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TELS

. Introduction to Key Concepts

1.1. Concept of Tourism

T Tourism is a social, cultural and economic phenomenon
which entails the movement of people to countries or
O places outside their usual environment for personal or
U business/professional purposes (UNWTO, 2022).
By definition, Tourism comprises the activities of persons
R travelling to and staying in places outside their usual
) environment for not more than 12 consecutive month,
| involving tourism expenditure on services and products
S rather than to attempt an activity for income endowment
in which time and money are spent at the place visited.
M
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1.1. Concept of Tourism Top 30 Most Visited Countries izt
nasimplest term ourismis DY INternational Tourist Arrivals —

. . https://factsmaps.com/top-30-most-wsited-countries-by-international-tourist-arrivals/
T the practice of travelling for ‘-y OUatEes:b e
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TELCDS I. Introduction to Key Concepts

1.2. Tourism Types L o "0 [iaEs (RO

- Cultural Tourism

8- 2 i _[§| High level of facilities High contact with rural
T - Business Tourism N = B 3 . S : and services househoid and activities
- Ecotourism N o ol ' -~ Rural .
. ntertainment 5 Education
O - Gastronomy Tourism | Tourism

- Rural Tourism ST T N L Low contact with rural | Low level of facliies and
- _ o - .| A 2 ] household and activities services
U - Coastal, Marine and Inland Tourism - - '
- Adventure Tourism
= - Urban/City Tourism

- Health Tourism

Sports tourism

Sports tourism,or more correctly, Sport Tourism refers to travel which

- Mountain Tourlsm : S £ involves either observing or participating in a sporting event staying apart

from their usual environment.Sport tourism is a fast-growing sector of the
global travel industry and equates to $7.68billion.

- Wellness Tourism
S - Education Tourism

- Medical Tourism
M - Sports Tourism

- Winter Tourism : |
(UNWTO, 2019; Aurthor interpretation.....)
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| Top 20 Most Visited Gountries
1.3. Conceptof Tourist by |nternational Tourist Arrivals
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T The term tourist that meaning an
individual who travels for pleasure of
travelling, out of curiosity.

Tourist is the actor who performs the
activity of travelling for tourism.

Traveller is someone who moves

between different geographic locations R e 54 {
R for any purpose and any duration LA D T N
1,".-‘ T, s 5‘53’ \ ! "".;i:f‘ =y
(UNWTO, 2010). Sad by |
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Tourist Types

1.3. Concept of Tourist

Tourist is a domestic,
inbound or outbound and
an overnight visitor

(UN, 2008; WTO, 2022)

-Tourist -visitor who stays
overnight at the place
visited

- Tourist - day trippers
visitors who does not
stay overnight at the
place visited

Charter
tourists

Mass
tourists

Incipient
mass
tourists
Unusual
tourists

Elite
tourists

Explorer
tourists

Camping
tourist
Backpaker

Home
tourist
Business
tourist

Groups of tourists who arrive en masse, have a very low degree of involvement with the local people
and require the same type of treatment (including food) that they have in their place of origin (usually
Western).

A continual flow of middle-class visitors, who expect to find staff fluent in several languages to meet
their needs. They also expect a Westernized environment, as if there was a ‘tourist bubble’ around
the destination visited.

A guaranteed flow of people who demand western comfort and amenities, seeking authenticity
alongside recreational equipment

Although this is not a large tourist segment, unusual tourists travel in organized groups. Despite
travelling this way, they ‘venture’ to purchase a 1-day tour to visit, for example, indigenous tribes.
They are particularly interested in primitive cultures but always bring their own lunch boxes, although
they adapt somewhat to local customs. This category can also include tourists engaged in risky and
unusual activities in remote areas.

Elite tourists seek pre-arranged services and adapt fully, although temporarily, to local norms. The
elite tourist seeks little-known places that have already been discovered, where some type of
infrastructure exists.

Explorers are not considered tourists but, instead, live as active participants and observers among
the local community, easily accommodating and accepting the lifestyle and norms of the original
inhabitants.

Camping tourist is the one that involves with overnight stay in a basic shelter of in a tent or caravan
and likes to spend time in natural outdoors

Backpacker is the type of tourist that travels independently, on a low budget, usually staying in
hostels rather than in hotels. Backpackers often travel for several months at a time, and do not
consider their trip to be a "holiday".

Home tourist or domestic tourist is the one who is the resident of the country and also travels with the
home country.

Business tourist travels for business, looks for accommodation with conference(meeting opportunities

(Smith, 1977; Becken and Simmons, 2008 and Author interpretation)
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Flow of Tourism

T ﬁreparation of holiday \

Tourism Subsectors

Accommodation:
0O ' * Buildings
Travel to Tourist Destination + Operations
U l Restaurants/bars:
Accommodation * Buildings
* Operations
R R
Entertainment, Gastronomy, .. Transport: local
i Transport: Origin - Destination
Travel back Home place Activities: Events/ Attractions/ Festivals
g \ / Services (tour operators, travel agencies,
financial services, booking services)

(Author Interpretation, 2022)
M (UNWTO, 2019)
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2. Tourism as a Product and System ’ﬁ

2.1. Tourism as a Product

Atourism product is a combination of tangible and intangible elements, such as natural, cultural and
man-made resources, attractions, facilities, services and activities around a specific centre of interest
which represents the core of the destination marketing mix and creates an overall visitor experience. A
tourism product is priced and sold through distribution channels and it has a life-cycle (UNWTO, 2019).

Variables in Tourism Product Development

Economic Factors.......ccoeveeevieeiciinenc,
Technological Factors ..........c..cveeeeeiinas
Political Factors.........coccvvieeiiieeiiiieec,
Demographic Factors...........ccccceeeeeiiinnn
Globalisation vs. Localisation.................
Socio-environmental Awareness ...........
Living and Working Environments..........
Search for Authentic Experiences..........

Marketing........
Safety of Travel

Principles and Procedures in Tourism Product Development

Market ResearCh...........ccooooiiiiiiiiicce e
Stakeholder Consultation and Collaboration...................
Market: Product Matching..........cccooiieiiiin,
Tourism and Product Development Areas (TDAs/PDAS) .
Flagship and Hub Development ...........cccoooeiiiiininnn,
Clusters, Circuits and BEventS. ...,
Product Portfolio, Investment Plan and Funding.............
Human Resource Development.........ccoooviiieiiviiiieeeievinnn,
Product Development and Marketing ............ccooooeeiiinnnnn.

UNWTO, 2011. Handbook on Tourism Product Development.
https://www.e unwto.org/doi/epdf/10.18111/9789284413959?role=tab
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2.1. Tourism as a Product

Atourism product development should follow the key principles of sustainable tourism development
by:

— being authentic and indigenous reflecting the unique attributes of the destination

— having the support of the host community

— respecting the natural and socio-cultural environments by not damaging these in any way
— being differentiated from competitors, avoiding ‘me too/copy cat’ developments

— being of a sufficient scale to make a significant economic contribution, but not so large as to create
high economic leakage (UNWTO, 2011).

UNWTO, 2011. Handbook on Tourism Product Development.
https://www.e unwto.org/doi/epdf/10.18111/9789284413959?role=tab
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2.1. Tourism as a Product

The term tourism resource in such case can become a synonym for potential tourism
attractions, while the term tourism attraction is used when reference is made to the real
tourism attractions

. Decision makers
Attractions

Cultural Heritage and Historic Sites
Natural Reserves, Protected Areas

_ Producers Resource\. Consumers
Coastal Areas, Marine Areas, Islands

Cities, City Attractions \ /
Stakeholders

Cultural and Natural Routes

Recreation Areas Tourism Product
Events (Cultural, Sport, Business, Meeting Incentives Conferences Exhibitions)

Thermal Sources, Health Facilities

(Author Interpretation, 2022)
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2.1. Tourism as a Product

Recreational Tourism Activities

T - Camping
- Hiking
O - Cycling
- Mountaineering
U - Rafting
- Water sports
a - Rock climbing
i - Canoeing, rafting
- Skiing
S - Horseback riding
- Canyoning

oA

Top five tourist activities discussed among Twitter Influencers

and Redditors during H1 2021

6«

&

= Hiking

= Fishing

g fourist activities *Walking tour, Glamping, Wh

B Media Analytics Platform

= Camping m Cycling

m Safari m Others™




TELCDS 2. Tourism as a Product and System

2.2. Tourism as a System

Tourism is almost the only way that natural, cultural assest and goods can be converted into economy, exploited
commercially, and transformed into income generating goods (Kusen, 2010). Complicated systems have many
components, separated cause and effect over time and space. They have something in common with simple
systems: they are also repeatable, decomposable but also analysable (Baggio, 2008; Jere Jakulin, 2017).

/
; Departing

TOURIST TOURIST
GEN ERA‘.‘TlNG DESTIN{&TION
REGIONS REGIONS

/
Returning\_Tourist /

Leiper, N., 1979. The framework of tourism: towards a definition of tourism, tourist, and the tourist industry. Annals of Tourism Research 6: 390-407.
Leiper, N., 1981. Towards A Cohesive Curriculum in Tourism the Case for a Distinct Discipline. Annals of Tourism Research 69-84.
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Figure 2. Tourism as a system of four basic categories: compilation of conceptual frameworks
Source: Leiper, text reference 7; Kaspar, text reference 7; Przeclawski, text reference 6: J.W.M. van Doorn,

M “Toerisme en toekomstonderzoek, een heer in een te krap jasje”, Recreatievoorzieningen, 9, 1979; JW.M,
van Doorn, "Burma en het selectief toerisme”, Intermediair, 74 (43), October 1978.

Van Doorn, J.W.M., 1982. Can futures research contribute to tourism policy? Tourism Management 3 (3): 149-166. https://doi.org/10.1016/0261-5177(82)90064-4
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TELCDS 2. Tourism as a Product and System

2.2. Tourism as a System

Tourism systems are soft, organisational systems and among its subsystems e.g. supply, demand, intermediar-
les, tourists, information, as well as psychological, social, material, financial, and energetic relations exist (Jere
Jakulin, 2017).

Superstructure: public and private sector organizations; laws, regulations, plans, and programmes.

Demand: tourists living in the country and abroad.

Infrastructure: airports, roads, water supply networks, sewage, telephones, etc.

Attractions: natural and cultural.

Equipment and facilities: hotels, motels, campgrounds, trailer parks, restaurants, cafes, travel agencies, pools

and tennis courts, among others. _
The hosting community: local residents ‘ Superstructure v r Attractions
directly and indirectly linked to tourism B -

(Jere Jakulin, 2017)

Sy
%

| '.-. . \'u
‘ Demand 1—'Tour|sm

Equipment and
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S P facilities
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‘ Hosting community * u Infrastructure
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2.1. Tourism as a System

Tourism

Development and Planning

Site selection

|

Constraction

|

Management

-~ STAKEHOLDERS
/Decision makers, Institutioﬁ
O Investors
Constraction sectors
U Tour Operators, Travel Agencies
Host communities
R Hotel Industy, Restaurants
: Tourists, visitors
| Public Authorities, Municipalities
S Supply-Chain Providers
NGO's
M Supportings Institutions
&ntermediaries /

1
[
1
[
1
[
1
[
1
[
1
[
1
[
1
[
1
[
|
v

Maintanance

/ Decision making \

Destination Planning

/

(Author Interpretation, 2022)

')
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2.2. Tourism as a System

Sessa, A., 1988. The Science of Systems for Tourism Development. Annals of Tourism Research, 15: 219-235, 1988
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2.2. Tourism as a System @
Q.
e e m i = - 5]
Attractions , ; Customers
T _ , : Guest 8
Cultural Heritage ' I o
Historic Sites I Travel I ¥ISIt9rS 2
. ) ourist §

Natural Reserves

I
O Protected Areas g . [T T T T i I Trave”er
Coastal Areas o e 5 ! (Pollock, A., 2012)
Marine Areas, Islands o I -1
U Cities, City Attractions 8 | I E Accommodation l | Labor
Cultural Routes c - | -
Natural Routes ® 1S ! Capital
R Recreation Areas 1T o
Events (cultural, Sport.) c | | 1 -
) Thermal Sources (2R | I , Stakeholders
I Health Facilties S !. NEntertainment, Gastronomy ; !
S ! : A - Host communit
I .
(. - Locals
S Infrustructure Pl T Tourist Destination ; Municipalities
e R - . Decision makers
Facilities . Tourism Region -~ .
V] Superstructure 1 O : :
Systems i N Tourism Resort

(Author Interpretation, 2022)
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Political

Economic

Social

Technological

Environmental

Framework for Tourism

Trends

-Globalisation of tourism industry
-Policies in favour of investors
-Emergence of mass tourism

-Growing economic dependency on
on tourism

-Capitalisation in tourism market

- Fashion for new tourism products
products

Individualisation in tourism after Covid

Digitalisation of tourism
Virtual Tourism

-Heavy demand over natural
resources and landscapes
-Extending tourism infrastructure

Pressures

-Any land seen as an
opportunity

- Heavy demand on natural
ecosystems

-High travel and product costs
costs

-Economic transition from
agriculture to tourism

-Power relations

-Fragility of visitor cycle
-Flow of people for tourism
employment

-Generic trends in tourism

eHigh input costs

2. Tourism as a Product and System
DPSIR

Driving Forces |

State

-Limited participation on
regional/local decision making
making

-Lack of common good

-Concentration of people and
and goods in tourist destination
destination

-Generational and migration
transition

-Seasonality in tourism
(employment, visitors)

-New line of tourism employees
employees

-Tourism product identity
oriented globalization
eFragile ecosystems

Impacts

-Intrusion of new stakeholders
stakeholders
-Weakening local initiative

-Creation of social disparities
disparities and vulnerabilities in
vulnerabilities in host
communities

-New settles to local
destinations

-Loss of local cultural identity
identity

-Highly digitalised tourism
product and services

Degradation of ecosystem
services

SPECTRUM OF RESPONSES

Tools -UN Sustainable Devel.Goals -Integrated and Sustainable Tourism
Anticipations -EUGreen Deal Strategies
Initiatives -WU / UNWTO Sustainable tourism -Circular economy related to tourism

for development -Enhancement community resilience  (Author Interpretation, 2022)
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3.1. Landscape, Tourismscape, Landscapes of Tourism, Tourism Landscape

Landscape defines as “an area, as perceived by people, whose character is the result of the action and interaction of
natural and/or human factors” (European Landscape Convention; Council of Europe, 2000).

®) Tourism landscape can be defined as an area whose character’s is created by tourism activities.

Tourist facilities and hotel construction, transport and tourist infrastructure, recreation sites, creative art works and
U men’s other activities related to tourism supply chain Landscape of tourism, on the other hand evokes a scenery that
comprised of tourism facilities, tourism sites that visited by tourist (Original, 2022).

Since the early days of tourism,
i landscape has played an important

role in the decision making for

holiday destinations. In trying to
S escape from an ordinary taken-for-

granted-world, people of all times

periods have looked for far-away
M landscapes.
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3.2. Touristscape, Tourist Landscapes

A tourist landscape can be described as constructed through a large number of symbolic and material
transformations of an original physical and/or socioeconomic landscape in order to serve the interests of
tourists and the tourist industry (Wikipedia, 2022).

T
AREA OF ORIGIN TOURIST DESTINATION
O Social and cultural histories Social and cultural histories
and geographies and geographies
Identity formation
_..---‘andscape of Tout \
U Identity formation
e LOCALS
TOURISTS :lconic 4 Work/home/leisure
R Leisure representations/; - X,
: : spectacles
_ Issues of authenticity LANDSCAPES OF
[ TOURISM I
S _ Identity formation ___.
Homéé-éﬁ izi ng forces
DEMAND SIZE/EXCHANGE SUPPLY SIZE/USE VALUES
M VALUES“GLOBAL FACTORS” “LOCAL FACTORS”

Terkenli, T.S., 2014. Landscapes of Tourism In book: The Wiley Blackwell Companion to Tourism.
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3.3. Destionation as Tourism Landscape

The potential tourism attractions, together with other resources directly or
T indirectly supporting tourism, determine the type and structure of the tourism
development possible within a defined territory or landscape.

O According to Kusen (2010) tourism destination is clearly defined a geographical
area that is always a part of the area strongly marked by distinctive physical
U features, potential and real tourism attractions and spatial relations between them

and other tourism attractions.

R According to Lohmann and Duval (2008) and Bittar Rodrigues (2017):

The tourism destination refers to the place where tourists intend to spend their
time when they are far from home.

The geographical unit visited by tourists can vary in scale from a town or village, a
city, a region or an island, or even to an entire country and also in coastal,
S mountainous, island, urban or rural destinations

v -/\\\%\

"-V'.Ll.-sr— &i’

https://viatravelers.com/best-tourist-destinations/
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3.3. Destionation as Tourism Landscape

Most tourist destinations consist of several main product and components:

Attraction: natural, man-made, artificial, purpose built, heritage, special events

Accessibility: entire transportation system comprising of routes, terminals and
vehicles

Amenities: supporting facilities of tourism such as accommodation and catering
facilities, retailing, other tourist services

Available packages: pre-arranged packages by intermediaries and principals),
activities (all activities available at the destination and what consumers will do
during their visit),

Ancillary services: tourism support organization, services used by tourists such
as banks, telecommunication, post, newsagents, hospitals, etc. (Wiweka, 2019).
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Meneghello, S., 2021. The Tourism—Landscape Nexus: Assessment and Insights from a Bibliographic Analysis. Land 10 (4), 417.
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O

U Tourismscape

3.4. Tourism Landscapes

Tourism — Landscape Nexus

Landscape of Tourism
- Tourism Landscape

.- | < Landscape-Tourism Nexus-
Definition

Touristscape

Tourist Landscape

!

Use

Time
v »
[; 115 1 44, ) Prince, S in 238 ]

*
Practices

Heritage

'_ Landscape of Tourism

3. Landscapes of Tourism — Tourism kaneseapes

__Tourismscapes [ ‘ ! j i

{Landscape-Tourism Nexus-
Definition
Touristscape
Tourist Landscape
Geography
'_ Practices
Hist =125 ‘IEE J Gkoltsiou, Aikaterini;
siory Terkenli, Theano S.: Koukoulas,
Sotirios K...in 238
< Sustainable Development "> Quality
* Representations
Effect Stakeholders

Meneghello, S., 2021. The Tourism—Landscape Nexus: Assessment and Insights from a
Bibliographic Analysis. Land 10(4), 417.



TELCDS 4. Tourism and Urban Landscapes

4.1. Cities and Tourism, Urban Tourism

T City is an inhabited place of grater size of population,
multiplicity of services. Being a large and densely
populated are, cities are typically characterised by

O built-up environment with extensive systems for - Y =
housing, transportation, sanitation, utilities, land use, T P
U production of goods, and communication. v LNy
The cities that accommodate most tourists are large i ) k= SR
R multifunctional entities into which tourists can be Dubrovnik, Croatia (https://www.traveller.com.au/)

effortlessly absorbed and thus become to a large extent economically and physically invisible.
Tourism can contribute substantial economic benefits to cities. Tourists make an intensive use of
many urban facilities and services but little of the city has been created specifically for tourist use
S (Ashworth and Page, 2011).

M City / city destinations offer a wide and heterogeneous range of cultural, architectural, technological,
social and natural experiences and products for leisure and business.
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4. Tourism and Urban Landscapes ‘ﬁ

4.2. Urban Tourism

According to UNWTO, Urban Tourism is "a type of tourism activity which takes place in an urban space
with its inherent attributes characterized by non-agricultural based economy such as administration,
manufacturing, trade and services and by being nodal points of transport. Urban/city destinations offer
a broad and heterogeneous range of cultural, architectural, technological, social and natural
experiences and products for leisure and business" (UNWTO, 2022).

o

2 jé e,
» Dubrovnik against overtourism: respect the city!
» Tourism for good: a journey towards sustainable tourism by 2030 in Copenhagen
» An opportunity for redesigning the visitor economy in Amsterdam
» Kiel positioning as ‘Meeresschutzstadt’ (Sea protection city)
» Tourism sustainability commitment boosted by a destination: Barcelona Biosphere responsible tourism
» ‘Feinheimisch’: fine food from Schleswig-Holstein (region of Kiel)
o N ] » Plastic fishing tours to keep Amsterdam’s canals clean and create economic value form plastic waste
Sustainable urban tourism: _ _ oy
. » Budapest, Access4you: for more accessible (tourism) facilities
challenges, best practices and

» JCl Warld Cangress Tallinn: the largest, maost innovative and sustainable convention in Estonia

transforming initiatives for
cities and SME managers.
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4.3. Urban Tourism Framework
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. . Geographic
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Tourist destination zone planning concept

Giriwati, N., Homma, R., Iki, K. 2013.
http://dx.doi.org/10.2495/SC130141

Urban analysis

M v

i N e e O S N N



http://dx.doi.org/10.2495/SC130141

TELCDS 4. Tourism and Urban Landscapes

Urban Tourism Matrix

TYPE OF AREA

> | =z <
— > = —
S5 |8 |8kl |8|¢8
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< < n = W 2
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EXERCISE
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PRIMARY ELEMENTS

Activity place

CULTURAL FACILITIES
B Theatres
B Concert halls
B Cinemas
M Exhibitions
B Museums and art galleries

SPORTS FACILITIES
B Indoor and outdoor

AMUSEMENT FACILITIES
B Caosinos
B Bingo halls
B Night clubs
B Organised events
B Festivities

Leisure setting

PHYSICAL CHARACTERISTICS
M Historical street pattern
B interesting buildings
B Ancient monuments and statues
B Ecclesiastical buildings
B Parks and green areas
B Water, canals and riverfronts
B Harbours

SOCIO-CULTURAL FEATURES
B Liveliness of the place
B Language
B Local customs and costumes
M Folklore
B Friendliness
B Security

Law, C.M., 1992. Urban Tourism and its Contribution to Economic Regeneration. Urban Studies 29 (3/4): 599-618
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R - Leisure shopping tourist city - Cultural attractions of museums, art gallerie % ‘

Shops and

(Tourists, between users Activity
Residents, Day and resources (Le. city ty
. Trippers)

TEL)S 4. Tourism and Urban Landscap&s >
The &
Re: ’."d; = Monuments | Z %
The Local % w
. L g Museums/ 4 / oy
4.5. Tourist Cities Viske) Visitor | o
. as W B
. . .. o Z § a
T Topologies of Tourist Cities : \ o ? § X
Holiday 4 N
. e W e AN
- Historic/Heritage tourist city Amenities In a tourist city \,44\\\'( § o
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4.5. Tourist Cities

Topologies of Tourist Cities :

- Historic/Heritage tourist city
O - Cultural tourist city
- Sport tourist city
- Nightlife tourist city
- Leisure shopping tourist city
- Coastal tourist city
i - Healthy Lifestyle tourist city
- Business Tourist City
S - Citta Slow Cities
(Author Interpretation, 2022)
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] ] Land system Coastal system Ocean system
4.6. Tourism in Coastal Urban Landscapes | - infmsucwre- tuiturban | - Beacr, e
harbors, industries, r::)ads, = Estuaries * Marine habitats and
. Srce)lsifir;jaste and sanitation : IL\laagt?J?:lscoastal protection . x:s:;ft?;es and currents
. . .. . . . = Clean and open space systems such as mangroves

T Tourism in coastal cities need special intension | - mversyems thatreacn e | angdinea” ="

. . water resources, habitats aqua sports, swimming, and

in order to keep the coastal landscapes intact such as wetlands walking
O while maintaining tourism flows and incomes.

Coastal tourism refers to water-based tourism
activities such as swimming, surfing, sunbathing
R and other coastal leisure, recreation and sports

activities which take place on the shore of a sea,
i lake or river.

DYNAMIC &

CONTINUOUS
S INTERACTIONS

between

land, coastal, and ocean systems INC REASI NG
= erosion of rocks and movement S Human pressures VULNERABILITY

and deposition of sediments
I\/I = energy from tides and winds to
. 1 1 causing the movement of water in
Source KeISUke Taketanl ' . the form of currents, reaching high infrastructurt:r:::‘;tesr\fl::er's‘ NATURAL
https://www.teachenvirolaw.asia/a intensity dusing stooms ports, harbors, industrial activities, DISASTERS l
* movement and transport of : fisheries, agriculture, and tourism

materials such as silt, sand and
Aarcanic mattoer
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4.6. Tourism in Coastal Urban

Land Land sub-system c\ Coastal sub-system Ocean sub-system
anascapes
T Urban coastal development gPoputlﬁtion Estuaries and
row mangrooves

accompanied by tourism puts higl /- i.qp, Energy from wava and tides
O | habi rapid urbanization gandﬁ and i ic:usa:?egrcurrentsa d movement

pressure on coastal habitats. e waves, wind ]

. _ ¥ ,«Au — toland Transport of silt, materials, and
U Hous|ng and urban |nfrastructure - ‘ essential minerals to land and coasts
Vulnerability,
“ t t .I: F|l(‘):§Sr,a nla'ttuyral e | 1 __,.A-

as Well construction ftor Require efficient urban disasters and ! Marine habitats and
R dat » al planning approaches cyclones ;'Fou'l.';?m gnd o resources

accommodations, residentia Sl e id-waste

! plastic
o . \ pollution
i buildings, beach, port and airport » Sea-level rise
Built-environments

infrastructure developments often AN wetlarde
S take place over fragile coastal Betvies

environment. v Dynamic interface between the coastal, land, and marine sub-systems
M Coastal zone

Source: Vedanti Kelkar.
https://www.teachenvirolaw.asia/a
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4.7. Strategies for Urban Tourism

Stratagies for City / Urban Tourism

T UNWTO RECOMMENDATIONS ON URBAN TOURISM

1. Promote the dispersal of visitors within the city and beyond R o THECHHCRE oF
O 2. Promote time-based dispersal of visitors Fully integrate the following pillars in their

: L : : trategies: i tion, technol

3. Stimulate new visitor itineraries and attractions O O TR VEon, EINC
U accessibility and sustainability.

4. Review and adapt regulation @

o _ UNWTO

5. Enhance visitors’ segmentation
R

6. Ensure local communities benefit from tourism World Tourism Organization (2020), UNWTO
. i . i i .. Recommendations on Urban Tourism, UNWTO, Madrid,
| 7. Create city experiences that benefit both residents and visitors  pq). hiins://doi.ora/10.18111/9789284422012

8. Improve city infrastructure and facilities
S 9. Communicate with and engage local stakeholders
M 10. Communicate with and engage visitors

11. Set monitoring and response measures (UNWTO, 2019)


https://doi.org/10.18111/9789284422012
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5. Exersise in Breakout Rooms (15 minutes)

QUESTIONS

Main questions to exercise in Breakout rooms “How to relate tourism with
economy, landscape and sustainability in your city/region ?”

— What kind of elements characterise tourism in your city /region
— What kind of relations you can define between tourism, economy and city /regional landscape
— Please explain your experience that you associated with a your holiday and landscape setting

— From your experience, what would be “sustainability challenges of tourism” in urban and peri-
urban context

— Please discuss potential role of tourism in sustainable urban development!

— What kind of new value can tourism add to your city / region
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6. Circularity in Tourism

6.1. Tourism and Economy

In its simplest definition, Economy is “The
state of a country or region in terms of the
production and consumption of goods and
services and the supply of money”.

Regarding to economy and tourism

“Careful and thrifty management of available
resources such as money, material, labour,
community, natural  capital to  avoid
unnecessary expenditure and waste with a
view to its productivity so to create the
prosperity or earnings of a place”

(The Free Dictionary, 2022:
https://www.thefreedictionary.com/economy)
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https://regionaltourism.com.au/projects/economic-benefits/
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6. Circularity in Tourism

6.1. Tourism and Economy

Tertiary sector

) ] business
Tourist Spending .
/l Direct Impacts multipliers v e T
. Supplier
O Tourism Sector international national
(e.g. hotels)
leakages
U 5:;- indirect Focus of the report
Imports g Impacts Wages (households)
a
/ Inter-sectoral linkages
R o " Induced impacts
9;05;;-85 (®9- |~ Primary sector Secondary sector
e SE— —
Agriculture Manufacturing
— Flow of money . _ e m— L —
S Agribusiness Telecommunication
Fishing — Construction —
Forestry Chemicals
M Meyer, D., 2006. Caribbean tourism, local sourcing and Extractive Electricity
enterprise development: Review of the literature. Centre for etc Petroleum
Tourism and Cultural Change, Sheffield Hallam University, otc
https://shura.shu.ac.uk/6471/

Tourism
Transport
Distribution
Retailing
Entertainment
Financial services

etc

sabeyul| |elo0jooas-eaju|
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WORLD
TRAVEL &
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COUNCIL

6. Circularity in Tourism

T

Tourism & Economy Nexus
2019 Key Data

. Total contribution of Travel &
I Tourism to GDP(USD BN):

<200 USD BN
200-1,000 USD BN
¥ 1,000-2,000 USD BN
Il 2,000-3,000 USD BN
Il >3,000 USD BN
Total contribution of Travel

& Tourism to GDP 2019
(% of Total Economy)

Total contribution of Travel
& Tourism to Employment 2019
(% of Total Employment)

TRAVEL & TOURISM:
ECONOMIC IMPACT 2022

6.1. Tourism and Economy 4';.3";-;:”- |

O15.2%

1. All values are in constant 2021 prices & exchange rates. As reported in April 2022

oK

EUROPE

CARIBBEAN

13.9%

9.8%
99%

184 7 MN jObS)

-
£

AFRICA

©6.8%

O5.7%

(25.5 MN jobs)

(6.9 MN jobs)

(2.8 MN jobs)

LATIN AMERICA

€©s.2%
8.0%

(171 MN jobs) v

World Travel & Tourism Council, 2022. Economic Impact Report
(hitps://witc.org/research/economic-impact)

)'

WTTC
Strategic
Partners:

Ministry

of Tourism
Saudi Arabia

PUERTO RICO
GLOBAL & 7escue TOURISMk

MPANY


https://wttc.org/research/economic-impact

SSSS8 Europe and

Travel & Tourism Competitiveness Index 2019

urasia

'l

6.1. Tourism and Economy

Key Indicators

International tourist arrivals {thousands).......ccccccceeevivee e vceveveeeeennn.. 661,610.9 Domestic spending (share of internal T&T spending) ......cccovveeeeeccenens
International tourism inbound receipts (US$ millions)......c.ccccevveeeee... 510,671.9 Visitor spending (share of internal T&T spending)........ccoveeevivver e
Average receipts per arrival (USS)......covececeiecercee e es s eseeeesseeesevens 1720 T&T industry employment (thousands)......ccoee oo e e e
TA&T industry GDP (USE millions).......ccccoeeeeeveeriecere e e eeen. 832,402.3 96 OF TOTAN . seeeceee et e etean e et et tean et ensen e en s een e eman e enaen s mnennn sme e
96 OF TOTAN . v eee et ettt ettt et et ea e e en e e e an e e en e ana snaeesenesnnnesnnseans e DI
T&T GDP International tourist arrivals T&T employment
subregion share subregion share subregion share
0,
4% 3% . 10% 8% Balkans and
6% 8% 11% Eastern Europe

38%

54% 6%

33%
37%

R Eurasia
4% ®  Northern Europe
B Southern Europe
B Western Europe

50%

27%

Europe and Eurasia Travel & Tourism Competitiveness Index Score by Country/Economy, 2019

European and Eurasian average

= Northern Europe
B Southern Europe

amn L 11 amn amn amn AEEEEENEEEN SN SN NN NN NN NN EEEEEEEEEND Balkans al"ld
Global average Eastern Europe
Eurasia

B Western Europe

ES FR DE GE IT GH AT PT NL NO DK SE LU BE GR IE HR A IS MT & CZ RU PL TR GY BG EE HU WV RO LT SK ME GE AZ UA AM KZ RS AL MK MD TJ BA KG

.. 64.9%
.. 35.1%
14,9568.3
e 3.0%

World Economic Forum, 2019
https://www.weforum.org/reports/the-travel-
tourism-competitiveness-report-2019/
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¢ ,
(@) SUSTAINABLE ™ s,
6.2. Circularity for Sustainability @ ” DEVELOPMENT 'WALS

NO GOOD HEALTH 4 QUALITY GENDER CLEAN WATER

Circularity "a model of production and consumption, R&ZE vowaiae il 4 o EowATY AMSIATATON
which involves sharing, leasing, reusing, repairing,
refurbishing and recycling existing materials and
O products as long as possible". B e 10 2,

’ CLIMATE LIFE PEACE, JUSTICE PARIN[RSHIPS =
13 ACTION 14 BELOW WATER 16 AND STRONG FURTHE GOALS @
INSTITUTIONS
Clean, reliable and Y. SUSTAINABLE
R affordable energy i Evaczhifg

Transitiontoa
circular economy

RAW MATERIALS

S Towards a modernised

and simplified CAP = 7 - | N CIRCULAR
| . otaorciture ECONOMY

and rural areas

https://cor.europa.eu/en/news/Pages/GREEN-DE AL-GOING-LOCAL.aspx
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6. Circularity in Tourism

6.2. Circularity for Sustainability

A circular model; intentionally designed to
be regenerative of natural, human and
social capital, operating within the earth’s
and local destinations’ sustainable

boundaries (Sorin, and Einarsson, 2020).

Implementing the circular economy

regenerative vision for the tourism industry
offers a pathway to follow the second path;
towards a resilient and sustainable tourism

ecosystem.

UNCTAD, 2022. Circular Economy. United Nations Conference on the Trade and
Development, https://unctad.org/topic/trade-and-environment/circular-economy



https://unctad.org/topic/trade-and-environment/circular-economy
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6.3. Tourism, Economy and Sustainability

Economic value of tourism at global, regional and national levels is undisputedly evident. Tourism has

T become an engine of the economy for many destinations. Although the cumulative value of local economic
activity by the revenue originated from the tourism expenditure. Tourism and economy nexus has been
O more complicated. Investments, creating employment and jobs, improvement of holiday environment,
tourism infrastructure, products in tourism supply-chain are all main pillars in tourism economy.
U 2. Resource recovery: recycle
3. Resource recovery. remanufacture
R 1. Circular supplies 3. Product life extension: resell
- l l ]3. Product life extension: repair/ upgrade\ =
£ =
_ 5 8
Q Product , 7 Production / — L)ISEHDUUOH / Pt 5, End of iif Rev <
I § D'gsélcl Procurement Manufacturing Logistics M:z:lf: ”&Ig Ser&(fuse (TIS'S]S:f l(;\lﬁf’f %
45 :
.9 2_Resource recovery: waste as input 2_ Resource recovery A 4 Share ¥ 2
a 5
> (-“‘-J \ r=rree
\ Other production processes in direct and indirect value chains "9 Waste / leakages
(reduce and eliminate)
M Indirect Value chain

i . . Downstream s chain
Upeian alinyche (Sorin, and Einarsson, 2020) Uppy ciie:
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6.3. Tourism Value Chain

A classic tourism value chain

Pre-travel Arrival at destination
& fravel
Transportation Accomodation Food Pluce_—t_}gsed
activities
» Carrental * Hotels - SMEs = Restaurants (seasonal) » Handicrafts
* Public fransportation = Hoftels - large chain * Food souvenirs = Spa & wellness
o Taxi * Summer houses » Food shops » Business conference
» Femry = Airbnb = Others facilities
s Informal types + Apartments, guest + Nature-based activities
{i.e. biking, walking) houses, hostels +« Others
« Camping

Infrastructure support

) Communication :
- ”.8‘ . Waste handling CDHSH.U;T'D” & Energy Water Education & business Public sectar &
digitalisation building health

netwarks

Manniche, J., Topsg Larsen, K., Brandt Broegaard, R., Holland, E., 2017. Destination: A circular tourism economy
https://circulareconomy.europa.eu/platform/sites/default/files/cirtoinno-handbook _eng-rev.-4.pdf
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Goods and services relating | Supporting Institutions: e.g. Ministries of Tourlsm, Trade, Commerce, Infrastructure, Environment, Climate Change, Culture, etc. |
E’ to promotion of destination I I
- Trade promaotion organizations: e.g. Chambers of Commerce, Banks, Investment Agencies, Licensing and Standards Bodies
g I |
: e I
= | || GHG emissions
% I Infrastructure support for the tourism sector | (¢COze)
L7 ] Promotional activities, ICT, Air pollution
T E e Th et | | Customs Office ‘ ’ Construction and Real Estate | [ Trade Companies | | {Sax/Nox)
a | . . N . . L Weliness |
Port Authority Goods & services suppliers: furniture, ICT, food, textiles, furniture, etc. Site signage A Wholesalers ‘Wastewater
3 equipment {litres/m?)
; I Ministry of ey Food & Drink Manufacturers & Site R o Weliness Sanioes Technology Shops l
O z | Transport Production cottage industries E Imports I Food waste
_ R - ; [tonnes)
E Communications and PR, | Immigration Dept Maintenance Storage & Distribution Site Management Goaods 5 S.H“EES Manufacturers |
press and media for Guides Packaging te
| Cars, bikes, buses, Food & Drink Handicrafts, arts, . . Brochure Fuel/energy I It
| boats Back office ICT Suppliers etc. suppliers Site Maintenance Production suppliers I
U Travel organisation Food Creati [ t 5 t ...m' i
1 . ood & Lreative _ sure, tours Uppor
B ) | Transportation Accommodation _h - i L Tourism Assets R . ”‘h i et}
and hmkmg Beverage Industries KCUrsions Services
o | || Chemical wastes
2 Car, bike, boat i : Informati {t/1
R HI[ nenmimmmisom | 1] Gt o, | [ oretaAn | [TERATRSET [ shows & vens o1
o from the final destination|s) I . — L Sy musEan'ls, = Fr— I Land use
o us, train & tram X ) ) rocery Shops
B — | AR TIE Apartments Might Clubs husic & Dance festivals, etc. Tourism Packages Retail Outlets I (hectares
3 Intermet 7
- o Agents Taxi Companies Guest Houses Fast/Street Food Theatre, Artists, Natur_alﬁsse‘ts: Guided Tours I.a_u ndr\r&_ Biodiversity loss
I 5 | Performers, etc. lakes, rivers, reefs, Cleaning Services |
E Call centres Airlines : ) Photography & mountains, plants, . ) Security & Banking
Ferry Companies g
& | rry pa Youth Hostels Artisan Foods Video Studios wildlife, etc. Visitor Attractions S I hh:: & odour
Tour operators & wholesalers I I“f':"”"“'_ Family 5 Food Kiosks & Built Assets: Day Trips & Short |
| transportation by Steays Cafes archibechurs, Stays Internet Cafes l
. : infrastructure, Maintenance
S I Haorse-riding Food Souvenirs wtilities, eir. Wellness & Spas e l
mer.unwuimﬂntuduﬂﬂm> | In and around the destination > |Fmﬁmmrlﬂhplm>

Environmental
impacts

| | !

A value chain map for tourism. Adapted by UN Environment from ITC UNWTO (2015)
https://www.oneplanetnetwork.org/sites/default/files/tourism_value_chain_mapping_methodology_-_april_2019 _1.pdf

Tourism value
chain businesses

Supporting institutions

& tourism assets Tourism industry
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6. Circularity in Tourism

6.5. Circular Tourism
Circular Economy transformation pathways applicable for

key tourism industry sectors; accommodation, transport,
activities, food and beverages, event organizers and
distribution. Different organisation sectors and market
contexts will generate different circular transformations. In
terms of key circular value creation levers, a key
distinction can be made between ‘asset heavy’ and ‘asset

light” industry actors (Sorin, and Einarsson, 2020).

.
D g
o W ETR
a—— g R
i

air p°""tio,,

resource needs & production products & services products & services

@/—*‘

@ 2}
G : = ‘?
1 1 K—Q‘Q- ! @ ' \f
. : .- I e | ¢ D
Raw material & 1 Manufacturing 1 Distribution & sales of 1 Use/consumption of  Disposal, recycling or

reuse of materials

climate
change

COLOGICAL Ciy NG

“d .‘“st SPace fi Oy
OC\A\_ FOUNDAT/O

peace &
justice

) «,u

C, ng n \id

Op frest o
"Sion withd"

https://www.oneplanetnetwork.org/sites/default/files/tourism
_value_chain_mapping_methodology - april 2019 1.pdf
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6. Circularity in Tourism

6.5. Circular Tourism

T Feedback between tourists oPe —
and/or professionals to v
improve the sustainable r T
tourism global offer
O
U G QRGULAR
@
s TOURISM
R Sustainable stay (Hotel
establishments selected,
local consumption,
i waste sorting...)
M

Choosing a sustainable
transport for the stay

Proposal of a sustainable
tourism offer from the
tourism industry

Selection, planning
and booking through
a sustainable
process

The circular tourism sector (Oreve, 2015)
European Commission, 2022.
https://www.circularcityfundingquide.eu/circular-sector/tourism/



https://www.circularcityfundingguide.eu/circular-sector/tourism/
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6. Circularity in Tourism

6.5. Circular Tourism

Circular tourism could be seen as a way of approaching the study of the tourism sector, taking
into account the principles of the circular economy. According to Girard and Nocca (2017), a
series of keywords such as “recovery, reuse, redevelopment, valorization and regeneration of
the natural and cultural resources that are linked to the concept of circular tourism.

Circular tourism is defined as “a model able to create a virtuous circle producing goals and
services without wasting the limited resources of the planet that are raw materials, water and
energy”

(Girard and Nocca, 2017; Martinez-Cabrera and Lopez-del-Pino, 2021).

* Ecological Planning Models

* Circular design models

* Use and life extension models

*Value recovery models

* Circular support models (Adjusted from European Commission, 2022).
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6.5. Circular Tourism A conceptual CE framework for A circular hotel operator

‘ ‘ S— 3

Biological materials / capital Circutar supplies (1) Technical materials / capital

Hotel asset matenals manufacturers

(primary & secondary raw materials)
{
U Bbeﬂs(l‘) g/ Hotel asset Bullding phase % 0
s | L 1 e
o ~t anufacture (3,5)
R sociar capu 2 Hotel asset 3 S -
Educatior i Setup / Renovation phases ’E Education
. Health, Culture c (mnm- decoration, F&B, events ; Health, Culture
I Meaningful Jobs - space providers) 8 Q Meaningful Jobs
Equalty : :§ Equalny
g, iS Reuse/ RedistributeY3.4.5)
a\ jg Circular Business models:
S "+ Hotel asset Operations phase
: 1 Circular supply chains
(rooms/F&B/events service providers)
des (2; 4) Maintain (3; 5 2 Recovery & recycling
’ , 3 Product life extension
M Hotel 4 Sharing platforms
i ‘ § Product as a service
Operator is 3 Consumer Cln'-umu Operator is a User
of beo Matenats of lechno matenals o Business modeis and value creation

(Sorin, and Einarsson, 2020) loops not exclusive of one another
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6.5. Circular Tourism

Visitors

6. Circularity in Tourism

Destinations
Indirect Value chain

@

A Circular Economy Tourism Ecosystem

Waste Others

Constructon

Regulators

management (Education

Unimes

Cooperation + Value co-creation + Business model innovation

Culture, etc)

Destination: A circular

Optimize resource use & Minimize leakages :
W Energy, Labour, Culture, Land/Infrastructure, Water, Waste streams

-

—_—

" Optimize resource use & Minimize leakages -
Bodiversity, Energy. Labour, Culture, Land/Infrastructure, Water, Waste streams

tourism economy

A handbook for fransjtioning foward a circular economy within
the tourism and hospitality sectors in the South Baltic Region

Manniche, J., Tops@ Larsen, K., Brandt
Broegaard, R., Holland, E., 2017.
Destination: A circular tourism economy

suonejndod |20

o

Cooperation + Value co-creation + Business model innovation

i
bl )

Direct Value chain
Natural and Societal assets

(Sorin, and Einarsson, 2020)
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6.4. Circular Tourism City

The linearity of the tourism sector is especially visible in
cities, where people tend to opt for comfort rather than
sustainability (European Commission, 2022).

A circular city is a city that uses its resources (food,
water, energy, materials, land) several times, in cycles or
cascades, turning the city into a productive urban space
in order to minimise resource imports and at the same
time waste production. Creating a circular city with
regenerative green urban spaces, sustainable buildings
and prospering communities (Cap-Net, 2022) ultimately
support the city for as a holiday place with many social
and economic forces in the urban environment.

Direct Value chain

<

')

Indirect Value chain

Circular

Value
Creation

uIeyo anjep 10a1q

Upstream supply chain Downstream supply chain)

Indirect Value chain

https://www.circularcityfundingguide.eu/circular-
sector/tourism/
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6.4. Circular Tourism City

Tourism and travel ecosystem — key sectors

When referring to the tourism and travel ecosystem, this report refe
between the following key sectors:

’assenger air transport operators

Ground Transport operators (private coach,private car/bike renta
Cruise operators (open sea and river cruise)

Accommodation providers (hotels, vacation rentals)

Ground Activities operators (museums, attractions, activities ope
Food and Beverages operators (restaurants, hotels)

Event organizers (congress and events venues, meetings and eve
Distribution [ Pure travel service players (tour operators, leisure t

companies, meeting and events planners, online travel agencies,
technology companies)

(Sorin, and Einarsson, 2020)

A shortlist of key recommendations to implement the Circular Economy
framework in tourism operations:

Develop deeper supply chain cooperation aiming for value co-creation within the extended local
hospitality network;

Identify circular value creation opportunities and deployment pathways through supply chain
mapping;

Consider servitization of high / mid value asset expenditures, such as bedding, furniture, F&B
equipment through Product Service System agreements;

Consider the mutualisation of resources, materials and of idle assets (E.qg. asset recirculation,
sharing ‘intra-organisations’ sharing platforms, etc.);

Focus on market positioning and marketing communications through a coherent Circular Economy
hotel storytelling and brand message;

Deploy environmental impact and Circular Economy action monitoring tools to measure the
‘resource productivity’ of assets i.e. the ‘asset material productivity’ ;

Implement Environmental Management Systems (EMS) to monitor energy consumption, resource
use, emissions, food waste and associated operational cost savings opportunities;

Increase cooperation with private sustainability certification organisations and government
regulatory bodies;

Use the United Nations SDG framework as a marketing communication framework;

Explore the framework value co-creation opportunities with real estate assets owners and
construction industry stake holders through innovative business models such as building as
materials bank (BAME) and building as a service (BAAS) models [52];

Use Circular Economy specialist third party expertise to provide staff understanding of CE
opportunities and practices while not diverting existing labour resources;
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Sustainable development requires an integrated approach that takes into consideration environmental concerns along
with economic development. In 1987, UN Brundtland Commission defines sustainability as

T (1987).
"Tourism that takes full account of its current and future economic, social and environmental impacts, addressing the
needs of visitors, the industry, the environment and host communities«

O
Sustainable tourism must be applicable to all forms of tourism in all types of destinations, including mass tourism and
the various niche tourism segments. Sustainability principles refer to the environmental, economic, and socio-cultural

U aspects of tourism development, and a suitable balance must be established between these three dimensions to
guarantee its long-term sustainability.

R * Make optimal use of environmental resources that constitute a key element in tourism development, maintaining
essential ecological processes and helping to conserve natural heritage and biodiversity.

i * Respect the socio-cultural authenticity of host communities, conserve their built and living cultural heritage and
traditional values, and contribute to inter-cultural understanding and tolerance.

S * Ensure viable, long-term economic operations, providing socio-economic benefits to all stakeholders that are fairly
distributed, including stable employment and income-earning opportunities and social services to host communities, and
contributing to poverty alleviation.

M

https://www.unwto.org/sustainable-development
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7.1. Tourism and Sustainability, Sustainable Tourism

International Hotels Environmental Initiative (IHEI) Green GREEN

- HOTELS
T Hotels GLOBAL
§LQ%&& green
@) hotgls
U INTERNATIONAL HOTEL Rk - GEB-MEEN KtY
& RESTAURANT ASSOCIATION h it I —
R The International Hotel & Restaurant "k x e
Association (IHRA) \ ‘;

| ECO 8 TRANS ECU‘ﬂhE‘

The European Network for .
Sustainable Tourism Development VISIT European Initiative for the

M Promotion of Ecolabels and

ECOTRANS - European Network for Sustainable Tourism Development
Sustainable Tourism Development

Green Hotel Association



TELS

7. Sustainable Tourism

7.1. Tourism and Sustainability, Sustainable Tourism

The Green Key award is the leading standard for excellence in the

field of environmental responsibility and sustainable operation

within the tourism industry. This prestigious eco-label represents a

commitment by businesses that their premises adhere to the strict

criteria set by the Foundation for Environmental Education. Green
Key is eligible for hotels, hostels, small accommodations,
campsites, holiday parks, conference centres, restaurants and

attractions. . ‘ 0

Staff Environmental Guest Water
involvement management information
a o/
Energy \Aé?g:mg g& Bic\)/(exr’ag - Waste Administration ()
@
Corporate
Indoor Green /
Environment Green Areas Activities Social

Responsibility

Green kKey ECOOS Site

. Attractions

@

Conference Centers

Restaurants

Campsite & Holiday Parks

Hotel & Hostels

Small Accommuodation

@)

https://www.greenkey.global/#

@
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)
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$28)
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#
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Green Key

3700

Establishments

60

Countries


https://www.greenkey.global/
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7. Sustainable Tourism

IHEI- International Hotels
Environmental Initiatives

Founded in 1992 by a consortium of
chief executives from ten

O multinational hotel groups, IHEI is
an ongoing educational charity that
functions to encourage continuous

U improvement in the environmental
performance of the entire hotel )
industry.
R ihra
INTERNATIONAL HOTEL
& RESTAURANT ASSOCIATION
i | Y |
A\\ | / /4
gy
S SUSTAINABLE
INTERNATIONAL H®SPITALITY
HOIEL 2020
M ERVIRONMENT INE] l.;';:i.:]."ﬂl [

PROMOTING A SUSTAINABLE FUTURE

IHRA- International
Hotel&Restorants Association

Works with 10,000,000
restaurants 500,000 Hotels
100,000,000 Employees

INTERNATIONAL HOTEL &
RESTAURANT ASSOCIATION

@ cVOLUTION

The Sustainability Management Platform
* Measurement of resource use
» Management and reduction of energy costs
* Reporting and disclosure to clients
* Reduce waste and increase opera9ng profit

* Only system that is easy to use by non technical personnel

* The system has been created with inputs from the hotel sector
* Inexpensive and delivering excellent value

* Places hotels and not external agencies in control of data and
disclosure

http://www.ih-ra.orqg/
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A Directory of

° . . e e
T w: G STC Sustainable Tourism Initiatives &

Global Sustainable Tourism Council Resou rces

O
U GSTC Destination Criteria
6 D:i:.-ﬂﬁ;lrz ;]019 Prepared by:
with Center for Responsible Travel (CREST)

R Performance indicators and SDGs
i e For Hotels & Accommodations

e For Tour Operators
S e For Governments & Destinations

e For Corporate and Business Travel Ceiiti for Respaaibie Thave)
M

GstCouncil, 2017. https://www.gstcouncil.org/what-is-sustainable-tourism/
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World Travel & Tourism Council (WTTC)

Representing the Travel & Tourism sector
globally for over 30 years, WTTC has
conducted research on the economic impact
of Travel & Tourism in 185 countries and
issues such as overcrowding, taxation,
policy-making, and many others to raise
awareness of the importance of the Travel &
Tourism sector as one of the world’s largest
economic sectors.

Hotel
Sustainability
Basics

)
WORLD
TRAVEL &

TOURISM
COUNCIL

https://wttc.orqg/

hotel sustainability.

Sustainable Growth

WTTC works on a number of sustainable
initiatives with leading associations &
organisations to ensure that Travel & Tourism
benefits people/businesses, as well as nature

& the environment.

«Climate & Environment Action

*Rethinking Single Use Plastic Products SUPPs in
Travel & Tourism

Human Trafficking

*Destination Stewardship

*Biodiversity & lllegal Wildlife Trade

sSustainability Leadership

*Inclusion, Diversity & Social Impact
sSustainability Reporting
*Future of Work

Hotel
Sustainability
Basics

Hotel Sustainability Basics is a globally recognised and coordinated set of
sustainability indicators that all hotels should implement as a minimum. Developed by
the industry for the industry, they represent the 12 actions that are fundamental to


https://wttc.org/
https://wttc.org/initiatives/sustainable-growth#Climate%20&%20Environment%20Action
https://wttc.org/initiatives/sustainable-growth#Rethink
https://wttc.org/initiatives/sustainable-growth#Human%20Trafficking
https://wttc.org/initiatives/sustainable-growth#Destination%20Stewardship
https://wttc.org/initiatives/sustainable-growth#Biodiversity%20&%20Illegal%20Wildlife%20Trade
https://wttc.org/initiatives/sustainable-growth#Sustainability%20Leadership
https://wttc.org/initiatives/sustainable-growth#Inclusion,%20Diversity%20Social%20Impact
https://wttc.org/initiatives/sustainable-growth#Sustainability%20Reporting
https://wttc.org/initiatives/sustainable-growth#Future%20of%20Work
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Tour Operator Initiatives for Sustainable Tourism

T The Initiative has been developed by tour operators
internationally with the support of UNEP, UNESCO and the World
Tourism Organization (WTO/OMT).Members of the Initiative have

O formed Working Groups in four key areas of action:
esustainability reporting i
scooperation with destinations e

U *supply chain management TOUR OPERATORS INITIATIVE
ecOmMmunication FOR SUSTAINABLE TOURISM DEVELOPMENT

The site gives details of industry members-and.the activities of

R international organisations. Some reports, b)‘( iv{(c@r\king groups on
indicators for example, are available online——= e
[
USTAINABLE TOURISM, Sustainable Tourism: The
FOR RATORS .
S T Tour Operator’s Guide to
Responsible Travel in 2022 &
Beyond
M

TRAVELGUIDE

@GOOD

Sustainable Accommodatio..  Systainable Accommodatio...

GRE] \!J
8]

| (

/\ GoGreen
WTravel Green

Green Key — Bookdifferent...

five-lear

trave ,
CCEReo.org

Learn. Grow. Travel.

i h. €co

‘TOURISM Greeny
The Eco-Tourist's Ultimate ... Tou rism
. GOLD

Green Policy Hotel | Environ...

ECO-LABELLING FOR ENVL.
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Tourist accommodations must often compromise their sustainable initiatives in order to guarantee a e
certain level of quality for their guests. The EU Ecolabel tourist accommodations criteria provide \};;
T efficient guidelines for hotels and camping sites looking to lower their environmental impact while Eéﬂlﬂ'hEI
offering enough flexibility to allow proper guest satisfaction. wew.colabereu |
O — limit energy consumption e
.. . * *:
— limit water consumption 2 6’ .
U — limit waste production S
— favour the use of renewable resources and of substances \\ !
which are less hazardous to the environment (=
R — promote environmental communication and education.
EU Eco-Label
I EU Ecolabel _ : :
Criteria for https://ec.europa.eu/environment/ecolabel/documents/touris
S % Tourist t_accommodation_factsheet.pdf F
Accommodation or
Summary of criteria
M TOURIST ACCOMMODATION

Joint Research Centre
the European Commission"
in-hous

SERVICE


https://ec.europa.eu/environment/ecolabel/documents/tourist_accommodation_factsheet.pdf
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7.1. Tourism and Sustainability, Sustainable Tourism

A set of services for Going Green TOUI'ISITI
The Tourism2030 platform aims to support the tourism sector in making their products and 2030
services more sustainable and visible. ECOTRANS is managing the platform and offers a set of DestiNet Services
services and tools to bring together the interest of sustainable tourism certification
programmes, businesses and destinations, marketing organisations and consumers
| 8 ' =10 ﬁ J\\‘.
1. ABOUT introduces to the mission, history and services of Tourism2030 as partnership for the SDGs = ot
Sustainable Development Goals = © Lo T @ 58
2. TOPICS introduce to the action fields according to UN and EU policies, linked to SDGs and providing a COMPASS —+° P By Q%

3. WHO IS WHO is mapping and supports networking with helpful stakeholders and experts along the TOPICS
4, COURSES & RESOURCES are published for learning and supporting stakeholders in making tourism more sustainable

5. GOOD PRACTICE shows awards and examples for effective use of RESOURCES and implementation of the GSTC criteria
Global Sustainable Tourism Council
6. CERTIFICATION QUICKFINDER gives global transparency and access to environmental and sustainability ,green proofs”

7. MARKET PLACE in partnership with certificates is mapping certified tourism worldwide and supports their market access

https://destinet.eu/resources/certificates/european-ecolabel-for-tourist-accommodation-services-and-camp-site-services
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7.2. EU GREEN Deal -Transition Pathway to Tourism

T The updated EU Industrial Strategy highlights the need to accelerate the green and digital transition of EU industry
and its ecosystems. To that end, it proposes working together with industry, public authorities, social partners and
other stakeholders. This co-creation process will lead to the publication of transition pathways for each ecosystem.

O Tourism, as the most heavily hit ecosystem by the COVID-19- crisis, will be the first to have its transition pathway.
The actions of this pathway will form the key elements of the upcoming European tourism agenda 2030/2050.

The sections below describe the different steps of the co-creation process of the tourism transition pathway.

U (European Union, 2022).

Green transition of the tourism ecosystem
*Carbon-neutral mobility

._
D = LA =1
I

R *Circular tourism l |'I.| I
*Sustainable consumption
i *Sustainable knowledge

Resilience of Tourism Ecosystem
Destination governance for supporting well-being for all
S Adoptive capacity for a changing World tourism
Supporting equity, accessibility and social impacts of toruism
Improving skills and ensruirng quality of work in tourism

www.sdgindex.org/reports/europe-sustainable-development-report-2020/



TEI()S 7. Sustainable Tourism and EU

7.3. The EDEN Initiative

The European Destinations of Excellence (EDEN) initiative rewards and promotes sustainable tourism

T practices in smaller tourist destinations.

The EU Green Deal, our commitment to a climate-neutral Europe by 2050, and the focus on circular economies,
O will drive changes in the tourism industry. The ecosystem will need to change how it operates, including how

destinations are managed, to deliver sustainable and quality experience to visitors.

U EDEN for position winning destinations to stand out as tourism sustainability
pioneers, committed to European Green Deal objectives and seeking to inspire
R other European tourism destinations in their green transition practices.
The EDEN initiative aims to
* showcase the best achievements in sustainable tourism and green transition

I practices across smaller European destinations
* promote the development of sustainable tourism in destinations, bringing value to
S the economy, the planet and the people

* establish a framework for participating destinations to exchange best practices
M and create opportunities for cooperation and new partnerships

EUROPEAN DESTINATIONS
OF EXCELLENCE

SUSTAINAELE
TOURISM PIONEER
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7.4. European Capitals of Smart Tourism

European Capitals of Smart Tourism

The European Capital of Smart Tourism recognizes outstanding
achievements in smart tounsm in European cities. Smart tourism
responds to new challenges and demands in a fast-changing
sector, including the evolution of digital tools, products and services;
equal opportunity and access for all visitors; sustainable
development of the local area; and support to creative industries,
local talent and heritage.

The COVID-19 pandemic has had a significant impact on the
tourism industry. With many cities and destinations now looking to
recover and grow back; itis relevant to develop and implement
smart tourism practices in line with green and digital transition.

7. Sustainable Tourism and EU

The value of Smart Tourism

Promote

Promote the rich tourism offer of European
countries and increase citizens’ sentiment of
sharing local tourism-related values.

Establish

Establish framework for the exchange of best
practices between the cities and create
opportunities for cooperation and new
partnerships.

Accessibility

Accessibility includes services that
are multilingual and digitally available
to all travellers

and visitors, regardless of their age,
cultural background or their physical
disability

Strengthen

Strengthen tourism-generated and innovative
tourism development in the cities, their
surroundings and their neighbour regions.

Inform

4

Increase

Increase the attractiveness of European cities
that are awarded the title and strengthen
economic growth and job creation.

Encourage

Inform the travellers of the sustainable and
outstanding tourism practices in destinations

they are visiting.

Sustainability

Being sustainable does not
only mean to manage and
protect your natural resources
as a city, but to reduce
seasonality impacts on the
environment and to involve the
local community.

Europe.

Digitalisation

A digital city uses digital
technologies to enhance all
aspects of the tourism
experience, enabling simpler
access to services for all
travellers, as well as to help
local businesses to grow.

Encourage sustainable socio-economic
development in tourism destinations across

Cultural Heritage

Protect and capitalise on the
cultural heritage as well as
local potential and its
creative assets for the
benefit of the tourism
destination, the industry and
the visiting tourists in
general.

CULTURAL HERITAGE

DIGITALISATION

& CREATIVITY

https://smart-tourism-capital.ec.europa.eu/index_en

https://smart-tourism-capital.ec.europa.eu/about_en
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BEST PRACTICES IN ACCESSIBILITY

4.1.1 Accessibility for all

41.1.1 Low-income accessibility; Bordeaux; Karlsruhe

4 112 Accessible city routes; Bordeaux; Athens; Venice Padua

4.1.1.3 Accessible infrastructure; Bordeaux; Dublin; Genoa; Ljubljana; Szczecin; Venice

4.1.1.4 Accessible beaches; Gdynia; Palma; Ravenna; San Sebastian; Valéncia

4 115 Diversity & Accessibility; Aarhus

4.1.2 Accessibility of information

« 412 1Accessible city guides; Athens; Ljubliana _Florence; Ravenna; Valéncia

« 41272 Accessible tours; Florence

« 4123 Accessible citizens engagement; Athens; Aarhus

« 4124 Accessible tourist information offices; Braga; Valéncia

« 4125 Accessibility through digitalisation; Porto; Florence; Gaziantep

https://smart-tourism-capital.ec.europa.eu/about_en

7. Sustainable Tourism and EU

BEST PRACTICES IN SUSTAINABILI ‘! : i

4.2.1 Combatting or adapting to climate change

« 4.2.1.1 Urban biking,; Rotterdam; Karlsruhe; Dubrovnik

= 4212 Sustainable transportation; 1zmir;_Helsinborg

« 4.2 1.3 Alternative means of transporiation; Genoa; Karlsruhe: Marbella; Maribor

« 4214 Sustainable engagement; Athens; Bordeaux, Copenhagen; Helsingborg;_1zmir

= 4215 Sustainable events; Bordeaux; Aarhus; Copenhagen; Genoa, Maribor

= 4.2.1.6 Sustainable urban planning; Dubrovnik; Gdynia; Florence; Helsingborg, Rotterdam:
Val&ncia

= 4217 Sustainable water cycle; Karlsruhe

« 4.2 1.8 Tourism taxation; Palma

4.2.2 Preserving and enhancing the natural environment

« 4.2 21 Natural presernvation; Dublin;_Maribor; Athens: Palma; Valéncia: Venice

o 4227 Sustainable education; Dublin; Alba lulia; Copenhagen; Matosinhos; San Sebastian

« 4.2 23 Sustainable shopping;_Maribor; Szczecin: Genoa

4.2.3 Spreading the flow of tourists

« 4.2.3.1 Spreading the flow through technology; Florence

« 4232 Spreading_the flow through urban planning; Forto

« 4233 Spreading_the flow with transportation; Bordeaux; Copenhagen:_Dubrovnik
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7.5. Tourism Friendly Cities

T Tourism Friendly Cities
O
Tourism Friendly Cities, URBACT is an Action Planning Network aimed
O  at exploring how tourism can be made sustainable in medium-sized .
cities, reducing the negative impact on neighbourhoods and areas Panevizys
U interested by different types of tourism and its related aspects through ’ ' s >3
integrated and inclusive strategies keeping a balance between the 4 ,'f. o )
R needs of the local community, in terms of quality of life and of services _"" !' .
available, and the promotion of sustainable urban development at T b e Y
i environmental, social and economic level. L= M ]
: ® . ——
: FRIENDLY et ¥
e Co-funded by
M CITIES URBACT [R5 Eremesr

Local community and tourists U RBACT, 2022.

together for urban sustainability https://urbact.eu/networks/tourism-friendly-cities
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7.6. Circular Economy in Tourism Initiative
T CENnTOUR- Circular Economy in Tourism

O The COSME-funded CENnTOUR - Circular Economy in
Tourism initiative aims to help Small and Medium-
sized Enterprises (SMES) in the tourism industry in Y 0909 W

U moving towards a circular economy by developing an
integrated system at the local/regional level.

R COSME project that runs from September 2020 to
September 2023.

i Challenges in particular in the tourism sector, moving
from a linear to a circular economy model and, given
the average size, do not normally have the resources

S and skills to face it with the appropriate tools and
references.

CEnTOUR, 2022.

https://circulartourism.eu/
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N, Tourismand TELOS

Any definition runs the risk of either overestimating or underestimating its Tourism
economic activities of Tourism

(Ceballos-Lascurain, 1996)

Parallel to the aim of TELOS, Towards a European Landscape Economy for a
Sustainable Urban Development, the rationale for tourism section are summarised as:

- To contribute to a large-scale transnational educational transformation in tourism, landscape and
economy relations

- To empower a new generation of visionary professionals, decision-makers and urbanites to guide
sustainable urban development together with tourism

- To address sustainability challenges through problem-solving approaches in the context of tourism
in urban, peri-urban areas, tourism related urban development and planning

- To integrate systems thinking, anticipatory strategic competences, real life scenarios and insights,
and interpersonal skills in connection with tourism for a sustainable urban development.

- To build ‘knowledge and action bridges’ between the seemingly competing systems of ecology,
economy, and tourism in the same everyday urban environment.
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Tourism

Sodolagy

Landscape Architecture

Sociology ol
uism

Studies | ' Landscape, Tourism,
Economy
Relationships

L B8 Al pLE
LR

:

wi=m | An interdisciplinary model of knowledge production in tourism (Jafari, 2005)

PUE SHIEg

(Lohmann and Panosso Netto, 2008).
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Tourism
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