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1.0 Executive Summary 
Responsible Nomad is a travel services company that develops guidebooks and maintains a 
comprehensive website and online network on how to travel responsibly in destinations 
throughout the developing world.  UNEP estimates claim that 40-70% of tourism revenue in 
developing countries does not stay in the local economy.1  The negative effects of rapid tourism 
development also extend to the disruptions in the local social structure and irreversible damage to 
the environment.  Responsible Nomad is a grassroots effort between enthusiastic travelers, 
development organizations, local businesses, and small communities to promote responsible 
travel.  Our staff identifies hotels, restaurants, tour agencies, and other travel-related 
establishments or local businesses that contribute to the improvement of local economic and 
social conditions.  In line with our mission, Responsible Nomad seeks to build local capacity by 
employing local residents to help develop guides, as well as contribute to the sustainability of 
partner development projects through donations, resource sharing, and awareness campaigning.   
 
Our guidebooks will provide in-depth information on these establishments, as well as volunteer 
opportunities, innovative social ventures, local events and awareness on social and economic 
issues, in order to take advantage of increasing consumer demand for a travel experience that 
positively contributes to recipient communities.  The website will create a community of 
“responsible nomads” through personalization and the encouragement of participation across 
multiple mediums including message boards, reviews, polls, downloads, RSS Feeds, and blogs.  
 
Tourism in the developing world is increasing at nearly twice the global rate.  Cambodia expects 
to welcome over 3 million visitors in 2010, representing a 300% increase since 2000 and the 
highest tourism growth rate in Southeast Asia.2  A study conducted by a group of non-
governmental organizations in Cambodia found that 90% of tourists to the country have a desire 
to “give back” but 75% of those were unsure where to allocate their time and funds.3  Travelers 
are increasingly looking to connect with communities and people.   
 
Responsible Nomad’s target customer profile: 

• Aged 18-35 
• Low-budget to mid-budget traveler 
• Short-term, long-term and Gap Year travelers4 
• Eco-tourists or socially-minded travelers 

 
Responsible Nomad’s marketing plan emphasizes an adventurous, eco-friendly, socially 
responsible and off-the-beaten path experience.   
 
Short-term advertising plan is based on alliances with NGOs, tourism bureaus of developing 
countries, international study abroad programs at universities, and established travel agencies and 
retail stores that cater to our target customer.  We plan to make personal appearances at 
conferences in Asia and promote our guidebook at local bookstores in the United States.  We will 
also tap into social media marketing channels such as mass emailing, YouTube, MySpace, and 
Facebook.  We will immediately target magazines and newspapers interested in running articles 
on our business to gain additional exposure. 
 
Responsible Nomad products incorporate the comprehensive nature of published travel guides, 
while also providing the dynamic, up-to-date information and resources only available via online 
guides.  Due to management’s familiarity, work experience, and existing relationships in 
Cambodia, Responsible Nomad will produce its first online guide for this country.  A free, 
abbreviated version of Responsible Nomad Guide to Cambodia will initially be available on the 

                                                
1 United Nations Environment Programme (UNEP). Tourism’s Global Economic Impacts.  
2 Ministry of Tourism - Cambodia 
3 The PEPY Ride 
4 Gap Year travelers alone account for over 1.5 million trips per year and $10 billion in spending, representing a major force for 
economic and social impact. (Mintel Group) 
 



website.  For a one-time fee of $10, customers can access a more comprehensive version of the 
guidebook online, download a printable copy, and take advantage of other special features not 
available on the basic website.  We will also generate revenue by selling advertisement space on 
our website to travel-related establishments that are in line with our social mission and 
responsible travel standards.  In the future, we will seek a distributor and sell a printed version of 
our guide to Cambodia in larger retailers internationally.   
 
Our competitors operate either as print guidebooks or online resources, but few effectively cross 
into both formats.  Print books such as Lonely Planet and Rough Guide are useful for travelers, 
but lack information for those who want to travel in a socially conscious manner.  Advising 
travelers on how to invest their money into the hands of local businesses and worthy NGOs, as 
well as travel in an eco-friendly and culturally sensitive manner is the primary focus for our 
guidebooks.  Competitors’ guidebooks are created and updated by staff over a period of four to 
six weeks, giving authors little time to do the research necessary to identify and profile local 
businesses, social ventures and development organizations.   
 
Our website will be frequently maintained with new travel information, in addition to serving as 
an online community for responsible travelers. We will post events, volunteer opportunities, user-
generated content, social occasions, and chances to network with local NGOs.  Though some of 
our competitors offer a website with limited information, none would be able to stay as current 
and serve as such a comprehensive resource.  
 
Because of our extensive experience, pre-existing relationships, and the booming tourism market, 
we plan to create and release our first comprehensive guidebook on Cambodia.  As we develop 
relationships with partner NGOs and build our cash reserves, we will create guides for other 
countries in Southeast Asia, including Laos, Vietnam, Nepal, and Bangladesh, with the possibility 
of expansion into Africa and South America.  Furthermore, Responsible Nomad can develop and 
sell socially-responsible adventure tours independently or through alliances with partner 
organizations.   
 
1.1 Objectives 
Responsible Nomad seeks to become the leading resource for travelers planning trips to 
destinations in the developing world.  By providing guidebook information on small businesses, 
social ventures, and non-for-profit organizations throughout our destination countries, 
Responsible Nomad will encourage travel that supports local development.  Our objectives are: 

• To establish a network of local small businesses, social ventures, and non-for-profit 
development organizations.  

• To identify and promote income-generating tourism opportunities that meet our 
responsible travel standards and allow more local residents to take advantage of increases 
in tourism. 

• To provide free accounting, translation, web design, and graphic design services to small 
businesses that can afford to do so otherwise. 

• To increase sales at profiled businesses. 
• To increase awareness of major issues affecting Cambodia and innovative approaches 

different NGOs are taking to address them. 
• To provide the most up-to-date, accurate travel information on Cambodia. 
• To attract an average of 5,000 unique daily visitors to our website by month six. 
• To train and hire one local staff member before the website launch to continually update 

guidebook content, write online editorials from local prospective, and provide 
consultation services to businesses. 
 

1.2 Mission 
Responsible Nomad contributes to the social and economic growth of developing countries by 
providing travel services that promote sustainable, eco-friendly, and responsible tourism.  We are 
committed to working with the people of our host destinations to ensure direct economic benefits 
at a community level, and to contribute to cultural and environmental conservation.  By 



continually monitoring our operations, we aim to operate beyond the best practice guidelines in 
our industry, endeavoring to set world-wide standards for responsible tourism in developing 
countries. 
 
1.3 The Nomad’s Code to Responsible Tourism 
It is Responsible Nomad’s intention to adhere to the following code in all of our operations: 

• We will promote economically productive, socially responsible and environmentally 
friendly tourism 

• We will encourage considerate, culturally and environmentally sensitive habits among 
those who use our guide   

• In all efforts, we will ensure that our primary goal is to assist our intended beneficiaries 
and stakeholders in the developing countries we operate in 

• We will always consult and attempt to involve the host population in all research and 
tourism projects we may instigate 

• We will provide ongoing training to our staff in order to build local capacity. 
• We will ensure that all of our business partners meet our own high environmental and 

social standards, and that, where necessary, they receive training to improve their 
understanding of these issues 

 
The Nomad’s Code to Responsible Tourism extends to company practices of: 

• Hiring local guides and staff to provide better research and support to the local 
communities 

• Purchase of local products and services where appropriate in day-to-day operations 
• Working with organizations in line with our policy 
• Contribution to the local economy 

 
Without a system set in place for measuring social impact, our code of practice would not 
be true to the mission of Responsible Nomad.  Please refer to Section 11 for an overview 
of our social impact analysis methodology. 
 
1.4 Keys to Success 
The success of Responsible Nomad depends on many elements, as outlined below.  Greater 
details of product development, sales goals, and company strategy are discussed later in this plan. 
 
To be successful, Responsible Nomad must: 

• Establish strong relationships with local businesses, social ventures, and non-for-profit 
development organizations. 

• Develop a thoroughly researched, up-to-date, and well-written guide to Cambodia. 
• Constantly update guidebook material and provide online content to encourage visitors to 

return. 
• Create a Web 2.0 platform that encourages user participation on the website through 

reviews, article contributions, blogging, destination suggestions, and more.  
• Through vigorous research and social impact analysis, ensure that all guidebook 

information adheres to our responsible travel standards and that we are fulfilling our 
social mission. 

• Attract advertisers whose operations are consistent with our mission. 
 
2.0 Business Concept 
Responsible Nomad is a travel services company that develops guidebooks and maintains a 
comprehensive website and online network on how to travel responsibly in destinations 
throughout the developing world.  Responsible Nomad seeks to be an industry innovator by 
providing vigorously researched, constantly updated travel information for the growing number 
of travelers who want to maximize their positive local impact while traveling in developing 
countries. 
 



The company strives to not only provide travel information in line with its standards, but also to 
actively participate in local development.  Responsible Nomad supports establishments profiled 
in our guides by sharing knowledge, skills, and other resources.  Leveraging the diverse 
background skills of our staff, profiled establishments are eligible for free accounting, translation, 
web design, and graphic design consulting services.  Combined with the increased market 
exposure from our guides, these services will help local businesses capture more of the surging 
tourism market in developing countries. 
 
The Responsible Nomad online platform is a key component to our business model.  
ResponsibleNomad.com will utilize many Web 2.0 innovations to encourage user participation 
and increase web traffic, including RSS feeds, a user review/comments system, community 
forums, a social network for responsible travelers, blogging, and media sharing.  This will give 
users the opportunity to actively participate in the guidebook creation process, increase the travel 
information available on our website, and overall, establish Responsible Nomad as a 
comprehensive resource for travelers planning a trip or sharing their adventure with others.  
Furthermore, these functions will increase “stickiness” on the website, encouraging multiple 
visits and exploration around the site.            
 
Our organization will operate with a triple bottom line and always answer first to our 
stakeholders: the people of the countries we support, local businesses, partner development 
organizations, our customers, our employees, and the environment.  Our organization will 
reinvest profits into initiatives that support local economic and social development, and we will 
support partner development organizations through donations and increased exposure. 
 
Taking a different approach than other guidebooks, Responsible Nomad’s guides will rely heavily 
on our local staff.  Our local staff will be able to provide unique insights on local issues, discover 
new tourism opportunities, communicate more effectively with businesses, and contribute their 
knowledge of the country.  Because Responsible Nomad seeks to stand as an example for foreign-
owned businesses operating in developing countries, we will provide extensive benefits, profit-
sharing options, and training opportunities for local staff.   
 
2.1 Legal Entity 
Responsible Nomad will operate initially as a sole proprietorship owned by founder Timothy 
Rann.  The company will consider other options in the future, including becoming a limited 
liability company.   
 
2.2 Company Location 
Responsible Nomad will be based in Phnom Penh, Cambodia in order to facilitate relationship 
building with local businesses and development organizations for its first guidebook of Cambodia. 
 
2.3 Start-up Summary 
Due to the management’s residency and travel experience in Cambodia, Responsible Nomad will 
release its first guide for this country.  To reduce start-up costs, Responsible Nomad currently 
operates rent-free in a home office in Phnom Penh.  Responsible Nomad’s total start-up expenses 
are estimated at $3,890, all of which will be financed through owner investment.  A significant 
portion of the cost is for research and development of the first guide, although the staff has 
already compiled most of the fundamental information from prior travel experiences.  Due to the 
management’s diverse background, nearly all web design, guide development, web maintenance, 
accounting, and other functions can be handled internally.   
 
3.0 Products and Services 
Responsible Nomad will be the most comprehensive, up-to-date resource for those who wish to 
escape from the standard tourist track and travel responsibly.  Because the internet and other 
forms of mobile media are widely used by our target market during their travels, Responsible 
Nomad will focus on developing guides that are available across a variety of formats.   
 



• Responsible Nomad will initially exist as a website and 
online community for socially responsible travel in 
Cambodia.  For a competitive price, travelers will be 
able to access a more comprehensive online guide with 
additional features or download the most recent printable 
version of the guide. 

• There appear to be three main classes of competition, the 
largest of which consists of large travel guide publishing 
companies.  The competitive edge for Responsible 
Nomad will be to offer a product that is tailored to 
socially conscious travelers and is updated throughout 
the year. 

• Most of Responsible Nomad’s sales literature will be 
communicated via our website, scheduled to launch in 
mid-April, 2008.  Prior to launch, Responsible Nomad will begin a vigorous online viral 
marketing campaign, generate press through our social venture and non-for-profit 
partners, and advertise in local publications throughout Southeast Asia.  

• Through Responsible Nomad’s social network and online community, Nomad’s Oasis, 
socially responsible travelers will be able interact with each other, contribute information 
to the guide, swap media, and establish a community.  

 
Detailed descriptions of  these points are found in the sections below. 
 
3.1 Product Description 
The Responsible Nomad Guide to Cambodia will be a comprehensive resource for those planning 
a trip to Cambodia.  Taking a different approach than our competitors, our guide will focus 
primarily on providing information on hotels, restaurants, tour agencies, social ventures, and 
other travel-related establishments that contribute to the improvement of local economic and 
social conditions.  The guide will take travelers off-the-beaten-path and closer to the community. 
Most of the selected establishments are small and locally owned, and would typically be ignored 
by competing travel guides.  Rather than inundate readers with lists of information, our guide will 
provide well-written, specific recommendations to readers based on up-to-date travel research, 
staff experiences, and reader feedback.  Furthermore, our guide will seek to raise awareness about 
changing social issues affecting the country, and give specific information about how travelers 
can contribute to positive change.  By using a Responsible Nomad guide, any type of traveler is 
able to make daily decisions that maximize the positive local impact and craft unique experiences.  
 
In an effort to educate travelers about local condition, the Responsible Nomad Guide to 
Cambodia will also include personalized articles about local environmental, social, and economic 
issues.  As well, Responsible Nomad will highlight social ventures and non-for-profits doing 
innovative work to address these issues.  Because we recognize that our readers are interested in 
actively supporting development, Responsible Nomad will provide clear, simple ways for readers 
to help get involved through donations, volunteering, campaigning, or simply using a responsible 
organization’s services/products.   
 
Responsible Nomad’s products incorporate all of the core information available in major 
published travel guides, while also providing the dynamic, up-to-date information and resources 
only available via online guides.  In line with our eco-friendly mission, Responsible Nomad will 
initially only offer its guides via the internet and computer media, thus minimizing paper waste.  
Due to management’s familiarity, work experience, and existing relationships in Cambodia, 
Responsible Nomad will produce its first guide for this country. 
 
A free, abbreviated version of the Responsible Nomad Guide to Cambodia will be available on 
the website.  For a one-time fee of $10, customers can access a more comprehensive version of 
the guidebook online, download a printable copy, and take advantage of other special features not 
available on the basic website.  Paying customers will have unlimited access to the full website 



for one year.  A beta version of Responsible Nomad Guide to Cambodia will launch on April 14th, 
2008 with free guides to Phnom Penh and Kep.  The full website will be completed in the 
summer of 2008.  
 
A comparison of both products’ features can be seen in Appendix A. 
 
The more comprehensive downloadable guide will sell for $10 via our online store.  Purchasers 
will also be able access additional online travel resources on our website, such as hotel bookings, 
special partner tour discounts, cycling routes, and free iPod audio guide downloads.   
 
Please see Appendix B for sample pages from the Responsible Nomad Guide to Cambodia, 
expanded descriptions of online features, and screen captures of the website. 
 
3.2 Competitive Comparison 
Responsible Nomad has identified three major classes of competition in the travel guide industry: 
 

• Printed guidebook publishers – Larger companies with comprehensive printed guides 
available in major bookstores around the world.  

• Online travel websites with guides for sale – Travel websites with free abbreviated online 
guides and more comprehensive downloadable guides for purchase. 

• Free online travel websites – Free travel websites created by small groups of expatriates, 
travelers, or via reader submissions.  

 
Responsible Nomad currently falls into the second class.  Some competitors include limited 
listings of social ventures and non-for-profit organizations, and contain a brief section on 
responsible travel, but none focus on responsible travel.  The primary focus for our guidebooks is 
to advise travelers on how to invest their money into local businesses and worthy non-for-profit 
organizations, as well as how to travel in an eco-friendly and culturally sensitive manner.  
Responsible Nomad’s competitive landscape and points of differentiation will be discussed in 
greater depth in Section 4.   
 
 
 

3.3 Sales Literature 
Responsible Nomad has prepared PR kits to distribute to members of the media.  Founder 
Timothy Rann will leverage his relationships with local businesses, non-for-profit organizations, 
tour companies, and social ventures to gain publicity for the guide.   
 
Responsible Nomad has already begun distributing promotional stickers for display in 
establishments that have been selected to appear in the guide.  We will pursue other low-cost 
local and regional advertising options, including monthly advertisements on tuk tuks and poster 
displays at secondhand bookshops in various cities in Cambodia.   
 
Responsible Nomad will employ aggressive online viral marketing to drive traffic to the website.  
We will utilize channels such as Facebook, YouTube, MySpace, and Wikipedia to generate brand 
awareness and attract visitors.  Responsible Nomad will constantly be creating and disseminating 
podcasts, videos, and other media through these channels to generate brand awareness, attract 
visitors, and spread awareness about issues affecting countries we cover.  We will engage in link 
sharing and cross-promotions with partners, including local businesses, foreign-owned businesses 
that match our values, and non-for-profit organizations. 
 
3.4 Sourcing and Fulfillment 
Because sales will be conducted via Responsible Nomad’s internally-developed website, no 
outsourcing is necessary and all sales will be confirmed and fulfilled by the website 
administrators.  Future printed guidebook sales will be conducted via small retail chains in the 
Southeast Asian region and through direct sales at the Phnom Penh Responsible Nomad offices. 
 
 



3.5 Technology 
Technology is vital to Responsible Nomad’s business model.  In an effort to be environmentally 
friendly, take advantage of new opportunities in the travel guide industry, and reduce costs, 
Responsible Nomad will focus on developing a comprehensive, user-friendly, and dynamic 
online travel guide, though printed versions will also be available.  Unlike annual or bi-annual 
print guides, Responsible Nomad’s online content can be updated continuously by both the 
authors and through user-generated feedback, providing one of the most up-to-date, personalized 
guides available on the market.  The website will also create a community of “responsible 
nomads” through personalization and the encouragement of participation across multiple 
mediums including message boards, reviews, polls, downloads, RSS feeds, and blogs.  
Responsible Nomad will stay up-to-date on the latest technological developments in Web 2.0 and 
web design in order to ensure that we can anticipate and meet travelers’ needs.   
 
3.6 Future Products 
Upon completion of the Responsible Nomad Guide to Cambodia, we will begin looking for 
opportunities to expand to surrounding developing countries.  Our tentative list of targeted 
countries includes Laos, Myanmar, India, Bangladesh, and Nepal.  In order to create a quality 
product, we would make it a priority to find a local partner not-for-profit organization or social 
venture to take a leading role in developing the guide. 
 
Responsible Nomad’s dynamic website will be used as a platform for various products in the 
future.  The innovative community features, online guidebook, and other travel resources 
available will ensure that travelers continue to visit, allowing Responsible Nomad to sell 3rd party 
travel insurance, tours, travel supplies, and other products our readers demand.   
 
Responsible Nomad is also considering opportunities to better fulfill its social mission.  By 
leveraging our comprehensive database of business profiles, we are exploring the possibility of 
forming partnerships with organizations like Kiva.org to provide microloans to entrepreneurs 
featured in our guidebook.  Similarly, Responsible Nomad’s website could host proposals from 
not-for-profit organizations and accept restricted donations to fund specific projects, allowing 
travelers to support projects in Cambodia long after their trips.  Responsible Nomad has been in 
contact with a regional entrepreneurship school with the hopes of extending financial support, 
mentorship, and other resources to small businesses in our guidebook network. 
 
Though Responsible Nomad expects to offer printed versions of our guide, we recognize that 
there are considerable barriers to entry associated with publishing. Therefore, our initial focus 
will be developing our product through our low-cost, high demand online model.  We will take 
gradual steps toward widespread availability of printed guides, and we hope to leverage the 
distribution systems of like-minded organizations (i.e. Better World Books).   
 
4.0 Market Analysis Summary 
The market for travel guides is varied, competitive, and decentralized.  Travelers often use 
multiple resources to obtain information prior to and during their trips.  A critical market analysis 
is warranted to better understand the competitive landscape, the industry trends, and consumer 
buying patterns. 
 
The following section details the market analysis. 
 
4.1 Industry Analysis 
Although 9/11 drastically affected international travel and, correspondingly, travel guide sales, 
the industry is once again recording steady growth.  According to BusinessWeek, the travel 
guidebook market has grown into an estimated $250 million-a-year industry.5  In 2007, Lonely 
Planet and Fodor’s, the industry leaders, sold 6 and 5 million guidebooks respectively.  Although 

                                                
5 Perman, Stacy. “A New Take on the Travel Guidebook.” BusinessWeek 
http://www.businessweek.com/smallbiz/content/may2007/sb20070510_446103.htm 

http://www.businessweek.com/smallbiz/content/may2007/sb20070510_446103.htm


these companies record the highest sales, numerous other smaller publications have carved out 
their own niche in the market and been highly successful.  Over 500,000 copies of Rick Steves’ 
European travel guides are sold each year6, while Miss Information, a custom guidebook 
publisher run by two Californians, created customized books for over 300 clients in 2006.7   
 
Because of the widespread availability of the internet and ability to consult numerous sources, 
travelers are increasingly consulting online guides in addition to printed guides.  A report by the 
Travel Industry Association of America recently found that 64 million US citizens and over 90% 
of North Americans use the internet to obtain travel information.  As well, TIA reported that these 
travelers spend an average of $300 more on travel.8  The World Tourism Organization Business 
Council estimates that one in every four travel purchases will be made online by 2009.9  Major 
travel publishers have recognized the value of the internet for building brand awareness and 
loyalty.  Lonely Planet and Fodor’s attract between 4 and 12 million unique visitors to their 
websites each month.10  Citing the potential of online travel guides as a major selling point, BBC 
Worldwide acquired Lonely Planet in 2007 for an estimated $100 million.11   
 
Products within Responsible Nomad fall into a small, but emerging subcategory of the travel 
guide industry: responsible tourism.  While nearly all major guides, including Lonely Planet and 
Fodor’s, include brief sections on responsible tourism, there are not currently any guides 
available that are dedicated to sustainable, responsible tourism.  We have identified websites and 
books that list non-for-profit organizations and volunteer programs/tours, but none 
comprehensive enough to serve as a complete guide to a country or with any information on local 
businesses.  Because of the strong, increasing market demand for ecotourism, volunteer tours, and 
sustainable tourism in general, we believe that Responsible Nomad is on the frontline of a major 
new trend in the travel guide industry.   
 
4.1.1 Industry Participants 
The travel guide industry has two major participants that constitute nearly 11 million guidebooks 
in sales a year.  Although they represent the majority of sales, there are numerous smaller guides 
available and hundreds of free websites with travel information.  Competitors to Responsible 
Nomad stem from two categories: free online travel websites and major published guidebooks.  
Companies who comprise these categories offer a vast array of different products, but have the 
same primary objective to provide travel information.   
 
The main competitors of Responsible Nomad will be discussed in section 4.1.3, “Main 
Competitors.” 
 
4.1.2 Distribution Patterns 
There are four main distribution channels in the travel guide industry: 
 

• Direct Store Delivery (DSD): the author/company sells and distributes directly to 
the retailer 

• Third-Party Distributor (Publisher): the author/company contracts a book 
distributor to distribute its book.  Authors may instead have a publisher that handles 
distribution 

• Direct Sales: via the internet or sales literature, the company makes direct sales to 
customers 

• Internet (Virtual Product): the product exists either free on the internet or is 
downloadable for a small fee 

 
                                                
6 www.ricksteves.com 
7 Perman, Stacy. “A New Take on the Travel Guidebook.” BusinessWeek 
http://www.businessweek.com/smallbiz/content/may2007/sb20070510_446103.htm 
8 Travel Industry Association of America “Use of Internet Study 2005” 
9 World Tourism Organization Business Council Report 2004 
10 www.lonelyplanet.com and www.fodors.com 
11 BBC Press Release 01/10/2007: “BBC Worldwide Acquires Lonely Planet” 

http://www.ricksteves.com
http://www.businessweek.com/smallbiz/content/may2007/sb20070510_446103.htm
http://www.lonelyplanet.com
http://www.fodors.com


4.1.3 Main Competitors 
There is no direct competitor for Responsible Nomad, as no comprehensive country guidebook or 
other resource exists currently that is focused on responsible travel.  Because responsible tourism 
guides are an emerging niche in the guidebook industry, Responsible Nomad’s main competition 
will still come from the major, more broadly-based travel guides.  For the purpose of this section, 
we will focus on direct and indirect competitors to our Responsible Nomad Guide to Cambodia in 
both print and online mediums.  
 
 
 
 
 

Direct Competitors
Print  media Cost Locat ion Target  Audience
Lonely Planet Cambodia $22 Cambodia Independent, all ages
Lonely Planet SE Asia on a Shoestring $26 SE Asia Independent, cheap
Lonely Planet Volunteering Guide $20 Global Short and long-term volunteers
Rough Guide Cambodia $18 Cambodia Independent, young or middle-aged
Let's Go Southeast Asia $24 SE Asia Independent, young, budget
Frommer's Southeast Asia $25 SE Asia Mid-range to high-end

In ternet  media Cost Locat ion Target  Audience
Travelfish.org Free Cambodia, Thailand, Laos, Vietnam Backpackers
Travelfish Ebooks $3-4 per city Cambodia, Thailand, Laos, Vietnam Backpackers
Talesofasia.com Free Cambodia, Thailand, Vietnam Independent
Frommer's Online Free Global - Very Limited Information Mid-Range to High-End
Lonely Planet Online Free Global - Very Limited Information Independent, planners, virtual tourists
Let's Go Online Free Global - Limited Info; No Cambodia Independent, young, budget

Indirect Competitors
Media Cost Locat ion Target  Audience
I-to-I Online Free Global Information on tours and pay-to-volunteer
Wikitravel Online Free Global - Completely User Generated Travelers, virtual tourists

Responsible Nomad
Media Cost Locat ion Target  Audience
Responsible Nomad Free and $10 version Cambodia Independent, low/mid-budget, socially-conscious  

 
 
 
 

Direct Competitors
Print media Updated (average) Responsible Tourism Information
Lonely Planet Cambodia Every 2 years 1 page section w/overview
Lonely Planet SE Asia on a Shoestring Every 3 years 1 page section w/overview
Lonely Planet Volunteering Guide Only one edition - 2006 Volunteer opportunities with NGOs
Rough Guide Cambodia Every 3 years Brief section w/overview
Let's Go Southeast Asia Every 3-4 years None
Frommer's Southeast Asia Every 2 years Brief-section w/overview

Internet media Updated (average) Responsible Tourism Information Guide Mediums
Travelfish.org Continuously by users None Online (related to Travelfish Ebooks below)
Travelfish Ebooks 2 to 3 times a year None Downloadable and printable guides; only two city guides for Cambodia
Talesofasia.com Continuously None Online
Frommer's Online Infrequently None Online
Lonely Planet Online Infrequently Section w/general tips Online; downloadable versions of printed guides (full or by chapter)
Let's Go Online Infrequently None Online

Indirect Competitors
Media Updated (average) Responsible Tourism Information
I-to-I Online Continuously Section w/general tips
Wikitravel Online Continuously by users Various articles with related info

Responsible Nomad
Media Updated (average) Responsible Tourism Information Guide Mediums
Responsible Nomad Continuously 100% of content Online, downloadable, and printable guides  

 



As shown above, Responsible Nomad is the only guide that provides a comprehensive 
responsible travel country guide, truly addressing the underserved market of socially-conscious 
travelers.  Responsible Nomad is among the few online guides with continuously updated content 
and, more importantly, is the only downloadable/printable guide that is constantly updated.  
Furthermore, Responsible Nomad is the only organization dedicated to supporting local 
development and sustainable tourism.  Overall, we believe that we offer a higher value than our 
competitors.  Travelers will choose Responsible Nomad because of the value of our product and 
the social mission of our organization.  
 
4.1.4 Industry Trends 

“Will we all look for our information on the web and bin the paper version?”  
     -Tony Wheeler (founder of Lonely Planet) 

 
Guidebook publishers and information providers are increasingly recognizing the importance of 
the internet.  Interactive Web 2.0 features and digital content are changing the structure of the 
traditional guidebook industry, as even small niche travel guide websites can attract huge 
audiences.  For example, TravelFish.org, an online guide to Southeast Asia, welcomes over 
100,000 visitors each month to its website, and MatadorTravel.com has a lively community of 
over 1,000 passionate travel writers constantly sharing their stories.   
 
Nearly all major guidebooks have a web presence that works to advertise their products, offer 
additional services or information, and build communities with user-generated material.  
Beginning last year, Lonely Planet began to offer versions of their guides for IPods, PDAs, and 
personal computers.  As well, on LonelyPlanet.com, users are able to select and purchase chapters 
of individual guidebooks, allowing travelers to buy exactly the information that they need.  Not 
only does this cut publishing and overhead costs, it also better fulfills consumers’ market needs 
and serves as an environmentally-friendly alternative.  Other competitors, such as Rough Guides 
and Frommer’s, are testing out similar strategies with early successes.   
 
It is important to note that even the large guidebook publishers are increasingly relying on the 
internet to generate printed guidebook content, as can be seen in Lonely Planet’s Blue List book 
that is entirely composed of content from travelers on their website.   
 
While printed guidebook sales remain steady, the industry is becoming increasingly aware that 
the vast majority of travelers consult the internet to plan trips.  Those with attractive, useful, and 
comprehensive online resources are more likely to attract sales of their printed books or other 
products and services.  As well, they are able to take advantage of user-generated content to build 
their products and attract lucrative online advertising partners.  
 
4.2 Market Segmentation 
Responsible Nomad will target customers who fit the following description: 
 

• Aged 18-35 
• Low-budget to mid-budget traveler 
• Short-term, long-term and Gap Year travelers12 
• Eco-tourists or socially-minded travelers 

 
Although we will focus on this profile as our target customer, we recognize that travel 
preferences vary greatly depending on the person and we believe that our guide will appeal to 
other types of consumers as well.  We believe that the preference for responsible travel transcends 
other labels and descriptions.  In particular, we believe that our travel information will fit the 
budgets, accommodation standards, and other major preferences of travelers of nearly all ages.     
 

                                                
12 Gap Year travelers alone account for over 1.5 million trips per year and $10 billion in spending, representing a major force for 
economic and social impact. (Mintel Group) 



We plan to include sections that highlight high-end options and opportunities for travelers over 
the age of 35, since a growing number of middle-aged and older travelers are making journeys to 
developing countries.  These travelers have the connections, skills, and resources available to 
make a major impact on the people and organizations they meet.  
 
4.3 Market Trends and Target Market Segment Strategy 

“There is a new class of consumers -- savvy, value-conscious and eager for a 
taste of excitement in their travels…Departure from the ‘beaten path’ may 
represent the future of global tourism…The new tourists will want different 
things.  The sun-and-surf standard is giving way to adventure travel, ecotourism, 
cultural tours.” 

-Xola Consulting Cambodia Adventure Travel Development Index 
 
A National Geographic survey reported that 55.1 million Americans identified themselves as 
“sustainable tourists,” with 80% of those in this segment visiting small towns and rural areas 
during their travels.13  Another report by Xola Consulting highlighted Cambodia as an upcoming 
destination and stated the following: 

• The majority of travelers cited the internet as the most useful resource with 70% using it 
for travel planning. 

• Over one-quarter of travelers were interested in taking a volunteer or serviced based trip. 
• Adventure travelers are willing to spend an average of 10% more on their trip if it meets 

responsible and environmental standards. 
• Respondents aged 25-42 represent the biggest group of leisure travelers and, on average, 

spend more than any other age group during their travels.14 
  

Although not specific to Cambodia, these results indicate a growing awareness and demand 
among travelers for responsible and sustainable tourism.  As well, these statistics illustrate the 
potential financial and social impact that travelers aged 25-42, a significant portion of the 
Responsible Nomad target market, can have during their travels.  
 
Cambodia expects to welcome over 3 million visitors in 2010, representing a 300% increase since 
2000 and the highest tourism growth rate in Southeast Asia.15  A study conducted by a group of 
non-governmental organizations in Cambodia found that 90% of tourists to the country have a 
desire to “give back” but 75% of those were unsure where to allocate their time and funds.”16  
The huge growth of the volunteer-tourism and eco-tourism sectors in Cambodia further 
exemplifies the presence of more socially-conscious travelers.  
 
In order to determine how travelers to Cambodia obtain information, Responsible Nomad 
conducted a survey of travelers in the capital city, Phnom Penh.  Of the forty respondents, we 
found that over 45% had purchased a new travel guide, 40% had purchased a used travel guide, 
and nearly all used the internet frequently to research destinations before the trip.  In a related 
pricing survey, 67% of respondents said they consult internet guides during their trips.  
 
Travelers are increasingly looking to connect with communities and people in the countries that 
they visit, but an information barrier exists that prevents travelers from doing so.  With millions 
of people visiting Cambodia each year, contributing over $1 billion to the economy and 
supporting the employment of over one million local residents,17 Responsible Nomad’s Guide to 
Cambodia has the potential to make a major impact in all areas of development.  
 
 
 

                                                
13 “The Geotourism Study: Phase One” by National Geographic and TIA, 2002 
14 2006 Adventure Travel Industry Research Round-Up by Xola Consulting 
15 Ministry of Tourism - Cambodia 
16 The PEPY Ride 
17 Xola Country/Economy Profiles 



5.0 Strategy and Implementation Summary 
Responsible Nomad will focus on establishing a network of strong relationships with local 
businesses, social ventures, and non-for-profit organizations.  Because these establishments are 
our primary stakeholders and will form the backbone of our guide, we will make guide research, 
development, and social impact analysis a primary objective.   
 
Responsible Nomad has devised a marketing strategy that is true to its founding and personality, 
and is representative of its consumers.  The goal of the marketing plan is to build a community 
around the brand by creating a “brand experience” and thereby brand loyalty.  
 
In order to do this, Responsible Nomad will employ an aggressive marketing campaign to educate 
travelers about responsible travel in developing countries.  This will empower travelers to craft 
unique experiences that positively contribute to the local community.  The details of the 
marketing plan, beginning with the competitive edge of the Responsible Nomad Guide to 
Cambodia, are described in this section.  The Web Plan (Section 6.0) acts in synergy with the 
marketing plan.   
 
The marketing strategy provides the foundation for the sales strategy.  Creating brand awareness 
and community will enable Responsible Nomad to achieve its sales goals. 
 
This section concludes with a brief description of an exit strategy. 
 
5.1 Competitive Edge 
 
Originality 
Responsible Nomad will capture consumers by offering an original product.  The market is 
saturated with annual or bi-annual country guides that offer generally the same travel information.  
With the Responsible Nomad Guide to Cambodia, Responsible Nomad will exploit an 
underserved market niche.  There are very few travel guides devoted to responsible travel in 
developing countries and none that focus on Cambodia specifically.  Rather than providing bland 
lists of dozens of travel-related businesses for travelers, Responsible Nomad selects 
establishments that appeal to the 70% of visitors to Cambodia that want to give back. Through 
our business profiles, we intend to convey the stories of entrepreneurs and community leaders 
striving to affect change.  Furthermore, because our staff is a grassroots network of local and 
expatriate residents, Responsible Nomad will be at the forefront of tourism and development 
opportunities.  Our guides will feature material, such as cycle routes, eco-tours, and community-
tourism projects, that is not available in any other guide, and will be updated continuously as our 
staff finds new exciting responsible and adventure travel opportunities.  
 
Social Impact: Sustainable, Eco-friendly, Adventure Travel 
Responsible Nomad is unlike any other major travel guide company, as our primary goal is to 
contribute to development by supporting and providing market exposure for local businesses, 
social ventures, and not-for-profit development organizations.  Through vigorous and ongoing 
guide research and development, we strive to ensure that we are maximizing our social impact.  
Responsible Nomad guides bridge the information gap that exists between travelers and 
establishments that contribute to sustainable development.  Travelers will have the information to 
make informed decisions on how to travel responsibly, whether it is eating at a recommended 
locally-owned restaurant, volunteering with a reputable development organization, or donating 
money to a sustainable project with proper management.  Each user of a Responsible Nomad 
guide will be educated about responsible travel, be inspired to affect change, and most 
importantly, have the information available to do so at any point during or after their travels.   
 
Our customers won’t just read recommendations about where to eat and sleep; they will read 
about the entrepreneurs’ lives and their businesses.  Responsible Nomad puts a face on the 
establishments we recommend, promoting interaction with the local community. 
 



Furthermore, through our free consulting and booking services, we help to build the capacity of 
local entrepreneurs, giving them the tools and market exposure to take advantage of the rapidly 
expanding tourism market.   
 
Up-to-Date Information 
Most printed guides are updated on an annual or biannual basis.  Traditional guidebooks take at 
least nine months to reach bookstores after completion of the research phase.18  Our travel 
information will be based online and will be updated continuously by local residents and 
Responsible Nomad staff, as well as by the travelers themselves through our online community 
features.  Due to the low costs of travel, our residency in the country, and our network of 
contributors, we will be able to fully update nearly all major sites in the guide every 2 months.  
Our online community will not only allow travelers to exchange tips and information, but will 
also help our staff to make guide updates, determine customer satisfaction, and better anticipate 
customer desires. 
 
Online Resources and Features 
Responsible Nomad’s website will incorporate a variety of functions and resources to help create 
“stickiness” and keep visitors returning.  Nomad’s Oasis, Responsible Nomad’s online 
community, will foster a community of “responsible nomads” through personalization and the 
encouragement of participation across multiple mediums including message boards, reviews, 
polls, downloads, RSS Feeds, and blogs easily accessible to those who want to travel with 
purpose.  IPod audio guide downloads, staff blogs, interactive maps, automatically customized 
daily itineraries, and other features only available via the online format will encourage visitors to 
visit the website prior to, during, and after their travels. 
 
Grassroots Personality 
Responsible Nomad is a grassroots effort between expatriates working in sustainable 
development, local residents, and enthusiastic, socially-conscious travelers.  Through staff blogs, 
our online community, and original articles, we will interact with our customers and put faces to 
match the brand. 
 
Convenience  
Responsible Nomad is available in two formats to meet the needs of modern travelers.  Travelers 
can access information on the internet at any time, print only the information they need, or print 
the latest version of the downloadable guide.  As well, travelers will be able to download guide 
information to handheld devices, such as PDAs, laptops, and IPods.  
 
Style and Design 
Responsible Nomad’s unique approach to travel is matched by its sleek, interactive website.  
Rather than stuffing as much information as possible onto each page, our minimal design with 
large, eye-capturing photos elicits a sense of excitement, adventure and intrigue.  Because we 
have minimized the number of menu bars, users can easily and intuitively navigate through the 
website to access all areas of the guide.  Advertisements, an integral revenue source, are 
displayed seamlessly and naturally within the pages. 
 
Please refer to Appendix B for sample screenshots of the website.  
 
5.2 Marketing Strategy 
“Sustainable, Eco-Friendly, Adventure Travel:” Responsible Nomad will create a brand 
emphasizing an adventurous, eco-friendly, socially responsible and off-the-beaten path 
experience.  We will highlight the people that form the foundation for our business.  The “face” 
of our organization will be the people in the countries we cover, the community leaders working 
to affect change, and the entrepreneurs with innovative business solutions.  The faces and stories 
of local residents, community leaders, and “responsible nomads” from our staff and online 
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community will be featured prominently throughout our website and online viral marketing 
outlets.  
 
We believe that it is integral to convey our social mission, while also emphasizing how our guide 
takes you to locales and establishments not listed elsewhere.   
 
5.2.1 Positioning Statement 
Responsible Nomad’s marketing efforts will position its guides as a responsible and adventurous 
alternative to other sources of travel information.  Moreover, Responsible Nomad will market its 
guides as more up-to-date, original, and personal than competitors.  One potential difficulty we 
recognize and will attempt to mediate is independence.  A guidebook’s image is based heavily on 
independence and anonymity during the research and development phase.  All research will be 
done anonymously to ensure that we remain independent in our recommendations. 
 
5.2.2 Pricing Strategy 
Access to the comprehensive version of Responsible Nomad Guide to Cambodia will cost $10.  
Responsible Nomad has set the price of its first guide at half the price of competitors’ print guides.  
Travelfish.org, our primary online competitor, does not have a full Cambodian country guide for 
sale, but its two city guides retail for $3-4 each.  
 
Our revenue model is based upon two sources: guide sales and online advertising sales.  Thus, the 
pricing of our guides is not necessarily designed to cover all costs. 
 
To determine our pricing strategy, Responsible Nomad distributed a pricing survey using the 
modified van Westendrop procedure and received fifty-two responses.  Our results indicated that 
optimal pricing point was $15; however, we have decided to release the guide at a price of $10.00 
due to competitors’ pricing and our position as a new, primarily online guidebook in the market.  
We believe that this pricing strategy will maximize value to the greatest number of consumers 
while also ensuring that our product does not appear inferior.  We believe that this pricing point 
will also give us the flexibility to charge a slightly higher price for a printed version of the guide 
in the future that maximizes consumer value, maintains a competitive price compared to 
competitors’ guides, and covers additional printing and distribution costs.  The survey results are 
listed in the table below: 
 
Modified van Westendorp Survey Results
Question: Overall:
Would be so cheap that you would question its quality 7.40$                     
Would consider it a bargain 12.97$                   
Would begin to seem expensive 20.50$                   
Would be too expensive to consider 28.94$                   
Appropriate Pricing Strategy 10.00$                    
 
5.2.3 Distribution Strategy 
Initially, all of Responsible Nomad’s sales will be conducted via its website.  Although the guide 
will be advertised through numerous other channels, customers will make final sales via 
www.responsiblenomad.com.  Because the guide is available in digital format and on our website, 
shipping is not necessary.  
 
We are exploring the possibility of selling self-published guides in local stores around the region.  
Due to low printing costs and pre-existing relationships with small bookstores, we may sell a 
small quantity of printed guides directly to retailers.   
 
In the future, Responsible Nomad may publish a printed version of the guide to sell 
internationally, which will require a separate distribution strategy.  We are currently working to 
establish relationships with publishers, national retailers, and distributors, and we will determine 
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the profitability/viability of widespread distribution.  We believe that businesses with a similar 
social mission, like Better World Books, would be excellent candidates.   
 
5.2.4 Promotion Strategy 
 
Print and Word-of-Mouth 
Responsible Nomad will exploit print media including regional travel magazines and local 
publications.  As well, we will disseminate advertisements to universities with study abroad 
programs in the region that we have relationships with, including the University of Notre Dame, 
University of Tennessee, Whitman College, Amherst College, University of San Diego and 
Northwestern University.  Responsible Nomad will create strong word-of-mouth promotion 
through its extensive personal and professional networks.  In particular, founder Timothy Rann 
will leverage his connections with social ventures, international volunteer programs, non-for-
profit organizations, microfinance institutions, and local Cambodian businesses to gain publicity 
for the Responsible Nomad Guide to Cambodia.  
 
Co-Branding 
All establishments featured in our guides will be able to add a picture link to their website titled 
“As Featured in Responsible Nomad.”  Local businesses will receive a sticker that identifies their 
selection as a responsible tourism destination.  We also plan to leverage our non-for-profit 
partners to gain exposure for both of our organizations’ causes.  We hope that our not-for-profit 
organization partners will endorse our guide to their donors, volunteers, and other interested 
parties. 
 
Finally, we will develop co-branding alliances with other socially-conscious travel-related 
establishments, such as PEPY Tours, World Nomads Insurance, Gecko Travel, and Planet 
Biodiesel.  For example, we can reduce tour operators’ research and development costs by 
sharing guide information in exchange for promotion of Responsible Nomad to tour participants.   
 
Local Advertising 
Because of extremely low costs, Responsible Nomad will advertise locally through posters and 
tuk tuk (local transportation vechicle) advertisements. 
 
Discussion of online viral marketing, a key strategy, occurs in Section 6. 
 
5.3 Sales Strategy 
The Responsible Nomad to Cambodia will be available through the official website: 
www.responsiblenomad.com.  We will use PayPal and Google Checkout to accept secure online 
credit card payments.   
 
5.3.1 Sales Forecast 
The table and chart on the next page detail the projected sales in dollars and units for the 
Responsible Nomad Guide to Cambodia.  CPM advertisements (set fee per 1,000 displays of an 
advertisement) and set tour advertisement (set annual fees for a single tour company 
advertisement) sales will also be a major revenue source.  Both those who purchase the guide or 
only visit the free abbreviated website will drive CPM advertising\revenue. 
 
The breakdown of the sales forecast is as follows: 
 
 Year 1: Figures based on internet sales and limited retail sales at local bookstores. 

Year 2: Figures based on deal with regional bookstores to sell printed guides, deal with a 
publisher to sell guides internationally, expanded word-of-mouth and publicity, and an 
increase in internet sales.  Because of increase in daily unique website visitors, 
Responsible Nomad can raise advertising prices. 
Year 3: Figures based on an increase in online sales, increase in website visitors, increase 
in advertising prices, and deeper penetration at existing accounts. 

http://www.responsiblenomad.com


 Year 4: Figures based on sustained growth. 
 Year 5: Figures based on sustained growth. 
 
Sales Forecast

2008 2009 2010 2011 2012
Sales
Responsible Nomad Guide to Cambodia - Online $5,000 $20,000 $40,000 $80,000 $120,000
Responsible Nomad Guide to Cambodia - Retail $500 $10,000 $30,000 $50,000 $75,000
Responsible Nomad Guide to Laos - Online $0 $0 $15,000 $30,000 $50,000
Responsible Nomad Guide to Laos - Retail $0 $0 $10,000 $20,000 $40,000
Advertising - CPM Sales $500 $1,000 $2,500 $5,000 $10,000
Advertising - Set Tour Sales $250 $500 $1,000 $1,250 $1,500
Total Sales $6,250 $31,500 $98,500 $186,250 $296,500
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5.4 Current Status and Milestones 
The following details the current status and projected milestones for Responsible Nomad. 
 
Current Status 
 

• Completed 50% of research in Phnom Penh, Kep, and Battambang; have database of 
contacts and basic information for all other destinations 

• Established contacts with over a dozen non-for-profit organizations 
• Established contacts with three potential advertisers 
• Signed advertising contracts with PEPY Tours, World Nomads, Gecko Travel, and 

Kayak Travel 
• Purchased domain www.responsiblenomad.com 
• Surveyed and profiled 20 local businesses, five social ventures, and ten non-for-profit 

organizations in Phnom Penh  
• Hired part-time guide research assistant and translator, Chamroeun  
• Designed structure and style of website 
• Created and printed sales literature and advertisements for local/regional distribution 
• Established contact with NGO to possibly publish and distribute printed guide in USA 
 

Milestones 
 

2008:  
• Complete initial product research and development  
• Launch online viral marketing campaign  
• Launch free Beta ResponsibleNomad.com in mid-April; paid full version in July 
• Continue to develop and launch Nomad’s Oasis online community 
• Advertising accounts with five like-minded companies 
• Attract 5,000 visitors per day 

2009: 
• Hire full-time local staff members 
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• Deals with regional retail stores and international publisher 
• Create retail version of Responsible Nomad Guide to Cambodia 
• Establish relationships with development organizations in Laos for possible 

collaboration on country guide; begin initial research and development 
• Attract 10,000 visitors per day 
• Two annual tour advertising contacts 
 

2010: 
• Deal with large publisher 
• Launch online travel goods store 
• Launch Responsible Nomad Guide to Laos online and in retail stores 

 
5.5 Exit Strategy  
Responsible Nomad will continue to operate as long as it can sustainably fulfill its social mission.  
If Responsible Nomad becomes attractive to larger travel guide companies, Responsible Nomad 
will determine whether it furthers our mission to partner or sell.  
 
6.0 Web Plan Summary 
The Responsible Nomad website harnesses Web 2.0 and new internet technologies to give 
travelers more comprehensive, up-to-date, and useful information.   
 
Web 2.0 
Responsible Nomad will have an aggressive Web Plan based on the "Web 2.0" revolution.  What 
is Web 2.0? As Steven Johnson remarked in the December 25, 2006/January 1, 2007 issue of 
Time, "If Web 1.0 was organized around pages, Web 2.0 is organized around people,"19 which is 
why Time named "you" the Person of the Year.  It is no longer adequate to simply transfer a 
conventional business to the Web. 

  
Indeed, as Lev Grossman observed in the same issue of Time, "The new Web is a very different 
thing.  It's a tool for bringing together millions of people and making them matter."20  For a 
company to be viable today, it must empower the consumer to be engaged in the marketing 
process. 

  
The Web 2.0 model also has practical implications for Responsible Nomad.  The Internet has the 
ability to reach millions instantaneously, most online viral marketing is free or inexpensive, and 
internet users can contribute heavily to the guide by generating original content or sharing content 
with other users. 
 
6.1 The Website: www.responsiblenomad.com 
Responsible Nomad conducted small focus group discussions with travelers to hone the design 
for its website.  One major frustration voiced was the difficulty in navigating through the large 
amount of information on travel websites.  ResponsibleNomad.com is designed to minimize the 
amount of links one must click to find the information they are seeking.  Large pictures fill the 
page, evoking a sense of adventure and enticing users to view the featured content deeper in the 
website.  The homepage has only a few main links at the top, in addition to featured articles, 
recommended businesses, online community updates, and featured activities in the main content 
area.  Once in the Guide to Cambodia, visitors can browse the guide by city, through interactive 
maps, or by powerful search functions.  To facilitate travel, all establishments and activities are 
highlighted on an interactive map with basic directions from nearby landmarks.   
 
Following our branding approaching, nearly half of the homepage is devoted to profiles of local 
business owners, community leaders, and development organizations.  Furthermore, Responsible 

                                                
19 Steven Johnson, “It’s All About Us,” Time, 25 December 2006/1 January 2007, p. 80. 
20 Lev Grossman, “Person of the Year: You,” Time, 25 December 2006/1 January 2007, p. 40. 
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Nomad’s mission appears evidently on the homepage, allowing new visitors to immediately 
determine the nature of the organization. 
 
Advertisements will play a major role in our revenue model.  Responsible Nomad’s website 
seamlessly incorporates advertising banners within each of the pages, not distracting viewers or 
appearing out of place.  We will allow advertisers to display their ads on particular pages within 
the guide, so that advertisements are linked to the most appropriate content.  For example, a tour 
company offering a cycling tour around Siem Reap would be able to display their advertisement 
on all Siem Reap guide pages.   
 
Please see Appendices A and B for website features and screenshots. 
 
6.2 Website Marketing Strategy 
The purpose of the Responsible Nomad website marketing strategy is to drive consumers to the 
website to view the abbreviated guide and purchase the full version.  In an effort to attract return 
visitors, our website incorporates a variety of Web 2.0 community features.  The website 
marketing strategy will be based on online viral marketing and Internet advertising platforms. 
 
YouTube and Veoh 
Responsible Nomad has prepared numerous videos for release on YouTube and Veoh to generate 
brand and product awareness prior to the beta launch in April.  The initial campaign is entitled 
“See Another Side of Cambodia,” and is designed to feature beautiful and exciting destinations 
the average traveler does not typically associate with the country.  As well, it features interviews 
with local entrepreneurs and change-makers, putting a face on responsible tourism and how 
travelers can use our guides to make an impact.  To find out where the destination or business in 
Cambodia is, viewers are directed to “Find out where our writer is on ResponsibleNomad.com.”  
In only two weeks, the first three 30 to 50 second videos in this campaign have attracted over 250 
viewers.  We plan to release one of these videos every two weeks until the main site launch in 
July. 
 
We are also producing a short, entitled “Choose Your Own Adventure,” that is a collection of 
videos of eco-tourism and adventure travel opportunities in Cambodia.  The final video currently 
in production is a video interview with the founder and local staff about what Responsible Nomad 
is and how they believe any travel can make a difference with the right information. 
 
Internet video is a powerful, inexpensive means to reach consumers and to produce sales. Indeed, 
a November 2006 Inc. article stated that "seven out of ten Internet users have watched an online 
video, and 30 percent of those people have shared one with friends, usually via email." Of these 
viewers, 66 percent have seen an advertisement, "about one-third of those viewers visited the 
marketer's website, and 8 percent made the purchase."21 
 
Facebook 
Responsible Nomad created a Facebook profile in late March and attracted over forty friends 
within 48 hours.  We will use this medium to gain additional market exposure, personalize our 
brand, and publicize Responsible Nomad events and updates. 
 
Nomad’s Oasis: The Responsible Nomad Online Community 
Responsible Nomad is currently in beta testing with its online community, Nomad’s Oasis.  Not 
necessarily specific to Cambodia, Nomad’s Oasis is a social network that will bring together 
responsible travelers from around the world to exchange travel tips, suggest destinations or 
businesses to include, share travel media, and support different causes.  This will help build our 
brand identity, increase our market exposure, drive traffic to our site, and most importantly, 
support our social mission.  
 
Mass Email and Newsletters 
                                                
21 Jennifer Gill, “Contagious Commercials: How To Get in on the YouTube Craze,” Inc., November 2006, p. 32. 



Responsible Nomad will use a CRM tool to track customers and interested persons.  Responsible 
Nomad will accept newsletter subscriptions via our website, and keep interested parties up-to-
date on all the latest Responsible Nomad news. 
 
6.3 Development Requirements  
Responsible Nomad staff has the internal capabilities to design, code, and create the company’s 
website.  Our principal advisors are constantly available to provide assistance, and Responsible 
Nomad has allocated $300 to website development if major barriers arise. 
 
Responsible Nomad staff will write all the original copy for the guidebook, online viral marketing 
effort, and website.  All videos are filmed in Phnom Penh by Responsible Nomad staff with the 
cooperation of partner development organizations. 
 
7.0 Company Summary 
The current section describes the ownership, locations, and facilities of Responsible Nomad. 
 
7.1 Company Ownership 
Timothy Rann is the founder and owner of Responsible Nomad.  Responsible Nomad is currently 
a sole-proprietorship, but may consider a different organization filing status in the future. 
 
Trademarks for “Responsible Nomad,” “Sustainable, Eco-Friendly, Adventure Travel,” and the 
Responsible Nomad logo are pending. 
 
7.2 Company Location and Facilities 
Responsible Nomad currently operates rent-free in a home office in Phnom Penh, Cambodia, but 
will acquire office space at the beginning of year two.   
 
8.0 Management Summary 
Timothy Rann will oversee the day-to-day operations of the company’s management team and 
local staff.  Our management team of enthusiastic travelers has experience in sustainable 
development, the travel industry, volunteer tourism, accounting, and writing.   
 
During the startup phase, founder Timothy Rann, part-time staff member Chamroeun Phim, and 
co-author Rachel Allen will perform many functions, including web design, editing, accounting, 
research and development, and marketing.  Because our product is largely internet-based, some of 
our management team is able to perform marketing, research, and writing tasks from abroad.  As 
the business grows, Timothy Rann and local management will oversee general company strategy 
and product development, and labor will be divided among specialized personnel.   
  
We have also drawn together a team of seasoned advisors whose knowledge traverses the fields 
of advertising, economic development, design, publishing, law, finance, and web design.  
 
8.1 Management Team 
 
Timothy Rann, Founder and Co-Author, graduated from the University of Notre Dame in 2007 
with a Bachelors of Business Administration in Accountancy, minor in Japanese and certificate in 
Microventuring.  He has lived in Japan, Thailand, and China, and has traveled extensively around 
Asia for the past five years.  He currently works in Phnom Penh, Cambodia as a financial analyst, 
tour coordinator, and website manager for PEPY, a non-governmental-organization that 
specializes in educational development and sustainable tourism.  
 
Andy Makielski, Researcher, is a senior majoring in Finance with a supplementary major in 
History at the University of Notre Dame.  He has interned with Catholic Relief Services in 
Uganda and taught conversational English in rural Thailand.  He has traveled extensively 
throughout Southeast Asia and is applying to the Peace Corps.   
 



Rachel Allen, Co-Author and In-Country Researcher, graduated from Whitman College in 2004 
with a degree in English and biology.  She taught English in Japan for 3 years, and volunteered 
extensively with a children’s home and domestic violence shelter.  She organized several holiday 
volunteer trips to Thailand and Cambodia, and was an intern with PEPY.  Rachel served as the 
National Coordinator for Go Mad, a volunteer placement non-profit in Japan.  She has published 
two articles for The Japan Times.  Rachel is a volunteer at the Cambodian Children’s Fund and 
resides in Phnom Penh, Cambodia.   
 
Melissa Fisher, Guidebooks Manager and Editor, graduated from the University of Notre Dame 
in 2007 with a B.A. in Political Science, a Spanish supplementary major, a minor in International 
Peace Studies, and a Certificate in Microventuring.  She has resided and studied in Mexico, Spain, 
and China, and also interned for the Consulate of Uruguay. She recently volunteered in 
Guatemala with a non-profit focused on social entrepreneurship and empowerment of rural 
women. 
 
Chamroeun Phim, Translator and Research Assistant, is a second-year medical student at the 
International Medical University of Phnom Penh.  He has worked as a translator for the PEPY 
Ride, a local NGO, for the past two years. 
 
Professional and Advisory Support: 
 
Daniela Papi – Daniela has a degree in economics from the University of Notre Dame and has 
lived in Asia for over 6 years.  She co-founded The PEPY Ride and has been living in Cambodia 
for the past two years directing the organization’s educational development programs.  She 
presents regularly on sustainable tourism and volunteer tourism. 
 
Mitchell Isaac – Mitchell brings a background in biotechnology and IT consulting and is 
currently a scientist at the Australian Proteome Analysis Facility.  He spent the last two years 
completing two technology related contracts in Cambodia and has been the IT manager for two 
NGOs. 
 
Nora Petty – Nora Petty is a country analyst at the Clinton Global Foundation in Phnom Penh, 
Cambodia and works with HIV/AIDS and malaria initiatives around the country.    
 
Andrew Cashin and Nick Lazos – Andrew Cashin and Nick Lazos are the co-managing 
directors of First Home, a microfinance institution that provides mortgage services and housing 
solutions for low-income Cambodians.   
 
Richard Rann – Richard Rann is the owner of Rick Rann’s Beatlelist, a rock and roll 
memorabilia business.  He has three published books on The Beatles, and has written articles for 
twenty publications.  
 
Jeffrey Strand – Jeffrey Strand is the CEO of Doctors Direct Insurance, and has worked as a 
financial analyst and IT manager for over twenty years. 
 
Kim Del Guercio – Graduated from the University of Notre Dame in 2007 with a B.S. in 
Biological Sciences, a supplementary major in Art History, and a certificate in Microventuring. 
 
8.2 Personnel Plan 
The following section details the key personnel for Responsible Nomad.  The subsequent chart 
represents the hiring timetable and payroll needs for Responsible Nomad. 
 
During the startup phase, founder Timothy Rann, part-time staff member Chamroeun Phim, and 
co-author Rachel Allen will perform all operational roles for Responsible Nomad.  In an effort to 
maximize the organization’s social impact, Responsible Nomad will attempt to hire full-time 



Cambodian employees as soon as possible to perform daily tasks.  All foreign management has 
agreed not to accept a salary for the first fiscal year. 
 
Responsible Nomad’s primary objectives are to both make the venture sustainable and maximize 
our positive local impact.  Thus, we will work to build the capacity of local staff and hire local 
professionals to undertake most daily operation activities.  Foreign staff will be employed as 
authors, editors, sales managers, researchers, and in other advisory roles.  Many of these foreign 
staff positions require either only a small weekly time commitment or a short-term in-country 
research contract per year.  As a result, foreign personnel costs are minimized and allow 
Responsible Nomad to reinvest profits into staff development, guide research, and internally or 
externally-managed community development projects. 
 
Many critical functions, as outlined elsewhere in the plan, can be performed internally by our 
skilled staff members.   
 
The table below summarizes the program’s personnel expenditures for the next five years: 
 
Personnel Plan

2008 2009 2010 2011 2012
Timothy Rann, Owner and Managing Director -$     2,000$   3,000$   4,000$     5,000$     
Chamroeun Oh - Part-Time Translation and R&D 1,000$ 2,000$   3,000$   4,000$     5,000$     
Rachel Allen - Author and Editor -$     600$      600$      600$        600$        
Andy Makielski - Researcher -$     150$      200$      250$        300$        
Kim Del Guercio - Web Editor -$     150$      200$      250$        300$        
Melissa Fisher - Guide Editor -$     150$      200$      250$        300$        
Full-Time Web Manager (Local Hire) -$     4,000$   5,000$   6,000$     7,000$     
Full-Time R&D - Cambodia (Local Hire) -$     4,000$   5,000$   6,000$     7,000$     
R&D/Author - Laos (Foreign Hire) -$     200$      600$      600$        600$        
Part-Time Translator and R&D - Laos (Local Hire) -$     -$       1,000$   1,500$     2,000$     
Full-Time R&D - Laos (Local Hire) -$     -$       -$       4,000$     5,000$     
Advertising and Sales Manager (Local Hire) -$     -$       4,000$   5,000$     6,000$     
Total Personnel Costs 1,000$ 13,250$ 22,800$ 32,450$   39,100$    
 
9.0 Financial Projections 
The following section details the most significant financial data, projections, and assumptions 
related to Responsible Nomad.  Research and development for the Responsible Nomad Guide to 
Cambodia will conclude in April 2008.  We expect sales to be low in year one as we establish our 
brand.  In year two to four, we anticipate steady growth as word-of-mouth, marketing campaigns, 
viral marketing, and co-branding increases our market exposure.       
 
9.1 Important Assumptions 
The financial plan depends on the following important assumptions:  
 

• The political and economic trends will remain stable within Cambodia.  Cambodia will 
maintain political stability while its economy grows.  

• There will be no major fluctuations in the cost to travel in Cambodia relative to global 
currency exchange rates, and that currency-adjusted inflation remains stable. 

• Personnel objectives will be met and the competitive landscape will not be dynamically 
changed. 

 
All research and development costs were calculated based on management’s prior travel 
experience in Cambodia and Laos.   
 
9.2 Start-up Summary 
Responsible Nomad is currently in the start-up phase.  We anticipate total start-up expenses to 
amount to $3,790, which will be completely financed through owner investment.   
 



The following table summarizes the start-up expenses and start-up funding for Responsible 
Nomad.   
 
The table is comprised of expenses typical to the launch of any business, such as phones, 
insurance, office supplies and corporate registration. It also includes expenses incurred in the 
research and development of the Responsible Nomad Guide to Cambodia, website production, the 
protection of intellectual property, and the production of marketing materials.   
 
It is also necessary to clarify the comparatively low expenses for services such as legal, 
accounting, graphic design, and website design. All of these services will be handled internally or 
provided by close personal and professional contacts at little to no expense.  
 
Exact figures are listed in the tables below: 
 
Start-up Requirements Product Research and Development Expense Breakdown

Web Subscription During Development 60$            Phnom Penh R&D 200$       
Domain Registration 5$              Siem Reap R&D 400$       
Product Development 1,530$       Kep R&D 80$         
Legal (Trademarks) 750$          Kampot R&D 80$         
Website Development 300$          Bokor R&D 70$         
Phone/IT 15$            Sihanoukville R&D 200$       
Khmer Staff Salary 200$          Kratie R&D 60$         
Office Supplies 100$          Stung Treng R&D 60$         
Transportation 100$          Rattanakiri R&D 150$       
Printing 30$            Koh Kong R&D 150$       
Marketing 200$          Battambang R&D 80$         
Contingency 500$          Total Product Research and Development Expenses 1,530$    
Total Start-up Expenses 3,790$       

Start-up Assets Needed
Cash Required on Starting Date 2,000$       
Total Assets 2,000$       

Total Requirements 5,790$       

Start-up Funding

Investment
Owner 5,790$       
Total Investment 5,790$       

Liabilities
Long-term Liabilities -$          
Current Liabilities -$          
Total Liabilities -$          

Loss at Start-up (Start-up Expenses) (3,790)$     
Total Capital 2,000$       
Total Capital and Liabilities 2,000$        
 
9.3 Key Financial Indicators 
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9.4 Break-even Analysis 
The following table shows the annual break-even figures for Responsible Nomad.  The break-
even is achieved when the sales revenue equals the company’s running expense rate for that year. 
 
Break-Even Analysis

2008 2009 2010 2011 2012
Yearly Revenue Break-Even $6,569 $24,213 $54,293 $72,378 $90,028  
 
We project that Responsible Nomad will break-even in Quarter 1 of 2009. 
 
9.5 Financial Projections 
The full financial projections, including an income statement and a statement of cash flows, are 
located in Appendix C. 
 
10.0 Use of Funds 
If selected, Responsible Nomad will use the funds for the following purposes: 
 
Guide Development 
Responsible Nomad would immediately hire a full-time local employee to assist in developing 
the first version of the guide.  This would allow Responsible Nomad to produce the full guide 
ahead of schedule and give the organization the capacity to develop a more comprehensive 
product.  Furthermore, with a full-time employee in year one, Responsible Nomad will be able to 
conduct basic research for a guide in Laos far ahead of schedule.  The cost of hiring a full-time 
staff member for year one would total $4,000.   



 
Web Design Consulting, Enhancement, and Search Engine Optimization 
Responsible Nomad is currently designing the website internally with the assistance of advisors.  
We have been in contact with a local social venture called KhmerDEV, which provides IT and 
web design services to companies in Cambodia, and plan to use their services in the future for 
work that is beyond our staff’s expertise.  We would allocate $4,400 of the grant toward 
developing the Responsible Nomad community (Nomad’s Oasis) from scratch, improving the 
current beta version of the website, and developing the “Create-Your-Own-Guide” feature for our 
website. 
 
We believe that Nomad’s Oasis will be one of Responsible Nomad’s key assets, as it will be a 
community of responsible travelers from around the world and not just limited to Cambodia.  
This community will take Responsible Nomad’s social mission to a global audience and allow 
travelers to actively participate in promoting and facilitating responsible travel.  Furthermore, this 
will increase our brand awareness and allow for additional advertising options.  
 
The “Create-Your-Own-Guide” feature will allow users to automatically create their own nicely 
formatted downloadable/printable guide by selecting what types of information they want and the 
destinations they plan to visit.  This feature was particularly desired by respondents in our pricing 
survey, and would allow users to easily convert our online guidebook to a more traditional printed 
guidebook form.  
 
Booking Services 
In an effort to better fulfill our social mission and provide valuable services to our customers, we 
would set up free online booking services for hotels and guesthouses that appear in our guide.  
The software we have identified, Jomres, will integrate seamlessly with our Joomla-based website.  
The cost of the software is $350 and we estimate booking development costs to total $250 for a 
total cost of $600 for the system.  
 
Advertising 
Responsible Nomad would allocate the remaining $1,000 to increasing brand exposure.  These 
funds would be spent on online advertising with organizations that we feel have shared values 
and are visited our client base, including Matador Travel, Gecko Travel, I-to-I, Expat Advisory 
Services, Facebook, and Travel Fish.  We would allocate a portion of these funds toward regional 
advertising, particularly in Thailand where many travelers stop first before going to Cambodia.   
 
11.0 Social Impact 
As a company partly focused on the development of local communities, we ask ourselves in what 
way can we establish the creditability and respect we need from the host country, the United 
States, our market of responsible travelers, and the local businesses and NGOs we support and 
partner with?   
 
The establishment of The Nomad’s Code to Responsible Tourism is a first step towards a long-
term initiative of developing a division within the company dedicated to maintaining the 
responsible tourism policy and company mission statement. This will send clear signals to 
consumers, competitors, partners, and staff that the issue of sustainability is a fundamental part of 
Responsible Nomad’s business.  Implementation of the code will depend on coordination among 
management and staff, and company reporting on initiatives, as well as client, partner/operator 
and local community feedback used to monitor results through the methodology below. 
 
It is the belief of management that Responsible Nomad can develop a sound process for 
measuring the impact our print and online guides will have on local socio-economic development 
and that this process will be carefully monitored and re-evaluated as new practices and theories in 
the field come to light. 
 
 



11.1 Methodology 
The study on the long-term impact of responsible tourism development on a destination in 
Southeast Asia will depend on qualitative and quantitative data collection and analysis gathered 
from the following sources: 
 

1. Management participation in group meetings to discuss the impacts and challenges of 
tourism development on specified destinations.  

2. Management participation in tourism industry and sustainable development conferences, 
associations and boards. 

3. Management-led community group meetings and interviews with local entrepreneurs in 
various industries (i.e. hotel, restaurant, tour-operators) to discuss concerns in tourism 
development and bounce around ideas for encouraging customers and partners to adhere 
to The Nomad’s Code of Responsible Tourism. Interviews will ascribe to the Nominal 
Group Technique (protocol established in development studies to encourage 
contributions from every person in the group)22.   

4. In the future, such group meetings and interviews may extend to include other local 
community leaders outside of the local tourism industry to give us a sense of how 
responsible tourism is impacting individuals.  Most likely this will follow the Participant 
Rural Appraisal (PRA)23 technique that concentrates on analyzing how tourism affects 
daily lives. The distribution of Responsible Nomad Individual Impact Surveys will be 
employed to collect detailed data. 

5. Local Participant-dependent data collection will involve the use of a translator to mediate 
communication.  The PRA technique allows for challenges in verbal communication and 
time limitations in information gathering. 

6. Because our goal is to increase our share of tourist guide-purchasers, secondary data on 
the impact of responsible tourism will be obtained from host-country tourism 
organizations to compare growth rates of tourism in particular regions in addition to 
secondary sources on socio-economic impact related information 

7. Finally, management will conduct observations on the individual Responsible Nomad 
consumer to seek out market trends.  Resources for this study will depend on online-
journaling, photography, a customer-service Q&A section on-line, and interviews 
conducted in the field. 

 
11.2 Indicators 
The following indicators provide base-line data measurement tools in regards to the stage of 
tourism of a particular destination.  Destinations will later be compared and analyzed.  Indicators 
are based on Butler’s (1980) Model24 on the tourist area lifecycle that attempts to describe the six 
stages of tourism development. 
 
STAGE INDICATOR 
Exploration Little infrastructure, authentic culture and nature 
Involvement Local investment, tourist season, investment in infrastructure 
Development Growth in number of tourists, visitors outnumber residents, artificial 

attractions are built 
Consolidation Slowing growth rates, organized packaged tours dominate 
Stagnation Peak visitors numbers reached, area is no longer fashionable, capacity 

level has been reached 
Decline Decrease in markets, collapse of tourism infrastructures 
Rejuvenation Complete renewal of the attraction, addition of artificial attractions, 

untapped natural resource are used 
 
The following indicators measure the impact stage of Responsible Nomad:     
 
                                                
22 http://www.asq.org/learn-about-quality/idea-creation-tools/overview/nominal-group.html 
23 http://www.iges.or.jp/en/pub/eLearning/waterdemo/bhandari_m4.pdf 
24 http://www.fs.fed.us/ne/newtown_square/publications/technical_reports/pdfs/2004/317papers/dong317.pdf 

http://www.asq.org/learn-about-quality/idea-creation-tools/overview/nominal-group.html
http://www.iges.or.jp/en/pub/eLearning/waterdemo/bhandari_m4.pdf
http://www.fs.fed.us/ne/newtown_square/publications/technical_reports/pdfs/2004/317papers/dong317.pdf


RN SOCIAL 
IMPACT STAGE 

INDICATOR 

Exploration Assessment of Infrastructure, authentic culture and nature 
Involvement Est. partner relations and inclusion of businesses in guides;  
Development Growth in # of consumers and tourists (consumer participant surveys 

employed); est. of corporate responsibility arm focused on local 
community development projects on education, microfinance/financial 
support to local small-scale projects, SB consulting, as well as high-
profile industry related issues such as sex-tourism trafficking 

Consolidation Slowing growth rates, organized packaged tours dominate 
Stagnation Peak consumers reached, expansion to other countries, and replication of 

Business/Social impact model 
Decline Decrease in consumer market and local community participation 
Rejuvenation Updated Guides, addition of tour operators and other partner businesses, 

and NGOs  
 
11.3 Results and Discussion 
While our focus is on the impact of responsible tourism on small local businesses, relevant data 
collection on the impact of all types of tourism on a destination and in Cambodia will allow 
Responsible Nomad to make a stronger case for the purchase of our guides, the use of our on-line 
resources and products, and customer alignment to our brand.  Our methodology and indicator 
tools will provide management with a range and general idea of tourist and community growth 
levels, tourism impacts, and tourist and resident attitudes.   
 
Responsible Nomad will operate on what in the international economic development community 
has now been termed as the “quadruple bottom line.”25  Our focus on company growth and profit 
goes hand-in-hand with our focus on sustainable tourism development as well as the 
incorporation of climate, environmental, and social and economic considerations. Lastly, a long-
term goal of Responsible Nomad is that our code and company mission will lead to positive 
publicity in the media and industry recognition, helping to raise the topic of responsible, 
sustainable tourism and the direct benefits this social venture can have on the development of the 
Cambodian tourism industry and individual travelers. 
 
 

                                                
25 Davos Declaration, “Climate Change and Tourism:  Responding to Global Challenges” Davos, Switzerland, 3 October 2007”   



12.0 Appendices  
 
Appendix A: Product Feature Comparison 
 
Comparison of Online and Downloadable Guides

Free Purchase
City Maps X X
City Descriptions Abbreviated Full
Country Background and History Abbreviated Full
Recommended Local-Businesses  2 per city X
Sample Trip Itineraries X
# of Profiled Local-Businesses 5 per city >15 per city
Historical Site Information Abbreviated Full
Cycling Routes X
NGO Descriptions Abbreviated Full
Volunteer Opportunities X X
# of Profiled Social Ventures 3 per city >10 per city
Nomad's Oasis Online Community X X
Hotel Booking X
Local Event Listings X X
Media Downloads X X
Podcasts X X
IPod Virtual Guide Downloads X
"Create-Your-Own-Guide" Application X
Trip Planning Assistance (via Skype, Chat) X
Recommended Tours X
Guide to Responsible Donation Giving Abbreviated Full
Guide to Eco-Friendly Travel Abbreviated Full
Guide to Responsible Travel Abbreviated Full
Guide to Local Issues Abbreviated Full
Donation Link - Donate to Specific Partner Projects X X
Travel Tips X
Health, Flight, Vaccination, Safety Information Abbreviated Full
Eco-Tourism Opportunities X  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Appendix B: Website Screenshots and Graphic Design 
 
Website Screenshots from Beta Version 
 

 
 

 
 



 
 
 
 
Sample Guidebook Cover (Printed/Downloadable Version) 
 



Sample Guidebook – Traditional Layout (Printed/Downloadable Version) 

 
 
Sample Guidebook – Quick Reference Layout (Printed/Downloadable Version) 
 

  
 
 
 
 
 



Appendix C:  Financial Projections 
 
Income Statement

Year 1 Year 2 Year 3 Year 4 Year 5
Revenue

Guide Sales Revenue
Responsible Nomad Guide to Cambodia - Online 5,000$        20,000$        40,000$        80,000$          120,000$        
Responsible Nomad Guide to Cambodia - Print 500$           10,000$        30,000$        50,000$          75,000$          
Responsible Nomad Guide to Laos - Online -$            -$              15,000$        30,000$          50,000$          
Responsible Nomad Guide to Laos - Print -$            -$              10,000$        20,000$          40,000$          

Total Guide Sales Revenues 5,500$        30,000$        95,000$        180,000$        285,000$        

Advertising Sales Revenue
Advertising - CPM Sales 500$           1,000$          2,500$          5,000$            10,000$          
Advertising - Set Tour Sales 250$           500$             1,000$          1,250$            1,500$            

Total Advertising Sales Revenue 750$           1,500$          3,500$          6,250$            11,500$          

Total Sales Revenue 6,250$        31,500$        98,500$        186,250$        296,500$        

Cost of Sales
Guide Cost of Sales

Responsible Nomad Guide to Cambodia - Print 160$           2,857$          12,000$        20,000$          30,000$          
Responsible Nomad Guide to Laos - Print -$            -$              4,000$          8,000$            16,000$          

Total Guide Cost of Sales 160$           2,857$          16,000$        28,000$          46,000$          

Gross Profit 6,090$        28,643$        82,500$        158,250$        250,500$        

Expenses
Selling, General and Administrative 

Timothy Rann, Owner -$            2,000$          3,000$          4,000$            5,000$            
Chamroeun Oh - Part-Time Translation and R&D 1,000$        2,000$          3,000$          4,000$            5,000$            
Rachel Allen - Author and Editor -$            600$             600$             600$               600$               
Andy Makielski - Researcher -$            150$             200$             250$               300$               
Kim Del Guercio - Web Editor -$            150$             200$             250$               300$               
Melissa Fisher - Guide Editor -$            150$             200$             250$               300$               
Full-Time Web Manager (Local Hire) -$            4,000$          5,000$          6,000$            7,000$            
Full-Time R&D - Cambodia (Local Hire) -$            4,000$          5,000$          6,000$            7,000$            
R&D/Author - Laos (Foreign Hire) -$            200$             600$             600$               600$               
Part-Time Translator and R&D - Laos (Local Hire) -$            -$              1,000$          1,500$            2,000$            
R&D/Author - Laos (Local Hire) -$            -$              -$              4,000$            5,000$            
Advertising and Sales Manager (Local Hire) -$            -$              4,000$          5,000$            6,000$            
Depreciation 19$             63$               93$               28$                 28$                 
Legal 750$           -$              -$              -$                -$                
Marketing/PR 200$           5,000$          20,000$        30,000$          40,000$          
Miscellaneous 100$           100$             100$             100$               100$               
Office Furnishings 200$           50$               50$               50$                 50$                 
Office Phone 50$             50$               50$               50$                 50$                 
Office Supplies 150$           50$               50$               50$                 50$                 
Postage 100$           50$               50$               50$                 50$                 
Printing Costs 100$           50$               50$               50$                 50$                 
Rent - Office -$            300$             300$             300$               300$               
Stationary Costs 50$             50$               50$               50$                 50$                 
Transportation 50$             60$               60$               60$                 60$                 
Travel Expenses 100$           100$             100$             100$               100$               
Water -$            40$               40$               40$                 40$                 
Website/IT 700$           1,000$          1,500$          2,000$            3,000$            

Total Sell ing General and Administrative $3,569 $20,213 $45,293 $65,378 $83,028

Guide Research and Development
Cambodia 3,000$        3,000$          3,000$          3,000$            3,000$            
Laos -$            1,000$          6,000$          4,000$            4,000$            

Total Guide Research and Development 3,000$        4,000$          9,000$          7,000$            7,000$            

Total Expenses $6,569 $24,213 $54,293 $72,378 $90,028

Net Income (Loss) ($479) $4,430 $28,207 $85,872 $160,472

 
 
 
 



Statement of Cash Flows
Year 1 Year 2 Year 3 Year 4 Year 5

Cash on Hand (including owner investment) $5,740 $4,740 $10,540 $53,740 $165,640

Cash Receipts
Guide Sales

Responsible Nomad Guide to  Cambodia - Online 5,000$      20,000$    40,000$    80,000$     120,000$     
Responsible Nomad Guide to  Cambodia - Print 500$         10,000$    30,000$    50,000$     75,000$       
Responsible Nomad Guide to  Laos - Online -$          -$          15,000$    30,000$     50,000$       
Responsible Nomad Guide to  Laos - Print -$          -$          10,000$    20,000$     40,000$       

Total Guide Sales 5,500$      30,000$    95,000$    180,000$   285,000$     

Advertising Sales Revenue
Advertising - CPM Sales 500$         1,000$      2,500$      5,000$       10,000$       
Advertising - Set Tour Sales 250$         500$         1,000$      1,250$       1,500$         

Total Advertising Sales Revenue 750$         1,500$      3,500$      6,250$       11,500$       

Total Cash Receipts 6,250$      31,500$    98,500$    186,250$   296,500$     

Total Cash Available $11,990 $36,240 $109,040 $239,990 $462,140

Cash Disbursements
Selling, General and Administrative 

Timothy Rann, Owner -$          2,000$      3,000$      4,000$       5,000$         
Chamroeun Oh - Part-Time Translation and R&D 1,000$      2,000$      3,000$      4,000$       5,000$         
Rachel Allen - Author and Editor -$          600$         600$         600$          600$            
Andy Makie lski - Researcher -$          150$         200$         250$          300$            
Kim Del Guercio - Web Editor -$          150$         200$         250$          300$            
Melissa Fisher - Guide Editor -$          150$         200$         250$          300$            
Full-Time Web Manager (Local Hire) -$          4,000$      5,000$      6,000$       7,000$         
Full-Time R&D - Cambodia (Local Hire) -$          4,000$      5,000$      6,000$       7,000$         
R&D/Author - Laos (Foreign Hire) -$          200$         600$         600$          600$            
Part-Time Translator and R&D - Laos (Local Hire) -$          -$          1,000$      1,500$       2,000$         
R&D/Author - Laos (Local Hire) -$          -$          -$          4,000$       5,000$         
Advertising and Sales Manager (Local Hire) -$          -$          4,000$      5,000$       6,000$         
Legal 750$         -$          -$          -$           -$             
Marketing/PR 200$         5,000$      20,000$    30,000$     40,000$       
Miscellaneous 100$         100$         100$         100$          100$            
Office Furnishings 200$         50$           50$           50$            50$              
Office Phone 50$           50$           50$           50$            50$              
Office Supplies 150$         50$           50$           50$            50$              
Postage 100$         50$           50$           50$            50$              
Printing Costs 100$         50$           50$           50$            50$              
Rent - Office -$          300$         300$         300$          300$            
Stationary Costs 50$           50$           50$           50$            50$              
Transportat ion 50$           60$           60$           60$            60$              
Travel Expenses 100$         100$         100$         100$          100$            
Water -$          40$           40$           40$            40$              
Website/IT 700$         1,000$      1,500$      2,000$       3,000$         

Total Sel ling General and Administrative $3,550 $20,150 $45,200 $65,350 $83,000

Guide Research and Development
Cambodia 3,000$      3,000$      3,000$      3,000$       3,000$         
Laos -$          1,000$      6,000$      4,000$       4,000$         

Total Guide Research and Development 3,000$      4,000$      9,000$      7,000$       7,000$         

Capital Purchases
Computers and IT Equipment $0 $1,000 $1,000 $2,000 $2,000
Desks $0 $200 $0 $0 $0
Printer/Scanner $0 $150 $0 $0 $0
Motorcycle $400 $0 $0 $0 $0
Tables $0 $100 $0 $0 $0
Bicycles $300 $100 $100 $0 $0

Total Capital Purchases $700 $1,550 $1,100 $2,000 $2,000

Total Cash Disbursements $7,250 $25,700 $55,300 $74,350 $92,000

Cash Surplus (Defic it) $4,740 $10,540 $53,740 $165,640 $370,140  
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