
high growth

•
•
•
•
•

good and appropriate sporting facilities
range of accommodation
things-to-see-and-do
good local food
entertainment/local ambiance

limited possibilities because
•
Saba’s topography not amenable to sporting fixtures

•
•
•
•
•

1 week average stay
high use of tourism plant
high spend
seasonal
low environmental impact

•
•
•
•
•

range of dive sites
dive shops/dive masters
medical support facilities
range of accommodation
things to-see and do for non-dive
companions

major potential with
•
sites fully identified and mapped
•
dive shops available
•
range of facilities and accommodation
•
‘wreck’ diving should be developed to expand product
appeal

•
•
•
•

short stay
low use of tourism plant
moderate spend
low environment impact

•
•
•
•
•

jetties/moorings/marina
on-shore facilities – showers, laundry
things to see and do
shopping/provisioning
fuel/water supplies

major potential, but
•
lack of enough jetties/moorings/pontoons
•
shore facilities sub-standard or non-existing
•
facilities for water/fuel uplift poorly organised
•
water taxi needed
•
poor image of Saba re yachting

•
•
•
•
•
•
•

small scale facilities
things-to-see-and-do
good food
entertainment/local ambiance
interesting attractions
competitive car rental tariffs
events/festivals

significant potential, but
•
improved packaging required
•
tourism product needs development
•
no entertainment
•
better quality restaurants required

F. Residential/ (long stay)
•
•

retirees
medical students

•
•
•
•

G. Sports
•
•

sports meets
events

•

H. Scuba Diving
•
•

diving
snorkelling

I. Yachting
•

yachting

J. Short-Break Holiday (weekends/mid week)
•

general holiday maker

•
•
•
•
•
•

2 to 3 night stay
high spend
high use of tourism plant
off-season
low repeat
intra-Caribbean mainly
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MARKET SEGMENT

CHARACTERISTICS

REQUIREMENTS

DEVELOPMENT POTENTIAL ISSUES

K. Excursionists
•

day visitors

•
•
•
L. Weddings and Honeymoon Stays

one-day stay
low use of tourism plant
low spend

•
•
•

competitive access transport
organised tours
things to see/interpretation/shopping

significant potential from St. Maarten & St. Barts
•
taxi/tours available
•
things-to-see-and-do need to be expanded

•

niche market

•
•
•
•
•

high spend
3 – 7 night stay
high use of tourist plant
low environmental impact
all year demand

•
•
•

attractive church/location for ceremony
attractive location for photography
wedding venues – accommodation with room
for reception
wedding planner
clear legal situation

limited potential, but
•
needs more publicity
•
legal situation needs clarification

•
•
•
•
•

high spend
3 – 7 night stay
high use of tourist plant
low environmental impact
all year demand

•
•
•

attractive church/location for ceremony
attractive location for photography
wedding venues – accommodation with room
for reception
wedding planner
clear legal situation

limited potential, but
•
needs more publicity
•
legal situation needs clarification

•

returning nationals and intraCaribbean
short stay
high use of tourist plant
low environmental impact
seasonal demand
high repeat

•
•

unique festivals and events
particular timing to avoid clashing with other
regional events
things-to-see-and-do
good local food
entertainment/local ambiance
safety and security

important potential, but
•
festivals need to be further developed
•
problems of access capacity
•
limited accommodation capacity
•
cultural performances need to be more widely
promoted and developed

intra-Caribbean business persons
and spouse/partner/ family
business/groups/clubs and
associations
highly profitable
short stay 2 – 4 days
high use of tourist plant
low environmental impact
seasonal demand

•
•
•
•
•
•
•

meeting facilities
up-scale accommodation
restaurants
entertainment
things-to-see-and-do
safety and security
spouse/partner/family programmes and
attractions

important potential, but
•
limited convention/meetings organisational expertise
•
problems of air and sea access capacity
•
limited convention facilities
•
lack of entertainment/things to do

•
•

M. Gay Market
•
•

groups
weddings

•
•

N. Festivals/Events
•
•

Carnival
Arts

•
•
•
•
•

•
•
•
•

O. Business Meetings
•

small companies

•
•
•
•
•
•
•
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15.

SUSTAINABLE TOURISM DEVELOPMENT

15.1

DEFINING SUSTAINABLE TOURISM
a useful concept on a site specific basis – such as a dive site or
hiking trail.

Sustainable Tourism Development means ‘any form of
development, provision of amenities or tourist activity that
emphasizes respect for and long-term preservation of the natural,
cultural and social resources and make a positive and equitable
contribution to the economic development and fulfillment of people
living, working or staying in these areas’. (FNPNR Charter of
Sustainable Tourism).

Effective visitor management can increase the number of people
that a site can accommodate while reducing impact. There are a
number of management strategies available to prevent or minimize
impacts including redesign, timing of use, managing visitor
behavior and expectations, increasing the resistance or
rehabilitation of the resource. Finding the most appropriate tools to
manage visitor capacities and locating funding with which to
operate these will be key issues to resolve.

The World Tourism Organisation (WTO) has adopted three types
of criterion of sustainable tourism development:
•
•
•
15.2

The resource of the environment must be protected.
Local communities must benefit both economically and in
quality of life.
Visitors must be given a quality experience.

15.3

SABA’S CARRYING CAPACITY
Saba’s ability to handle tourism is limited by its small geographic
size, its fragile environment, narrow roads, difficult access and
limited labour force.

SUSTAINABILITY AND CARRYING CAPACITY
The concept of an area’s carrying capacity is closely related to
concepts of sustainable development and sustainable resource
use. The concept is a subjective one and has, in the tourism
context, two main components:

Placing limits on the overall number of visitors is too blunt a policy
instrument to managing the island’s carrying capacity, particularly
as different types of visitors have different impacts. The impact of
a stay-over tourist is very different from that of an excursionist. A
more productive and meaningful approach is to determine capacity
limits and/or usage limits for the different resources.

•
•

Marine Park

The capacity of the destination to absorb tourists.
The capacity of tourists to receive a positive experience and
not be put off by overcrowding.

Currently, there are some 29 dive sites spread throughout the park.
The Saba Conservation Foundation has established a figure of
5,000 dives per year for each site as an upper threshold to prevent
significant impacts from divers on marine habitats. In terms of
annual number of dives taken, the three most popular sites are Hot
Springs (1,570), Ladder Lab (1,542) and Tent Reef (1,487). This
suggests that a considerable increase in the number of
dives/divers could be handled without undue pressure on the
marine environment or crowding of the divers themselves.

The carrying capacity of an area is a function of the area’s size, its
access, the tolerance of its resources to tourist use, the number of
tourists, the type of use, the design and management of tourism
facilities and the attitude and behavior of the tourist and tourism
management. Carrying capacity is a complex issue which is not
really meaningful at an island level. However, carrying capacity is
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Nature/Hiking Trails

‘The Road’ Network

As illustrated on Map 9.1, the SCF has established 12 trails on the
island. Based on the number of hikers registering with the Trail
Shop, the most popular trails is

With the growth in number of vehicles
increasing pressure on the capacity of
becoming evident. Currently, there are
vehicles on the island, including 10 taxis
number of cars for hire.

Mt. Scenery (648 registered hikers in 2009), followed by the Sandy
Cruz trail. While these numbers clearly underestimate the actual
usage of the trails in question, the figures suggest that there is no
constraint at present.

in recent years, the
the road network is
some 833 registered
and about the same

Although the expected imposition of higher taxes on car purchases
is expected to moderate the demand for cars, a threshold of some
1,000 vehicles is recommended.

Yachting
Cruise Ships
Currently, there are 15 yacht moorings – 4 located east of Fort Bay
and 11 between Ladder Bay and Wells Bay.

Saba does not have the resource capacity in terms of local
transport, guides, etc to cater for cruise ships larger than the
Windjammer class which carries about 200 passengers. This
figure should represent the upper limit on the size of cruise vessel
to visit Saba, and no more than one cruise ship visit per day.

Based on the fact that the yachting season is confined to the
months October through May because of possibility of hurricanes
during the other months, Saba’s yachting capacity is about 3,500
nights at the moment. In 2009, there were approximately 366
yacht arrivals, staying on average of 1 to 2 nights which indicates
an overall effective utilization rate of about 15%, leaving
considerable spare capacity at the moment.

Excursionists
Day trippers are an important element of the tourism mix. Although
they don’t necessarily spend much when on-island, their
contribution to the financial viability of the air and sea carriers
should not be overlooked. Currently, the typical number of day
trippers is about 50 per day, a figure well within the absorption
capacity of the island.
In general a doubling of this number, as implied by the proposed
tourism targets for 2020 is not likely to cause undue environmental
pressure.

Accommodation
With 110 rooms at present, the peak number of stay-over arrivals
is unlikely to exceed 175 persons on any one day, representing
just over 10% of the permanent resident population. It should be
noted that it is only on very few days of the year that this number of
stay-over arrivals would be on the island, as for the most part,
average yearly room occupancy rates are between 35 and 40%.
Taking this into account the pressure on resources from other
segments, such as excursionists and yacht visitors, an upper
capacity threshold of some 200 rooms is recommended.
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Mitigating Pressure on Resources
However, during the peak months, the addition of a potential 100
excursionists per day when added to the stay-over tourists (350),
the cruise visitors (200) and yacht visitors (100) could result in a
possible 750 visitors on particular days.
To minimize any sense of overcrowding for the tourist and local
residents as well as to mitigate any pressures on resources, it will
be necessary to manage these visitor numbers by dispersing them
throughout the island. This can only be done by having a
dispersed range of interesting things-to-see-and-do and adequate
ground transport to move people effectively from place to place.
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16.

TOURISM DEVELOPMENT PLANNING
SABA – LESSONS FROM EXPERIENCE

16.1

PURPOSE OF PLAN

FOR

USA. With increased marketing effort, an additional 13,000 to
23,000 visitors yearly over a two to three year period was
considered to be a realistic target and within the carrying capacity
of the island.

The current strategic plan for the tourism sector – A Tourism
Development Plan for Saba – was formulated in 2001, its purpose
being to:
•
•
•

•
•
•
•

16.2

Outline the current situation in the tourist sector on Saba.
Identify realistic prospects for tourism growth on Saba.
Outline the growth strategy for the tourist sector in the next
year aimed at increasing
− the overall share of tourism to the local Saban economy,
and
− Saba’s share of regional tourism.
Identify a range of existing activities, which require upgrading
for recreational purposes, and that can be developed into a
marketable tourist product for Saba.
Promote the diversification of activities available for tourist and
local recreation.
Motivate a general improvement in the overall marketing and
marketability of the island.
Motivate the furnishing and equipping of the new Saba
Tourism Office.

¾ Upgrade Saba’s tourism product
•
•
•
•
•
•
•
•

¾ Strengthen and Increase Marketing Effort

PLAN RECOMMENDATIONS
Essentially, the 2001
recommendations:

tourism

plan

made

the

Repair work on selected trails – Mt. Scenery, Crispen Trail,
St. Mary’s Point, Sandy Cruz/All Too Far.
Repair steps to the Ladder Bay.
Construction of a fresh water pool at Spring Bay.
Rehabilitation of the museum.
Repair and upgrade of Wilhelmina Park.
Survey to establish the landownership and boundaries in
the area set aside for a national park.
Marine Park monitoring of changes to fish stock, water
quality, impact of diving etc.
Engineering study to establish beach and breakwater at
Cove Bay.

•
•
•

following

Production of collaterals (brochures, maps etc).
Advertising in magazines.
Upgrade the Saba Tourist Office (furniture and equipment).

¾ Tourist Facilities

¾ Increase tourist arrivals to Saba by 30 – 80% over a two to
three year period

•

Tourists visiting St. Maarten/St. Marten (about 432,000 in 2000)
were considered to be a significant target opportunity for Saba’s
marketing efforts to increase the number of tourists to Saba. It was
also considered that Saba was not aggressively marketed in the

Construction of public toilets (behind the tourist office).

The cost of implementing the various projects was estimated at just
under NAf 2 millions.
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16.3

PLAN IMPLEMENTATION
As this point in time – some ten years later – it is difficult to
determine what was or wasn’t implemented during the three years
2001 through 2003. There are no precise records for this period.
However, what can be said is that based on the SCF’s annual
reports over the last 10 years
•

Considerable amount of work has been undertaken in
− implementing and rehabilitating the trail network
− GPS mapping.

•

Extensive monitoring activities of the Marine Park have been
undertaken to include:
− coral transplanting
− sediment core sampling
− reef checking
− annual fish count.

•

Refurbishing and installing new anchor/mooring systems.

•

Establishing new dive sites – most recent being Rays n
Anchors between Hot Springs and Tedran Rock.

•

Some works carried out on Wilhelmina Park.

•

Engineering study to establish beach and breakwater at Cove
Bay.

And the Saba Tourist Bureau has not been given adequate funds
to undertake the production of the recommended collaterals and
marketing activities.
16.4

According to the 2001 Tourism Development Plan for Saba, the
number of stay-over tourist arrivals in 2000 was 10,000. As shown
on Table 3.2 earlier, stay-over tourist arrivals remained at this level
until the middle of the decade and it is only since then have tourist
arrivals increased – and only by about 23% to 2010, the latest year
for which official figures are available. Recognising that it would be
both simplistic and erroneous to directly attribute the performance
of Saba’s tourism sector to the implementation or non
implementation of the 2001 Tourism Development Plan’s
recommendations, the lessons from experience would appear to
be:
¾ The fundamental necessity to put in place adequately
resourced marketing campaigns consistently from year to year.
Ad-hoc marketing efforts have little long term impact.
¾ The need to ensure that the tourism plant (accommodation
facilities, restaurants, etc) capacity is expanded to facilitate the
targeted increase in tourist arrivals. In 2000, the number of
hotel rooms was approximately 80. In 2005 there were fewer
(75) hotel rooms available.

On the other hand, little has been done in respect of the
•

Rehabilitation of the museum.

•

Public toilets for visitors at Windwardside.

•

Study of landownership and boundaries in the area set aside
for a national park.

OUTCOME AND LESSONS FROM EXPERIENCE

¾ Impact of extraneous events unrelated to tourism can cause
setbacks to development plans. The 9/11 terrorist attacks in
2001, followed by SARS scare in 2002/3 had the effect of
depressing the demand for international travel. Saba was not
immune to these effects.
¾ Need for new products and product innovation.
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For many years now, the mainstay of Saba tourism has been
scuba diving and hiking. While these are excellent products, the
fact is that Saba’s competitors in the region are not standing still.
They are developing new products, reinventing existing products in
an effort to maintain existing tourists and attract new clients. A
representative selection of new product developments for 2009
include:
•

Tobago promoting birders (twitchers) linked with small, upmarket hotels.

•

Work now starting on a new medical tourism complex on St.
Kitts.

•

Marine theme park (Boatswain’s Beach), Cayman Islands.

•

5* resort development on St. Kitts involving boutique hotel,
luxury villas and town houses, 18 hole championship golf
course, artists village.

•

New development at Pinney’s Beach (Paradise Villas) on
Nevis involving 8 luxurious 4-bedroom private villas renting at
between US$1,200 – 2,500 per night.

•

EC$1.5bn resort development in Grenada involving 120 room
5* hotel, 280 residential units, 36 estate lots, marina and
yachting facilities and 120 room mid range hotel.

•

Le Sereno, St. Barth’s first recipient of a 5* classification from
the Tourism Development Agency of France.

The Bottom – Administrative Capital
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PART IV – THE WAY FORWARD – VISION, STRATEGY AND ACTION PLAN
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17.

GUIDING PRINCIPLES AND TOURISM VISION
17.2

Attracting more visitors to Saba will depend on getting a number of
factors right – improving and extending the product, range,
improved infrastructure, enhancing the amenities and facilities,
increased destination marketing.
To succeed, tourism
development must be grounded in the reality of what the island can
support and secondly, must reflect what is unique about what Saba
has to offer.
17.1

Currently, Saba does not have a formal tourism policy statement.
Based on our discussion to date with key stakeholders we
recommend the following mission statement for consideration.
‘The Island Council of Saba sees tourism as the main driver of
economic activity and wealth creation for the benefit of all
Saban
citizens,
achieved
through
the
sustainable
development of the island’s touristic resources while
protecting and enhancing the island’s natural and man-made
environments and patrimony’

SABA’S UNIQUENESS
Our fieldwork research, supported by the various tourism studies
that have been prepared to date, suggests that Saba’s uniqueness
lies in its:
•
•
•
•
•
•
•
•

TOURISM MISSION STATEMENT

17.3

Nature environment, unspoilt wilderness.
Authenticity old world charm – timeless character.
Slow pace of life.
Peace and tranquility.
Safety.
Friendly people.
Exclusivity – a private hideaway.
Intimacy – small population and relatively few tourists.

A VISION FOR THE DEVELOPMENT OF TOURISM ON SABA.
As described in the text box on the following pages, Saba will be a
destination of choice for discerning international and domestic
visitors (from the Kingdom of the Netherlands) because the island:
•
•
•
•
•

There is a feeling of ‘harmony’ about Saba. The size of the
population is in balance with the island’s resources; the number of
tourists do not overwhelm the community or adversely impact on
the environment; the absence of traffic noise (pollution) conveys a
sense of serenity.

•
•

These are Saba’s core strengths which must be maintained and
enhanced.

Respects the natural marine and terrestrial environments and
supports their conservation and enhancements.
Has a pristine physical environment.
Respects and supports Saban heritage.
Has a safe and crime-free social environment.
Provides a tourism experience that exceeds customer
expectations in terms of friendliness, quality of environment,
iconic attractions and distinctive patrimony.
Provides a high quality tourism product in terms of physical
and service standards.
Provides attractive career opportunities for people with a range
of skills and employment needs.
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VISION 2020
The accommodation sub-sector has benefited from an
increase in occupancy rates generating higher profit margins
and more money for re-investment in property maintenance
and enhancement. The improved demand scenario has also
encouraged new investment in the tourism sector,
exemplified by a major 40 villa-cum-real estate development
at Windwardside that also incorporates the former Captain’s
Quarter site which – no longer an eyesore – has been
tastefully re-developed with restaurants, shopping, parking
and other amenities, as well as possible villa development at
Giles Quarter (which might also incorporate a yacht marina).

Implementation of the Tourism Master Plan has transformed the
tourism sector in Saba, enabling it to move away from a period
of under-performance to become once more the mainstay and
growth engine of the local economy. This is reflected in its
contribution to employment (having now taken over from
government the position of single largest employer); increased
tax revenues for government (also a result of the new property
tax which has significantly increased tax yield from the sector);
and reduced dependency on state-aid. Both the number and
proportion of Sabans employed in the tourism sector has
increased as graduates from the new Technical College
increasingly find work in tourism or tourism-related occupations.
This necessary and timely transformation has been achieved
through (a) implementation of a well conceived marketing
strategy and plan; (b) enhancement and expansion of the
product offer; and (c) better overall sector management.

A major new internationally-branded resort spa in Saba has
recently opened.
The new Planning Ordinance has ensured that all such new
developments will meet the most stringent planning
conditions so that they conform to the traditional Saban
architectural style and fit harmoniously into the natural
environment. The new planning legislation also ensures that
adequate provision is made for water supply to new
developments.

The promotional campaign was spearheaded by the Saba
Tourist Bureau with generous support from both the Island and
Dutch Government and the full involvement of SCF, SBA and
the wider private sector. This has increased Saba’s international
profile and contributed in large measure to the near doubling of
the number of stay-over tourists and excursionists – over the
last decade with resulting economic benefits for all those linked
to this industry. Reflecting the increased demand, air and sea
access has increased.

As part of the overall strategy of promoting Saba as an upmarket destination, with reduced dependence on the pricesensitive visitor, Quality Standards have been established for
the accommodation sector and other tourism-related
businesses. These are being administered and enforced via
a new Quality Assurance Unit at STB.

Cruise tourism has also expanded with new calls by targeted
boutique cruise lines, which has resulted in the provision of a
new Visitor Centre at Fort Bay which is used by other day
visitors, as well as divers and yachtsmen (whose numbers have
also increased following the provision of additional moorings
and implementation of measures to counteract erroneous
perceptions of Saba as an ‘unsafe’ destination for visiting
yachts).

The tourism product - which has traditionally been narrowly
focused on diving and hiking - has been enhanced and
broadened.

TOURISM STRATEGIC PLAN FOR SABA 2011 – 2014
55

Final Report, 18th April, 2011

Divers have benefited from the overall enhancement of the harbour
area through implementation of a Harbour Beautification Scheme
(which has created a more pedestrian-friendly environment through the
physical separation of leisure-oriented activities from commercial and
industrial activities; tree planting and other landscaping; new and/or
refurbished tourism-related buildings; and the better organization of
traffic flows) as well as measures to reduce pollution of the marine
environment from waste disposal, dust, landfill run-off, etc. Following
feasibility studies the GEBE plant is to be relocated and an incinerator
allows the dump to burn much of the solid waste accumulated there,
without emitting toxic or noxious fumes. The hiking product has been
enhanced through the provision of new trails. Following the publication
of a new Guide Book, the addition of Rock Climbing, Bouldering and
Caving has been added to the existing tourism product.
Meanwhile, at long last, local residents (and visitors too) have a
suitable coastal area for swimming and other recreational activities.
This follows the approval and implementation of the Cove Bay
Development Plan which has provided an improved swimming area
protected by a breakwater; landscaped terraces offering shade and
seating; graded areas for picnicking; and better car parking
arrangements. The Police have introduced measures to control rowdy
parties, noise pollution, littering, etc.
The Museum (seen as a critical component of Saba’s bid for World
Heritage Site status) has been considerably enhanced and expanded
through the provision of new galleries; a reception area; and an
underground section for safe storage of valuable or fragile items (which
has allowed the return of artefacts formerly stored in Holland). The
level of visitation – both by visitors and local Sabans – has more than
doubled.

However, perhaps the most exciting development has been
the addition of a new world class flagship product to Saba’s
product offering. This is the BioPark which was established
on a site lying between the Trail Shop and the Museum. The
BioPark showcases Saba’s diverse flora and fauna. The
project includes an interpretative room (with a video
presentation on what the BioPark contains); exhibition areas
with interlinking pathways to showcase Saba’s rainforest,
plants, bird life, as well as its marine life; restaurants and
retail outlets; meeting rooms; and parking). It is now a major
draw for both visitors (including stay-over tourists, cruise
passenger and excursionists from St. Maarten and St. Barts)
and local residents alike.
With the increase in the number of excursionists and cruise
visitors, The Bottom has become a livelier place. There is
now a popular ‘heritage trail’ and a number of shops and
cafes. Windwardside too has benefited from the increased
flow of visitors. Although always a magnet for visitors,
Windwardside now boasts of a town plaza where visitors and
locals meet, relax, have refreshments and shop.
Finally, the tourism sector is now better organised and
managed. The STB has been provided with the additional
resources – both human and financial – needed to carry out
its existing and new responsibilities, while the SBA now
speaks as the united voice of the tourism industry and plays
an active part in the deliberations and decisions of the new
public/private sector Tourism Committee, including approval
and funding of joint marketing activities.
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With its resumed membership in the Caribbean Tourism
Organization, and new membership of the Caribbean Hotel and
Tourism Association (CHTA), Saba is able to participate in, and
benefit from, the membership and other programmes operated by
or through these bodies.
The increased level of activity in the tourism sector has provided
widespread benefits, but at the same time is not negatively
impacting on what attracts people to Saba, namely its unspoilt
character and relaxed way of life. The growth that has taken place
is well within the island’s carrying capacity, both on land and at
sea. The balance between day and stay-over visitors is being
carefully monitored and preserved. Measures are in place to
control traffic volumes, noise pollution and littering, while the new
planning laws ensure that all building fits in harmoniously with the
physical and built environment. For tourists, Saba remains a
unique and much-loved destination but now with a greater range
of things-to-do-and-see, particularly for non-divers. For local
residents, there are new business and job opportunities. For
school leavers, the chance of a rewarding job. And for
government, a healthier economic and fiscal position.
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18.

SWOT ANALYSIS AND GROWTH STRATEGY

18.1

SWOT ANALYSIS
Human Resources and Community

Based on our on-the-ground fieldwork, desk research and
discussions with key individuals in tourism, the competitive
strengths and weaknesses of the tourism sector are summarized in
respect of:

•

•
•
•
•
•

Strengths and Opportunities
− friendly welcoming people
− multi lingual
− closely knit and resilient community

•

Weakness and Threats
− shortage of trained personnel to meet growth demand
− growing dependency on overseas workers may affect
‘character’ of Saba tourism
− rapid expansion of tourism may alienate locals due to
congestion

Environmental management.
Human resources and community.
Economic infrastructure.
Tourism product.
Markets and marketing.

Environmental Management
•

•

Strengths and Opportunities
− good environmental awareness
− good year round climate
− pristine environment
− interesting reefs
− national parks, trail network
− distinctive patrimony
− good environmental management by SCF

Economic Infrastructure

Weakness and Threats
− pollution from land dump
− noise pollution at Fort Bay
− scenic degradation

•

Strengths and Opportunities
− simple road network in good condition
− good airport
− safe havens and moorings for yachts

•

Weakness and Threats
− inadequate seaport infrastructure
− emerging traffic congestion
− inadequate water supply
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18.2

INVESTMENT DRIVEN STRATEGY

Tourism Product
•

•

To achieve the target of doubling in tourism over the next decade,
Saba will have to

Strengths and Opportunities
− a number of ‘flapship’ properties
− adequate physical space for expansion
− distinctive heritage
− potential of niche product markets

¾ Move to an investment driven strategy
As described earlier, Saba is a relatively low spend destination.
This is because the tourism industry is totally dependent on its
natural attractions as the motivation for tourists to visit. But the
natural attractions, though unique in many ways, are not
sufficiently strong in themselves to attract the numbers required to
support a significant tourism sector. It is a primary factor driven
strategy and characterized by limited investment, insufficient
accommodation and medium quality product.

Weakness and Threats
− some properties ‘tired’
− narrow product range

Saba is not alone in this regard. All destinations, where the core
products are nature and culture based but are not considered
world class, (as the Galapagos, Egypt, Greece), face this problem.
The strategy that many destinations which do not have ‘world
class’ nature and cultural attractions have pursued, is to invest
heavily the product. These destinations have seen their tourism
sectors prosper and grow.

Markets and Marketing
•

Strengths and Opportunities
− niche market appeal
− flexible air and sea access

•

Weakness and Threats
− high dependency on two source markets
− inadequate funding for destination marketing
− value of € v $
− inadequate use of internet for marketing

To move on to the next stage of development requires an
investment driven strategy, with sustained investment in all
aspects of the industry – new products, destination marketing,
human resource development etc.
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Recommended Tourism Development Strategy for Saba
Tourist
No.s / Revenue

Investment
Driven
Primary Factor
Driven
2010

18.3

LINKING
STRATEGY
BENEFITS

TO

2020

¾ More visitors.
¾ Increased per capita spending by visitors.
¾ Longer stays.
or some combination of the above.

SUSTAINABLE

The wider objective of the growth strategy is to
obtain sustainable benefits for the people of Saba
by generating additional economic activity.

To get more visitors, persuade them to stay longer
and spend more money requires the implementation
of seven strategic initiatives to deal with the issues
confronting Saba’s tourism sector, viz:

The fundamental mechanism to achieve this wider
objective is by increasing tourism revenue. Without
an increase in revenue there can be: no growth in
income; no improvement in employment, or
Government tax revenues; and no possibility of
improving community benefits from tourism.

¾ Improve conservation planning and enhance the
environment.
¾ Expand and diversify the tourism product.
¾ Enhance tourism attractions and amenities.
¾ Upgrade quality and service standards.
¾ Increase destination marketing and air access.
¾ Improve research and statistics.
¾ Strengthen institutional arrangements and
increase tourism awareness.

The process of securing these sustainable benefits
from tourism revenue is shown on the following
chart. To increase tourism revenue there must
either be:
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CHART 18.1

ACHIEVING SUSTAINABLE BENEFITS
VISION STATEMENT AND SUSTAINABLE BENEFITS

POLICY OBJECTIVES

ECONOMIC

INCOMES

SOCIAL/CULTURAL

EMPLOYMENT

ENVIRONMENTAL

COMMUNITY

GOVT. REVENUES

INCREASED TOURIST REVENUE

MORE
VISITORS

Conservation
planning &
environmental
improvements

INCREASED
EXP/HEAD

Expand &
diversify the
tourism
product

Enhance
Tourism
attractions
& amenities

Upgrade
quality and
service
standards

LONGER STAY

Increase
destination
marketing &
air access

Improve
research
&
statistics

Institutional
Strengthening
& Tourism
awareness

STRATEGY & ACTION PROGRAMMES
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19.

IMPROVE PLANNING AND ENHANCE THE
ENVIRONMENT

19.1

CONSERVATION PLANNING
As outlined in the ‘Integrated Tourism Development Master Plan
for Saba, 1997’, the concept of Saba may be seen as a large
nature park with tourism facilities set within to provide an attractive
and unspoilt environment in which to stay and play. The traditional
character of Saba is one of a clear distinction between the compact
village areas and the rural and forested areas. In recent years this
quality has been damaged by scattered development occurring
along roads, intruding into the natural landscape of the hillsides or
the skyline. Both the villages and the unspoilt rural and forest
areas are of prime importance to tourism and their destruction
would severely damage the tourism industry.
To protect the nature areas from any further intrusion by the
evolving suburban sprawl on the one hand and on the other, to
preserve the existing traditional built environment which is
characteristic of Saba, we recommend the establishment of two
conservation areas, viz
•
•

nature area, and
village settlements and rural area

as outlined on Map 19.1.
A line running along the line of The Road would demarcate the
conservation areas. North (West) of the line would be designated
the Nature Area in which no further development would be allowed.
South of the line would be designated the Village Settlements and
Rural Area, where development would be allowed, subject to
conformity with the Saban architectural tradition of form, scale and
design, though the use of modern technologies and (suitable)
materials would be allowed.
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MAP 19.1: Conservation Planning
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19.2

ENVIRONMENTAL IMPROVEMENTS

19.2.1 Harbour Improvements
•
As described in Section 6 earlier, the existing Fort Bay harbour
area represents a degraded environment which is unacceptable in
its present form for an island with aspirations for developing its
tourism industry and which seeks to position itself as an up market
nature-based destination with impeccable environment credentials.

•
•

•

In order to bring the harbour up to a more acceptable standard for
visitors, there is need to create a physical setting which is visually
attractive and a comfortable pedestrian environment for visitor and
local residents. Essentially, the GEBE Plant should be relocated
away from the harbour area. This was considered in the 1997
TMP and the findings are still relevant today.
The study
recognized that this would be an expensive operation and take
some years to effect. Rather than do nothing, a ‘stop-gap’
scenario – ‘greening of GEBE’ – was proposed. This medium term
scenario has been revised to take into account developments since
then.

•

New building to have present SCF offices and a bigger visitor
centre.
Building for café/retail.
Creation of public plaza by taking some of the container
parking area. This is the best location for the plaza as,
because of the direction of prevailing wind, the noise from the
plant is less audible.
New car parking area, again by taking some of the container
parking area.
Parking prohibited along waterfront.

Relocation of GEBE Plant and Redevelopment of Harbor
The relocation of the generating plant would free up the whole of
the waterfront for potential redevelopment.
The attraction of this scenario from a tourism planning point of
view, is that it permits what would effectively be a new marine focal
point for tourism in Saba. It would allow a planned mixed use
waterfront development to provide opportunities for waterfront
apartments,
retail
shops,
cafes/bars,
visitor
centre,
toilet/showers/laundry services centre, craft workshops, etc.

Reorganisation and Beautification of the Harbour
Subject to technical and financial constraints that arise, the
beautification of the harbour should include physical separation of
leisure-oriented activities from commercial, industrial, power
generation and extraction activities, and the better organization of
traffic flows.
In addition to the improvements currently being undertaken, the
following are recommended:
•
•

Shade structure as buffer to the CEBE plant.
‘State of the art’ toilet and shower block.
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MAP 19.1: REORGANISATION AND BEAUTIFICATION OF THE HARBOUR AREA
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19.2.2 Installation of Incinerator at Landfill Site
To minimize adverse environmental impacts of disposing of solid
waste, an incinerator should be installed at the landfill site.
Moreover, the type of incinerator used should have minimum (if
any) emissions of toxic fumes/gases.
Recognising that the installation of an incinerator is expensive and
will take some years to be effected, improved management
systems at the site will be required in the meantime.
19.2.3 Road Congestion
Section 6.3 highlighted the growing problems of congestion,
parking, etc arising from the increasing number of vehicles.
The latter is expected to be controlled by the planned increase in
import duty – and possibly – road tax. Consideration might also be
given to adoption of some of the initiatives introduced in Bermuda
to reduce traffic congestion, including a limit of only one private
four-wheeled vehicle per person or family or household unit.
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20.

EXPAND AND DIVERSIFY THE TOURISM
PRODUCT

20.1

EXISTING SITUATION
There is need to both expand and diversify the existing tourism
product in order to reduce dependence on diving and hiking. Nondivers, in particular need more reasons for visiting Saba.
Broadening the product range while maintaining the island’s
intrinsic appeal, involves both the strengthening of existing
products (including further development of the dive and hiking
products) and development of new products of high quality, which
will be compatible with Saba’s image and heritage, and competitive
in their markets.

20.2

divers took 19,362 individual dives (an average of 3.35 dives per
diver).
To expand the appeal of the dive product we recommend the
development of ‘wreck’ diving through the positioning of a
shipwreck in a suitable location.
There is little problem in acquiring a ‘wreck’ (e.g. from the US
navy), and transporting it to the selected site. The major cost is in
cleaning and making the shipwreck ready for divers.

DIVING

The other main product development priorities are

Saba has consistently been rated as one of the best diving
locations in the Caribbean. Most sites are along Saba's lee shore,
and none is more than a 15-minute boat ride from the harbour. The
average water temperature is 84F in summer; 77F in winter.
Divers, who increasingly demand a high level of environmental
quality in their destination, are attracted to Saba because of its
attractive, clean pollution-free and well-managed underwater
environment.

20.3

¾

Additional dive sites, especially on the west coast.

¾

Maintain the quality of the underwater environment, particularly
the health of the reefs which are being affected by lionfish and
the disposal of waste products and garbage.

HIKING
Saba already offers the visitor an extensive and generally welldeveloped hiking trail network, in different settings ranging from
trails with some risk (particularly along the north coast) to trails with
few challenges, includes areas along roads outside villages.

Given the island’s relatively easy access to the world’s largest
diving population, the United States (with approximately 4.2 million
active divers), as well as Europe, there is considerable further
potential for expansion of the scuba dive product.

Although, as described in Section 5 earlier, considerable work has
been done by the Saba Conservation Foundation, there is still
need to further expand and enhance the existing trail network.
Discussions with SCF identified the following priorities:

Divers make-up just under 50% of all stay-over tourists, but a
smaller proportion of day visitors who come mainly for hiking. With
proper management, Saba’s carrying capacity could accommodate
a two-fold increase in overall visitor numbers, as well as divers.
Current usage falls well short of the upper limit. In 2009, 5,773
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¾ New trail to link Sandy Cruz Trail with Mountain Road.

Caves at Paris Hill, Mount Scenery and Core Gut, together with the
sulphur mine (where a guide is essential), afford opportunities for
underground exploration.

¾ New trail linking Mt. Scenery with Buds Mountain Trail.
¾ Improve Crispeen Track, which has historical connotations as it
has been in existence for some 300 years.

The preliminary initial scouting expedition was positive and was
intended to be followed by a second visit, when routes would be
mapped out in detail and eventually fixed anchors installed.
Unfortunately, little progress has been made since.

¾ Improve steps on Mt. Scenery.
¾ The Trail Shop should be further developed as an orientation
centre for hikers to include:
- a scale model of Saba, showing the trail network, points of
interest etc.

20.4

There is need for a guidebook that will not only map out a variety of
routes and climbs but also outline safety regulations and
conservation concerns to assure this activity is in harmony with
Saba’s ecological policies. Climbers would have to bring their own
equipment as no official rock climbing outfitters have yet been
established.

ADVENTURE-ROCK CLIMBING
20.5
Already recognized as one of the best diving and hiking
destinations in the Caribbean, rock climbing is a natural fit to
Saba's eco-tourism product and can be instrumental in expanding
the island’s tourism product. This could also include Bouldering
(rock climbing without a rope) and Caving.

YACHTING
Conveniently located in the middle of the chain of eastern
Caribbean islands, Saba should be an ideal halt for yachts cruising
the Caribbean and an attractive destination for charter vessels
based in St. Maarten, the BVI and the French West Indies. Despite
its strategic location, the yachting sector in Saba is
underdeveloped compared with neighbouring destinations. The
number of recorded yacht arrivals was 366 in 2009, with an
average of six persons aboard.

The dramatic drop-offs that make for such good diving are
matched on shore by outcroppings and boulders that are within
easy access from the many hiking trails. While there are some
established routes (used mainly by local climbers), proper trails
and maps are not in place to access them.

The existing anchorages are provided along the west coast near
Well’s Bay and in front of Fort Bay. Like much of the northern
Caribbean, Saba is vulnerable to tropical storms and hurricanes
which results in greatly-reduced yacht arrivals during the hurricane
season (June-November). Saba also loses yachting business
because of the perceived dangers of mooring of the island in bad
weather (which has resulted in its ‘blacklisting’ by a number of
yacht charter companies) and also because of the lack of facilities
for visiting yachts.

In December 2003, following an initiative from Sea Saba (with
support from the Island Government and SCF), two climbing
experts spent several days exploring the possibilities of developing
climbing as an added sports attraction for adventure tourists. The
cliffs on the north side of the island, near Green Island, proved
good for climbing (but there might be an environmental conflict
since the location is also a prime site for nesting Tropicbirds). A
large cave above The Bottom could also have potential as a
climbing site.
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MAP 20.1: PROPOSED NEW HIKING TRAILS
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At present, Saba lacks the infrastructure needed to support a
thriving yachting industry, namely marinas, boatyards and other
ancillary services. There is no fuel dock or dedicated dinghy dock
at Fort Bay. The need for better docking facilities for dinghies at
Fort Bay is being addressed as part of Phase 1 of the Harbour
Development Project, while in recent years, a project to build a
marina at Giles Quarter has been considered. Marinas are costly
to build and are most often developed as part of mixed ventures,
such as hotels or resort communities which largely depend upon
tourism demand rather than yachts to be successful. It should
also seek to cater for the growing trend towards larger and more
expensive ‘mega’ yachts, with sizes of over 100 feet or more.

sold as one of Saba’s strong selling points. A possible drawback is
the lack (with one or two exceptions) of meeting room and other
facilities.
In the case of incentive travel, firms are more prepared (or were
before the current recession) to send award-winning employees to
destinations that are further afield and there is a continuing search
for new, more exciting locations.
In Saba, the potential of the MICE market (particularly the small
meetings and retreats segment) has hardly begun to be exploited.
There is need for all potential suppliers in this market - including
hotels, dive operators and STB - to come up with innovative ideas
for products and packages that are tailor-made to client
requirements and specifications.

The main needs are
¾ Additional moorings navigational aids.
¾ Adoption of environmentally sound fuel delivery practices.
¾ Provision of high standard shower, toilet, laundry facilities at
Fort Bay.
¾ development and implementation of marketing strategies to
increase the visibility of Saba as a yachting destination and
attract more yachts to Saba.
¾ Longer term consideration of the construction of a marina,
villas and complementary facilities at Giles Quarter.
20.6

20.7

RESIDENTIAL TOURISM
Residential tourism, where affluent people who are on guaranteed
income and/or have a minimum wealth level are encouraged to
take up residence in another country, has long been an important
part of the tourism industry in a number of countries in the
Caribbean region, including the Dutch Caribbean.
For
destinations, the benefits are that spending by such visitors
impacts more directly on the local economy as they shop locally,
eat locally and employ builders, gardeners, pool and maintenance
workers, security guards, and domestic helpers. Potential
drawbacks are possible inflationary effects on property values and
prices.

SMALL MEETINGS, RETREATS AND INCENTIVE TRAVEL
The MICE (Meetings, Incentives, Conventions, and Exhibitions)
market is mostly business-oriented, but can also comprise small
retreats or meetings of professional associations. The incentives
segment tends to be more leisure-based as it is usually offered to
employees or dealers/distributors as a reward for exceptional
performance.

Many countries in the Caribbean are seeking to capitalise on this
growing industry by offering various incentives to beneficiaries,
including residence status and tax concessions for approved
investments, particularly in property. In order to attract more
retirees and other residential tourists to Saba, it would be
necessary to ensure that the inducements offered are at least
comparable with those available in other countries - for example,

Saba can be promoted as an ideal venue for small meetings and
retreats - plus some types of incentive travel - not only because of
its natural attractions and unique cultural heritage. Safety and
security (an important consideration for this market) can also be
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in Curacao, where a new regime called Investors Permit (which
came into force on 3 August 2009) provides for a smooth issuing
of residence permits, with favourable tax arrangements, for
wealthy foreigners who make an investment in real estate of at
least NAf 650,000.
20.8

HEALTH AND WELLNESS
Health and Wellness tourism refers to trips that are taken by
persons travelling from their normal place of residence with the
principal purpose of improving their health and/or wellbeing,
usually by staying at spas. In this sense, it differs from medical
tourism which typically involves some form of medical treatment
(but it can include recuperation from such treatments). Industry
trends are indicating that, rather than being an ‘amenity’ offered at
hotels and resorts, spas will increasingly be a deciding factor or
primary motivation in choosing a vacation.
While Saba is a good place to relax and rejuvenate, the Health
and Wellness product is relatively underdeveloped compared with
competing destinations in neighbouring islands in the Caribbean.
At present, the main services comprise a gymnasium in
Windwardside; fitness rooms at leading hotels; Reiki and Cranial
Sacral Therapy and Reflexology; Yoga; and Massage. There is
also the opportunity to enjoy the stunning marine and terrestrial
environment, and to sample local medicinal plants and herbs.
What is missing is a ‘flagship’ resort spa to act as a catalyst for the
further development of this product.
The project concept is for the development of a luxury resort spa
with around 30 rooms or accommodation units catering for an
upmarket clientele. The resort could also encompass a number of
villas, condominiums and holiday homes. The project would be
implemented by a company involved in the management,
development and/or ownership of high quality resort spas and
hotels. Examples of suitable partners include Banyan Tree, Six
Senses, and W Hotels (part of the Starwood Hotels & Resorts
group).
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20.9

BIOPARK
The development of a botanical gardens has been considered
both in the Museum grounds (which already contains several
varieties of tropical trees and shrubs) and on land belonging to
SCF in the vicinity of the Trail Shop. Existing trails link the two
sites. The current concepts appear to be for the traditional or ‘oldfashioned’ type of botanical gardens which have limited appeal for
modern travellers.
What we are recommending is a major ‘flagship’ project
comprising the development of a BioPark in the area between the
Museum and the Trail Shop which would showcase Saba’s
diverse flora and fauna. Unlike, old-style botanical gardens, the
BioPark would offer an interactive experience with nature. This
could be similar to the highly successful INBio Park in Heredia,
Costa Rica, that is part museum, part educational centre, and part
nature park. In addition to watching a 15-minute informational
video, visitors can tour two large pavilions explaining Costa Rica's
biodiversity and natural wonders, and hike on trails that re-create
the ecosystems of a tropical rainforest, dry forest, and premontane
forest.

This is outlined in the sketch plan on the following page. The
recommended next step is the commissioning of a feasibility study
for the proposed BioPark (which could be developed in association
with SCF, STB and possibly one or more corporate sponsors).
The establishment of the BioPark is likely to be done in stages.
20.10

OTHER NICHE PRODUCTS
Other niche products for which Saba has the potential to develop
include ‘weddings & honeymoon stays’ and the ‘gay’ market.

The BioPark concept would capitalise on Saba’s major strength its natural resources – and significantly enhance its overall image.
It would attract both stayover tourists and day (including cruise)
visitors as well as local schoolchildren and other local residents.
The development concept, which would require a site of about 10
acres (4 hectares), would include:
• interpretative room – video presentation on what the BioPark
contains;
• exhibition areas with interlinking pathways to showcase
Saba’s rainforest, plants, bird life, etc; as well as its marine
life;
• restaurants and retail outlets;
• meeting rooms.
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21.

ENHANCE TOURISM ATTRACTIONS AND
AMENITIES

21.1

MUSEUM
As previously stated (Section 5, Saba boasts a unique cultural
environment, created over centuries by the people who
successively inhabited the island. It has been proposed that the
island as a whole has potential for nomination as a World Heritage
Site under the category cultural landscape of exceptional
importance. One of the essential pre-requisites for gaining WHS
status identified in the Gill report (Dr. Ronald Gill: The Island of
Saba as a Cultural Landscape, October 2002) is the upgrading of
the museum for documentation, interpretation and dissemination of
Saba’s heritage, and to support the promotion of public awareness
of Saba’s unique cultural and natural heritage.

To attain these overall objectives, the project would professionalize
the way the museum collects, preserves and documents the
cultural and natural heritage of Saba; expand it into an institute
which enhances the Saban identity, especially among the younger
people; and thereby increase the number of visitors from about
1,250 a year (1997/98 estimate) to around 8-10,000 per year
depending upon the further development of the flow of tourists to
Saba.
The development plan would comprise both new galleries and a
reception area and an underground section for safe storage of
valuable or fragile items. With minor adaptations, the
recommendations of the Museum Business Plan (Projectburo
Meeter, 1998) in respect of housing, collection, personnel,
organisation and finance necessary to create and sustain the
needed products and services, are still relevant today. The
expansion of the museum would also permit artefacts that are
presently stored for safe keeping in Holland to be returned to Saba.
Implementation of the museum plan has been stalled partly
because of cost considerations (including operating costs) and
partly because of lack of agreement on whether or not such an
ambitious project is feasible.

At present, the museum provides a setting for a static display of
items pertaining mostly to the colonial period. Greater emphasis
and prominence needs to be given to the island’s cultural diversity
including its Amerindian and Afro-Caribbean elements, and its flora
and fauna.
Plans have been prepared for the enhancement and expansion of
the museum. The objectives of the plan (including target groups,
products and services) have been set out in a pre-feasibility study:
Development Project for the Harry L. Johnson Museum at Saba
(April 1995). These objectives have cultural, educational and
touristic dimensions, as follows:

Essential actions are:

¾ to create possibilities to acquire and preserve the cultural and
natural heritage of Saba, which is rapidly disappearing;

¾ Review of the museum plan as to the feasibility of its
implementation.

¾ to improve the understanding of the Saban identity, especially
by the younger generation; and

¾ Upgrading of the Museum for documentation, interpretation
and dissemination of Saba’s heritage.

¾ to increase the tourist attractiveness of Saba, especially for an
up-market clientele which is interested in eco-tourism.
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21.2

HERITAGE TRAIL FOR THE BOTTOM

21.4

As described in Ch 5 earlier, The Bottom has a number of heritage
sites. However, these need to be enhanced, interpreted and
integrated to create the type of attraction which would establish
The Bottom as a tourist destination, inticing visitors to spend time
(and money) there.

Saba does not have the white sandy beaches seen on most other
Caribbean islands, and consequently, will never attract the market
for this product. However, it does possess attractive coastal areas,
but these are often difficult to access and not normally good for
swimming due to the rough seas (particularly in winter) and the
occasional danger of falling rocks from overhanging cliffs.
Nevertheless, swimming is sometimes possible.

This could be achieved by firstly enhancing these sites (Wilhelmina
Park, Catholic Church, Governors Residence etc), secondly
establishing a Heritage Trail to link the sites; and thirdly, producing
a heritage trail leaflet/booklet which would describe and interpret
the sites for visitors.
21.3

BEACHES

At present, the most-used facility - both for swimming and
sunbathing (before the recent rock falls) - is Fort Bay but as
illustrated in Section 9.3, this cannot be considered a suitable or
attractive location. Cove Bay also attracts bathers, but mostly for
paddling, while the ‘wandering beach’ at Well’s Bay is also popular
with local residents (but its appearance cannot be predicted).

PUBLIC PLAZA FOR WINDWARDSIDE
In addition to the immediate rescue of landmark monuments and
townscapes, such as the RC Church and cemetery in
Windwardside (which is described in the Gill report as a condition
sine qua non for World Heritage nomination). Windwardside needs
a focal point – a public plaza where people can meet, relax, have
refreshments. Until now, the problem in establishing a town plaza
has been the lack of adequate space in the centre of the
settlement. The proposed development of a site opposite the car
park, offers such an opportunity.

The best potential site for the development of a swimming amenity
is at Cove Bay.
An illustrative plan for Cove Bay is shown in Figure 21.1, including
improved swimming area (which would need to be protected by a
breakwater or barrier-type retaining wall below the surface of the
sea to prevent it filling up with sand); landscaped terraces offering
shade and seating; graded areas for picnicking and children’s play;
and better car parking arrangements. The police would need to
introduce measures to control rowdy parties, noise pollution,
littering, etc.
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FIGURE 21.1: COVE BAY
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22.

UPGRADE QUALITY AND SERVICE
STANDARDS
Saba can draw on, and benefit from, the work on standards that
has already been done in these and other countries, but this needs
to be backed-up by a credible inspection and enforcement regime.
STB (with more staff) would have to take on a more pro-active role
in visiting tourism establishments and undertaking on-the-spot
quality assessments.

The long-term sustainability of the tourism industry of a destination
is largely dependent upon its ability to provide high quality products
and services, which are benchmarked against world class
standards.
22.1

PHYSICAL STANDARDS OF HOTELS
With a small number of exceptions, the physical standards of
hotels on Saba would be considered to be in the 1*/2* categories
by international comparison. Some of the properties appear ‘tired’
– needing considerable repair and maintenance attention.

It is recommended that a ‘quality standards’ expert be retained to
develop a programme of standards for Saba working in conjunction
with a technical committee made up of representatives of STB,
SBA, SCF and other relevant stakeholders. In practice, many of the
necessary inspections could be outsourced e.g. vehicles to the
Police; food preparation to the relevant food and hygiene authority;
dive operations to the marine authorities, etc.

Re-investment must be encouraged in the accommodation sector.
One incentive to encourage re-investment could be a double
capital depreciation allowances.
22.3
22.2

SERVICE STANDARDS

QUALITY STANDARDS
As previously mentioned in Section 10.4, the main challenges with
regard to human resource development in the tourism sector are to
(i) increase the effectiveness of the HRD support system; and (ii)
substantially increase, through tourism education and awareness
programmes, the number and proportion of Sabans in the tourism
workforce both as entrepreneurs/employers, employees and
service providers.

In Saba, development of tourism quality standards has lagged
behind that in some other Caribbean countries. In other Caribbean
countries, tourism legislation mandates the development of a
programme of standards for the purpose of enhancing and
developing the local tourism industry. For example, in Dominica
this has resulted in the Codes of Practice/Specifications for ten
sectors:
• Codes of Practice for Food and Beverage Preparation, Storage
and Sale; Travel Agencies; Tour Guides, Tour Operators; and
Vending Craft and Merchandise
• Specifications for Accommodation Facilities; Camp Grounds;
Rented Vehicles; Tourism Taxi Services; and Water Sports.

Training needs include:
¾ Train-the-trainer
modules
targeted
at
existing
owners/managers.
¾ Basic training modules for existing hotel and other
accommodation staff covering in particular housekeeping, food
and beverage service, and kitchen staff.

In St. Lucia, tourism officials have to date developed five draft
standards for the tourism sector namely, accommodation; food and
beverage; vending; water based tourism, and ground
transportation.
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¾ Environmental best practice training programme for the private
sector tapping into regional training programmes and modules,
where available.
¾ Training courses for taxi drivers, customs & immigration
officials, police, etc.
¾ Training for STB staff e.g. with regard to marketing, quality
standards and statistical processing (which could be provided
via CTO were Saba to resume its membership in that
organization).
It is recommended that a training needs assessment be first
carried out in order to determine tourism training priorities and how
the identified needs should best be
met (e.g. whether through formal courses or through in-house
training).
Saba – which already has Observer Status at the meetings of the
OECS Council of Tourism Ministers – could also benefit from plans
to extend the reach of the Antigua and Barbuda Hospitality Training
Institute (ABHTI) to the wider OECS tourism and hospitality
community.
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23.

INCREASE DESTINATION MARKETING

23.1

STRATEGIC APPROACH
Increased demand – in tourism as well as in any other industry –
cannot rely solely on having a product of the right kind and quality,
on a market-led pricing policy and on an effective distribution
network. What is also essential is systematic promotion to
potential tourists and trade intermediaries (tour operators, travel
agents) bridging the gap between the tourism product supplier (the
hotelier, nature & game reserve etc) and the potential visitor.

The third is that Saba must allocate greater resources and effort to
e-Marketing. During the past decade, the internet has brought
about a pronounced shift in how people purchase travel and
tourism products. It has been estimated that the global number of
users of the internet has grown from 16 million in December 1995,
through 361 million in December 2000 to reach 1.8 billion in
December 2009.

In formulating a marketing strategy and plan, four key factors have
a determining influence.

The internet has had a major impact on tourism and travel, with the
development of huge numbers of websites and applications
including reservation systems, online travel agents and tour
operators and interactive product review sites.

The first is that Saba has neither the product range nor volume, nor
the resources to undertake general destination marketing
campaigns. Consequently, in the short/medium term the small
scale of Saba’s current tourism product offering requires that to be
effective and get the best returns on expenditures, the promotion
must be targeted at niche product segments. However, as the
product base expands, increasingly more resources will need to be
allocated for general destination marketing.

The pace of change in sales of travel is being paralleled by the
development of online marketing and promotional tools.
Traditional marketing methods are being challenged as internet
technology has displaced mass marketing and enabled tourism
providers to develop personalized, direct communications to
consumers. The boom in interactive information sharing and
online collaboration on the internet (Web 2.0) is enriching the
online marketing mix. Social networking sites, such as Facebook
and Linkedln, are now developing as marketplaces with an
increasing array of tourism and travel products being promoted
through these networks.

The second is that Saba must reposition itself in the market place
from its current low value added situation in terms of average
levels of visitor expenditure to becoming a more up-market,
exclusive, high value added destination. However, it must be
emphasized that this will not be achieved by marketing alone.
There has to be an investment upgrade in all aspects of the
product – infrastructure, amenities, accommodation etc.

The implication is that in today’s international business
environment it is no longer sufficient for Saba to simply have a
website. Saba – both the Tourist Bureau and product providers –
must be more proactive in marketing and managing their own
websites.

Recommended Market Positioning
Saba to position itself as an up market, exclusive ecotourism nature vacation destination.

The fourth factor is to spread the season through the promotion of
a
diversified
tourism
product
range
to
include
weddings/honeymoons, special events, MICE, adventure. This will
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raise occupancies in the low season, utilize the labour force more
efficiently and limit the effects of demand peaks.

23.2.3 Upgrade a Range of Collaterals
These should include:

23.2

MARKETING PLAN
(i)
(ii)
(iii)
(iv)
(v)

Among the wide range of niche product segments that Saba could
exploit, the following offer the best potential:

Secondary
• weddings/honeymoons
• events
• MICE
• adventure/climbing
• ‘gay’market

Primary
• diving
• hiking/walking
• nature – botanical
• yachting/cruise

(vi)
(vii)

(viii)
(ix)

destination image brochure
accommodation listing
‘what’s on in Saba’ and calendar of events
posters (historical Saban cottages)
updated video (12 to 15 mins for use at travel fairs, road
shows, etc)
maps
smaller brochures (A5) on selected niche products
− diving, hiking, climbing, yachting, heritage, weddings
etc
product manual
− lists all niche products
touring map/brochure

23.2.1 Target Markets and Products
23.2.4 Undertake Sustained Promotional Campaign

Saba should target the following product-markets.

Adequately funded marketing campaign to include:
Markets
Areas
Products

Regional
St. Maarten
• day trips
• weddings/honeymoons
• yachting
• weekends/events
• special interest
• hiking/walking
• MICE

International
USA, Canada
• scuba diving
• hiking/walking
• adventure/climbing
• special interest
• small cruise ships
• ‘gay’ market
• weddings/honeymoons

Domestic
The Netherlands
• scuba diving
• hiking/walking
• adventure/climbing
• special interest
• ‘gay’ market
• weddings/honeymoons

(i)

travel trade shows
ITB (Germany);Boat Show; etc

−
(ii)

23.2.2 New Tag Line and Logo

(iii)

Certainly, the tag line, Saba, - the Unspoilt Queen, has served the
island well. However, with Saba’s new status within the Kingdom
of The Netherlands, and the recommended market re-positioning
of the product, this is an opportune time to consider a new tag line
and logo.

(iv)

advertising
− limited general advertising in specific print media,
which have long shelf life
− niche market media
− selected web sites
educational trips for journalists, travel writers
− print media
− Audubon, National Geographic
public relations/representation
− press releases, advertorials
− press trips
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23.2.5 Develop E-Marketing, E-Distribution and E-Commerce

23.3

The creative use of technology is crucial to the development of
tourism in Saba. The internet provides the technology platform for
Saba to establish itself in niche markets on an equal footing with
it’s competitors at comparatively modest costs.

As indicated earlier, increased resources will need to be allocated
for promotional activities to ensure a sustained marketing
campaign over the next decade. In the short/medium term a
budget of in the order of US$300,000 annually is required.
23.4

Adequate resources must be allocated for this activity – not only for
the development and management of the web site, but equally
important, to recruit the necessary skills to manage, maintain and
further develop the site.

•
•
•
•

IMPROVE AIR ACCESS
As indicated in Section 7.1 earlier, in recent years Winair has
reduced the number of flights to Saba.

Priorities are:

•

INCREASED FUNDING FOR MARKETING

Saba’s new status within the Kingdom of the Netherlands opens up
the possibility of attracting new air services to the island under the
Dutch ‘open skies’ policy.

Re-construct web-site more as vacation planner rather than
information source
− list and link product packages
− list and link foreign tour operators who feature these
packages in their brochures
− list and link ground tour operators who have packages
− show how to get to Saba; links to the airlines and travel
bookers
− slide show on products.
Develop online reservation capability.
Sell advertising space (banners, pop-ups, etc).
Establish forums to interact with existing and potential
customers – blog sites etc
Achieve search engine optimization.

Driving Customers to the Sites
Promoting the web-site is fundamental. Referencing the web-site
in generic advertising, publicity and PR activities, while very
important, is not sufficient. Focused web promotion is necessary
and the allocation of a dedicated web-marketing budget is
recommended.
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24.

IMPROVE RESEARCH AND STATISTICS
¾ Profile of the Tourism Sector

A key characteristic of successful tourism destinations is the
emphasis that they place on understanding the customer and how
to meet their needs. Significant resources are spent on knowing
the customer and what their requirements and perceptions are of
the destination post and pre visit. Similarly, knowing the market
distribution channels – how best to reach the customer,
understanding the trade channels – tour operator, travel agents etc
– and especially today, understanding the web-based technologies
can be used not only to communicate with customers, but also to
provide market research information is essential.

The economic value of the tourism sector needs to be documented
to show its significance in terms of jobs, incomes generated,
government tax receipts, linkages with other sectors of the
economy etc.

We recommend the following market research programme.
¾ Survey among Departing Visitors
This survey should be undertaken among departing visitors. A
questionnaire would need to be prepared to gather information on
visitor activities, expenditures, and perceptions. Ideally, this survey
would be undertaken throughout the year.
¾ Accommodation Survey
Establish an accommodation survey to collect information on
nationality of residents, length of stay, room occupancy rates, etc.,
in the various hotels, villas.
¾ Website Statistics
Properly collected and analyzed, a wealth of information on
existing and potential customers can be extracted from the website
statistics. In addition, these website statistics can indicate the
effectiveness of promotional campaigns to particular niche
markets.
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25.

STRENGTHEN INSTITUTIONAL
ARRANGEMENTS AND INCREASE TOURISM
AWARENESS

25.1

INSTITUTIONAL STRENGTHENING
Industry Cooperation
•

A number of stakeholders interviewed pointed to a lack of
cooperation between, on the one hand, the businesses involved in
the tourism sector (many of which are said to prefer to go their own
way) and, on the other, between business community and the local
government. The former is being addressed via the Saba
Business Association while the latter appears to be largely a matter
of improved communication channels between the concerned
parties.

(ii)

Private Sector

The Saba Business Association, supported by STB, needs to seek
ways to create a more effective private sector organization for
tourism and tourism-related businesses, covering more than just
the hotel sector.
(iii)
Tourism Committee

The following are the priority measures needed to address the
organizational and institutional issues identified.
(i)

Overseeing the implementation of the TMP’s Action
Programme. The STB or Commissioner’s Office would benefit
from a facility for ready access to technical assistance on an
ad hoc basis to address these expanded responsibilities.

Saba Tourist Bureau
A mixed public/private sector Tourism Committee should be
established to formalize arrangements for regular communication
between government and the tourism private on issues linked to
tourism, such as marketing, taxation, environmental issues, etc.

Preceding chapters have identified areas where the role of the STB
needs to be expanded and strengthened. This will require
additional human and financial resources, including
• Marketing and Promotion (including joint promotion with other
BES countries).
• Research and Statistics.
• Registration of tourism accommodation establishments
(including apartments, guest houses, cottages and private
rooms) let on a regular or occasional basis to tourists.
• Development of a programme of quality standards for the
tourism sector (working in conjunction with a technical
committee made up of representatives of STB, SBA, SCF and
other relevant stakeholders) and implementation of a credible
inspection and enforcement regime, including on-the-spot
quality assessments.

(iv)

Membership of Regional Organisations

Saba should actively explore the possibility of renewing its
membership of the Caribbean Tourism Organisation (CTO) –
perhaps on the basis of a reduced membership fee together with
St. Eustatius, and also become a member of the Caribbean Hotel
and Tourism Association (CHTA). This would enable the island to
have a voice in meetings held by these organizations and to
participate in, or benefit from, the membership and other
programmes operated by or through these bodies.
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25.2

TOURISM EDUCATION AND PUBLIC AWARENESS
Tourism Education
Tourism is accredited as one of the core units or options of the
Social Studies module in the revised CXC syllabus as well as in
the new Caribbean Certificate of Secondary Level Competence
(CCSLC), which complements the existing CXC programme.
There is need to develop a supplementary career guidance service
for those studying tourism.
Public Awareness
If tourism is to be developed on a sustainable basis, the wider
public needs to be given the opportunity to learn about tourists and
the importance of tourism to the local economy. There is also
need to raise awareness among government officials, the media
and other opinion formers in order to generate a better
appreciation of how Saba as a whole benefits from the tourism
sector.
There is need to build on on-going initiatives such as Sea & Learn
and STB’s Tourism News update with other initiatives, such as
school lectures, career fairs and essay competitions can raise
awareness among school children and young people about the
importance and benefits of tourism, and help to build local pride.
The identification and implementation of community-based tourism
projects such as are found in other Caribbean islands (e.g.
Dominica, Jamaica, St. Lucia) would help to more widely spread
the economic and social benefits of tourism.
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26.

ACTION PLAN
Strategy Implementation
The development of Saba’s tourism sector will not simply happen.
It has to be stimulated, directed and the activities of the various
tourism and tourism related organisations coordinated.
We recommend the establishment of a Steering Group to guide
and facilitate the strategy and action plan.
Action Plan
We see the implementation of the Action Programme in 2 phases
as shown on Table 26.1.
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Table 26.1: Action Plan

Actions
A. Arrangements
Implementation

for

Strategy

B. Improve Conservation Planning
and Enhance the Environment

C. Expand and Diversify
Tourism Product

D. Enhance Tourism
and Amenities

the

Attractions

Phase I
2011 – 2014 Organizing for Growth Phase
¾
Island Council approval of strategy
¾
‘buy in’ by stakeholders
¾
publication of strategy document
¾
adequate funding for STB
¾
specification of designated conservation areas
¾
elaboration of guidelines & regulations for
conservation areas
¾
preparation of plan for ‘beautification’ of harbour
¾
improved management at land fill site
¾
implementation of regulations to reduce road
congestion
¾
traditional street lighting in Windwardside and The
Bottom
diving
¾
feasibility assessment of acquiring a ship ‘wreck’
¾
preparation of 4 additional dive sites
¾
feasibility plan for marine park visitor centre
hiking
¾
trail improvements
¾
update guides/maps/dvd
¾
signage
rock climbing/birding
¾
guide/maps
yachting
¾
moorings
¾
shower/toilet/laundry block
BioPark
¾
preparation of feasibility study and plan
niche markets
¾
weddings/honeymoons
¾
‘gay’ market
¾
MICE
museum
¾
review and finalize feasibility study
heritage trail for The Bottom
¾
improvements to landmark monuments, Wilhelmina
Park etc
¾
establish walking trails
¾
production of leaflets/booklet
Cove Bay
¾
feasibility and physical plan study for breakwater

¾
¾

Phase II
2015 – 2020 ‘Growth Take-Off’ Phase
update of growth strategy
increased funding for STB

¾
¾
¾

implementation of ‘Harbor Beautification’ Plan
preparation of plan for re-location of GEBE
installation of incinerator at land fill site

Cost ($)

Cost ($)

3,000

50,000

5,000
20,000
5,000
250,000
50,000
10,000
15,000
100,000
20,000
10,000

3,000
50,000

diving
¾
acquisition and placement of a ship ‘wreck’
¾
3 additional dive sites
¾
Construction of visitor centre
hiking
¾
new trails
¾
update guides/maps/dvd
¾
signage
rock climbing/birding
¾
guide/maps
yachting
¾
moorings
BioPark
¾
development of BioPark
niche markets
¾
weddings/honeymoons
¾
‘gay’ market
¾
MICE
museum
¾
upgrade/rehabilitation of museum
Cove Bay
¾
implementation of works at Cove Bay

250,000
15,000
70,000
250,000
50,000
10,000

15,000
100,000

n/a

20,000

n/a

50,000
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Actions
E. Upgrade Quality and Service
Standards

F. Increase Destination Marketing
and Air Access

G. Improve
Statistics

Research

and

H. Strengthen
Institutional
Arrangements and Increase
Tourism Awareness

Phase I
2011 – 2014 Organizing for Growth Phase
quality standards
¾
appoint quality standards expert to draw up codes of
practice
service standards
¾
training needs assessment survey & plan

marketing and promotion
¾
upgrade range of collaterals
¾
promotional & pr campaigns
¾
improve web site
air access
¾
promote new services
research and statistics
¾
visitor exit survey
¾
accommodation survey
¾
website statistics
¾
profile of tourism sector
industry cooperation
¾
set up joint STB/industry tourism committee to meet
monthly
¾
rejoin CTO
tourism awareness
¾
lectures, career fairs, essay competitions
¾
identification of community-based tourism projects

Phase II
Cost ($)
10,000

3,000

300,000 per
annum

15,000 per
annum

2015 – 2020 ‘Growth Take-Off’ Phase
quality standards
¾
introduction of regulations and implementation
service standards
¾
implementation of
−
train-the-trainer modules
−
training course for taxi drivers
marketing and promotion
¾
upgrade range of collaterals
¾
promotional & pr campaigns
¾
improve web site
air access
promote new services
research and statistics
¾
visitor exit survey
¾
accommodation survey
¾
website statistics
¾
profile of tourism sector
tourism awareness
¾
implementation of community-based
projects, including identification of
sources

Cost ($)
n/a

50,000

300,000 per
annum

15,000 per
annum

tourism
funding
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PART V ANNEXES
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LIST OF STAKEHOLDERS CONSULTED, INCLUDING
PARTICIPANTS AT STAKEHOLDER WORKSHOP ON 15TH
FEBRUARY 2011
Governor Jonathan Johnson
Hon. Chris Johnson, Island Council Member and Commissioner for
Tourism as well as Constitutional Affairs, Public Works, Education
Hon. Bruce P. Zagers, Island Council Member and Commissioner
for Finance, Health, Sports and Culture
Carl A. Buncamper, Island Council Member, Saba
Menno van der Velde, Island Secretary

Paul Cizek, Director of Operations, Shearwater Resort
Hidde Verbeke, General Manager, Queen’s Gardens
Claire Nuyens, Deputy General Manager, Queen’s Gardens
Barbara and Wolfgang Tooten, Saba Divers and Scout's Place Hotel
Dana van’t Hof, Manager, Ecolodge Rendezvous Saba
Ina Schön and Christos Economopoulos, Joint Managers, The
Cottage Club Hotel
Andries Bonnema, El Momo Cottages
Hemmie van Xanten, Selera Daiwa, The Level

Glenn Holm, Director, Saba Tourist Bureau
Desirée Soares Johnson, Saba Tourist Bureau
Zuleyka Levenstone, Saba Tourist Bureau
Raquel Granger, The Executive Council of the Island Territory of
Saba

Nina Kleven Pedersen and Norbert Schippers, Eden Restaurant
Robbie Hassell, HES Construction
Reno Rakutt, HES Construction/Caribbean Breezes
Lynn Costenaro, Sea Saba
Cheri Waterfield, Saba Deep Dive Centre
“Big” Mike Austin, Saba Deep Dive Centre
Steve Hassell, former Commissioner for Tourism
Griffin, Corner Imports
Eddie Peterson Taxi Driver
Evette Peterson, Trail Shop/Saba Foundation for the Prevention of
Cruelty to Animals
Lucy Hassell, Saba Artisan Foundation

Bobby Zagers, Planning Department
Travis Johnson, Harbour Master
Kai Wulf, Parks Manager, Saba Conservation Foundation
James Franklin Johnson, Trail Ranger, Saba Conservation
Foundation
Sue Hurrell, Trail Ranger/Education Officer
Sandra Johnson, Harry Luke Johnson Museum
Vincent Hassell, Airport Manager
Carolyn Johnson, Johnson Travel Services,
Jaime Buchanan, Administrator, Dawn II the Saba Ferry
Cheri Waterfield, The Edge Ferry

Mark Johnson, Cottage Club Hotel/Big Rock Super Market Owner
Marlena McGrath, Saba Island Realty Owner
Stan and Barbara Peterson, Breadline Mini Mall

Dexter Johnson, Managing Director, GEBE Saba
Alida Heilbron, Island Communication Services (ICS)
Ronnie Johnson, Big Rock Market/The Cottage Club
Wim Schutten and Johanna van’t Hof, Juliana’s Hotel
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